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Agenda

- Category Understanding

- Competition Understanding
- Consumer Understanding

- Recommended Campaign

- Content Pillars

- Platform Strategy

- Digital Strategy
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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.



Understanding Consumer Mindset

Why Are Consumers Investing in ULIPS

Life Goals Key Factors for choosing the plan

Financial Security Good Returns Range of Fund Options
Income Tax Benefit i
Retirement Planning Expert Advice by the company
Fund Performance Flexibility of partial withdrawal
Investment
Children’s Education Insurance Coverage on Death

General Investors Affluent Investors



Understanding Consumer Mindset

Why Do Indians Find ULIP Attractive

Affluent Class Middle Income Indians Younger Investors Matured Investors
(21-30 yrs) (40 years and above)
Ease of tracking Key Factor- )
investment, low-cost Seeks facility of partial Key Feature- Systematic Key Factor- Lump Sum
structure and convenience withdrawal Investment Plan Investment

of adding rider or top-up,
and withdrawal of money,
Key Factor- Guidance of
Expert

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



Understanding Consumer Mindset

Why Are Consumers Investing in Guaranteed Savings Plan

Long Term Life Goals Key Factors for choosing the plan

Post Retirement Plan Guaranteed Payouts lump sum p_ayout Vs monthly
pension options
Income Tax Benefit
Children’s Education Returns
: Death Benefits Add Riders
Mortgage Free Life
Families Security Flexible plans Loan Facility

General Investors Affluent Investors



Understanding Consumer Mindset

Why Are Consumers Investing in Protection Plans

Financial Protection Key Factors for choosing the plan

Financial Backing Claim Settlement Ratio Competitive Premiums

Income Tax Benefit Hidden clauses

Financial Uncertainties

Adequate and better Coverages

Inclusion and exclusions of
policies

General Investors Affluent Investors
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Competition Platform Analysis

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

PROFILE COMMUNITY SIZE POSTS REACTIONS / COMMENTS SHARES TOTAL ENGAGEMENT
LIKES INTERACTIONS RATE (ER)
Bajaj Allianz Life
@bajajallianziifeinsura 2,485,804 Page Likes 35 2,715 178 272 3,165 0.00%

Canara HSBC Life Insurance Company Limited
S e e 891,763 Page Likes 30 33922 281 453 34,656 0.13%

uum( HDFC Life
Life 5 6,402,053 Page Likes 20 19,326 270 165 19,761 0.02%
.-- @HDFClfc

olnki

ICICI Prudential Life Insurance
SRS 433,601 Page Likes 16 340,227 2,955 1,402 344,584 497%

IndiaFirst Life Insurance

RSt 319,618 Page Likes 25 5514 46 26 5,586 0.07%
PNB MetLife
Wyt N RS 1,030,867 Page Likes 53 67,249 391 386 68,026 0.12%

AT YN |

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.



PROFILE
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bajajallianzlifeinsurance

@bajajallianziifeinsurance

canarahsbcobc

Ecanarahzbcobe

hdfclife

whdiclifc

iciciprulifeofficial

@iciciprulifeofficial

indiafirst_life

@andiafirst_life

pnb_metlife

onb_metidfe

INSTAGRAM PAGE

COMMUNITY SIZE

45,996 Followers

21,012 Followers

62,008 Followers

61,586 Followers

14,249 Followers

10,198 Followers

POSTS

24

28

17

18

51

REACTIONS / LIKES COMMENTS

835

1,996

303

2,231

55

81

48

42

21

92

SHARES

N/A

N/A

N/A

N/A

N/A

N/A

TOTAL
INTERACTIONS

916

2,038

324

2,323

ENGAGEMENT RATE
(ER)

0.16%
0.16%
0.17%
0.22%

0.13%

0.45% ‘

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

PROFILE COMMUNITY SIZE POSTS REACTIONS / LIKES COMMENTS SHARES TOTAL ENGAGEMENT RATE
INTERACTIONS (ER)
Bajaj Allianz Life Insurance i
sy | (S 23,300 Subscribers 3 15 0 0 15 0.02%
Canara HSBC Life Insurance
2| canarahebelifcinsurance 17,200 Subscribers 37 4,346 99 0 4,445 0.70%
nmv( HDFC Llfe
ufe| 95,100 Subscribers 5 681 0 0 681 0.14%
ICICI Prudential Life Insurance
—_— @icicipruiite 27,600 Subscribers 33 211 13 0 224 0.02%
4o | IndiaFirst Life
S 14,300 Subscribers 4 3 0 0 3 0.01%
PNB MetLife
e 11,000 Subscribers 7 118 0 0 118 0.15%

