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Introduction 
Financial Services in India, is 
characterized by ever increasing 
competition among existing players and 
emergence of new players, both attempting 
to use Technology as a differentiating edge
in order to stay ahead of competition
recent advent of the InsureTech companies 
is resulting in a disruption in the way of 
operation of traditional insurance 
companies. The near future will indicate 
the success or failure of these non 
traditional insurance companies. Either the 
brands may succeed in changing trends 
else they may have a similar fate such as 
the payment banks who continue to see 
second consecutive year of losses.
 
The Conceptual Framework 
The conceptual framework includes three 
major constructs – the Technological 
Perspective, the Theoretical perspective 
(from Marketing literature point of view) 
and the Industry perspective. With 
regards to the technological perspective, 
chatbots are used in various s
settings which are evaluated in this study. 
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Financial Services in India, is 
characterized by ever increasing 
competition among existing players and 
emergence of new players, both attempting 

Technology as a differentiating edge 
in order to stay ahead of competition. The 
recent advent of the InsureTech companies 
is resulting in a disruption in the way of 
operation of traditional insurance 
companies. The near future will indicate 

failure of these non 
traditional insurance companies. Either the 
brands may succeed in changing trends 
else they may have a similar fate such as 
the payment banks who continue to see 
second consecutive year of losses. 

ual framework includes three 
he Technological 

he Theoretical perspective 
(from Marketing literature point of view) 

he Industry perspective. With 
regards to the technological perspective, 
chatbots are used in various service 
settings which are evaluated in this study.  

Pertaining to the Theoretical perspective, 
value creation is analysed as a process 
instead of an outcome. Finally, the 
industry perspective highlights the use of 
data and artificial intelligence and 
particularly use of reverse customer data 
which result in customer value.
 
2.1. The Technological Perspective
The first chatbot program introduced was 
Eliza. During 1950s and 1960s, computer 
scientists Alan Turing and Joseph 
Weizenbaum initiated developing 
computers which could communicate like 
humans with the help of Turing Test. 
Messaging applications have become 
extremely popular on Social Media which 
uses Chatbot Technologies. Insurance 
industry has been a pioneer with regards 
to the usage of this technology to reach 
out with their external as well internal 
stakeholder. 
Chatbot can be defined as an artificial 
intelligent program which interacts with 
customers’ basis different messaging 
applications. However, in a real life 
context, many companies do not use AI to 
handle chatbot conversations. The 
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Pertaining to the Theoretical perspective, 
value creation is analysed as a process 
instead of an outcome. Finally, the 
industry perspective highlights the use of 
data and artificial intelligence and 

ularly use of reverse customer data 
which result in customer value. 

2.1. The Technological Perspective 
The first chatbot program introduced was 
Eliza. During 1950s and 1960s, computer 
scientists Alan Turing and Joseph 

initiated developing 
computers which could communicate like 
humans with the help of Turing Test. 
Messaging applications have become 
extremely popular on Social Media which 
uses Chatbot Technologies. Insurance 
industry has been a pioneer with regards 

e usage of this technology to reach 
out with their external as well internal 

Chatbot can be defined as an artificial 
intelligent program which interacts with 
customers’ basis different messaging 
applications. However, in a real life 

any companies do not use AI to 
handle chatbot conversations. The 
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underlying technology to be used in 
creating Chatbot is crucial which 
determines the nature of conversations 
that the Chatbot can handle. Short 
Conversations require one response per 
unit whereas Longer Conversations needs 
to keep a track of existing and old 
conversations. Closed Domain setting 
limits potential inputs and outputs; 
however open domain setting helps the 
conversation to evolve into any direction. 
Chatbots can be basic or tied to cases and 
domains. They can also be classified into 
retrieval-based and generative. The 
former uses predefined sets while the 
latter leverages on machine learning to 
generate new responses. Extensive 
research had been done by Shawar and 
Atwell (2005) in this domain with 
particular reference to utility of chatbots. 
Chatbots use Artificial Intelligence 
Markup Language (AIML) to reply with 
coherent messages rather than saving 
conversations for records. Behera (2016) 
has designed Chappie which acts as an 
interface between AIML and Chatbots 
that analyses the chat and produce text in 
an AIML-readable format. 
 
