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Category Understanding 



Indian Life Insurance Category  
Understanding the market 

- Indian life insurance industry to grow at an exceptional rate of 6.6% in 2022 and further rise to 

7.1% next year. 

- Increased awareness towards term plan

- ULIPs and guaranteed insurance products are gaining significant traction of late in the insurance 

space; flexibility they provide to manage the funds and also offer wealth creation along with a life 

cover

- “Phygital” is going to drive the insurance sector for years to come.

- Consumers are looking for better product-mix and  tailor-made plans basis their requirements 

https://www.livemint.com/money/personal-finance/is-it-necessary-to-buy-either-life-or-term-insurance-policies-11659634714331.html


ULIP Market 
Understanding the market 

- ULIPS are making a strong comeback; including low interest rates, buoyant equity markets, 

increasing financial sophistication of customers and product innovation by the leading private life 

insurers

- Two out of three Indians intend to invest in ULIPs in the coming year. 92%  of consumers have  

increased affinity towards ULIPs has increased after the first wave of the pandemic (Metro’s and 

Non- Metro’s; 21-50 age group

- Attraction towards ULIP- Ease of tracking of investments, low-cost structure and convenience of 

adding rider or top-up, and withdrawal of money, according to the survey.



Why Are Consumers Investing in ULIPS 
Understanding Consumer Mindset 

Investment 

Children’s Education 

Financial Security 

Retirement Planning 

Life Goals Key Factors for choosing the plan 

Good Returns  

Income Tax Benefit  

Fund Performance 

Insurance Coverage on Death 

General Investors Affluent Investors 

Range of Fund Options 

Expert Advice by the company 

Flexibility of partial withdrawal 



Why Do Indians Find ULIP Attractive 
Understanding Consumer Mindset 

Younger Investors 
(21-30 yrs)

Key Feature- Systematic 
Investment Plan 

Matured  Investors 
(40 years and above)

Key Factor- Lump Sum 
Investment 

Affluent Class 

Ease of tracking 
investment, low-cost 
structure and convenience 
of adding rider or top-up, 
and withdrawal of money,
Key Factor- Guidance of 
Expert 

Middle Income Indians 

Key Factor- 
Seeks facility of partial 
withdrawal

Common Factor- Zero-cost fund switching cost, dual benefit of insurance and investments and low-cost structure as key 
differentiators for ULIP. 



Why Are Consumers Investing in Guaranteed Savings Plan 
Understanding Consumer Mindset 

Mortgage Free Life 

Families Security 

Post Retirement Plan 

Children’s Education 

Long Term Life Goals Key Factors for choosing the plan 

Guaranteed Payouts   

Income Tax Benefit  

Death Benefits 

Flexible plans 

General Investors Affluent Investors 

lump sum payout vs monthly 
pension options

Returns 

Add Riders  

Loan Facility



Why Are Consumers Investing in Protection Plans
Understanding Consumer Mindset 

Financial Backing 

Financial Uncertainties 

Financial Protection Key Factors for choosing the plan 

Claim Settlement Ratio  

Income Tax Benefit  

Adequate and better Coverages

Inclusion and exclusions of 
policies 

General Investors Affluent Investors 

Competitive Premiums 

Hidden clauses 



Competition Analysis



Competition Platform Analysis
Brand Frequency Post Formats Content Buckets Eng rate Platforms

IndiaFirst Insurance 3-5 Posts every week Statics, Reels, Videos, and 
Carousels 

Consumers Testimonials, Contest, 
Educational, Informational, 

Conversational, Moment Marketing and 
Influencer collaboration

0.39% IG, FB, YT, TW, LN

Canara HSBC Life 
Insurance 3-5 Posts every week Statics, Reels, Videos, and 

Carousels 

Consumers Testimonials,, Educational, 
Informational, Brand Stories, 

Conversational, and Influencer 
collaboration

1% IG, FB, YT, LN, TW

PNB Metlife Insurance 6-7 Posts every week Statics, Reels, Videos, and 
Carousels 

Consumers Testimonials,, Educational, 
Contest, Informational, Brand Events, 

Conversational, and Influencer 
collaboration

0.72% IG, FB, TW, LN, YT

ICICI Prudential Life 
Insurance 4-6 Posts every week Statics, Reels, and Carousels 

Consumers Testimonials, Educational, 
Informational, Conversational and 

Influencer collaboration
5.38% IG, SC, YT, LN

HDFC Life Insurance 4-6 Posts every week Statics, Reels, Videos, and 
Carousels 

Consumers Testimonials, Contest, 
Educational, Informational, Brand 
Stories, Conversational, Moment 

Marketing and Influencer collaboration

0.33% IG, TW, LN, YT, FB. Slide 
share, Whatsapp

Bajaj Allianz Life 
Insurance 3-5 Posts every week Statics, Reels, Videos, and 

Carousels 

Consumers Testimonials, Contest, 
Educational, Informational, Brand 
Stories, Conversational, Moment 

Marketing and Influencer collaboration

0.34% IG, FB, TW, LN, YT, 



FACEBOOK PAGE ANALYSIS

HDFC Life insurance  has the highest Facebook page likes however, ICICI Prudential Life insurance has the 
maximum engagement of 4.97% compared to other competitors.



