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GI COUNCIL

NEWSLETTER
C H A I R M A N ’ S  M E S S A G E  

Greetings, and welcome to our newest newsletter edit ion,
brimming with educative art icles and valuable industry
perspectives. In this edit ion, there are art icles about
travel insurance, maternity insurance, and a short art icle
on motor underwrit ing and claims, to name a few. Most
importantly,  the edit ion features our latest init iat ive,
Cashless Everywhere. Hope you enjoy going through this
informative edit ion.

Tapan Singhel MD & CEO
Bajaj  All ianz General Insurance Company Ltd.
Chairman, GI Council
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S E C R E T A R Y  G E N E R A L ' S  M E S S A G E

Welcome to the 10th Edit ion of our online newsletter The
GI Council  has faci l i tated cashless treatments   with the
‘Cashless Everywhere’ init iat ive on a pan India basis
recently.   Kindly visit  our website to get regular updates
on such projects & more. The new year has begun & some
festivals l ike Lohri ,  and Sankranti  have ended and other
celebrations l ike Mahashivratri  ,  Holi  ,  Gudi Padwa wil l  be
upon us soon. Wishing you al l  , the best of the festivit ies!

Inderjeet Singh
Secretary General 
General Insurance Council

E D I T O R I A L  T E A M

*  I N D E R J E E T  S I N G H    *  V A S U D H A  R A O     *  P R E R N A  R A M N A N I    *  P R A T I B H A  S A R A T H Y    *  S H A R A D  T A W A R E
 



WWW.GICOUNCIL.IN

INSURANCE IN NEWS
N A V I G A T I N G  T O M O R R O W :  E S S E N T I A L  T E C H N O L O G Y  S K I L L S
F O R  T H E  F U T U R E  O F  I N S U R A N C E

In the fast-evolv ing landscape of  the insurance industry,
integrat ing technology is not  just  a t rend—it 's  a
necessi ty.  The digi ta l  revolut ion has s igni f icant ly
reshaped the insurance sector,  creat ing a demand for
professionals wi th advanced technological  ski l ls .  As we
stand at  the crossroads of  innovat ion and tradi t ion,  i t 's
imperat ive to understand the technology ski l ls  that  wi l l
def ine our future roles in insurance.
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i t 's  crucial  to grasp the s igni f icance of  data analyt ics.  Deloi t te 's research reveals that  80% of
insurance execut ives bel ieve data analyt ics is essent ia l  for  their  company's compet i t iveness.  In
an era where data is of ten touted as the new oi l ,  insurance professionals wi th data analysis
ski l ls  are poised to lead the charge.

A RIVETING PRELUDE: UNRAVELING THE NUMBERS

According to a recent report  by PwC, the insurtech market
is set  to reach a stagger ing $1.1 t r i l l ion by 2023. This
f igure encapsulates the seismic shi f t  occurr ing wi th in the
industry,  dr iven by advancements in ar t i f ic ia l  inte l l igence,
data analyt ics,  and Gen AI technology.
As we delve into the nuances of  technology in insurance, 

THE PILLARS OF FUTURE SKILLS

1. Arti f icial  Intel l igence (AI)  and Machine Learning (ML)

The deployment of  AI  and ML in insurance is more than a buzzword;  i t 's  a t ransformat ive force.
Ernst  & Young's analysis highl ights that  insurers leveraging AI and ML technologies can
exper ience up to a 30% reduct ion in c la ims processing costs.  As future roles evolve,  prof ic iency in
developing and implement ing AI a lgor i thms wi l l  be sought-af ter .

2. Gen AI 

Gen AI revolut ionises r isk assessment and underwri t ing in the insurance sector through advanced
data analyt ics and machine learning algor i thms. I ts abi l i ty  to analyse vast  datasets in real  t ime
enhances decis ion-making processes, enabl ing insurers to evaluate r isks and opt imise pr ic ing
models accurately.  Gen AI a lso faci l i tates personal ised customer exper iences by ta i lor ing
insurance products based on indiv idual  behaviour and preferences, foster ing a more dynamic and
responsive industry landscape. Gen AI posi t ions the insurance sector as a t ransformat ive force at
the forefront  of  innovat ion,  ensur ing adaptabi l i ty  in an evolv ing digi ta l  landscape.

3. Cybersecurity

With the digi t isat ion of  insurance processes comes an increased r isk of  cyber threats.  KPMG's
research underscores that  cyberat tacks in the insurance sector have r isen by 67% in recent years.
Hence, expert ise in cybersecur i ty is  not  just  an advantage but a prerequis i te for  safeguarding
sensi t ive customer informat ion and maintain ing the industry 's integr i ty.
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By Mr. K V Dipu -  Senior President  & Head -  Operations & Customer Service, Bajaj  All ianz General Insurance Co. Ltd.  