2.2. The Theoretical Perspective 
Businesses are being characterized by 
strong competition and every company is 
attempting to create value for the 
customer. As indicated by multiple 
researches such as Gummesson (1995) 
and Humphreys and Grayson (2008) 
customers buy resources or process which 
aide in their value creation. There has 
been a tectonic shift in attention from 
firm’s value creation to customers’ value 

creation which comprises of various 
processes, practices and activities which 
help customers in realizing value. Over 
the last decade multiple theories have 
been developed with regards to 
customers’ value creation. Service-
dominant logic, Service Logic, Service 
Science, Customer-dominant logic are 
prominent ones among others. While all 
these theories share a lot of 
commonalities there are certain basic 
philosophical differences. 
Companies provide customers with 
resources for their use in order to create 
value. The customers use these resources 
and add other resources such as 
information, goods, services, skills held 
by them. This converts the value potential 
of the resources into value-in-use. Thus 
customers are the most intrinsic to bring 
the element of value foundation to the 
table. Value creation can be done 
individually or collectively along with 
other actors. 
Information provided by the company 
helps in customers’ value creation. This is 
different from providing data as data can 
only be information only if it is relevant 
for the customers. As Drucker (1988, p. 
4) rightly points out that, “Information is 
data endowed with relevance and 
purpose.” For instance, information of 
ingredients, product origins helps 
customer with relevant information with 
regards to the food purchase and 
consumption. Customer Service Logic is 
an integral part of customer value and 
chatbots provide meaningful information 
to customers to develop customer service 
logic and thereby customer value. This is 
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because customers ask any relevant 
information to the chatbots to facilitate in 
the decision making process. Also, 
considering that customer plays the 
fundamental role in value creation, 
organizations assist customer’s in 
resource integration processes. This 
support provided by the company is 
termed as provider service logic. 
Insurance per se does not offer a primary 
goal in itself and is a support function for 
the customer to achieve his or her end 
target. Thus, the insurance company need 
to assert ways in which they can support 
the customers’ to create value and end 
goals. For Instance, a company like 
Policybazaar, has been helping customers 
to create value and reach end goals and is 
a major player in the Insuretech space. 
Chatbots is an interaction tool which 
helps companies to influence the 
customers’ value creating processes by 
offering additional resources. However, 
this is a mutual process which makes both 
the stakeholders active participant in 
value creation process (Grönroos and 
Ravald, 2011; see also Nyman, 2013). 
 
2.3. The Industry Perspective 
Digital revolution has enabled companies 
with access to colossal amounts of data. 
Companies have been leveraging on this 
data to improve their products and 
services and develop various CRM 
activities. However, traditionally the goal 
of all these activities have been to benefit 
themselves to up-sell and cross sell, 
segmenting customers to identify the 
most profitable segment, designing 
segment specific marketing campaigns. 

Rindfleish termed this phenomenon as 
innovation from data which is considered 
‘as an emerging approach for acquiring, 
analyzing and acting upon consumer data 
to enhance innovation in companies’. 
Reverse use of customer data helps the 
organizations to know the customers 
better. For instance, financial services 
transaction data provides information 
about financial investments of the 
consumer which becomes a key input to 
support customers’ value creation. The 
reverse use of data also helps 
organizations to build new offerings for 
the customers. For instance, Netflix uses 
it customer data to promote new albums, 
series etc along with identifying early 
adapters among consumers. This is a 
transitional phase whereby the value 
creating processes is an ongoing activity 
alongside identifying the profitable 
customers. AI also helps to build 
customer loyalty as it helps organizations 
to build competitive advantage which 
cannot be copied by competitors. 
 