INSTAGRAM PAGE ANALYSIS

HDFC Life insurance  has the highest instagram followers however, PNB Met life insurance has the maximum 
engagement of 0.45% compared to other competitors.



YOUTUBE PAGE ANALYSIS

HDFC Life insurance  has the highest Youtube subscribers  however, Canara HSBClife insurance has the maximum engagement 

of 0.70% compared to other competitors.



TWITTER PAGE ANALYSIS

● HDFC Life insurance  has the highest Twitter  followers however, IndiaFirst life insurance has the maximum 

engagement of 0.18% compared to other competitors.



Bajaj Allianz Hashtags 



PNB Met Life Insurance Hashtags 



HDFC Life Insurance Hashtags 



ICICI Prudential Life Insurance Hashtags 



India First Life Insurance Hashtags 



ULIP Plan Content Analysis 



IndiaFirst Wealth Maximizer Plan 
Creating A Lasting Legacy  

- Choose from multiple policy terms and 
premium-payment terms to find the right balance for 
you.

- Flexibility to choose from 7 different fund options as 
per your requirement.

- Earn more with Loyalty Benefits, Loyalty Advantage, 
and Profit Boosters as you grow with the market.

- Tax benefits may be available on the premiums paid 
and benefits received from this wealth builder plan as 
per prevailing income tax laws in India



 Canara HSBC Invest 4G Plan
Achieve Your Goals and Save Tax 

- Create wealth while being insured
- Tailored financial plans basis  individual's goals and changing needs.
- Wealth creation with insurance
- Flexible investment options: 7 different plans and 4 different 

portfolios to invest money in. 
- Liquidity when you need it: Partial Withdrawal 
- Tax Free Income gains
- Loyalty addition and wealth boosters: As additional benefit to 

increase savings 
- Premium Amount- 

Start investing at as low as  Rs 2,000/month
Enjoy Tax benefits upto Rs. 46,800
Pay Rs 5,000/month for 15 years, get Rs 11.2 Lakh at 4% and Rs 15.3 
lakh at 8%, with life cover



 PNB Metlife Mera Wealth Plan 

- Pay As you like 
- Life cover 
- Loyalty addition at the end of 6th Year 
- Create your own plan from Self-managed and systematic transfer options



ICICI Pru Signature Plan

- No premium allocation costs included in this bundle.
- Tax benefits are available for premiums paid under Sections 80(C) and 10 of the Income Tax Act of 

1961. (10D).
- Wealth boosters will be available at the end of every five-year term beginning with the tenth 

insurance year. 
- Up to the age of 99, life insurance is given.



Key Category Communication 

- Life cover, Market linked returns, Tax savings and loyalty additions are key category 

communication

- Functional communication of premium or life cover per month  to drive interest and traction among 

consumers  

- Retirement planning and investment are popular life goals with respect to ULIP 



Guaranteed Savings Plan 
Content Analysis 











Category Key Communication 

- 100% guaranteed tax free income

- Guaranteed income/Benefits  

- Life cover 

- Pay X amount pm/pa for 10/15 years and get Y amount 

- Children’s education and retirement planning are popular long term goals for Guaranteed 

savings plan 



Protection Plan 





Consumer Understanding



Who Are We Talking To- Primary Consumers   
Defining Our Consumers 

Kumar (32 Years)- Working  
Professional (70%)

Only earning member of his family and 
has a 6 year old child. 

Major concern is his family’s financial 
protection and well-being. Also needs 
to plan for his child’s higher education. 
Must ensure enough capital growth for 
both goals to avoid having to dip into 
one to fund the other. Looks for plans 
with partial withdrawal option and then 
retirement plans with left balance 
Funds 

Goal- Wealth Creation and withdrawal 
for specific goal

Investment and Impact- Great tool as it 
offers insurance and will help him achieve 
multiple financial goals. 