Epnbmetife r

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

PROFILE COMMUNITY SIZE POSTS REACTIONS / LIKES COMMENTS SHARES TOTAL ENGAGEMENT RATE
INTERACTIONS (ER) €
Bajaj Allianz Life
o amg b 171,010 Followers 276 135 159 13 307 0.00%
@BajajallianzLic
| Canara HSBC Life Insurance
—— ot 8,454 Followers 86 39 49 5 93 0.01%
ECanaraHSECLI
o HDFC Life
L. iiaes; 429,876 Followers 574 940 294 82 1.316 0.00%
ICICI Pru Life
S| e 32,675 Followers 500 23517 607 3462 27,586 0.17%
+»=| IndiaFirst Life Insurance
e ; : 19,923 Followers 95 3,045 71 259 3,375 0.18%
@indaFirst_Life
PNB MetLife
b SRR 91,508 Followers 189 79 87 17 183 0.00%

e 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
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PNB Met Life Insurance Hashtags
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HDFC Life Insurance Hashtags

#PlonForLlfe

#Sorthho Keleo

#BehdeheJourne

M Memary



ICICI Prudential Life Insurance Hashtags

Hincome

#lifeinsurance:
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India First Life Insurance Hashtags
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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
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Confused between
Savings & Insurance?

Get both in One Plan
with Life Cover

Canara HSBC Invest 4G Plan """:r 3 '

Achieve Your Goals and Save Tax

 Premium starts from < 2,000 p.m.*

Create wealth while being insured 7% @

n docvem. Retund of Moralty Charge s vaiabe 1 3l tuue opos. "Adons saring Yom e s f vy 5% pokey yeer Fam e
commencament of e icy and s aiaiia 8 he and of Premum Paymen Tam, froudkd 8 e e s e s

Tailored financial plans basis individual's goals and changing needs. S
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 A Sa‘vax
Pay Rs 5,000/month for 15 years, get Rs 11.2 Lakh at 4% and Rs 15.3 Al A3, Sevse o
lakh at 8%, with life cover

. ACanara 4X) Hsec

LIFE INSURANCE

Plan Today For
A Better Financial
Tomorrow

Get Life Cover
Premium Starts @ ¥2,000 p.m.*

Get a Free Quote
5 Aoy | AN 136084V | IROA e £ 136 | WERZNVGCHOAZ2 ENG

lllllllllllll

Plan For Your

Child’s Dream
Life Cover

S~

~ ~
(é«) Life Cover | (&) Loyalty Additions* (i%\ Save Tax"

o/

Premium starts @

22,000 p.m.*




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.

InuUPs,

o + ummmmnmlﬁmmsm e ¥ o s o o ) -
iciciprulife.com o iciciprulife.com EEUEEECIEEIES iciciprulife.com iciciprulife.com o iciciprulife.com

[ Lfe | Weskh . Tax _ Morethana ] SECURE FINANCIAL ENJOY MARKET LINKED WITHDRAW MONEY ACCORDING AVAIL MAXIMUM BENEFITS
Sy S T A i ik J PROTECTION FOR FAMILY - RETURNS TO YOUR NEEDS BY BUYING ONLINE

e =i e . - - e o

INVEST NOW
Atjust¥ 2,500 p.m. in our ULIP - ICIC ig nline Life Cover for the entire policy term so that your Invest 100% of your money across Equity, Get money at regular intervals to fund your different online buyers. Return of mortality charge and
family is financially secured even in your absence Debt & Balanced Funds and get market linked returns life goals with Systematic Withdrawal Plan? policy administration charges at maturity*

No Premium allocation charges, exclusively for

T&CApply. W/I/1298/2020-21 TRCApply. WI/1298/2020-21 ’ ply. W/ 12020- “T&CApply. W 21



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
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OMX MAX
< LIFE SLIFE