Research gap & research problem 
Literature related to marketing and AI is 
extremely limited though widely talked. 
Considering AI and chatbots are 
increasingly becoming a chosen point of 
contact of consumers, it is essential to 
understand whether this recent trend is 
resulting in any customer value. Keeping 
this perspective in mind, the current 
research analyses creation of customer 
value vis-a-vis usage of AI. 
The research uses the model designed by 
Mikko Riikkinen to compare usage of AI, 
service logic and reverse customer data. 
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Real case examples have been evaluated 
to understand the degree of AI usage and 
customer value creation. 
 
Objectives 
 To analyse usage of AI of some of the 
leading general insurance companies in 
India in comparison with some of the 
general insurance companies as well as 
InsureTech across the globe.  
 The research also attempts to 
investigate the opportunities which some 
of the Indian general insurance companies 
can explore in order to reduce the 
repetitive efforts and focus on creating 
more value for customers.  
 The research pegs the companies at 
different levels basis their AI usage and 
value creation that help companies 
understand best practices from 
competition and work towards replicating 
or creating a better version for generating 
customer value.  
Research methodology 
This research is exploratory in nature and 
attempts to identify relationships among 
different constructs through the use of 
case examples and analysis of existing 
literature. Overall, 14 leading General 
Insurance Companies and Insuretech 
companies in India had been identified 
and the researchers have interacted 
personally with the chatbots and 
navigated through the online quotation 
process. A comparison has also been done 
of the Indian insurance as well as 
insuretech companies with some of the 
leading global organisations operating in 
the insurance space. The companies 
identified in the research of Riikkinen et 

al have been used for the purpose of this 
study in order to draw the comparison 
with Indian insurers. Both the sets 
included established insurance companies 
as well as start-ups. 
For the purpose of current research, every 
chatbot and website had been analysed on 
two fundamental dimensions. Firstly, the 
scope to which AI and reverse use of 
customer data is used in each chatbot and 
by the website (if chatbot is unavailable). 
Secondly, the degree of customers’ value 
creation supported by the chatbot and 
website (if chatbot is unavailable) is 
another dimension of the research. There 
are multiple Insurance as well as 
Insuretech companies in India without 
chatbots on their webpage; hence the 
website itself had to be considered. 
Observations were captured on a 5 point 
scale. Rating of 4 and 5 were considered 
High, 1 and 2 were Low and 3 Neutral. 
All neutral responses were ignored. 
A qualitative analysis was also done using 
QDA Miner to highlight the trends 
amongst the insurance players in India. 
 
 Analysis of the Case Examples 
A great amount of disparity was noticed 
in usage of AI by each of these companies 
with respect to extent of information 
shared, queries addressed, solutions 
provided. The chatbots/websites have 
been subsequently categorized into four 
different categories depending on their 
characteristics and the manner of 
engagement with customers. The diagram 
below elaborates the 4 categories: 
Most of the insurance companies in India 
use very basic levels of Artificial 
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Intelligence. All websites and chatbots 
capture the contact number of the 
customer which is mostly verified using 
OTP. The chats then get connected to a 
chat officer. Reverse use of customer 
information is utilized mostly for motor 
insurance. For other insurance categories 
such as Health Insurance, reverse use of 
customer information is relatively less 
except for Cigna TTK. 
 
