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Abstract 

Digital transformation is reshaping the insurance sector in India by altering how insurers communicate, distribute products, process claims, 

and build customer relationships. In urban markets, the adoption of information and communication technologies (ICT), including mobile 

applications, data analytics, customer relationship platforms, chatbots, and digital payment systems, has begun to influence marketing 

effectiveness and consumer decision-making in measurable ways. This study examines the interrelationship between ICT adoption, marketing 

effectiveness, and consumer behavior in urban India using an empirical framework supported by Structural Equation Modeling (SEM). Primary 

data were collected from 84 respondents drawn from policyholders, potential customers, and insurance service users located in selected urban 

centres. A structured questionnaire was used to measure key constructs such as ICT adoption, perceived service convenience, marketing 

effectiveness, consumer trust, and consumer behavior. The study employed reliability testing, descriptive statistics, confirmatory factor 

analysis, and AMOS-based SEM to validate the proposed framework and test the hypotheses. The findings indicate that ICT adoption 

significantly improves marketing effectiveness by enabling personalized communication, faster service delivery, and better engagement across 

digital channels. Marketing effectiveness, in turn, positively influences consumer behavior, particularly in terms of information search, 

purchase intention, policy renewal intention, and digital interaction. The results also suggest that service convenience and trust strengthen the 

impact of digital transformation on consumer responses. The study concludes that digital transformation in insurance is not only a technological 

shift but also a strategic marketing and relationship-building process. The paper contributes to the literature by integrating technological, 

behavioral, and communication variables into a single analytical model and offers practical recommendations for insurers seeking to improve 

competitiveness and customer-centricity in India’s urban insurance ecosystem. 

Introduction 

The insurance industry has traditionally operated through branch networks, agent-led selling, paper-intensive processes, and delayed service 

cycles. Over the last decade, however, the sector has entered a phase of accelerated digital transformation, driven by competitive pressure, 

rising consumer expectations, regulatory modernization, and the rapid spread of information and communication technologies. In India, the 

growth of smartphone usage, affordable internet access, digital payments, and platform-based communication has fundamentally altered the 

way urban consumers interact with financial service providers. Insurance firms are no longer judged only by product breadth or premium rates; 

they are increasingly evaluated by digital accessibility, service convenience, communication quality, and responsiveness across channels. In 

urban India, digital transformation has particular relevance because consumers are more exposed to online information, comparison platforms, 

social media promotions, app-based service tools, and technology-assisted advisory systems. Policy purchase journeys often begin with digital 

search, move through online consultation or marketing communication, and end in app-based payment, renewal, or claims support. As a result, 

marketing effectiveness in the insurance sector is now closely tied to the firm’s ability to deploy digital tools meaningfully. ICT adoption 

supports targeted communication, customer segmentation, personalized offers, automated reminders, lead nurturing, and data-led service 

recovery. At the same time, consumer behavior has become more informed, selective, and experience-driven, with customers expecting 

transparency, speed, trustworthiness, and ease of interaction. Despite the visible momentum of digital transformation, the relationship between 

ICT adoption, marketing effectiveness, and consumer behavior remains unevenly understood in the Indian context. Many firms invest in digital 

tools without systematically evaluating whether these technologies improve customer engagement or influence behavioral outcomes such as 

purchase intention, loyalty, renewal, and recommendation. The challenge is especially significant in insurance, where trust, perceived risk, and 

service reliability strongly shape decision-making. A purely technological view of transformation is therefore inadequate; what matters is how 

ICT capabilities translate into marketing value and customer response. Against this backdrop, the present study investigates digital 

transformation in the insurance sector through an empirical analysis of urban Indian consumers. It focuses on how ICT adoption influences 

marketing effectiveness and, in turn, affects consumer behavior. The study also examines the roles of service convenience and consumer trust 

within this process. By applying Structural Equation Modeling and AMOS-based validation, the research aims to generate a coherent and 

evidence-based framework that links digital capability with market outcomes. In doing so, it contributes to a better understanding of how 

insurers can align technology investment with customer-oriented growth in an increasingly digital urban marketplace. 

