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Abstract  

The part of insurance as a profitable policy tools are that can be used to address the 

issue of climate changes. The magnitude of implicit loss, the adverse social and profitable 

consequences for millions of people and considerable financial strain assessed on government 

budgets by extreme rainfall events all indicate that governments can profit significantly from 

the use of an insurance instrument able not only of covering damage but also of furnishing an 

incitement for threat reduction behaviours. By examining the different insurance systems that 

live in European countries and grouping them into hazards insurance is examined in terms of 

private and public involvement. Businesses are decreasingly counting on digital advertising 

options similar as display and social media advertising. Still, the insurance assiduity 

continues to lag behind other diligence. A check through a structured questionnaire was used 

to probe consumer gets , views of social media advertising. And a relative analysis of four 

private insurers in India was done in this study. 
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1.1 INTRODUCTION  

Social media marketing is getting decreasingly popular, it has shown as a successful strategy 

for carrying consumers' attention and their business. This success has been seen in numerous 

diligence, including insurance. still, there's a lack of conclusive exploration on the impact of 

social media marketing on small independent brokerages of property and casualty insurance. 

That's what this exploration aims to address. Social media marketing can produce analogous 

positive impacts on this specific assiduity as it does on others. To address this content, dyads 

a literature review of extant exploration of social media marketing with in- depth interviews 

of small business possessors in the insurance assiduity. 

1.2 VALUE OF SMM IN INSURANCE 

This exploration set out to understand how social media marketing creates value for 

small brokerages of property and casualty insurance. In general, most insurance policy guests 

hope to no way have to use their insurance policy. The ideal situation would be to no way use 

the policy since the operation of a policy means that kind of loss passed whether it be damage 

to a vehicle, injury to a person, or another loss. So how do social media marketing relay the 

value of that impalpable service to the consumer? One of the most successful insurance 

companies on social media didn't get successful by participating advertisements for 

insurance; they did it by creating value for their client (Penton, 2014). Participating papers 

and news reports are that are useful and add value to their customer life while incorporating 

insurance in the discussion. These posts generally don't mention the trade of a factual policy, 

nor do they include anything about prices or quotations. They're solely posted to educate the 

consumer on motifs including insurance or care for means that may be ensured like a vehicle. 

Insurance is one of the most complex diligences since it utilizes terms and expressions 

numerous everyday consumers aren't familiar with. When a company creates a social media 

runner to educate consumers on what those terms mean and what certain programs may cover 

it can produce immense value. It has been mentioned how a wrong purchase when it comes to 

insurance can eventually lead to being underinsured or having no insurance content on a 

policy you may have allowed would cover a loss ( Robson, 2015). Although it's eventually 

the agent or brokers duty to insure the client is duly covered for what they're demanding 

occasionally effects may get overlooked. The capability for the consumer to have a place to 



find education on insurance terms and types of programs can help in precluding them from 

copping incorrect content. 

1.3 IMPORTANCE OF SMM ON INSURANCE COMPANY 

Social media helps in adding the reach of a business and gives the company a chance 

to follow their client’s habits and taste for better targeting them with their products 

immolations. Advertisers have an option of customizing according to the target followership, 

which reduces the cost and increases the conversion rates at the same time. Time spent on 

social media has increased manifold in recent times and people are more habituated and 

apprehensive of brands whose announcements can be seen while operating their phones or 

desktops. Though these social media announcements are fancy and applaud able, there's a lot 

of energy and noise associated with them as well of which a marketer should be careful. It's a 

good place to increase brand mindfulness and encourage engagement among consumers. 

2.1 REVIEW OF LITERATURE 

P, I Made Indra (2022) assessed that social insurance as commodity less important 

and feel a loss if they share in social insurance. This is caused by the lack of knowledge 

carried out by the government. Thus, as a university in the field of insurance, it's necessary to 

carry out knowledge to the community through community service. Conditioning will be 

carried out in the form of performances by making animated vids about social insurance. 

Kamenjarska T, Spremic M and Miloloža (2022) conveyed that 

insurance companies in the Republic of North Macedonia. The results attained from the 

structural equation modeling analysis, which seeks to determine the structural relationship 

between the measured variables and the idle constructions, reveal positive goods of invention 

performance on the profitability of insurance companies. The factors are  that affect the 

degree of invention (invention sweats, competitive precedence’s and request strategy). 

Venkatesh and Srinidhi (2019) examined that this study investigates the play of 

significant data analytics to recharge the insurance custom from its conventional ball game 

and abetment in exponentialpan-industry accretion. Data vacuity has expanded dramatically 

with the emergence of social media. This allows insurance firms to not only aggregate drew 

up data that are freely accessible to them, but also obtains turn to diverse kinds of unformed 

data that's visual on social media. Consequential data may be utilized efficiently for prophetic 

analytics and fraud analytics in this environment. Big data provides speedier data processing, 



allowing insurance businesses to recycle usages and claims more swiftly, influencing in 

upgraded situations of customer happiness. To sustainably evolve in the request, insurance 

firms must enforce a marketing plan, and important data is the return. 