4. Data Science and Predictive Analytics

The abi l i ty  to extract  act ionable insights f rom vast  datasets is a ski l l  that  wi l l  set  future
insurance professionals apart .  According to a survey by Accenture,  79% of insurers agree that
leveraging predict ive analyt ics is crucial  for  compet i t iveness.  Understanding how to harness the
power of  data for  r isk assessment and personal ized customer exper iences wi l l  be a cornerstone
ski l l .

SKILLSET REDEFINED

As technology cont inues to reshape the insurance landscape, the ski l ls  required for  future roles
are evolv ing accordingly.  Professionals enter ing the industry or  those seeking to stay relevant
must equip themselves wi th diverse technological  ski l ls .

Data Fluency :  The abi l i ty  to interpret  and leverage data is a non-negot iable ski l l .
Insurance professionals must be f luent in data analyt ics tools,  enabl ing them to extract
meaningful  insights that  dr ive strategic decis ion-making.
AI and Machine Learning Expertise :  Understanding the intr icacies of  AI  and machine
learning is imperat ive.  Actuar ies and underwri ters equipped wi th these ski l ls  can
navigate the complexi t ies of  r isk assessment more ef fect ively,  a l igning wi th industry
trends.
Cybersecurity Proficiency :  Cybersecur i ty has become a l inchpin in the insurance
sector wi th the r ise in cyber threats.  Professionals must be adept at  implement ing and
managing robust cybersecur i ty measures safeguarding sensi t ive customer data.
Tech-Savvy Communication :  As technology becomes ubiqui tous,  ef fect ive
communicat ion is key.  Insurance professionals should be adept at  t ranslat ing complex
technical  concepts into understandable insights for  c l ients and stakeholders.

EMBRACING THE FUTURE

As we navigate the ever-changing landscape, embracing these technological  ski l ls  is  necessary
and strategic.  In conclusion,  let  us ref lect  on the profound words of  an industry luminary:  " In the
intersect ion of  technology and insurance l ies the promise of  a more secure,  ef f ic ient ,  and
customer-centr ic future."  The journey ahead is exci t ing,  and those armed with the r ight
technological  ski l ls  wi l l  undoubtedly shape the dest iny of  the insurance industry.
David Snowden, Author and Futur ist ,  said,  "The insurance industry wi l l  not  be disrupted by
technology.  I t  wi l l  be obl i terated by technology i f  i t  doesn' t  change."  This quote encapsulates the
urgency for  the insurance industry to adapt and embrace technology.  Insurance professionals
can play a pivotal  ro le in shaping the industry 's future and ensur ing i ts cont inued success in the
digi ta l  era by equipping themselves wi th the necessary technology ski l ls .

T O P  B R A S S  S T R U C T U R E  O F  P S U  I N S U R A N C E  F I R M S  S E T  F O R
M A J O R  R E V A M P .  

A revamp is happening wi th the select ion process and interv iews for  f i l l ing up the nine posts of
execut ive directors (EDs) in place of  general  managers and directors (GMDs) at  the top levels of
the publ ic sector insurance companies.

The ED structure for  PSU insurers wi l l  s imi lar  to that  prevai l ing in PSU banks.

The Appointments Commit tee of  the Cabinet (ACC) has  approved the proposal  of  the
Department of  Financial  Services (DFS) for  f raming of  guidel ines for  appointment of  EDs in PSU 
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general  insurance companies including GIC Re, New India Assurance (NIA),  Nat ional  Insurance
Company (NIC),  Or iental  Insurance Company (OIC),  Uni ted India Insurance Company (UII)  and
Agricul ture Insurance Company (AIC) who are members of  the GIPSA, the of f ic ia l  coordinat ing
agency for  a l l  these s ix companies,  as per the ACC not i f icat ion.

PSU insurance companies wi l l  have two posts of  EDs each. The Financial  Services Inst i tut ions
Bureau (FSIB),  which selects top brass of  PSU banks and insurance companies,  wi l l  a lso select
the E.Ds. FSIB suggest ions wi l l  be val id for  a per iod of  up to one year or  as per orders issued by
the Government of  India,  and maybe extended wi th the approval  the ACC, the not i f icat ion said.

Consul tant  Deloi t te Touche Tohmatsu, India has been asked to do the prel iminary scient i f ic
evaluat ion of  e l ig ib le of f ic ia ls for  the posts of  n ine execut ive directors in the PSU general
insurance industry.  Af ter  that  they wi l l  be interv iewed by i ts headhunt ing agency FSIB.

M A R K E T I N G  T R E N D S  F O R  2 0 2 4

As digi t isat ion and cut t ing-edge tech tools reshape
industr ies and sectors,  in 2024, survival  and prosper i ty
for  insurers and marketers hinge on staying ahead of
the curve.  As we enter the new year,  let 's  explore game-
changing market ing t rends revolut ionis ing how
insurance businesses engage with their  audiences.