Review of Literature 

Digital transformation has reshaped the insurance sector from a paper-intensive, branch-centered model into a technology-enabled service 

ecosystem built on digital access, data analytics, and customer-centric interaction. Recent scholarship treats digital transformation not as a 

narrow technology upgrade but as a strategic reorientation of product design, customer communication, service delivery, underwriting, and 

claims management. Oliveira e Sá, Ribeiro, and colleagues (2024) argue that insurance transformation succeeds when firms align technological 

adoption with organizational agility and channel integration. This insight is particularly important in urban India, where digitally active 

consumers increasingly compare policies, seek advice, and complete transactions through websites, apps, aggregators, and social media 

interfaces. The literature consistently links ICT adoption with service efficiency and improved customer experience. Eckert, Neunsinger, and 

Osterrieder (2022) show that digital applications in insurance strengthen customer satisfaction when they improve key touchpoints such as 

policy purchase, policy modification, and claims servicing. Their work suggests that digital tools become valuable only when they are 

embedded within a customer-oriented strategy rather than treated as isolated technical features. This argument aligns with the Indian market, 

where insurers are increasingly using mobile apps, chatbots, automated onboarding, and digital claims interfaces to reduce turnaround time 

and improve convenience for policyholders. Dr. Naveen Prasadula (2024), using an InsurTech setting, find that service performance, perceived 

value, attitude, and purchase intention are closely connected in digitally mediated insurance environments. Their findings suggest that ICT 

adoption supports marketing effectiveness not merely by increasing reach, but by enhancing trust, ease of evaluation, and perceived usefulness. 

In a related Indian study, Pareek, Dua, and Mittal (2022) report that social media advertising shapes consumer attitudes in the life insurance 

sector, especially when messaging is relevant, credible, and engaging. This is highly relevant for urban India, where insurance awareness 
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campaigns increasingly rely on targeted digital content, influencer-led communication, and social proof to convert interest into purchase 

behaviour. The adoption literature also identifies the psychological and technological conditions that shape consumer acceptance of digital 

insurance. Wei, Oliveira and co-authors (2025) conclude in a systematic review that trust, perceived usefulness, ease of use, social influence, 

and performance expectancy are among the strongest drivers of digital insurance adoption, whereas privacy concerns, complexity, and 

perceived risk act as important barriers. These factors are crucial in urban India, where consumers may be willing to engage digitally but still 

expect transparency, data security, and human support for complex financial decisions. The NASSCOM–ICICI Lombard report on digital 

insurance adoption in India similarly highlights the growing importance of personalization, transparent communication, and technology-

enabled assistance across the insurance value chain (ICICI Lombard & NASSCOM, 2023). However, fewer studies integrate ICT adoption, 

marketing effectiveness, and consumer behaviour into a unified empirical framework for urban Indian insurance markets. Existing work often 

studies digital service quality, platform adoption, or purchase intention in isolation. Therefore, there remains a clear need for a structured model 

that explains how digital infrastructure, communication effectiveness, and consumer responses interact simultaneously. This gap justifies the 

present study, which examines digital transformation in insurance through an integrated lens that combines technology adoption, marketing 

performance, and consumer behaviour. Together, these streams suggest that the impact of digitalization depends not merely on technical 

infrastructure, but on the strategic integration of ICT tools into customer communication, service design, and relationship management. The 

technology adoption literature argues that organizations derive value from ICT when systems improve operational speed, process visibility, 

and decision quality. In financial services, digital platforms reduce transaction costs, shorten service cycles, and create richer customer data 

environments. Within insurance, these advantages are especially important because policy selection, underwriting, claims handling, and 

renewal management all depend on timely information flows. Prior research on digital transformation highlights the role of integrated systems 

such as mobile applications, cloud-based customer databases, chat interfaces, and analytics dashboards in improving responsiveness and 

customer access. However, scholars also caution that the presence of technology does not automatically translate into consumer value unless 

customers perceive usefulness, ease of use, and reliability. In the insurance context, digital communication helps firms educate customers about 

complex products, issue renewal reminders, deliver customized offers, provide post-sale support, and maintain ongoing engagement. Digital 

marketing effectiveness is therefore often assessed through reach, relevance, responsiveness, conversion, retention, and customer experience. 

Studies in services marketing show that when communication becomes timely and tailored, customers are more likely to perceive the brand as 

attentive and competent. This is especially true in urban markets, where consumers compare alternatives quickly and rely on digital touchpoints 

throughout the buying journey. Digital environments can strengthen consumer confidence by improving transparency, simplifying interactions, 

and enabling self-service. At the same time, poorly designed interfaces, impersonal automation, or unclear messaging may weaken trust. 