Mr. Kapoor(43 Years)- 
Self Employed (20%)

Wants to chalk out a legacy plan for his 
12-year-old daughter. Worried out the 
financial well being and security of his 
family members

Goal- Legacy Planning  

Investment and Impact- Need balanced 
funds where the death benefit is higher of 
sum assured on death or fund value 



Defining Our Consumers 

Savita Devi (30 Years), 
Housewife  (5%) 

Narendra (24 years) -Young 
Professional (5%) 

Landed his first job, Wants to first 
insure himself so that her parents 
are safeguarded
Seeks investment options that 
can help build substantial capital 
in the long term. She chooses a 
ULIP because it offers both. 

Goal- Protection and Wealth 
Creation 

Investment and Impact- Invests with 
towards higher equity participation. 
Keeps adjusting the portfolio 
according to her risk appetite. 

Wants the best for her family. Seeks 
security and stability for her family and 
It’s future. Also seeks options that will 
help her with financial freedom. Wants 
to contribute towards for children’s 
education, marriage, International Trip 
etc  

Goal- Security+Savings (Long term 
prospective)

Investment and Impact-  Seeks Life 
coverage and investment opportunity to 
use her savings for financial freedom. 

Who Are We Talking To- Secondary Consumers   



Key Takeaways 



 Key Takeaways 
OUR OBSERVATION 

- Consumers today are more aware and informed about their financial security and investment 

choices 

- Each consumer has  their own set of financial and life goals and seeks a reliable partner to 

achieve their goals 

- Consumers are inclined towards Modern financial planning; careful investment management and 

planning for life uncertainties

- Consumers are looking to become economically secure and boost financial immunity; Financial 

security  



Recommended 
Brand Campaign

Option 1

 



SUD Life understands all type of financial requirements 
which ensures one’s wealth and happiness 

Guaranteed Savings 
Guaranteed Maturity 
Wealth Creation 
Financial Planning 
Financial Security 



#KhushiyonKiShuruat 



Recommended 
Brand Campaign

Option 2

 



There are various promises which we make… 
Wealth Happiness Promise 
Guaranteed Happiness Promise
Family Protection Promise 

And SUD life 

Understands all importance of all such promises and 
offers tailor made plans for consumers 



#HumSamjheAapkePromisesKo 



SUD Life e - Wealth Royale Plan



Stress has returned to pre-pandemic levels, 
with more than 41% of millennials and 
46% of GenZs saying they feel stressed all 
or most of the time. The pandemic has 
created much uncertainty and stress around 
millennials’ and Gen Zs’ financial futures. 
About two-thirds of each group agreed (to 
some degree) that they
often worry or become stressed by their 
personal financial situations. Their families’ 
welfare was also a main cause of stress for 
millennials; uncertainty about jobs/career 
prospects was top for GenZs..( Deloitte Global 

Survey 2021)

How to create Wealth
and Protect the loved
ones at one time…

Financial Goals are 
causing stress to the 
Millennials and GenZs

Insight:



A Plan from a Trusted Brand which can create 
Wealth, provide life cover and multiple benefits all 
in one.

Then how can you worry about your Happiness with 
SUD Life 

Idea:



#KhushiyonKoBoloHi- 5



#GoalsKoKaroHi5 
Primary Communication 

Market Linked 
Returns with 

Insurance Cover

Zero LTCG Tax
Unlike 10% in
Mutual Fund

Unlimited Free 
Switches 

Double Tax 
Benefit 

80C and 10 
(10D)* 

No Handling 
Charges*



#GoalsKoKaroHi5
Secondary Communication 

Loyalty Additions 
and Wealth 

Boosters 

Partial Withdrawal 
Option*

100% Fund 
Allocation 



Campaign Execution 



CELEBRITY SUGGESTION

DIVYENDU SHARMA

Versatile actor best known for Pyaar Ka 
Punchnama  Mirzapur and Chashme Baddoor 
(2013).

Has essayed characters who have been loved by 
Indian audiences and has a boy next door personality 
which is trusted by a lot of people 

https://www.imdb.com/title/tt1926313?ref_=nmbio_mbio
https://www.imdb.com/title/tt1926313?ref_=nmbio_mbio
https://www.imdb.com/title/tt6473300?ref_=nmbio_mbio
https://www.imdb.com/title/tt2229848?ref_=nmbio_mbio








https://docs.google.com/file/d/1-AsqUxAH8rKaK6bGaq2HHXdtUquf15Cg/preview






CAMPAIGN ROLLOUT

● We begin by showing a cryptic GIF, “#KushaKyaKare #FinancialWorries on Instagram