 From pioneer ing data-dr iven strategies that  leverage
innovat ive technologies to a surging emphasis on
sustainabi l i ty ,  the change in consumer behaviour is
steer ing the course of  insurance market ing.  These
trends wi l l  herald a bluepr int  that  wi l l  sculpt  the
industry 's future.  Buckle up as we delve into the exci t ing
shi f ts that  wi l l  def ine the pulse of  insurance market ing
in the years to come.

EMERGING TECHNOLOGIES SHAPING MARKETING STRATEGIES

In 2024, emerging technologies wi l l  be pivotal  in reshaping insurance market ing strategies.
Art i f ic ia l  inte l l igence (AI) ,  machine learning (ML),  and blockchain are no longer futur ist ic
concepts but  are integral  to market ing success.  Insurers wi l l  leverage AI to enhance customer
interact ions through chatbots,  personal ised recommendat ions,  and predict ive analyt ics.  

Integrat ing AI and ML al lows companies to analyse vast  datasets to predict  customer
preferences, ta i lor  product of fer ings,  and streaml ine the c la ims process.  Blockchain technology
enhances t ransparency and secur i ty,  part icular ly in pol icy issuance and cla ims management.  

I  am a staunch advocate for  d ig i ta l - f i rst  solut ions,  and a robust AI-human partnership wi l l  benef i t
mul t ip le facets of  the insurance sector.  For instance, integrat ing AI- led technology,
complemented by the emot ional  touch of  human creat iv i ty,  wi l l  help bui ld bet ter  customer
relat ions.  Our recent industry ’s f i rst  groundbreaking AI-dr iven campaign 'Claim your Calm',  which
uses AI to create ta i lored,  emot ional ly resonant content focusing on mental  wel l -being.

For instance, campaigns have been scr ipted,  edi ted,  and produced using Generat ive AI.  They
can help al leviate f inancial  stress and mental  anxiety in society due to escalat ing heal thcare
costs wi th a unique audio-v isual  exper ience. Drawing paral le ls between insurance and mental  
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t ranqui l l i ty  reshapes behavioural  pat terns in the market,  usher ing in bet ter  customer engagement.

Var ious facets of  content and communicat ion strategy,  the t ransformat ion of  v ideo product ion,  the
innovat ion of  design through AI tools and the enhancement of  customer interact ion and support
through AI in voice-based services wi l l  t ransform the sector.
Moreover,  adopt ing AI-dr iven t ranslat ion tools wi l l  break language barr iers and foster ef fect ive
communicat ion wi th a diverse customer base. I t  wi l l  resul t  in personal ised, engaging, and highly
ef fect ive market ing campaigns that  resonate wi th the customer.  

With the intel l igent use of  Generat ive AI and other tech tools,  the insurance sector can emerge as
a leader in innovat ion and dr ive growth in the new year.

EVOLVING CONSUMER BEHAVIOUR AND EXPECTATIONS

The modern consumer is more informed, connected, and discerning.  Insurance marketers must
understand the target audience's behaviour pat terns and cr i t ical  expectat ions.  The digi ta l  era has
empowered consumers to seek personal ised and convenient solut ions.
Customers now expect instant ,  t ransparent,  and accessible services.  Insurance market ing
strategies must focus on creat ing a customer-centr ic approach that  emphasises s impl ic i ty,  c lar i ty,
and ease of  use. User- f r iendly mobi le apps, intui t ive websi tes,  and personal ised communicat ion
channels are becoming indispensable tools in the arsenal  of  insurance marketers looking to cater
to the demands of  the contemporary consumer.

Our recent campaign spot l ight ing the innovat ive IL TakeCare App, boast ing an impressive 9.6
mi l l ion user downloads and even taking audiences on an exhi larat ing journey to Mars,  stood out
prominent ly.  Alongside these innovat ive str ides,  our in i t iat ives such as #SalaamMSME expedi t ing
property c la ims set t lement wi th in an incredible 10 working days,  #BeFit  of fer ing seamless
cashless OPD and wel lness combinat ions,  and #LearnCPRSaveALife aimed at  d ispel l ing CPR
misconcept ions,  and our recent col laborat ion wi th NASSCOM on the research report  have lef t  an
endur ing impact on  both business and customer engagement.  

INNOVATIVE APPROACHES TO DATA-DRIVEN MARKETING

Data has long been the l i feblood of  market ing,  and the insurance industry is  no stranger to i ts
power.  However,  in 2024, the focus wi l l  evolve beyond data col lect ion and extract ing act ionable
insights to dr ive market ing strategies.  Advanced analyt ics tools wi l l  enable insurers to harness
the potent ia l  of  b ig data,  providing a deeper understanding of  customer behaviour,  preferences,
and market t rends.