INSUNAI‘((

INSUH‘N([

Get

} per month |aki1*

| for5 yedls after 10 years

<20,000/month

MAX LIFE
GUARANTEED SAVINGS
INSURANCE PLANS

|T/lax Life Guaranteed Savings

Life Insurance Solutions l

D 5 h " g only if all due p: are paid and survives the policy term, All tax benefits are subject to tax laws prevadling at the
Rs zo.oolo f:‘ 112°yw7°::'2': o'yous old healthy n\::ca:-::ﬁi 'L'.?.z m ,Wn‘ R;z&:: 1:&:0"1.1 an m'"";':’u"."wm"lzm... life o time of payment of premium of receipt of benefits by you. Tax benefits are subject to changes in tax laws | * for Titanium variant of Max Life
insurance savings plan. The g benefits are applcable only if all due p are poid. Life insurance is avaikable In this product | Smart Fixed-Return Digital Plan, Non-Linked Ni Ufe Savings Plan | Premium payment term of S years, Policy Term of
ARN S0C. yExp/ Tor 10 years for 18 years old male (exclusive of all applicable nm) | Life cover is also available in this product | ARN:21092022/SDC/SFRD/GiveGet-02

big dreams.
PAY /210,000 p.m ® No Returns @ 100% Guaranteed” returns

for 7 years 3
GET%15.49 Lakh® 4 ® Tax Deduction @ Tax-free* retums

® No Life Cover @ Life Cover

Start with just 2 2,500 p.m.

3 Canditions Apply  WILAB21/2021.22

#¥ourseTheDillerence ™

¢ ) A . cummun

iciciprulife.com GﬁAR}N\'éEED 'clc,p'"['fe_com LIFE COVER + TAX BENEFITS' ‘-OMO N FOR
TomoRROwW

A vastrisnt of When your When you invest

- perd el savings sit idle in savings plan

MAX
S LI1EE

UISURI'I(E

Guaranteed’
& Tax Free’

\ Returns
“up to

1.27%

| MAX LIFE
GUARANTEED SAVINGS
LIFE INSURANCE SOLUTIONS

Mmlcwwdﬂwmnwmmmhmm Al tax benefits are subject to tax laws
prevaling at the time of payment of premium or receipt of benefits by you. Tum(cnsm»mnmml Appiicable for the
Titankam variant of Max Life Smart Fixed-Return Digital Plan, NonrLinked Non-Participating Savings Plan (Pren

payment term of S years, Policy Term of 10 years) and a 18 year old male paying Rs. 30,000/ p.""-*‘ of al taxes) with
7.27% retum. The Net Rate of Return has been calculated based on the total maturity benefit, assuming that all premiums have been paid as
and when due (excluding applicable taxes, cesses and levies and rider farmy) |

R0




HDFCLife-com HDFC Life Sanchay Plus m HDFCLife-com HDFC Life Sanchay Plus

A non-participating, non-linked savings insurance plan

No matter how much life shuffles.
You will always win atit.

KARO NO FIKAR
OF YOUR FAMILY'S
FUTURE.

Let uncertainty take
a backseat!

Enjoy life with

assured benefits.

N\ Guaranteed!
2 benefits

,Ei\ Life cover g -
' 8o ;
GEBDWB HDFC Life &
u SsanchayPlus |
oopeopodn ©

LHDFC Life Sanchay Plus Q1

g i
R . . S~
. Provided all due premiums have been paid and the policy is in force. * , R oTe) N
1T&3‘ Apply : C R ‘ ARN: ED/04/22/28378 *T&C Apply ARN: EC/04/22/28369 T&C Apply ARN: EC/01/22/27197
|
HDFCLife-com HDFC Llfe Sqr‘lch’ay Plus  HDFC Life-com HDFCLife ‘Sanch’ay Plus  HDFCLife-com HDFC Li,fe SanchayPlus  HDFCLife-com HDFC Life Sanchay Plus HDFCLife-com HOECLifeSanchiay Plus
BUILD WEALTH LEVERAGE ATTAIN FINANCIAL SYSTEMATIC SAVINGS MORE TIME
OVER TIME TAX BENEFITS? INDEPENDENCE for life goals with FOR YOURSELF
You can invest and get You can get tax benefits With the security of life cover guaranteed'returns Fulfil your dreams
as per prevailing tax laws and retire early

guaranteed!income fora
fixed term of 25 to 30 years?

3. As e Income Tax Act, 1961, Tax Benefits are subject 1o changes in tax lws 1. Provided alldue preiums bave bees paid and the policy isin force

1
2. Avalable under Loag Term Income Opticn
*T&C Apply

ARN:EDOSRIZIN08  *T&CAply ARN-EDOSRIZNO5 | wrgc apply a ARNEDOSRIIIS. “TEC AWy




& bajajallianzlife.com
] —- @BAJIAI|Alllanz @

| @BAJIAJ|Allianz @
GET 100% GUARANTEED,
TAX-FREE’ SECOND INCOME.