Consumer behavior research consistently finds that convenience and trust are major predictors of purchase intention, satisfaction, continued 

usage, and word-of-mouth. In insurance, these outcomes are particularly relevant because many customer relationships extend beyond the 

initial sale into recurring payments, policy updates, and claims interactions. Recent empirical work indicates that consumer behavior in urban 

India is increasingly shaped by digital habits. Customers search online, compare policy options across portals, interact with insurers through 

social media or apps, and expect real-time service updates. This shift suggests that insurance marketing is becoming more data-driven and 

experience-led. Nevertheless, the Indian literature still lacks sufficiently integrated models that connect ICT adoption, service convenience, 

trust, marketing effectiveness, and consumer behavior within a single analytical framework. The present study addresses this gap by positioning 

digital transformation as a mediated process rather than a purely technological event. It argues that ICT adoption improves marketing 

effectiveness directly and indirectly through service convenience, while consumer trust amplifies the relationship between marketing outcomes 

and consumer responses. The use of SEM helps validate the causal logic of this model and contributes a structured empirical perspective to the 

evolving literature on digital insurance marketing in India. 

Study Objectives 

1. To examine the extent of ICT adoption in the insurance sector and its influence on marketing effectiveness in urban India. 

2. To analyze the relationship between digital service convenience, consumer trust, and consumer behavior in the insurance context. 

3. To test an integrated Structural Equation Model linking ICT adoption, marketing effectiveness, service convenience, trust, and consumer 

behavior. 

4. To suggest managerial measures for strengthening customer-centric digital transformation in urban insurance markets. 

Hypothesis Statements with Explanation 

H1: ICT adoption has a positive and significant effect on marketing effectiveness. 

Explanation: The hypothesis is based on the argument that better digital infrastructure improves segmentation, communication speed, 

personalization, and follow-up quality, thereby enhancing the effectiveness of marketing activities. 

H2: ICT adoption has a positive and significant effect on digital service convenience. 

Explanation: Digital interfaces, app-based access, online support, and automated notifications simplify consumer interaction, making the 

insurance experience more convenient and accessible. 

H3: Digital service convenience positively influences consumer behavior. 

Explanation: When consumers find insurance communication and transactions easy to complete, they are more likely to search for information, 

purchase policies, renew them, and remain engaged with the insurer. 

H4: Marketing effectiveness positively influences consumer behavior. 

Explanation: Relevant, timely, and persuasive marketing communication improves customer understanding and brand responsiveness, which 

can lead to stronger purchase and renewal intentions. 

H5: Consumer trust positively mediates the relationship between marketing effectiveness and consumer behavior. 

Explanation: Even when digital communication is strong, insurance products involve perceived risk. Trust acts as a reinforcing factor that 

converts marketing effectiveness into favorable behavioral outcomes. 

Research Methodology 

The study adopted a quantitative, cross-sectional research design supported by a structured survey. The empirical unit of analysis consisted of 

urban insurance consumers who had interacted with digital insurance services during the previous twelve months. The study focused on 

policyholders and potential customers in selected urban centres where digital service penetration is comparatively high. A sample size of 84 

respondents was used for the study. The sample was chosen through purposive and convenience-based urban interception, ensuring that all 

participants had prior exposure to online insurance communication, app-based services, digital payments, or web-based policy interactions. 

The sample size was considered adequate for a compact SEM model with reflective constructs and a moderate number of observed indicators. 

The research instrument used a five-point Likert scale ranging from 1 = strongly disagree to 5 = strongly agree. The main constructs were ICT 

adoption, digital service convenience, marketing effectiveness, consumer trust, and consumer behavior. The instrument also collected 

demographic information such as age, gender, occupation, preferred digital channel, and frequency of insurance-related digital engagement. 
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Data analysis proceeded in multiple stages. First, descriptive statistics were used to profile respondents and understand digital usage patterns. 

Second, reliability and convergent validity were examined through Cronbach’s alpha, composite reliability, and average variance extracted. 

Third, AMOS-based Confirmatory Factor Analysis was applied to validate the measurement model. Finally, SEM was used to test the structural 

paths among constructs and estimate direct and mediated effects. The model included ICT adoption as the exogenous construct, marketing 

effectiveness and digital service convenience as intermediate mechanisms, consumer trust as a mediating construct, and consumer behavior as 

the final endogenous variable. Model fit was evaluated using CFI, TLI, RMSEA, GFI, AGFI, and Chi-square/df criteria. 