● Campaign Teaser with twitter thread and Instagram stories, #KushaKyaKare

● Campaign proceeds to showcase Kusha’s tête-à-tête with her buddies on whatsapp

● Campaign drops a contest for everyone “#FinancialWorriesKyaKare” with their Financial Worries listed in 
1,2,3 points

● Ultimately leading to a grand digital event, an  invite-only Zoom call which will be LIVE on all platforms



#KhushiyonKoKaroHi5 
Educative Series 

Objective; 
Making consumers invest journey simple by 
educating them on technical aspects of a 
ULIP plan 
Idea:
Wealth Creation Youtube series, 8 episode 
7-9 Min each, breaking down technical ULIP 
terms in simple terminology
Topics; 
1. What is loyalty addition and wealth 

booster 
2. What does 100% fund allocation means 
3. Goal based strategy for investment in 

ULIPs 
4. Types of charges in ULIP Plan  

Platform- Youtube and LinkedIn 



https://docs.google.com/file/d/1ThSwwn4fLnWaiyIZKE-T2-QoadMfodiE/preview


https://docs.google.com/file/d/1ewwv187x5ipgSjo7PdlYovbhG4jhAC00/preview
https://docs.google.com/file/d/1J5t3_egRBYxj7r0X4I7LKN84pHhwfYAA/preview
https://docs.google.com/file/d/1q4flyTqiEWe1F0JayRC0Sd6o7l8o69hL/preview


Objective:
Educate consumers about the benefits of investing 
with ULIPs

Idea: Financial Protection Podcast 
Trusted financial influencers who brings alives 
benefit of ULIP investment as compared to other 
available  investment options 

Topics:
Why is goal based investment important 
Three reasons to invest in ULIP 
ULIP vs MF investment 

Execution:
8-10 episode series with 7 min episode on each topic 
Platform- Spotify, YouTube and LinkedIn 

#KhushiyonKoKaroHi5 
#Zindagikibaat Podcast 

Tentative Cost- 5-8 lakhs 



Objective: 
Educate Housewives about importance of 
financially secure future 

Idea:
Collaboration with regional influencers, to discuss 
about assurance of  Wealth creation and Life 
cover, to contribute towards families financial well 
being. 

Platform- YouTube and Instagram  

#KhushiyonKoKaroHi5 Wealth Happiness Series 



#KhushiyonKoKaroHi5- Sud Life Empowering Stories 

Objective; 
To establish the brand legacy 

Idea; 
3 part brand series showcasing how SUD 
Life, over the years, have transformed 
millions of lives across India in its mission to 
get every Indian insured.

Series will be narrated by Bhuvan Bam.

Platforms: YouTube, Facebook and LinkedIn 

Tentative Cost- 5-7 lakhs/ Post 



Sustenance  
#KhushiyonKoKaroHi5



#KhushiyonKoKaroHi5 Blogs 

Objective:
Address myths and misconceptions around ULIP 
Investment 
Idea:
Special blogs series by OMGs to establish ULIP 
plans as best investment tool for goal based 
investments
OMGs, certified Equity Research Analyst and talks 
only in terms of finance, stock markets and 
investment in a language easily understood by the 
commons. 

Execution- Weekly blogs for two months.

Platform- LinkedIn and Facebook 



Objective:
Establish the legacy and credibility of SUD Life 

Idea: 
Interaction series with Twinkle Jain and top 
leaders SUD life to discuss the brand’s mission, 
to insure every Indian and we develop various 
customer first programs. 

Execution: 
Six episode series, 6-10 min each. Content can 
also be utilized to create educative with 
infographics (Static and video) 

Platform: LinkedIn and YouTube 

#KhushiyonKoKaroHi5 SUD Life - LinkedIn Speaker Series  



Objective: 
Guide housewives and early investors in their first steps 
towards financially secure future 

Idea: 
White paper/ joint research or blog providing information that 
will help and encourage consumers to take their first 
investment steps with ULIP Plan.

Topics:
Why should housewives invest in ULIP Plans? 
Benefits of investing early with SUD Life e-Wealth Royale Plan  

Platform- Facebook and LinkedIn 

#KhushiyonKoKaroHi5 - Collaboration with Insurance 
Aggregators 

Tentative Cost- 10 Lakhs 



Recommended Influencer List 

S.no Name Instagram 
Followers 

YouTube 
Followers 

Linked 
Followers Content Type 

1 Sandeep Maheshwari
3.5 M 22.2 Mn Large business, travel, startup, literature and 

gadgets 

2 Mumbiker Nikhil 1.4 4 M Moto and Lifestyle 

3 Neeraj Kabi 26.8 - -

4 Bhuvan Bam 14.8 M 168 K Content creator 

5 Invest aaj for Kal 167K 1.63 M 14249 Finance Influencer and Trainer 

6 B Wealth 8.5 M 24.1 M - Finance Influencer 

7 Gaurav Taneja 3.4 M 7.72 - Family content and Pilot 

8 CA Twinkle Jain 296K 1.05K 11,228 Chartered accountant and Content creator 

9 OMGs Finance 20.2K - -

Tentative Cost- 40 lakhs- Association Cost 



#KhushiyonKoKaroHi5 Campaign Summary 

Launch (30 days) Post Launch 
(Next 30 days)