Bajaj Allianz Life

ASSURED WEALTH GOAL

A Non linked, Non Participating, Individual, Life Insurance Savings Plan

bajajallianzlife.com

1800000000000 0000000000000000000000 ececscee

REGULAR
INCREASING INCOME'.
100% GUARANTEED’

ASSURED

WEALTH GOAL
_—/

X | STEP-UP INCOME

A Non linked, Non Participating,
Individual, Life Insurance Savings Plan

BAJAJ ALLIANZ LIFE 1

/4

RETURN PLANS /

/% Guaranteed'income 7] Tax benefit | o Life \_
ﬁ for up to 30 years’ u/s 80C* | Cover

b 3 YE BHI SAHI HAI
Bajaj Allianz Life Insurance Co. Ltd. 1§ AN . “2T&C Apply Baja] Allianz Life Insurance o, Ltd. 127 T5C Apply
IRDAI Reg. No.: 116 y N BJAZ-OT-ECNF-03092/22 IRDAIReg. No.: 116 BIAZ-OT-EC-00002/22

Bajaj Allianz Life Guaranteed Income Goal

@BAJAJ|Allianz @
A Non-Linked Non-Parmicipating Endowment Life Insurance Plan

bajajallianzlife.com

-------------------------------------------

100% GUARANTEED
TAX-FREE'SECOND
INCOME

...........................................

m\
S,

ASSURED
WEALTH GOAL

s

A Non linked, Non Participating, b
Individual, Life Insurance Savings Plan S - [ T&C Apply

&4 7 | Guaranteed'
~™a  Increasing Income®

@ Life Cover

PAY

?3.00.00‘ p.a.

for 7 years

Toat 121,00,028

TSC Apply | EMZWE-EC.03284/22



Karo bade
sapno ki tayyari
PNB MetLife

pnb MetLife

‘Guaranteed Future Plan

Returns up to 3X" of
total premium

-+ Life cover
-+ Tax benefits™

Know More >>

PNE MetLife Inssrance Company Lisuted | IRDAI REG No 117 | Toll Free No 1800 425

Give wings intermational

I, Non-Linked, Non-participating, Savings Life |

to your child’s higher

= A
education dreams.
Karo bade sapno ki tayyari

PNB MetLife

Guaranteed Future Plan

Plan

pnb MetLife

Non-Linked, Non-pa ing, Savings Life
Returns up to 3X" of )
total premium =z

-+ Life cover ;
-+ Taxbenefits™ —

Know More >>

PNE MetLife

Tns

srance €

‘ompany Lisuted | IRDAI REG No 117 | Toll Free No 1800 425 6969

Plan

T & C Apply | UIN 1

17812

avos

€969 | T & C Apply | UIN: 117N124V04 | AD-F/2021.22/806

AD.F/2021-22806

pnb MetLife

Wikar,Ufo aage beddhasi

Getready 3 3HK

for your new 2BHK home.
Karo bade sapno ki tayyari

PNB MetLife

Guaranteed Future Plan

Individual, Non-Linked, Non-participating, Savings Life Insurance Plan L] A »

Returns up to 3X’ of
total premium

+ Life cover
-+ Tax benefits”

Know More >>

PNB MetLife lnssrance Company Listed | IRDAIREG No 117 | Toll Free No 1800 425 6969 | T & C Apply | UIN: 11TNI24V04 | AD-F/2021.22306
' o
A pnb MetLife
internati onal

Plan your,retirement vacation.
Karo bade sapno ki tayyari

PNB MetLife

Individual, Non-Linked, Non-participating, Savings Life Insurance Plan

Returns up to 3X" of
total premium

-+ Life cover
- Tax benefits™

Know More >>




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
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LIFE GOALS. DONE.