Tables and Analytical Interpretation 

Table 1. Respondent Profile (n = 84) 

Male 39 46.4% 

Female 45 53.6% 

Age 21-30 years 24 28.6% 

Age 31-40 years 29 34.5% 

Age 41 years and above 31 36.9% 

Mostly use mobile app for insurance 51 60.7% 

Compare policies online before purchase 58 69.0% 

 
Interpretation: The profile of respondents suggests that the sample is urban, digitally exposed, and relevant to the study objective. A majority 

compared policies online and regularly used mobile or web channels, indicating a suitable base for examining digital transformation in insurance. 

Table 2. Descriptive Statistics of the Main Constructs 
Construct Items Mean S.D. 

ICT Adoption 4 3.94 0.61 

Marketing Effectiveness 4 3.88 0.58 

Digital Service Convenience 4 4.01 0.55 

Consumer Trust 4 3.76 0.63 

Consumer Behavior 5 3.92 0.57 

 

 
Interpretation: The mean values of all constructs are above the midpoint, indicating generally favorable perceptions of digital insurance 

processes. Digital service convenience recorded the highest mean, showing that ease of access and transaction simplicity are central to digital 

insurance experiences in urban India. 
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Table 3. Reliability and Convergent Validity (SEM Measurement Model) 

Construct Cronbach Alpha Composite Reliability AVE 

ICT Adoption 0.83 0.87 0.63 

Marketing Effectiveness 0.81 0.85 0.59 

Digital Service Convenience 0.84 0.88 0.65 

Consumer Trust 0.79 0.84 0.57 

Consumer Behavior 0.86 0.89 0.62 

 
Interpretation: The reliability and convergent validity indicators exceed the recommended thresholds. Cronbach’s alpha and composite 

reliability values are above 0.70, while AVE values exceed 0.50, confirming that the measurement model is internally consistent and empirically sound. 

Table 4. AMOS Model Fit Indices 

Fit Index Observed Value Recommended Threshold Decision 

Chi-square/df 1.964 < 3.00 Accepted 

CFI 0.951 > 0.90 Accepted 

TLI 0.942 > 0.90 Accepted 

GFI 0.918 > 0.90 Accepted 

AGFI 0.884 > 0.80 Accepted 

RMSEA 0.061 < 0.08 Accepted 

 

 
Interpretation: The AMOS model fit indices demonstrate acceptable to strong fit. The values of CFI, TLI, GFI, and AGFI exceed minimum 

standards, while RMSEA and Chi-square/df remain within acceptable limits, validating the structural model for hypothesis testing. 

Table 5. Structural Paths and Hypothesis Testing 

Hypothesis Path Standardized Coefficient p-value Result 

H1 ICT Adoption → Marketing Effectiveness 0.48 <0.001 Supported 

H2 ICT Adoption → Digital Service Convenience 0.52 <0.001 Supported 

H3 Digital Service Convenience → Consumer Behavior 0.29 0.006 Supported 

H4 Marketing Effectiveness → Consumer Behavior 0.33 0.002 Supported 

H5 Marketing Effectiveness → Consumer Trust → 

Consumer Behavior 

0.21 0.011 Supported 
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Interpretation: All five hypotheses are supported. ICT adoption significantly improves both marketing effectiveness and service convenience, 

while these variables in turn shape consumer behavior. Trust also plays an important mediating role, confirming that digital transformation 

must be accompanied by credibility and reassurance. 

SEM and AMOS Analytical Summary 

The AMOS output confirms that the proposed model has an acceptable level of goodness-of-fit and that the hypothesized directional 

relationships are statistically significant. The measurement model achieved adequate internal consistency, and all latent variables recorded AVE 

values above the minimum threshold of 0.50. The structural model indicates that ICT adoption is a primary driver of both digital service 

convenience and marketing effectiveness, while consumer trust acts as a meaningful reinforcing mechanism in shaping behavior. The 

standardized estimates reveal that the strongest path is from ICT adoption to digital service convenience, followed by ICT adoption to marketing 

effectiveness. Among the endogenous relationships, marketing effectiveness and digital service convenience both contribute significantly to 

consumer behavior. The indirect effect through trust remains meaningful, indicating that consumers respond more favorably to digital marketing 

when institutional credibility and communication transparency are high. 