Conclusion and Recommendations 
Artificial Intelligence and other recent 
technology advances are aiding 
companies to reach out and work together 
with customers in a better way. A 
potential area which insurance companies 
and Insuretechs in India can start 
leveraging is the existing data available 
with the companies. For instance, Pan 
Card number can easily help companies 
to figure out medical history particularly 
with regards to hospitalisation. This 
sytem is already available with some of 
the existing Third Party Administrators 
(TPA) in the country. For motor 
insurance, the reverse use is already done 
with the help of the vehicle registration 
number. Similarly for home insurance, 
the building name can help the company 
fetch information about building age, 
local surroundings etc. Some of these are 
already being used my companies like 
Lemonade (US). 
This study explores the relevance and 
usage of chatbots, artificial intelligence, 
and reverse use of available customer data 
to create value for the customers with the 
customers. Some of the existing players 
are utilising the same for considerable 

vantage. However, considering Indian 
consumers are still on the path of 
adapting to this dynamic technology and 
continue to prefer the human element, 
mostly all the websites connect to Chat 
Officers. This dual element of technology 
with a human touch creates value for the 
consumers. Thus companies like Godigit, 
Acko General Insurance, PolicyBazaar, 
Coverfox are the top companies operating 
in the general insurance space. The 
current research segregates companies 
basis the level of artificial intelligence 
and reverse use of customer data vis-a-vis 
customer value that has been created. 
This also highlights the extent of 
technological leverage demonstrated by 
these companies.  
The study highlights that chatbots are an 
essential tool to segregate and identify the 
right customer as well as provide the 
customers with relevant accurate 
information. However, there has not been 
sufficient engagement level which has 
been observed with the chatbots. Thus, 
Chat-officers step in to create value for 
the customers particularly in the Indian 
context. 
There continue to be immense potential 
available with regards to Chatbot and AI. 
For instance, for a particular claim, the 
chatbot of Lemonade had reviewed the 
claim and cross-referenced with company 
policy and ran 18 anti-fraud algorithm 
before approving the claim. Subsequently, 
communications were sent to the bank 
and customer regarding intimation of 
payment and closure of claim (The 
Economist, 2017). Such disruptions can 
be really help companies to channelize 
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their efforts to generate revenues and 
grow businesses rather than focusing on 
routine tasks which can be addressed and 
handled by technology. There are 
immense opportunities for new players as 
well as existing players to experiment in 
this space. Currently, most of the chatbots 
appear insignificant offering similar 
information to customers which can be 
answered by customer themselves by 
browsing the company sites, aggregator 
sites etc. This leaves a great deal of 
opportunity for future research in this 
space. 
In the authors’ view, ‘Lifecoach’ is a 
category that the Insurance as well as 
InsureTech companies need to strive for. 
To be categorized as Lifecoach, the usage 
of AI and possibility of value creation is 
also high. Thus usage of AI and chatbots 
help to co-create values for the customers 
by offering one to one customization. 
Hence, organisations offer product 
features as solutions that match individual 
customers’ demand and expectations of 
product features. 
 
  Limitations 
The research does not gather any data on 
consumers perceived risk of personal data 
privacy, perhaps the findings may be 
more holistic if the limitations of chatbot 
usage was also explored and their 
influence on consumer response was also 
looked into.  
Also, considering the study focuses on 
one particular industry i.e. general 
insurance. There is a possibility that there 
have been more innovation in certain 
other industries. Finally, this is an 

immensely dynamic area and a cross 
sectional or a longitudinal study would 
better the generalization rather than a 
onetime data analysis as done here. 
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Figure 1-

Overall, 14 leading General Insurance Companies and Insuretech companies in India had 
been identified. The table below highlights the different characteristics and roles of each of 
the companies. 

Table 1- Analysis of General Insurance Companies of India

Sr. 
No. 

Name of the Insurance 
Company/InsureTech 

1. ICICI Lombard 
The Chatbot
fills in a standard form at the website. The quotation and 
policy 

2. Royal Sundaram 

Chatbot Name
Chatbot
name has also to be entered without spaces in order to 
initiate the conversation.

3. Cigna TTK 

Separate website available for purchase of products. 
Chatbot is available but messages 
responds back
quite high.