Delafrooz N, Zendehdel M and Fathipoor M (2017, ( a) assessed that changing 

Client communication channels and fragmentation of this communication from supplier to 

consumer has reduced more and more the guests' trust and belief. Social media provides the 

mates of insurance companies are (trade representatives) with an occasion for creating fast 

and effective communication with guests. Statistical population of the exploration consists of 

distribution channel of Iran and Asia insurance companies in three situations of central 

services (supplier), representatives of these companies and guests as consumers. Social media 

operation has a chain relation in the force channel of Iran and Asia insurance companies and 

creation of this chain relation will make guests pious to trade representatives of insurance 

companies and will ameliorate representatives' performance and brand trade of Iran and Asia 

insurance companies. 

Kigen (2014) constructed that the insurance sector plays an important part in service 

grounded frugality of Pakistan. Profitability is one of the most important objects of fiscal 

operation because one thing of fiscal operation is to maximize the proprietor s wealth and 

profitability is veritably important determinants of performance. This study delved the effect 

of size on the profitability of insurance companies of Kenya. Specifically this study examined 

the goods of total means, influence and request share on profitability (ROA). A crucial index 

of insurance companies profitability is return on means (ROA), defined as the before duty 

profit peak by total means (TA). Profitability is dependent variable while total means, 

influence and request share are independent variables. 

Porrini D, Schwarze R (2014) constructed that Social media provides the mates of 

insurance companies (trade representatives) with an occasion for creating fast and effective 

communication with guests. Statistical population of the exploration consists of distribution 

channel of Iran and Asia insurance companies in three situations of central services 

(supplier), representatives of these companies and guests as consumers. Social media 

operation has a chain relation in the force channel of Iran and Asia insurance companies and 

creation of this chain relation will make guests pious to trade representatives of insurance 

companies and will ameliorate representatives' performance and brand trade of Iran and Asia 

insurance companies. 



3.1 IMPORTANCE OF THE STUDY 

Social media marketing is an important tool for insurance companies to usage in 

instruction to involve with their customers, prospects, and communities. It has helped them 

build awareness and trust. Social media is an important tool for insurance companies. It look 

at some of the ways you may maximise the  social media business to assist you achieve your 

insurance company objectives .Insurance firms benefit from social media advertisements 

because they may target a specific audience based on a variety of factors. 

4.1  STATEMENT OF THE PROBLEM  

 This research is specially related to insurance businesses which surely not show all 

kind of product details in the online marketing. It is difficult to understand the consumer 

opinion of the product or policy. Illerate people difficult to understand the policy and online 

processes activity. Middle and low level consumer are not able to involve and not complete 

period of policy payment  in the online insurance market. 

5.1 OBJECTIVES OF THE STUDY 

 To study the overview of social media marketing and business performance in 

insurance business. 

 To analyses the relationship between social media and business performance of 

insurance product. 

6.1 HYPOTHESIS 

H1: There is a significant relationship between consumers’ perception towards social 

media marketing advertising. 

 H2: There is a significant relationship between in consumers’ perception of social media 

advertising because of gender. 

7.1 METHODOLOGY  

The researcher used 115 questionnaires to collect data from the respondents. The 

usable questionnaires were 115. The 113 respondents are responding the questionnaire. 

Therefore the sample size of this study is 113. Crobach’s Alpha test, KMO and Bartlett & 

test, communalities, one sample test, multiple linear regression analysis and CFA model 

adapted to analyze the effectiveness of social media marketing on  insurance business 

performance . 

8.1 DATA ANALYSIS AND INTERPRETATION 



 RELIABILITY STATISTICS 

Table: 1 

Cronbach's Alpha N of Items 

0.925 9 

Source: Primary Data 

The Cronbach's Alpha value of the factors of social media marketing and insurance 

business performance is 0.925, which is more than 0.7. Thus, the reliability of the question is 

proved.  

 KAISER-MEYER- Olkin (KMO) AND BARTIETT’S TEST 

Table: 2 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of 

Sampling Adequacy. 
0.875 

Bartlett's Test 

of Sphericity 

Approx. Chi-Square 
735.632 

df 36 

Sig. 0.000 

Source: Primary Data 

The KMO test value is 0.875 which is more than 0.5, so that it can be considered as 

acceptable and valid to conduct data reduction technique. 

The Bartlett's Test of Sphericity helps the researcher to decide whether the results of 

factor analysis are worth considering and whether we should continue to analysing the 

research work. The Bartlett's Test of Sphericity significant at the level of 1% which shows 

that there is a high level of correlation between the variables, which make it adequate to 

apply for factor analysis. 