LIFE GOALS. DONE. bajajallianzlife.com ‘
bajajallianzlife.com # BAIAI | Alllanz @

GET LIFE COVER PAY ONLY FOR

AND TAx BENEFITSA 5 YEARS, GET ‘ ’ SECURE YOUR FAMILY'S
SECURE YOUR FAMILY'S FINANCIAL COVERED TILL THE e A FUTURE WITH A TERM PLAN

e M AGE OF 99 YEARS ™ Al s iR STARTING @ ¥381/MONTH

Bajaj Al

LIFE GOALS. DONE.

bajajallianzlife.com B BAJAJ|Allianz

A Non Linked, Non Participating,
Pure Life Term Insurance Plan

: GET X 1 CR. LIFE COVER
R LIFE TERM WSURANCE PLAN FOR X 20 PER DAY’
COVERS
COVID-19 CLAIMS*

A Non Linked, Non Participating,
Pure Life Term Insurance Plan

& R
C o
Bajaj Allianz Life Insurance Co. Ltd. y =

IRDAI Reg No. 116 | A*T&C Apply
BIAZ-WB-EC-03263/22

Bojaj Allianz Life Insurance Co, Ld
IRDAI Reg No. 116 | *T&C Apply
BJAZ-WB-EC-03030/22

IndiaFirst

~~~~~~~~~~~~~

MERATERM PLAN
Alkan bfe sage basdbanin

‘ @ PNB MotLifo pnb MetLife

»»»» Pt e s wmcs Prgie

IndiaFirst Life e-Term Plus Fid Watching your favourite = Securing
e ' series = 30 mins + family's future

~ Increase or Decrease Life Covel
&  Different Stages of Life

any additional Medicals’ .8 pi g A Term Plan
CALCULATE PREMIUM d E ( '\‘ , = : that giVGS you
: Y - optional cover

against

Protect your family’s future wiith

Get a Quote

PNB Metlite Insursnce Company Lisited | IRDAI REG No 117 | Toll Free No 1900 26 6962 | T & C Agply | ADF/202322/738

M
IRDA! Regd. No.143 | CIN: U66010MH2008PLCIE3679
and

Non-Linked, Individual Term
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Defining Our Consumers

Who Are We Talking To- Primary Consumers

4 h

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

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

Only earning member of his family and

has a 6 year old child. Wants to chalk out a legacy plan for his

12-year-old daughter. Worried out the
financial well being and security of his

Major concern is his family’s financial
protection and well-being. Also needs _
to plan for his child’s higher education. family members
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 Goal- Legacy Planning
Funds

Goal- Wealth Creation and withdrawal

for specific goal Investment and Impact- Need balanced

funds where the death benefit is higher of

. sum assured on death or fund value
Investment and Impact- Great tool as it

offers insurance and will help him achieve
multiple financial goals. /




Defining Our Consumers

Who Are We Talking To- Secondary Consumers

\ / Savita Devi (30 Years), \

Housewife (5%)

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

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 to contribute towards for children’s
in the long term. She chooses a education, marriage, International Trip
ULIP because it offers both. etc

Goal- Protection and Wealth
I Goal- Security+Savings (Long term

Creation (
prospective)

Investment and Impact- Invests with Investment and Impact- Seeks Life

towards higher equity participation. coverage and investment opportunity to

Keeps adjusting the portfolio use her savings for financial freedom.

according to her risk appetite.

9 y \_ /
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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
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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



Star Union Dai-ichi
® Life Insurance
FoY
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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 taillor made plans for consumers



Star Union Dai-ichi
L Life Insurance
>~

1 @“':-; | 9 Dai-ichi Life

SUD

@ OYALE
Hum Samjhe Aapke Promlses-l(o
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Insight:

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

Financial Goals are
causing stress to the
Millennials and Gen/Zs

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)




ldeq:

A Plan from a Trusted Brand which can create

Wealth, provide life cover and multiple benefits all
INn one.

Then how can you worry about your Happiness with
SUD Life



Star Union Dai-ichi
o Life Insurance
F
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e SUD Life
} < e-WEALTH
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#KhushiyonKoBoloHid




#tKhushiyonKoBoloHi5

Primary Communication

yRey SUD Life
%w)\ e-WEALTH

@ Market Linked Return Double Tax Benefit