Insurers wi l l  focus on predict ive model l ing,  machine learning algor i thms, and data v isual isat ion
tools to ref ine their  market ing strategies.  In 2024, personal ised market ing campaigns,  targeted
cross-sel l ing,  and dynamic pr ic ing models based on real- t ime data analysis wi l l  dr ive market ing.
Leveraging data wi l l  be a crucial  d i f ferent iator  for  insurance marketers.

SUSTAINABILITY AND SOCIAL RESPONSIBILITY

As global  awareness of  environmental  and social  issues r ises,  consumers are becoming more
conscious.  In 2024, insurance market ing wi l l  take more steps towards sustainabi l i ty  and social
responsibi l i ty  as core components of  brand ident i ty.

Insurance companies wi l l  a l ign market ing campaigns wi th environmental  and social  causes,
emphasis ing their  commitment to ethical  pract ices.  From promot ing green in i t iat ives to support ing
community wel fare programs, insurers wi l l  work to integrate sustainabi l i ty  into their  messaging.
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Social  responsibi l i ty  wi l l  not  be just  a checkbox and wi l l  emerge as a powerful  dr iver for
customer loyal ty and posi t ive brand percept ion.

FIGURING THE IMPACT OF GLOBAL EVENTS 

The wor ld is increasingly interconnected, and global  events can profoundly impact industr ies.
As the insurance landscape navigates the uncertaint ies of  the cr is is in West Asia,  the war in
Ukraine,  and the economic recession of  the COVID-19 pandemic,  Insurance marketers must be
attuned and adjust  their  messaging and of fer ings.  Adaptable market ing strategies that  address
emerging needs and concerns wi l l  be crucial  in maintain ing relevance and compet i t iveness in
the face of  evolv ing global  events.

2024 wi l l  see the integrat ion of  cut t ing-edge technologies,  a deep understanding of  evolv ing
consumer behaviours,  data-dr iven innovat ion,  a commitment to sustainabi l i ty ,  and
responsiveness to global  events.  Successful  insurers wi l l  embrace these trends, a l ign market ing
strategies wi th the changing landscape, and foster meaningful  connect ions wi th their  audience
to pursue a br ighter,  more sustainable future.

By Sheena Kapoor -  Head Marketing, Corporate Communications & CSR - ICICI Lombard General Insurance Company Limited

P R E M I U M  S C O R E B O A R D

Aviat ion insurance has a growth rate of  21.57 % higher than motor and heal th.  Standalone
heal th insurers have a higher growth rate of  26.94% compared to the growth of  the total      
heal th premium at 20.79%. Motor cont inues to do wel l ,  dr iven by a growth rate of    13.98%. The
premium has grown by 13.13 % over that  of  premium col lect ion of  previous year.    
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Insurance industry is  very unique due to i ts  r isk accept ing appet i te and i t  welcomes
the r isks happi ly in exchange of  premium. Rather,  insurers are always in search of  r isks to
underwri te & are always ready to provide the best  possible service at  the hour of  need. A
better  def in i t ion of  insurance would be be- "  not  r isk accept ing but resi l ience provider to the
insured in the hour of  emergency,  g iv ing the strength to bounce back."

Aside th is,  insurers needs to have an inside look in i ts  underwri t ing & c la ims
management pract ices.  Motor insurance const i tute a big chunk of  a l l  the underwri t ten
port fo l ios by insurers and so is the c la ims in the same segment.  Al though major i ty of  the
claims are of  retai l  nature.  But the numbers of  c la ims reported are hef ty which must be a
cause of  major concern for  insurers.  More to worry about is  that  there is no l imi t  of  c la ims in
a pol icy year,  no ef fect  of  c la ims on renewal of  insurance apart  f rom a minimal NCB .  Why
can not coverage/cla im l imi t  on second cla im onwards be automat ical ly  reduced af ter  one
claim is reported in a pol icy year.  There have been cases where even 5 5-6 c la im are being
sett led in t ie t ie-up c la ims in a s ingle pol icy year wi th zero dep cap and st i l l  the Liabi l i ty  of  the
insurer remains fu l l  t i l l  the expiry of  the pol icy wi th no l imi t  on fur ther numbers of  c la ims.
We need to look wor ld over pract ices of  insurance where insurance is bet ter  pr iced & v very wel l
accounted for  on renewal of  the same next year based on c la ims exper ience which is
worr iedly missing in India & hence bleeding the insurers.

Even i t  has been observed that  insurers are losing premium due to NCB also s ince in
numberless cases NCB is given at  the t ime of  issuing pol icy because cla ims are anyway being
sett led af ter  Supreme Court  judgement on NCB and other wrongly given NCB cases are gone
unnot iced for  the pol icy year & next  year next  s lab of  NCB is given causing more losses on
account of  wrong NCB given & hence undue cla im set t lement.