4. Kotak General Insurance Chatbot was initially not getting connected. Subsequent 
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- The Categories Of Chatbot/Website 
leading General Insurance Companies and Insuretech companies in India had 

been identified. The table below highlights the different characteristics and roles of each of 

Analysis of General Insurance Companies of India 

Comments 

The Chatbot connects to Chat Officer after the customer 
fills in a standard form at the website. The quotation and 
policy features are explained by the Chat officer.   

Chatbot Name- MITR 
Chatbot available can be used very restrictively. The 
name has also to be entered without spaces in order to 
initiate the conversation. 
Separate website available for purchase of products. 
Chatbot is available but messages are unseen and no one 
responds back. However, reverse use of customer data is 
quite high. 

Chatbot was initially not getting connected. Subsequent 
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leading General Insurance Companies and Insuretech companies in India had 
been identified. The table below highlights the different characteristics and roles of each of 

Category 

Butler 
(Refer Figure 1) 

Infodesk 
(Refer Figure 1) 

Intellect 
(Refer Figure 1) 

Infodesk 
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trials witnessed that the Chatbot feature has been 
removed from the website. There was option to call back 
the customer care, reach out to the branch or send email. 
Products can be bought online. 

(Refer Figure 1) 

5. 
Bharti Axa General 
Insurance 

Chatbot gets connected to Chat Officers of Motor and 
Health Department. Suitable guidance is provided by the 
Chat Officers related to the product, purchase process 
etc. 

Butler 
 (Refer Figure 1) 

6. HDFC Ergo 

Chatbot Name- DIA 
Chatbot is available but with very restricted information. 
Handles very limited information and responses lead to 
connecting with a live agent online or over phone. 

Butler 
(Refer Figure 1) 

7. Bajaj Allianz 

Chatbot Name- BOING 
Chatbot is available primarily for customer service 
queries. Online purchases get routed to Chat Officers. 
Chatbots answer standard questions related to 80D 
Certficate, Claim Assistance, Policy Services etc. 

Infodesk 
(Refer Figure 1) 

8. 
Reliance General 
Insurance 

Chatbot Name- RIVA 
Chatbot allows buying policy or renewing policy or 
policy servicing or claim related till phone number 
confirmation stage. Post confirming the mobile number 
via OTP, the conversation gets connected to a Chat 
Officer. 
 

Butler  
(Refer Figure 1) 

9. Universal Sompo 

Chatbot Name- AARAMBH 
Compared to other general insurance companies, Chatbot 
is advanced and helps customers to purchase policy 
(Health/Motor) online after sharing all relevant 
information 

Intellect 
(Refer Figure 1) 

10. Future Generali 

Chatbots lead to separate section for Service Support and 
Sales Support. There is live chat support via online 
agents. However Sales Support function is not working. 
Time fixed between  8:00 AM - 8:00 PM. 

Infodesk 
(Refer Figure 1) 

11. Go Digit 

There is no chatbot but website is extremely user 
friendly and interactive and allows online purchase of 
motor insurance, two wheeler insurance and home 
insurance. It is a smart online link capable to identify a 
fake phone number. 

Life Coach 
(Refer Figure 1) 

12. Acko 

There is no chatbot but website is user friendly and 
interactive and allows online purchase of car insurance, 
bike insurance and Ola insurance. It is a smart online 
link. For Ola Insurance, using an OTP based verification 
the link was able to identify if the customer had opted for 
insurance cover during Ola rides. 

Life Coach 
(Refer Figure 1) 

13.  
Policy Bazaar 
& 
CoverFox 

Both the InsureTechs provide advanced support for 
online purchase of insurance products. The customer can 
choose the coverage, compare policy features and 
premium, term of insurance etc and finally purchase the 

Life Coach 
(Refer Figure 1) 
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policy. A robust call centre team rigorously follows up if 
the transaction is left half-way. Chatbots available on the 
website connects to live agents. All the leading insurance 
providers are a part of these platform.  

 

On a similar note some of the leading Insurance as well as InsureTech companies have also 
been analyzed. 