With Insurance Cover )/ 80C and 10 (10D)*

Unlimited Zero LTCG Tax Unlike Zero Handling
@ Free Switches @ 10% in Mutual Fund @ Charges*




#KhushiyonKoBoloHi5

Secondary Communication

}gﬁ;@ SEHIWEALTH
® OYALE

™ Loyalty additions and 100% Fund @ Partial Withdrawal
Wealth boosters @ Allocation m option*
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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

life insurance
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¢« Star Union Dai-ichi Life Insurance
621 Tweets
Now Happiness atthe tap of your finger.

Come say Hitous
{© 72088 67122

&

Star Union Dai-ichi Life Insurance
@SUDLifelN

Edit Profile

#KushakyaKare life ke har match ke liye with SUD Life
Insurance! B

@ nsurance Company Navi Mumbai & sudlife.in Join-:--: December 2016

30 Following 646 Followers

Tweets Tweets and replies Multimedia Likes

k3 Pi"ne; Tweet
Star Union Dai-ichi Life Insurance o000 eiM < Jauen 23
. Planning ahead can help you take each step to win the game of life. #KushaKyaKare

Insurance to bring you one message- #KushaKyaKare life ke har match ke liye
with SUD Life Insurance plans.

9:00 PM - Oct 7, 2022 -TweetDeck

Qi3 11 345 Q 234

Manish Mishra @ oeishbhe - October 10
Replying to #KushaKyaKare
2nd innings ki planning

Q123

4 Lekhya @iexhys3006789 « October 10
Replying to #KushaKyaKare

Stocks mei investment karna hoga

e
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Q 234

e
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e
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New to Twitter?
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G Sign up with Goagle
& Sign up with Apple
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Kusha Kya Kare



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

' ; Star Union Dai-ichi
_ | [ ) Life Insurance
&%

ﬁ () wwon e | G Oaiichi Life

— Contest Alert —— . o

' HFinancial
Worries
KyaKarein?

Tell us about your 3 biggest

financial worries and
win a special gift hamper

Follow the link to know more

https:\\www.sudlife.in\e-royale
A i



///‘ N
y 1@
P Divyendu vaftes SUD Life

\ E-WEALTH

RO

\ THE SHORTEST 2
/ FINANCIAL 2
ADVICE EVER -~

29th NOVEMBER | 6:00 P.M.
—

Shweta Tripathi

To register for the event:
https.//insider.in/theshortestfinancialadviceever/even

Sandeep Maheshwari




CAMPAIGN ROLLOUT

e We begin by showing a cryptic GIF, “#KushaKyaKare #FinancialWorries on Instagram
e Campaign Teaser with twitter thread and Instagram stories, #KushaKyaKare
e Campaign proceeds to showcase Kusha’s téte-a-téte with her buddies on whatsapp

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

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



- . m StaLr_'fUrllion Dai-ichi
#KhushiyonKoKaroHi5 544 el
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. Whatis loyalty addition and wealth EDUCAT'VE 2
booster SERIES What does o

2. What does 100% fund allocation means @/o w/

3. Goal based strategy for investment in | fund allocation
ULIPs means?

4. Types of charges in ULIP Plan

N
L
0
O
oL
o

Platform- Youtube and LinkedIn




videy SUD Life Star Union Dai-ichi
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https://docs.google.com/file/d/1ThSwwn4fLnWaiyIZKE-T2-QoadMfodiE/preview

e WEALTH

D U
e WEALTH = m\'_u-\.‘v‘no"rrf\ '-_v..
VO ' | » -~ B e o
e "
)

My baby girl’s future requires
long term financial planning.



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

#KhushiyonKoKaroHi5
#Zindagikibaat Podcast

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

Z
O
N
<
l—
wn
=
=
<C
=

Tentative Cost- 5-8 lakhs

Star Union Dai-ichi
- Life Insurance
= 2

Jresr—
makotinas 11 | (1) tnion Bank | T Dal-ichi Life

Upcoming
episode:

ushiyonKoKarot




#KhushiyonKoKaroHi5 Wealth Happiness Series
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.

B Wealthy

“ \ B Wealthy

‘ qd‘ 487K subscribers
T

Platform- YouTube and Instagram



#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.

Ab India ka
har parivaar
Platforms: YouTube, Facebook and LinkedIn rahega surakshit.

Tentative Cost- 5-7 lakhs/ Post
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S Sustenance



#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 e

a longer

commons. 2 'f duration

omas finance  Mesoe [T 0 -

151 posts 18.4K followers 664 following

OMGs

Blogger