In auto - t ie ups,  Dealers are given upper hand in pol icy coverages v is v is-a-v is other
underwri t ing channels.  ICR auto auto-t ie ups is another point  to be considered. Al though
manipulat ion of  c la ims can never be ruled out throughout the industry,  but  st i l l  auto t ie t ie-up
angles can not be over looked at  a l l  being the biggest port fo l io.  Survey of  vehic les are done
without meet ing the insured/dr iver in workshops due to which actual  facts re lated to the accident
don' t  come to l ight  which in many cases could al ter  the status of  c la im l iabi l i ty .  Al l
the paper work are done by the dealer staf f  i tsel f  .  Surveyors 's fee cr i ter ia in Motor
Department,  though not a big issue but st i l l  to be at  par wi th other departments i .e,  based on
assessed amount not  on est imate which is again double the amount of  assesed in numberless
cases.

To conclude, in order to overcome underwri t ing losses,  industry needs to take a tough
stand whi le underwri t ing & same wi l l  automat ical ly  ref lect  in c la ims management.  I t  is  more
urgent because i t  is  a wel l  known fact  that  Insurance industry by and large are running on
assessts not  on underwri t ing surplus/prof i ts  which is not  regular event i ronical ly .
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INSURANCE LAWS & POLICIES
M O T O R  C L A I M S  V / S  U N D E R W R I T I N G

By Manju Kamboj -  The New India Assurance Co. Ltd.



Select ing the r ight  heal th insurance plan that  adequately
covers materni ty expenses is a crucial  decis ion for  couples.
The journey towards parenthood comes with i ts  own set  of
joys and chal lenges, and having a wel l - thought-out  materni ty
cover can s igni f icant ly ease the f inancial  burden associated
with prenatal ,  del ivery,  and post-natal  care.  

When i t  comes to materni ty cover,  p lanning and start ing ear ly
is the key.  Since al l  materni ty covers come with a pre-def ined
wait ing per iod,  the decis ion to purchase the heal th insurance
plan wi th the r ight  materni ty p lan should go hand- in-hand wi th
the fami ly planning of  the couple to ensure that  materni ty
cover is  avai lable when they need i t .

One must keep these points in mind whi le deciding on your
materni ty cover:
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CONSUMER AWARENESS
H O W  T O  D E C I D E  O N  Y O U R  M A T E R N I T Y  C O V E R ?

Coverage for alternative reproductive treatments  – Given our current  l i festy le and stress,  an
increasing percentage of  couples nowadays need to go for  a l ternat ive reproduct ive t reatments
such as IVF, Surrogacy,  etc.  which is of ten a very cost ly proposi t ion.  Having a heal th insurance
plan that  covers these al ternat ive reproduct ive t reatments as wel l  would save couples f rom this
unexpected and unplanned expense.

Coverage for surrogacy and adoption  – Many couples have started opt ing for  surrogacy and
adopt ion.  Whi le most materni ty cover only pays for  del iver ies,  a materni ty cover which also
covers expenses for  surrogacy and adopt ion would be a useful  benef i t  to have.

Comprehensive Maternity Cover  – Most materni ty heal th insurance plans only cover del iver ies.
One should ensure that  the plan covers for  prenatal  check-ups,  hospi ta l izat ion and del ivery
costs.  Look for  p lans that  go beyond the basics and provide a hol ist ic  approach to materni ty
heal thcare.

Maternity Cover over and above the Sum Insured  – Whi le in most heal th insurance plans in
the market which provide materni ty cover,  i t  is  include in the overal l  sum insured there are some
plans avai lable in the market in which the materni ty cover is  over and above the overal l  sum
insured.

Check if  Maternity cl inics and hospitals are part of your insurer’s Network Hospitals  – Look
for heal th insurance plans that  have t ie-ups wi th reputable hospi ta ls and materni ty c l in ics.
Having access to a network of  hospi ta ls can streaml ine the admission process and provide a
more comfortable exper ience dur ing pregnancy and chi ldbir th.
 
Waiting Period and Policy Terms  – Be mindful  of  the wai t ing per iods and pol icy terms
associated wi th materni ty coverage. Al l  p lans have wai t ing per iods before one can avai l
materni ty benef i ts.  Some plans have speci f ic  terms related to the number of  pregnancies that
can be covered. 

Coverage for new-born  – Some heal th insurance plans of fer  coverage for  new-borns 



immediately af ter  b i r th.  Check i f  your pol icy includes th is feature,  as i t  can be valuable in
cover ing in i t ia l  medical  expenses for  your baby.

Easy to understand policy wordings -  Look for  materni ty covers wi th t ransparent pol icy terms,
clear ly out l in ing wai t ing per iods,  pol icy durat ions,  and any speci f ic  condi t ions related to
 materni ty benef i ts.  The best  p lans are upfront  about their  terms, helping you make decis ions
with conf idence.

Additional Benefits  -  Some materni ty covers come with added benef i ts such as postnatal
support ,  new-born care,  and wel lness programs. Explore plans that  of fer  these addi t ional  perks,
enhancing the overal l  value of  your materni ty cover.