Sustenance
(properties)

4 Influencers on a Zoom Call, live on 
various channels looking for Financial 
Advice

Every two days for the next 30 days, each of the 10 influencers drop a 
Video on 
#KhushiyonKoKaroHi5

Divyendu Sharma  on the 
Launch of the Podcast + 
YouTube Channel of the 
#KhushyionKoKaroHi5Social Media contest Divyendu Sharma  ko 

kaise mile best Financial advice
#KhushiyonKoKaroHi5
#DivyenduKoKyaChahiye
#DivyenduKyaKare Featuring 10 emerging 

Financial experts across 
various new media channels
#KhushiyonKoKaroHi5

Brand Experts Talk
#KhushiyonKoKaroHi5

● SUDRadio, #BaatZindagiKi 
#BaatKhushiyonKi- Podcast+ 
Youtube Channel

● SUDFam on Social every 
Month on various topics and 
conversations around wealth & 
financial protection

Divyendu Sharma  worried 
about her financial future



#KhushiyonKoKaroHi5 - Annual Content Bucket  
Target Consumer Objective Idea Duration Platform 

Primary Consumers 
(Middle class and 
affluent investors)

Awareness 

Product campaign 
2-3 Weeks Facebook, Youtube and 

LinkedIn 

Educative series One episode/ week Youtube and LinkedIn

Blogs One Month Facebook and Linkedin 

Engagement 

Reels and Shorts 1-2/Week Instagram and Youtube 

Financial Protection Podcast 2 Months Spotify, Facebook and 
Youtube 

ISL Digital Activation 2 Months Microsite and Facebook

LinkedIn Speaker Series Quarterly LinkedIn

Consideration SUD Life Empowering Stories  Quarterly Youtube, LinkedIn and 
Facebook 

Secondary Consumers 
(Housewives and new 

age investors) Awareness 

Collaboration with Insurance 
Aggregators 

Ongoing Facebook and LinkedIn 

Wealth Happiness Series Ongoing Youtube and Facebook 



#KhushiyonKoKaroHi5
Social and Digital Ads  



Key Visual

Copy:

Financial Protection + Wealth Creation 

Ab 

#GoalsKoKaroHi5



Key Visual

Copy:

Loyalty Additions + Wealth Boosters 

Ab 

#GoalsKoKaroHi5





https://docs.google.com/file/d/1P-STcDY5jCuJxzkEPZzG9JaCAKGB3P6c/preview
https://docs.google.com/file/d/1vtYbC_54mK_mlHkmHTTaL8YuVPXQ-LdH/preview


Campaign 2



Introducing MANI (Money)

Cronu, a planet nestled deep in the Odysseu solar system has sent a saviour to Earth. 

Saviour MANI an intuitive droid with a sensor for kindness, lands on Earth to help people in financial 
dilemma. MANI can help you to see unique possibilities and inspiration for the future that you might 
not have realised before.

In all, MANI is there to save your day. He is a Financial Wizz. 

#MANI ki #Sudlife

Idea:





#MANIkiLife



Post Zero

Your friendly robot, MANI, has entered the Earth’s 
atmosphere! Our newest member loves money & 
the good life, so be rest assured to get your daily 
dose of friendly financial advice, protection from 
scams and stories from his everyday life.

#MANIkiLife



#WhatsYourMANIstory? 

Idea: UGC Testimonials

Who would have thought that behind these pics was a crazy adventure!

I’ve been creating and recreating recipes for everyone on YouTube since 
2014. The attention my videos have received over the years has been 
overwhelming! I had never expected to even make videos that reach 
millions. My life goals are now clearer than ever before, but I was still a 
novice at understanding finance😅 That’s when I met Mani. 

Mani guided me towards the unified path of Life Cover and Wealth 
Creation!

Some things are out of your control. But all you can do is focus on 
everything that is going your way, and accept that the good and bad are 
both part of life. Simply put, let Mani help you with the money troubles!

What’s been your Mani story? Would love to hear below !



#WhatsYourMANIstory? 