NISM Certified Equity Research Analyst. All about Finance, Stock Markets, Economics
and Brands. Ex-Deloitte

Execution- Weekly blogs for two months.

- A How ULIPs can Select funds
>, BLGLA Boost your Financial et
. Q—/ equity and . A
Platform- LinkedIn and Facebook Seht Planning? investment

portfolio



#KhushiyonKoKaroHi5 SUD Life - LinkedIn Speaker Series

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: Linkedln and YouTube

ca.twinklejain | vesoe (EREN

229 posts 292K followers 574 following

CA Twinkle jain | Finance

Chartered accountant

Anything that helps you know/save/make money
$¥ Forbes Top 100 digital star

Building @tfm_consultancy

linktr.ee/catwinklejain

Linked in




#KhushiyonKoKaroHi5 - Collaboration with Insurance
Aggregators

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

InsuranceDekho

Bharosa Kar Ke Dekho

Idea:
White paper/ joint research or blog providing information that

will help and encourage consumers to take their first O] ]Cy ba Zaar@

investment steps with ULIP Plan. Compare. Buy. Save.

Topics: COMPARE
Why should housewives invest in ULIP Plans? OUCYLW

Benefits of investing early with SUD Life e-Wealth Royale Plan Make gour own decisions

Platform- Facebook and LinkedIn

Tentative Cost- 10 Lakhs



Recommended Influencer List

Instagram YouTube Linked Content Tvbe
Followers Followers Followers YP
Sandeep Maheshwari i i
1 P 35 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 8.5M 241 M - Finance Influencer
7 Gaurav Taneja 3.4M 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

Post Launch Sustenance

Launch (30 days) (Next 30 days) (properties)

™ / \

Social Media contest Divyendu Sharma ko . -

kaise mile best Financial advice
’ ™ e SUDFam on Social every

Month on various topics and

Featuring conversations around wealth &
across financial protection

4 Influencers on a Zoom Call, live on various hew media cr_iannels \ /
various channels looking for Financial #KhushiyonKoKaroHi5

Advice k /
Brand Experts Talk

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

Video on
#KhushiyonKoKaroHi5

Divyendu Sharma worried
about her financial future




#KhushiyonKoKaroHi5 - Annual Content Bucket

Awareness
Primary Consumers
(Middle class and
affluent investors)
Engagement

Consideration

Secondary Consumers
(Housewives and new

age investors) Awareness

Product campaign

Educative series
Blogs

Reels and Shorts

Financial Protection Podcast

ISL Digital Activation

LinkedIn Speaker Series

SUD Life Empowering Stories

Collaboration with Insurance
Aggregators

Wealth Happiness Series

2-3 Weeks

One episode/ week
One Month
1-2/Week

2 Months

2 Months

Quarterly

Quarterly

Ongoing

Ongoing

Facebook, Youtube and
LinkedIn

Youtube and LinkedIn
Facebook and Linkedin
Instagram and Youtube

Spotify, Facebook and
Youtube

Microsite and Facebook

LinkedIn

Youtube, Linkedln and
Facebook

Facebook and LinkedIn

Youtube and Facebook
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Star Union Dai-ichi
o Life Insurance
“ Eﬁl@‘zngDai-mm Life

Financial Protection
+
Wealth Creation

Ab

#KhushiyonKoKaroHi5

yhey SUD Life
® €-WEALTH

OYALE 3\



Star Union Dai-ichi
(‘3 Life Insurance
‘ r::l:ﬂ [ @L'::z |  Dai-ichi Life
Loyalty Additions
+
Wealth Boosters

Ab _
#KhushiyonKoKaroHi5

+fe7 SUD Life

e-WEALTH
R OYALE




Life Insurance i Unilon Dol
CxTshe | () s | P Osichi e .

A Plan For Their Second Innings ki

Bright Future Planning Mein
Deri Kaisi ?

Star Union Dai-ichi m Star Union Dai-ichi
o)

| @ﬂ

ey SUD Life ' ST

@ E%EA\IEE @ Life Cover Tax Benefits* @ Loyalty Additions™ ® (e)"%EﬁIﬂE ‘gﬁg}grs* @ (I:;i;?/er @ l‘(ﬂgz‘;t%: d
#KhushiyonKoKaroHi5 #KhushiyonKoKaroHi5
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https://docs.google.com/file/d/1P-STcDY5jCuJxzkEPZzG9JaCAKGB3P6c/preview
https://docs.google.com/file/d/1vtYbC_54mK_mlHkmHTTaL8YuVPXQ-LdH/preview
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ldeq:

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



Star Union Dai-ichi
© Life Insurance
“ mﬂ (m;m::wm,; | @ Dai-ichi Life

INTRODUCING



#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?

ldea: 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! | had never expected to even make videos that reach
millions. My life goals are now clearer than ever before, but | was still a