Table 2- Analysis of Some of the Leading Insurance Companies/InsureTech Worldwide 

Sr. 

No. 

Name of the Insurance 

Company/InsureTech 
Comments Category 

1 SPIXII (UK) 

Chatbot Name-Squawk 

User friendly website and which helps the customer to 

know about Spixii, how to work with Spixxi as well as 

available job opportunities. 

Intellect 

(Refer Figure 1) 

2 LINK4 

The website is interactive and captures all the relevant 

details for policy purchase and renewal. 

Car/Home/Travel insurance polices can be purchased 

online upon providing all necessary details 

Life Coach 

(Refer Figure 1) 

3 RBC Insurance 

Online quotation is available for Auto Insurance as well 

as Home Insurance. Interactive in nature, the website 

offers the policy after collecting information on all the 

required parameters. 

Life Coach 

(Refer Figure 1) 

4 Nienke 

The Chatbot offers an opportunity to ask questions based 

on a FAQ database. The website offers option to 

calculate premium for motor policies. 

 Butler 

(Refer Figure 1) 

5 Insurgram 

This is an app-based insurance platform which connects 

consumers via social media messengers such as 

Facebook, Twitter. Users can get all their queries 

addressed by the app and purchase a policy after the end 

of the discussion. The AI based chatbot will also have 

chat officers to enable customers to take proper decision. 

Life Coach 

(Refer Figure 1) 

6 Brolly This is also an app-based insurance platform and deals 

particularly in Travel Insurance, Motor Insurance and 

Gadget insurance. The app also provides an 

understanding of how much the user is covered as 

compared with other individuals with similar profiles.  

Life Coach 

(Refer Figure 1) 
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7 Lemonade Chatbot Name

Offers home and renters insurance for urban dwellers. 

Completely online automated process. The website 

reverse uses customer data using technology to offer 

quick, hassle free insurance policy and 

8 Trov Web based insurance provider which offers insurance 

cover for items such as laptops, headphone, mobile 

phone and other electronic gadgets. Customers have the 

option to turn on and turn off the cover as 

 

A qualitative analysis was also done using QDA Miner to highlight the trends amongst the 

insurance players in India. The word art below indicates the key trends. The bigger the font of 

the word, the greater is the frequency of the occurrence of the same.

Figure 2- Key Observations for Insurance Companies in India

Most of the insurance companies in India use very basic levels of Artificial Intelligence. All websites and 
chatbots capture the contact number of the customer which is mostly verified using OTP. The chats then get 
connected to a chat officer. Reverse use of customer informatio
other insurance categories such as Health Insurance, reverse use of customer information is relatively less 
except for Cigna TTK. 
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Chatbot Name- Maya 

Offers home and renters insurance for urban dwellers. 

Completely online automated process. The website 

reverse uses customer data using technology to offer 

quick, hassle free insurance policy and claim settlement. 

Life Coach

(Refer Figure 1)

Web based insurance provider which offers insurance 

cover for items such as laptops, headphone, mobile 

phone and other electronic gadgets. Customers have the 

option to turn on and turn off the cover as required.  

Life Coach

(Refer Figure 1)

A qualitative analysis was also done using QDA Miner to highlight the trends amongst the 

The word art below indicates the key trends. The bigger the font of 

the word, the greater is the frequency of the occurrence of the same. 

Key Observations for Insurance Companies in India 
companies in India use very basic levels of Artificial Intelligence. All websites and 

chatbots capture the contact number of the customer which is mostly verified using OTP. The chats then get 
rse use of customer information is utilized mostly for motor insurance. For 

other insurance categories such as Health Insurance, reverse use of customer information is relatively less 
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Life Coach 

(Refer Figure 1) 

A qualitative analysis was also done using QDA Miner to highlight the trends amongst the 

The word art below indicates the key trends. The bigger the font of 
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chatbots capture the contact number of the customer which is mostly verified using OTP. The chats then get 
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