Exclusions & Limitations  -  Thoroughly review the exclusions and l imi tat ions of  each materni ty
cover plan.  Fami l iar ize yoursel f  wi th any speci f ic  condi t ions or s i tuat ions that  may not be
covered by the pol icy.  This knowledge ensures that  you are aware of  the extent  of  your coverage
and can plan accordingly.

Select ing the r ight  materni ty cover involves careful  considerat ion of  wai t ing per iods,  coverage
l imi ts,  network hospi ta ls,  and addi t ional  benef i ts.  By planning ahead and thoroughly reviewing
pol icy detai ls ,  you can secure a heal th insurance plan that  provides comprehensive coverage
dur ing the exci t ing journey of  pregnancy and beyond. Remember,  the r ight  materni ty cover not
only safeguards your f inancial  wel l -being but a lso ensures a smooth and worry- f ree pregnancy
exper ience.
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By Dr.  Bhabatosh Mishra -  Director – Claims, Underwrit ing & Product -  Niva Bupa Health Insurance Company Limited

N A V I G A T I N G  T H E  V I T A L I T Y  O F  T R A V E L  I N S U R A N C E  F O R  A
P R O T E C T E D  J O U R N E Y

When Ravi  (name changed) broached the topic of  an annual
vacat ion wi th his fami ly of  3,  several  opt ions f lowed in f rom
al l  the 's takeholders '  concerned. Suni ta,  Ravi 's  'Z indagi  Na
Milegi  Dobara'  inspired wi fe,  wanted to skydive in Spain.  In
contrast ,  h is son, a l l  of  7,  hoped to exper ience the thr i l l  of
the Yas Is lands in Abu Dhabi .

Whi le th is may look l ike any other fami ly vacat ion discussion,
i t  h ighl ights a t ransformat ional  shi f t  in the mindset of  the
Indian t ravel ler .  From the convent ional  beaches and
mountains,  vacat ions for  the quintessent ia l  Indian have
evolved to a more 'exper ient ia l '  k ind of  t ravel .  

Suni ta above is not  a lone. According to an October 2023 report  by onl ine t icket ing portal
SkyScanner,  94% Indians are l ikely to part ic ipate in a t rend cal led ‘set- jet t ing’  or  t ravel  that  is
inspired by an inf luencer,  a movie or TV show ( th ink Corsica,  post  the phenomenal success of
Ranbir-Deepika starrer Tamasha that  introduced Indians to th is quaint  is land around the French
Riviera.)  Set- jet t ing is one of  the myr iad exper ient ia l  forms shaping Indians'  t ravel  choices.
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Immersive or exper ient ia l  t ravel  inherent ly involves higher r isks,  especial ly  in the post-COVID
era.  These forms of  t ravel  pose increased possibi l i t ies of  cancel lat ion due to weather condi t ions,
in jur ies or accidents,  prompt ing a s igni f icant ly h igher number of  indiv iduals to pr ior i t ize t ravel
insurance to safeguard against  unforeseen unfortunate events and mit igate potent ia l  losses.

IMPORTANCE OF INSURANCE TO THE ‘EXPERIENTIAL TRAVELLER’

A report  by ICICI Lombard t i t led ‘Research on Travel  Behaviours 2023’  had an insight fu l
analysis.  In a country where the total  insurance penetrat ion (across al l  products)  is  only about
4% (Stat ista Research Report ,  2023),  the Lombard report  h ighl ighted that  92% from this cohort
were l ikely to purchase a t ravel  insurance for  their  next  vacat ion.  

This shi f t  in percept ion can be at t r ibuted to two signi f icant factors:  the safety net  of fered by
travel  insurance in unforeseen events and the vast  array of  customizable insurance products
that  cater to indiv idual  needs. 

Dur ing a vacat ion,  several  s i tuat ions can hamper the f low of  your hol iday.  

These can be condi t ions l ike:

1.  Emergency medical  expenses for  Sudden sickness l ike food poisoning,  infect ions,  a l lergic
react ions,  dengue, malar ia etc.  
2.  Tr ip Cancel lat ions and Interrupt ions
3. Lost  Baggage or Delays
4. Loss of  passport

Travel  insurance in such a s i tuat ions wi l l  insulate you by providing reimbursements,
compensat ion and other assistance i r respect ive of  your geographical  locat ion.  Apart  f rom these,
Covers l ike personal  l iabi l i ty  shields you f rom unexpected legal  expenses, Personal  accident
coverage provides f inancial  support  in unforeseen events.  Emergency cash advance and
compassionate v is i t  benef i ts of fer  crucial  support  dur ing emergencies,  underscor ing the
signi f icance of  a wel l -  rounded insurance plan for  a worry f ree t ravel  exper ience.