Social Media Posts







Landing Page













Campaign 3



INSIGHT

Our target audience today is goal-oriented and 
motivated to pursue enjoyable careers & live the 
good life but they are uncertain about 
efficiently managing their finances.



CONCEPT NOTE

Our audience includes a wide gamut of individuals from 
different facets of life, from working professionals, 
entrepreneurs, housewives to fresh graduates. But, their 
impulse to plan and the drive to achieve goals form a solid 
foundation for long-term success. Herein, they seek a 
smart & solid partner to guide them through their goals 
and bring their future plans to life.



While it is imperative to think about your 
growth, one thing that becomes even more 
important is to think about how you would 
achieve it?



#ThinkKhushiyanThinkSUDLife



CHARACTER PROFILE

SAVEMANI SUBRAMANIAM (SMS)
He is a man who is quite well-put together but still 
manages to keep up to his persisting habit of ‘saving’ every 
chance he gets.

A humble, approachable and respectable individual, 
Savemani is constantly on the look to ‘SAVE & INVEST 
MONEY’.



CAMPAIGN ROLLOUT
We begin by taking control of each and every big platform and pose a strong statement 
as declared by ‘SAVEMANI SUBRAMANIAM’ (SMS)

With the inception of this campaign, we begin by first establishing  ‘SAVEMANI’ as regional 
characters specific to the a particular area/region 

The campaign begins with SAVEMANI taking over the social media handles, newspaper front 
pages & website homepage banners of leading knowledge partners like - ET Money ~ 
Business Standard ~ Mint ~ Dainik Jagran ~ TOI. 

Our strong statement - Nobody knows finance & investment as good as ‘SAVEMANI’! - 
begins stirring a wave curiosity amongst his followers. 

We also begin a whirl of similar activities on various OTT celebrities/Macro-influencer 
handles as well as online and offline platforms such as Billboards, YouTube, Spotify, 
Snapchat, Twitter etc.



NEWSPAPER AD SAMPLE YOUTUBE SAMPLE

https://docs.google.com/file/d/1e_e00prJ7A4-7Cu4t36zQQfQBQjIthFJ/preview


SPOTIFY AD SAMPLE

https://docs.google.com/file/d/1vhm7_VPY22YsjH7QJ4mIa1WHmOWIId-6/preview


SOCIAL
MEDIA
ROLLOUT

Influencer 15 Influencer 14 Influencer 13

Brand Credibility Brand Trust Brand Awareness

Influencer 12 Influencer 11 Influencer 10

100% Fund Allocation Partial Withdrawal Facility Financial Protection

Influencer 9 Influencer 8 Influencer 7

Zero LTCG Tax
Unlike 10% in
Mutual Fund

Zero Handling Charges Loyalty Additions and 
Wealth Boosters 

Influencer 6 Influencer 5 Influencer 4

Market Linked Returns with 
Insurance Cover

Double Tax
 Benefit 

Unlimited Free Switches

Influencer 3 Influencer 2 Influencer 1

Character Reveal Main DVC with Vijay Verma Character Reveal

Have you started planning 
your future

#ThinkGoalsThinkSUDLife with the right partner?

Psstt.. Sharma ji ke bete ki 
taraki dekhi?

Psstt.. Sharma ji ke bete ki 
nayi naukri ka suna?

Psstt.. Sharma ji ke bete ki 
nayi gaadi dekhi?



SUD Life 
Century Royale Plan



32 percent of the Indian Gen Z and Millenials  are inclined toward 
saving more than spending,

Seek convenience of planning and ease of execution.

Have higher affinity towards  return on investments, their financial 
goals and being prepared for emergencies 

How to ensure sufficient 
backing to achieve long 
term goals without 
any uncertainties to 
ensure a happy life 

Financial immunity is key 
preference for Millenials and 
Gen Z 

Insight:



#GoalsKoDoDoubleGaurantee







SUD Life 
Saral Jeevan Bima 



#GoalSecureFutureKa





Starting Point 
Ab India Ka Har Parivar Rahega Surakshit 

- Happiness 

- Promise 

- Wealth 

- Baat Zindagi Ki.  Life Ki har Match ke Liye ready Raho 

- #Khushiyon Ki Shuruat; 

#KhushiyonKoBoloHi- 5, #KhusiyonKiDoubleGuarantee , #KhushiyanSecureFutureKi

-



#KhushiyonKiShuruat 

#KhushiyonKoBoloHi5 #KhusiyonKiDoubleGuarantee #KhushiyanSecureFutureKi

SUD LIFE E-Wealth Royale Plan SUD Life Century Royal Plan SUD Life Saral Jeevan Bima 

