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Life Insurance 2030: Why
Decision Quality Will Define the
Next Phase of Growth in India




India’s life insurance market continues to grow in value - but not in reach. In FY25, premium income

increased 6.7% to X8.86 lakh crore, even as life insurance penetration declined for the third consecutive

year to 2.7% of GDP, down from 3.2% in FY22. Overall insurance penetration remained flat at 3.7%, while new
individual life policies fell 7.39%, signaling that fewer households are entering - or meaningfully upgrading within -
the category.

This widening gap highlights a structural issue. The market is scaling financially, but it is not deepening protection
across the population. NIQ analysis points to a critical insight: the challenge is not awareness, product availability,
or distribution reach. It is the quality of decisions consumers are being supported to make.




A Market GI'OWing India is now the 10th largest life insurance
. . | market globally by premium, yet insurance
Wlth()ut Deepenlng o density remains low at USD 97 (life: USD 72),

compared with a global average of USD

943 (life: USD 388). This disparity has persisted
despite years of distribution expansion,
regulatory reform, and rising incomes.

Initiatives such as higher FDI openness and the
rollout of Bima Sugam are expected to reduce
friction and improve transparency. However,
easier access alone has not translated into higher
penetration. Growth accelerates only when
purchase and upgrade decisions feel clear,
credible, and worth acting on
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The Four Decisions
Holding Back
Penetration

NIQ consumer evidence shows that life insurance
decisions consistently come down to four practical
questions:

% Can |l trust this insurer?

% Do I have enough cover?

= Who will guide me correctly?

= [Is this worth it right now?

When these questions remain unresolved, intent stalls -
even among consumers who are aware of life
insurance and financially capable of buying it.
Penetration declines not because people do not know
about insurance, but because they lack confidence in
these core decisions.



Budget Vigilance Shapes How Insurance Is Judged

Financial discipline is deeply ingrained in Indian households. NIQ finds that 43% of Indians review their household
budgets daily, rising to 54% among Gen X. In this context, insurance is evaluated with the same scrutiny as any

other major expense.

Complex pricing, unclear benefits, and opaque value or surrender pathways quickly erode confidence. Insurers that
simplify economics - clearly explaining total cost, benefits, and outcomes in everyday language - are better positioned

to earn trust.
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Advice Is Central,
and Multilayered

Life insurance decisions are rarely made in isolation.
NIQ data shows that consumers rely on a broad advice
ecosystem:

L 4

46% depend on financial advisors or relationship
managers

45% consult online articles or blogs

43% turn to family

36% to peers

32% to influencers, particularly among younger
cohorts
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This dynamic explains why agent and branch
channels remain dominant at the point of purchase,
even as digital discovery grows. Most journeys begin
online but are validated through advisors and family
before commitment. In practice, decision journeys
are digital-initiated, advisor-validated, and family-
endorsed.
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Clarity Converts:;
Complexity Discourages

Among consumers who are aware of life
insurance, term insurance leads both
awareness and ownership. Broader, more
complex “life insurance” propositions convert
less effectively. The reason is straightforward:
complexity dilutes action.

Term insurance succeeds because it delivers a
single, clearly understood outcome - income
continuity. Consumers respond to protection
clarity, not layered financial engineering that
obscures the reason to buy. Adequacy becomes
tangible when coverage answers a specific risk,
rather than attempting to serve multiple

purposes at once.
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Trust is Built on Proof,
Not Promises

Insurer choice is driven primarily by verifiable signals:

Trust and reputation (42%)
Money safety (38%)

Service quality (32%)

Claim settlement ratio (31%)
Reviews (30%)
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Life insurance behaves less like an aspirational
purchase and more like a trust transaction. Consumers
choose insurers whose claims performance, service
quality, and safety credentials can be validated. Brands
that make these elements observable - rather than
implied - are more likely to convert

and retain customers.
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The Value Perception Gap

Among non-owners, the leading barriers to purchase are:

Premium too high (34%)
Not necessary (27%)
Low or no returns (21%)
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* Not familiar (19%)

These responses point to a value-per-rupee challenge
rather than a pure affordability issue. Insurance is often
compared with other financial products, and when
outcomes are unclear, perceived returns fall. Framing
protection in terms of certainty - income protected and
liabilities covered -helps close this gap.
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Adequacy and Upgrades:
The Hidden Growth
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@
% ®o
@

The average Indian household already owns
approximately 2.2 life insurance policies, and
many major brands record strong NPS scores in
the 60 - 70+ promoter range. The constraint is
not ownership, but adequacy.

NIQ evidence suggests that upgrades - not only
first-time purchases - represent a critical growth
lever. When adequacy gaps are clearly surfaced
by life stage and reinforced with consistent
proof, insurers can unlock expansion while
improving persistency.




Why Decision Quality Matters Now

The broader market context reinforces the urgency of this shift. Regulatory direction is increasing competition and
capability across underwriting, risk management, and customer operations. Digital public infrastructure,
including Bima Sugam, is expected to standardize service and claims journeys, raising transparency expectations.

At the same time, growth quality faces pressure from higher service standards and policyholder behavior such as
lapses and surrenders. In this environment, clarity, persistency, and efficiency matter as much as topline growth.




Competing on Decisions,
Not Just Distribution

Life insurance penetration in India will not rise
simply because premiums grow, channels
expand, or products multiply. It will rise when
insurers make decisions easier to understand,
trust, and act upon.

The insurers that shape the next decade will be
those that help consumers confidently answer
four questions - trust, adequacy, guidance,
and value - at scale. The future of life insurance
in India belongs to brands that move beyond
distribution muscle and compete on decision
quality.
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See the Full Picture With NIQ

At NIQ, we help insurance leaders
understand what truly drives choice in India -
trust, adequacy, advice, and perceived
value - across increasingly complex,
multichannel decision journeys.

By combining deep consumer insight with
validated market context, NIQ enables
insurers to move beyond distribution metrics
and compete on decision confidence,
coverage adequacy, and sustainable growth.

Don’t just respond to consumer
hesitation. Redefine how decisions are
made.

Connect with us to access NIQ’s full life
insurance insights and discover how to
convert today’s consumer decision barriers
into tomorrow’s growth opportunities.

Contact Mitesh Dabrai (Industry Vertical
Leader) at Mitesh.Dabrai@nielsenig.com
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