TYPES OF TRAVEL INSURANCE

As previously stated,  there exists a diverse range of  t ravel  insurance products that  cater to each
travel ler 's  unique preferences. Select ing the appropr iate t ravel  insurance depends on Purpose of
the v is i t -  whether i t ’s  for  indiv iduals on a le isure t r ip,  or  those undertaking a business t r ip or  a
student embarking on a study journey.  Also f requent f l iers may opt for  mult i  t r ip pol ic ies which
may save them from hassles of  buying pol ic ies before every t r ip.

WHEN TO BUY A TRAVEL INSURANCE?

While t ravel  insurance can be purchased any t ime before your t r ip 's commencement,  invest ing in
one as ear ly as possible is prudent.  Acquis i t ion of  the pol icy ensures that  you have ample t ime to
careful ly  assess and customize your insurance plan based on your unique travel  needs. I t
enhances the overal l  preparedness for  a protected and enjoyable journey.   
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THINGS TO REMEMBER WHEN PURCHASING TRAVEL INSURANCE

Like any other insurance product,  i t  is  essent ia l  to do thorough due di l igence before zeroing
down on t ravel  insurance. Here are some things that  you should check:

Coverage detai ls :  Thoroughly review the pol icy to conf i rm i t  adequately covers al l  aspects of
your t r ip -  

Pol icy star t  and end date:  Ensure that  the pol icy al igns wi th your ent i re t ravel  durat ion and
covers al l  the locat ions you plan to v is i t .

Geographical  Scope: Understand the geographical  scope of  the coverage. Some pol ic ies may
have restr ic t ions or exclusions for  certa in regions,  so conf i rm that  your dest inat ions are
included in the coverage. I t 's  crucial  to be aware of  any restr ic t ions or l imi tat ions based on
your i t inerary.

Claim Process:  Fami l iar ize yoursel f  wi th the c la im process.  Be aware of  the documentat ion
required and the steps to fo l low in case of  an incident.  A t ransparent and straight  forward
claims process can make a s igni f icant d i f ference in the event you need to make a c la im.

Record keeping:  Most pol ic ies require the holder to keep proof of  t ravel  and payments to fu l f i l
c la ims. Thus, you should safely keep track of  a l l  receipts and proof and present them when
required.

In conclusion,  As the need for  t ravel  insurance becomes more pressing,  i t  is  imperat ive to br idge
the gap in customer awareness.  Travel  insurance is not  just  a recommended addi t ion;  i t  is  a
need of  the hour.  As t ravel lers embark on increasingly diverse and exper ient ia l  journeys,  the
unpredictable nature of  such adventures necessi tates a safety net .  Travel  insurance provides
this crucial  support ,  of fer ing f inancial  protect ion,  assistance, and peace of  mind, making i t  an
indispensable component for  any t ravel ler  in today's ever-evolv ing t ravel  landscape.

By Mr. Girish Nayak -  Chief -  Technology and Health UW & Claims -   ICICI Lombard General Insurance Company Limited

L A U N C H  O F  “ C A S H L E S S  E V E R Y W H E R E ”  B Y  G E N E R A L
I N S U R A N C E  C O U N C I L

24th January 2024: General  and heal th insurance companies provide coverage to mi l l ions of
c i t izens through heal th insurance pol ic ies.  In the event of  hospi ta l izat ion,  pol icyholders need not
pay for  t reatment out  of  pocket wi th a cashless faci l i ty  where insurance companies commit  to
cover ing the t reatment costs at  the hospi ta l ,  provided the c la im is admissible.  This cashless
faci l i ty  is  current ly avai lable only at  hospi ta ls where the respect ive insurance company has an
agreement or  t ie-ups.  I f  the pol icyholder chooses a hospi ta l  wi thout such an agreement,  the
cashless faci l i ty  is  not  of fered, and the customer has to go for  a reimbursement c la im, fur ther
delaying the c la im process.

In order to ease the burden of  pol icyholders who get t reated in a hospi ta l  not  in the network of
the Insurance Company, the General  Insurance Counci l ,  in consul tat ion wi th al l  the General  and
Health Insurance Companies,  is  launching the “Cashless Everywhere” in i t iat ive.

Under Cashless Everywhere,  the pol icyholder can get t reated in any hospi ta l  they choose, and a 



cashless faci l i ty  wi l l  be avai lable even i f  such a hospi ta l  is  not  in the network of  the Insurance
Company.

This Cashless Everywhere is subject  to:
For elect ive procedures,  the customer should int imate the Insurance Company at  least  48
hours pr ior  to the admission.

1.

For emergency t reatment,  the customer should int imate the Insurance Company wi th in 48
hours of  admission.

2.

The cla im should be admissible as per the terms of  the pol icy and the cashless faci l i ty
should be admissible as per the operat ing guidel ines of  the Insurance Company.

3.