 COMMUNALITY TABLE 

Table: 3 

  Initial Extraction 

Market position indicate the 

strength of the brand of the 

company 

1.000 0.834 



Distribution Channel and 

Capability  to generate 

premiums 

1.000 0.844 

Management And Corporate 

Strategy  

1.000 0.795 

Capitalization and Reserves  

the examinations of the 

company's capital composition 

1.000 0.674 

Financial Risk Assessment 

should be able to cover the 

claims in the future by the 

consumer pereption 

1.000 0.585 

Diversification  reducing risks 

from any catastrophe 

in a specific region 

1.000 0.745 

Business Risk  assessed  the 

allocations on high risk 

instruments, compliance with 

the regulations, sustainability of 

investment returns 

1.000 0.762 

 It  build the knowledge of 

basic consumer  financial 

literacy  

1.000 0.779 

Improve quality of life 

assessing the company's 

management quality and their 

experience on different 

consumer behaviour 

1.000 0.718 

Extraction Method: Principal Analysis. 

 

Source: Primary Data 

Initially all variables in the communality table is expected to share 100% variance. 

Therefore, initial value of each items is 1.00 which means 100% variance share by each item. 

The extraction value is ranging from 0.585 to 0.834 which shows that minimum variance 

share of item after extraction is 58.5% and the maximum variance share of item is 83.4%.   

 TOTAL VARIANCE EXPLAINED 

Table: 4 

component Initial Eigenvalues Extraction Sums of Squared Loadings 

  Total % of Variance 
Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 

1 5.692 63.247 63.247 5.692 63.247 63.247 



2 1.044 11.597 74.844 1.044 11.597 74.844 

3 0.574 6.375 81.219       

4 0.490 5.443 86.662       

5 0.330 3.671 90.333       

6 0.292 3.241 93.573       

7 0.230 2.551 96.124       

8 0.221 2.453 98.577       

9 0.128 1.423 100.000       

Extraction Method: Principal component Analysis. 

Total variance contributed by first component is 63.247 and the second component is 

74.844. The Eigen value for a given factor measures the variance in all the variables which is 

accounted by that factor. It is also clear that there are two distinct components having the 

Eigen values greater than 1 from the given set of variables. Eigen value for factor 1 is 5.692 

and second factor is 1.044. 

 MULTIPLE LINEAR REGRESSION ANALYSIS 

 The factors of social media marketing and business performance of insurance business 

and dependent variable is Market position indicate the strength of the company’s brand.  

Table: 5 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

Durbin 

Watson 

1 .725a 0.526 0.489 0.669 1.762 

a. Predictors: (Constant), Distribution Channel and Capability  to generate premiums, 

Management And Corporate Strategy, Capitalization and Reserves  the examinations of the 

company's capital composition, Financial Risk Assessment Should Be Able To Cover The 

Claims In The Future, Diversification  Reducing Risks From Any Catastrophe In A Specific 

Region, Business Risk  assessed  the allocations on high risk instruments, compliance with the 

regulations, sustainability of investment returns, It  build the knowledge of basic consumer  

financial literacy, improve quality of life assessing the company's management quality and 

experience. 

b.      Dependent variable: market position indicate the position and strength of the company 

brand, 

It was analyzed from the above table R2 =.526 which implies that the factors create 

72.5% variance on the dependent factor offering durable products builds a positive brand 

reputation for businesses. The Durbin-Watson statistics shows 1.762, it indicates that there is 

an auto correction. The regression fit is verified with the following ANOVA table. 

 ANOVA 

Table: 6 



Model Sum of Squares df Mean Square F Sig. 

1 
Regression 51.130 8 6.391 14.266 .000b 

Residual 46.146 103 0.448   

 Total 97.277 111    

a. Dependent Variable: market position indicate the position and strength of the company’s 

brand 

b. Predictors: (Constant), ), Distribution Channel and Capability  to generate premiums, 

Management And Corporate Strategy, Capitalization and Reserves  the examinations of the 

company's capital composition, Financial Risk Assessment Should Be Able To Cover The 

Claims In The Future, Diversification  Reducing Risks From Any Catastrophe In A 

Specific Region, Business Risk  assessed  the allocations on high risk instruments, 

compliance with the regulations, sustainability of investment returns, It  build the 

knowledge of basic consumer  financial literacy, improve quality of life assessing the 

company's management quality and experience 

Source: Primary Data 

It was found from the above table, F=14.266, P=.000 are statistically significant @5% 

level of significance. It was ascertained that, there is a significant relationship between the 

independent factors and dependent factor. The individual influence of all the factors can be 

estimated in the following coefficient table. 

 COEFFICIENTSa 

Table: 7 

Model 

Unstandardized 

Coefficients 

Standardize

d 

Coefficients t Sig. 