Recommended Campaign Summary 



#HumSamjheAapKePromisesko 

#PromiseWealthCreationKa #PromiseGauranteedHappinessKa  #PromiseSecureFutureKa

SUD LIFE E-Wealth Royale Plan SUD Life Century Royal Plan SUD Life Saral Jeevan Bima 

Recommended Campaign Summary 



Platform Strategy 



Focused Platform Strategy  
Assigning Objective to each Platform

 Information 
Provider 

- Influencer 
content 

- Education series 
- Podcast 
- Blogs 
- Collaborations 

and white paper 
research 

Explainer 
Guide 

- Educative series 
- Explainer videos 
- Influencer 

content 
- Podcast
- Youtube shorts  

 Engagement 
Hub

- Influencer content 
- New age content- 

Reels and Guides 
- Community Building 

with consumer 
engagement 

- Contest and Q&A

Informative 

- Blogs 
- Podcast
- LinkedIn Speaker 

Series 
- Influencer content
- Polls and 

discussion with 
industry experts 
and key opinion 
leaders 



SEO Approach



Month 1 Month 2 Month 3 Month 4 Month 5 Further
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Keyword Research

Market Research

Competitive 
Analysis

Content Ideation

Content Auditing

Content Planning

Keyword Research

Content Ideation

Conversion Copywriting
Content Production

Technical SEO

InformatioInformation 
Architecture

InformatioOn-Page SEO InformatioOn-Page SEO InformatioOn-Page SEO

InformatioContent 
Restructuring

InformatioContent Relevance InformatioContent Relevance

InformatioDigital PR

InformatioBacklink Auditing

InformatioLink Reclamation

InformatioDigital PR

5 Month SEO Roadmap



SEO Monthly Execution Plan

Month 1 & 2 Month 3 Month 4 Month 5 Further

Optimizing H1, 
H2,  H3 W3C Compatibility Classified Ad 

Postings & 
Image Postings & 

Local Listings
Profile Creations, 
Social Networking

Title Tags Internal Links, 
External Links

Article Submission & 
Web 2.0

Press Release & 
Ping Submissions

Guest Posting & 
Alexa Traffic 

Tracking

 Description 
Tags Structured Data Profile Creations, 

Social Networking

Social Networking, 
PDF & PPT 

Submission, Profile 
Creations

Competitor Backlinks

URL 
Optimization

Alt Tags, Blogs 
topic research, 

Article topic 
submission

Competitor 
Backlinks, Blogs 
topic research

Video & Podcast 
Promotions Profile Creations



KPI Current 
Status 1st Month 2nd Month 3rd Month 4th Month 5th Month Further

DR 46 48 50 52 53 54 55

UR 42 43 45 47 49 51 53

Backlinks 11.3K 12k 15k 16k 18k 20k 21k

First Page Keywords 340 480 500 530 550 570 600

Second Page Keywords 1012 1500 1700 2000 2200 2400 2700

Total keywords in Google 16014k 170K 175K 180K 183K 185K 190K

Traffic (Ahref) 27.0K 30K 31K 33K 35K 36K 38K

SEO Growth Plan

Key Takeaway- These are the metrics with numbers that we achieve at MOM



Digital Strategy 







Share Of Voice & Domination

Region Sudlife pnbmetlife indiafirstlife canara 
hsbc life

Jammu & Kashmir 100%

Jharkhand 100%

Himachal Pradesh 100%

Chandigarh 100%

Delhi 18% 78% 4%

Haryana 86% 14%

Punjab 39% 61%

Maharashtra 55% 34% 2% 9%

Uttar Pradesh 42% 41% 12% 5%



Traffic Analysis.



Referral traffic sources

Takeaway- Brand has very low visibility on display networks



Consumer is searching for 

Region wise affinity with Product type

● Child plan has string pull
● Retirement Plan  is Searched a lot

Consumers are searching for

● Child plan has most searches
● Next is Retirement plan
● Saving plan ,Wealth plan & Protection plan has 

searched by a lot 



Consumer is searching for 



Audience Overview By Demographics



Consumer Types
Defining Our Consumers on Digital

Middle Income Investors

Goal- Wealth Creation and 
withdrawal for specific goal

Investment and Impact- Great 
tool as it offers insurance and 
will help him achieve multiple 
financial goals. 

Matured Investors

Goal-  Investment and Legacy 
Planning  

Investment and Impact- Need 
balanced funds where the 
death benefit is higher of sum 
assured on death

Housewives and Young 
Investors 

Goal- Protection and 
Security+Savings (Long term 
prospective)

Investment and Impact-  
Seeks Life coverage and 
investment opportunity to use 
her savings for financial 
freedom. 