Speaking on the in i t iat ive,  Mr.  Tapan Singhel ,  MD and CEO of Bajaj  Al l ianz General  Insurance,
and Chairman of  the General  Insurance Counci l ,  said:  

“ I t  has been the constant endeavour of  the GI Counci l  to s impl i fy the l ives of  pol icyholders and
br ing posi t ive changes that  benef i t  them. With th is in mind, we are announcing “Cashless
Everywhere”,  to make customers'  l ives easy.  Today i f  you see only about 63% of customers opt
for  cashless c la ims whi le the others have to apply for  re imbursement c la ims as they might be
admit ted to hospi ta ls that  are outs ide their  Insurer/TPA network.  We feel  th is puts a s igni f icant
amount of  stress on their  f inances and makes the process long and cumbersome. We wanted to
make the whole journey of  c la ims a f r ic t ionless process,  which wi l l  not  just  improve the
pol icyholder ’s exper ience but wi l l  bui ld greater t rust  in the system. This we feel  wi l l  encourage
more customers to opt  for  heal th insurance. We also see th is as a step towards reducing and in
the long run,  e l iminat ing f raud, which has been plaguing the industry in a big way and reducing
trust  in the system. Overal l ,  i t ’s  a win-win for  a l l  the stakeholders”.
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Nearly hal f  of  the insured losses in APAC were related to two notable events that  h i t  New
Zealand from late January to February.  Widespread f looding in Auckland resul ted in $3.4bn of
economic and $1.3bn of  insured losses.  Only three weeks later ,  Cyclone Gabr ie l le caused
addi t ional  losses in the bi l l ions of  US dol lars.  These two events thus became the cost l iest
weather-related events for  the local  insurance sector on record on an inf lat ion-adjusted basis.
Austral ian insurers suf fered notable losses af ter  the Newcast le hai lstorm in May 2023,
part icular ly in December,  when two signi f icant events occurred.  One was widespread f looding in
north Queensland af ter  the impact of  Cyclone Jasper,  and the other was the Chr istmas storms
that impacted eastern Austral ia and resul ted in more than 65,000 cla ims.
In 2023, wi th economic losses of  near ly $13bn and insured losses of  $1.4bn, t ropical  cyclone
losses for  Asia and Oceania were 53% and 70% below their  21st-century averages. The number
of  fatal i t ies f rom tropical  cyclones stood relat ively low for  the second year in a row. This might
be a resul t  of  improved disaster response and adaptat ion measures,  however,  many
communit ies remain vulnerable in countr ies such as Myanmar,  where at  least  463 people died
due to the impact of  Cyclone Mocha in May.

Earthquakes

The APAC region was rocked by several  large earthquakes in 2023. Near ly 1,500 people were
ki l led in a ser ies of  earthquakes in Afghanistan’s Herat  Province in October,  and more than
200,000 homes were damaged in China’s Gansu Province in December.
Almost the ent i re region exper ienced prolonged per iods of  extreme temperatures in 2023.
Notably,  a mult i -weeklong heatwave impacted many countr ies in South and Southeastern Asia in
Apr i l  and May. Addi t ional  losses in bi l l ions of  US dol lars resul ted f rom drought condi t ions that
af fected part icular ly China and India.
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Source -  https:/ /www.insuranceinstituteofindia.com/documents/d/college-of- insurance/newsletter-20th-january-26th-january-2024

China accounted for  about hal f  of  the economic losses in the Asia Paci f ic  re lated to f looding in
2023, wi th economic losses of  more than $32bn and insured losses of  $1.4bn. Total  economic
losses in the APAC region in 2023 reached $65bn wi th a substant ia l  protect ion gap of  91%.
However,  these losses were 48% lower than the average and 32% below the median of  the 21st
century.  Insured losses in the APAC region reached approximately $6bn and were notably below
the 21st-century average of  $15bn. Even though the stat ist ic  is  skewed by the out l ier  year of
2011 (Great Tohoku EQ in Japan),  2023 insured losses,  which were part icular ly dr iven by events
in New Zealand, remained 44% lower than the median.

Floods

Flood losses cont inued to maintain dominance as the cost l iest  per i l  for  the fourth consecut ive
year,  account ing for  more than 64% of the loss total  th is year.  In APAC, f looding remained a
recurr ing threat wi th annual  losses exceeding $30bn every year s ince 2010. Many places saw
signi f icant   f looding and record rainfal l  events in 2023 — New Zealand, Japan, Hong Kong,
South Korea, India,  and Pakistan.  The South Asia f loods (Pakistan and India) lef t  near ly 2,900
fatal i t ies.

C H I N A  A C C O U N T S  F O R  A R O U N D  5 0 %  O F  F L O O D - R E L A T E D
E C O N O M I C  L O S S E S  I N  A S I A  P A C I F I C  –  A S I A  
I N S U R A N C E  R E V I E W

GLOBAL HIGHLIGHTS