B 

Std. 

Error Beta 

1 

(Constant) 0.487 0.372   1.311 0.193 

Distribution Channel and 

Capability  to generate 

premiums 

0.810 0.122 0.709 6.652 0.000 

Management And Corporate 

Strategy 
-0.031 0.132 -0.030 -0.238 0.813 

Capitalization and Reserves  

the examinations of the 

company's capital composition 

0.049 0.124 0.044 0.396 0.693 

Financial risk assessment 

should be able to cover the 

claims in the future 

-0.050 0.096 -0.051 -0.522 0.603 

Diversification  reducing risks 

from any catastrophe 

in a specific region 

0.074 0.128 0.078 0.576 0.566 



Business risk  assessed  the 

allocations on high risk 

instruments, compliance with 

the regulations, sustainability 

of investment returns 

0.103 0.140 0.098 0.741 0.460 

 It  build the knowledge of 

basic consumer  financial 

literacy  
-0.113 0.130 -0.108 -0.871 0.386 

improve quality of life 

assessing the company's 

management quality, 

experience 
-0.051 0.126 -0.048 -0.406 0.686 

a. Dependent Variable: Market position indicate the position and strength of the brand the 

company 

Source: Primary Data 

It was found from the above table, Distribution Channel and Capability to generate 

premiums (β=0.709, t=6.652, P=.000), are statistically significant @5% level of significance.  

H1: There is a significant relationship between consumer’s perception towards social media 

marketing advertising. 

The P value of between consumers’ perception towards social media marketing 

advertising is 0.000 it is less than 0.05. Therefore, it was found from this study, there is an 

association between consumers’ perception towards social media marketing advertising. 

 

 STRUCTURAL EQUATION MODELLING 

 

Chart 1 



 

 

Table: 8 

Model fit summary 



Measure Recommended value value 

CMIN/DF Between 1 and 3 2.311 

Goodness of fit (GFI) ≥0.90 0.926 

RMR <0.05 0.031 

Comparative Fit Index 

(CFI) 

≥0.90 0.969 

Normed Fit Index (NFI) ≥0.90 0.948 

Incremental Fit Index (IFI) ≥0.90 0.970 

The Tucker-Lewis Index 

(TLI) 

>0.90 0.935 

Source: Primary Data 

It was clear from the above table the model fitness like CMIN/DF= 2.311, Goodness 

of fit =.926, RMR= 0.031, Comparative Fit Index =0.969, Normed Fit Index = 0.948, 

Incremental Fit Index = 0.970 and The Tucker-Lewis Index = 0.935. It indicates that the 

model fit is good. 

9.1 FINDINGS AND SUGGESTIONS 

 For me social media isn't attracted me to buy insurance. It prefers expert for any fiscal 

thing.  

 Just seeing an announcement won't guide me to decide between buying insurance. 

 Social media marketing announcements have told me in buying insurance policy. 

 It can be an effective way for the client's magnet towards the insurance policy. The 

insurance company needs to describe all the stylish/ unique programs offers they're 

furnishing which make them different from the other insurance companies. 

 Social media is the new normal for announcement and surely it'll work in near future 

insurance policy. 

 In terms of insurance policy good to know the benefits of policy through 

advertisements. 

 Insurance is still a veritably particular matter, so it needs to be face- to- face selling of 

insurance. 



All these responses collected are disposed towards still, there's still tableware filling 

that people have started accepting social media for the insurance assiduity as well. The 

negative commentary can help the company to work upon on these issues and increase 

consumers’ acceptance of social media announcements. Once consumers ’ trust and 

confidence builds- up, adding brand mindfulness which would goad brand fidelity in the 

future will be a cakewalk for the company. 

10.1 CONCLUSION 

The lack of brand mindfulness among people was a big stumbling block in targeting 

people through social media advertising. Through vigorous advertising, way should be taken 

to ameliorate brand mindfulness among the general public. People have a favorable view 

toward believable and applicable commercials, according to the check results. As a result, 

businesses should make a trouble to incorporate these rates into their marketing. The 

Insurance sector continues to spend a significant quantum of plutocrat on traditional 

advertising styles. According to the findings of the bean, the sector will need to pivot to 

social media in the unborn times and effectively influence this digital tool to make brand 

mindfulness, enhance engagement, and conversion rates. To reach out to the followership on 

social media, acceptable targeting should be done grounded on their age and profession. 

Individual advertising to responses are and the conversion rates. Businesses should make a 

trouble to boost exertion on their social media accounts. The number of bulletins needs to be 

increased on precedence’s for the intended impact. The post types are trend shows a 

preference toward carousel posts, which have advanced engagement than regular print posts. 

Adding the reach of posts on social media by using applicable and trendy hashtags should be 

an ongoing exertion which as a consequence leads to advanced brand recall. 
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