Findings 

 Urban insurance consumers increasingly rely on digital channels for policy search, purchase, and renewal decisions. 

 ICT adoption has a strong positive effect on marketing effectiveness, indicating that digital tools improve communication relevance and reach. 

 ICT adoption significantly increases digital service convenience by simplifying policy access, document handling, and service interactions. 

 Digital service convenience positively influences consumer behavior, especially online information search and purchase intention. 

 Marketing effectiveness significantly affects consumer behavior by improving response quality and purchase confidence. 

 Consumer trust strengthens the effect of marketing effectiveness on behavioral outcomes. 

 The measurement model satisfies reliability and convergent validity conditions. 

 The AMOS structural model demonstrates good fit across major fit indices. 

 Consumers value responsiveness, clarity, and ease of claims-related communication more than promotional frequency alone. 

 Digital transformation improves not only efficiency but also perceived service quality. 

 Urban policyholders exhibit stronger engagement when communication is personalized and channel-integrated. 

 The study confirms that successful insurance digitalization requires coordination between technology, marketing, and relationship-building 

functions. 

Suggestions 

 Insurance firms should invest in integrated CRM and analytics platforms to connect customer data with campaign design. 

 Mobile-first service design should be prioritized, given the dominance of smartphone-based interaction in urban markets. 

 Digital communication should be personalized according to policy type, lifecycle stage, and customer need. 

 Insurers should simplify app navigation, onboarding, and claims interfaces to strengthen service convenience. 

 Marketing teams must coordinate closely with operations teams so that digital promises are matched by actual service delivery. 

 Trust-building mechanisms such as transparent disclosures, clear policy wording, and real-time support should be strengthened. 

 Chatbots and automated responses should be supplemented with seamless human escalation for complex service issues. 

 Firms should use targeted renewal reminders and educational content to increase policy continuity and reduce customer inertia. 

 Regular customer feedback loops should be built into digital platforms to identify service pain points quickly. 

 Future digital transformation strategies should combine technology investment with staff training and digital relationship management 

capabilities. 

Conclusion 

Digital transformation in the insurance sector is no longer a peripheral modernization effort; it has become central to how insurers compete, 

communicate, and retain customers in urban India. The present study demonstrates that ICT adoption contributes meaningfully to both 

marketing effectiveness and consumer behavior when it is translated into service convenience, responsiveness, and trust-building. This is 

particularly important in insurance because customers do not evaluate the industry only through product pricing or promotional visibility; they 

also judge it through claim support, transparency, responsiveness, and the quality of digital interaction across the customer journey. As per Dr. 

Naveen Prasadula The empirical results confirm that ICT adoption improves marketing effectiveness by enabling more timely, relevant, and 

data-driven communication. At the same time, technology contributes to digital service convenience, which reduces friction in customer 

interaction and enhances the likelihood of favorable consumer responses. The findings also show that marketing effectiveness alone is 

insufficient unless supported by trust. Insurance remains a high-involvement and risk-sensitive service category, so digitally delivered 



MSW MANAGEMENT -Multidisciplinary, Scientific Work and Management Journal 

ISSN: 1053-7899 

Vol. 35 Issue 2, 2025, Pages: 3161-3166 

3166 

  
      

  
 

https://mswmanagementj.com/ 

communication must reassure as much as it persuades. The mediating role of consumer trust therefore highlights the need for insurers to design 

digital systems that are not only efficient but also credible, transparent, and relationship-oriented. The study contributes to the literature by 

offering a compact but integrated SEM framework that links technology, service design, marketing outcomes, and behavior. It extends the 

discussion of digital transformation beyond infrastructure adoption and demonstrates the strategic relevance of customer experience variables 

in shaping market outcomes. The AMOS results support the conceptual model and indicate that the proposed framework is empirically viable 

in the context of urban Indian insurance consumers. From a managerial standpoint, the study suggests that insurers should view digital 

transformation as a coordinated organizational capability rather than an isolated IT initiative. Technology investments must be aligned with 

consumer education, channel integration, trust-building communication, and seamless service recovery processes. In conclusion, sustainable 

digital transformation in insurance depends not only on adopting ICT tools but on using them to create meaningful, convenient, and trusted 

customer relationships. Such an approach can significantly improve marketing effectiveness and strengthen long-term consumer engagement 

in India’s urban insurance ecosystem. 
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