Media Approach



INTERESTS 

MIDDLE CLASS INVESTOR

Affluent Segment Audience I Social



INTERESTS 

MATURED INVESTOR

Matured Segment Audience I Social



HOUSEWIVES

COMPETITOR

Female Centric Segment I Social



Products Keywords

Keywords Volume

ways to build wealth 10

invest in the future 110

wealth management plan 30

best wealth creation plan 70

wealth investment plan 40

wealth creation company 30

unit linked insurance 210

ulip insurance 1300

ulip investment 880

Keywords Volume

wealth 27100

building wealth 260

wealth creation 2400

wealth plan 260

investment for future 210

wealth creation plan 260

investing future 880

creating wealth 260

ulip 22200

smart wealth creation 20

Search Volume  Approx 56K for all  Product base  keywords



Search Volume  Approx 16k+for all  branded keywords

Keywords Volume

sud life e wealth royale 30

sudlife 9900

sud life wealth creator 140

sud life wealth builder plan 40

sudlife wealth creator plan 10

sud life insurance 5000

sud life health insurance 50

wealth creator sud life 70

sud life policy 50

sud life company 20

Brand Keywords

Keywords Volume

sud life ulip plan 70

sud life money back plan 20

sud life premium 40

sud life policy 50

sud life immediate annuity plan 50

sud life products 500

sud life guaranteed money back 
plan

50



Funnel Segmented Approach
DISPLAY

Brand + Product

Interest BasedCompetitor Visitors



Video Driven First Time Exposure

● Life Insurance

● Ulip PLan

● Wealth Management

● Investment Plan

● Tax Saving



Impacting through Smart Programmatic

● Increasing the brand strength with existing alliances and 
partnership platforms present in India

● Showcase the potential of the program to users

● Cost Effective customer acquisition

● Optimize the campaign via the affiliate channel

● Create brand awareness along with the online presence

● Reliable action tracking



Impacting through Smart Programmatic



Eyeballs via Inshorts

Highest penetration among young audience belonging to Sec-A

Age:

● 18-24 : 38%
● 25+ : 60-62%

Traffic split by Handset Cost:

Highest iOS users base of 15%

● 60-65% users possess handsets more than 30k

● Full screen rich media
● HD Creative, GIF, HTML can be used
● Part of the native experience of the app, keep the user experience 

non-intrusive
● Ad appears after 5 news cards then after every 7/8 cards.

 Top 10 cities

1 New Delhi 15.74%

2 Bengaluru 12.50%

3 Mumbai 12.10%

4 Pune 8.52%

5 Hyderabad 5.63%

6 Chennai 5.17%

7 Kolkata 5.06%

8 Lucknow 2.50%

9 Chandigarh 2.45%

10 Ahmedabad 2.16%



SMS/Whatsapp/Emailers

● Send important alerts and keep your 
customers informed

● Send catalogue and increase sales

● Send Date, ETA, tracking codes

● Send Automated replies for common queries

● Track real time location status



Brand Awareness increasing SOV
Brand/ Product Media Type Marketing Funnel Budget Campaign Metrics Final Metrics CAC

Brand

Youtube

TOFU 20 Lakh 11 Mn Impressions 22K Traffic 91 Traffic

Inshorts

Impact

Admit Ads

Dailstar



5 Months Product Wise Media Summary
Brand/ Product Media Type Marketing Funnel Budget Campaign Metrics Final Metrics CAC

Wealth Royale

Social (FB&IG)

MOFU/ BOFU 30 lakh 6K Leads 120 Final Conversion 25K Final Purchase

Google

Whatsapp

SMS/Emailer

AdmitAds

Saral Protection

Social (FB&IG)

MOFU/ BOFU 20 Lakh 4K Leads 89 Final Conversion 22.5K Final Purchase

Google

Whatsapp

SMS/Emailer

AdmitAds

Century Royal

Social (FB&IG)

MOFU/ BOFU 14 Lakh 2.5K Leads 60 Final Conversion 23K Final Purchase

Google

Whatsapp

SMS/Emailer

AdmitAds



Remarketing Bottom Funnel Approach

Remarketing Media Type Marketing Funnel Budget Campaign Metrics Final Metrics CAC

Wealth Royale Google & FB BOFU 10 Lakh 2.5K Leads 450 Conversions 20K Purchase

Saral Protection Google & FB BOFU 10 Lakh 2.5K Leads 600 Conversions 20K Purchase

Century Royal Google & FB BOFU 6 Lakh 1.1K Leads 300 Conversions 22K Purchase