novice at understanding finance@ That's when | 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?
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Instagram a

sudlifeinsurance — Message  Follow e

250 posts 940 followers 1 following

Star Union Dai-ichi Life

‘ Insurance company

#ReadyRaho life ke har match ke liye with SUD Life Insurance!
bit.ly/3MJqpyy

8 POSTS ® IGTV &) TAGGED

Star Union Dai-ichi
@) e insurance
-~ -

ek 6 e

INTRODUCING

ANI

My love I§nguage is
protecting the
ones | love

Tell MANI you're investing
Without telling p
MANI you're investing

MARIE STINSON

ity SobY
St

AlsKoKaroHi5




Social Media Posts



Star Union Dai-ichi
[ ] Life Insurance
&

My love Ie_lnguage IS
protecting the
ones | love



Star Union Dai-ichi Star Union Dai-ichi
m Life Insurance [ ) Life Insurance

| ) s | @oalicnl e

Tell MANI you’re investing ‘
Without telling -

MANI you're investing !
P

Thank you for
changing my life

I’m literally MANI

Just a robot!



Landing Page
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Star Union Dai-ichi
Life Insurance
Eﬁ 0:-: P ok ute

Low Costt

y Life
Y S WEALTH L <
OY[xLE Erochure Consult an Expert

IN THIS POUICY, THE INVESTMENT RISK IN INVESTMENT PORTFOLIO IS BORNE BY THE POUCYHOLDER.

Unit Linked Life Insurance Plan Plans start at just 22500 p.m. Invest Now!

Create wealth while SR ROy UL ey e e

enjoying Dual Tax* advantage Retirement Child |

Buy online & availl 0% premium alloc charges+

Buying lor
Advantage of market conditions ) Grondchild
Best ULIP Policy of the Year 2021®

(A

Date of Birth Annua income @

a Mobile Number @ Email ID

citecren
Rl ovnsarectons 12 corsact 1w Frosgn ol W A o -rich | ArTes corsm 13 anane
ira

poapcact

53 0 By arciya, pheces Ak lwen.
rnary o corave S,
s ¥ Casasraart o Fw b STy ol T Sradc
L e A S P
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Let’s Calculate Returns

\

Financial Protection:

No allocation charges and return Life cover along with wealth creation

of charges

for the entire policy term

Special Benefits® Free Switches®
Loyaity Addtions from 6 policy year and Wealth Get twelve free switches
Boostars from 10 policy yeor to boost your investment per policy yeor

Tax Benefits:

Partial Withdrawal*:

On maturity amount U/$ 10(100) and - Liquidity through partiol withdrawal ofter
premium paid UfS 80C of Income Tax Act, 1961 completion of 5 policy yeor onwards

Reguilor Investor

) - s
( Invest Now
Existing Customer Equity Investor Tox-Saver®

Recommended For

Reguiar Investor

Poople in tha market kocking for a financial instn.
that halps them grow or
and want to toke advonio
Retirement Child Educotion with the fet: nvestrment and withdrawal

VO boy  WEOmpmixayeons ®

2AL8 Lakn'




What is SUD Life e-Wealth Royale Online?

SUD Life e~Wealth Royale is an award-winning® Unit Linked Insurance Plan (ULIP) that helps you save systematically and
build wealth with tax-free* market-linked returns while also securing the future of your loved ones with a life cover.

Free withdrawals®

Get money at regular intervals to fund
your different life goals with Systematic
Withdrawal Plan. Get Partial
Withdrawals without any penalty or
reduction in life cover.

Return of Charges* Wealth Boosters?

Get rewarded with Wealith Boosters?
at regular intervals at 3  of your
fund value by just staying invested in
the plan.

No premium allocation charges
when buying online. Return of
Mortality Charges and policy
administration charges at maturity.

How the plan works?

One plan, muitiple objectives

Retirement Child
Plan Snapshot
2] o S n y
Charges Fund Options Premium Allocation | Min Investment: Wealth Boosters?
Retum of charges+ 16 funds across all Charges 22,500 pm. 3.26% of Fund
on maturity fund classes Nil+ AR Value added on
25,000 pm staying invested
Life Cover Premium Payment Lock-in Period Withdrawals Fund Switches
Lite cover for the Term Options 5 Years Unlimited Free Unkimited free fund
entire policy term Limited | Regular Pay Withdrawals® switches®
Akash’s Wealth Creation Story
e+ Terelne

Meet Akash Pays premium of 5000 p.m. for

30 yeor old 20 years

Marketing Professional

9 9 Vansty barelt
tookingfor S iies B o |z
Savings plan with market-link Policy Term - 20 years
returns to help him build wealth Life Cover - 6 Lakhs Atmatuty, he receves fund
oo with morcity
and policy acministration
«chorgea 0aded bock.

ARR {Assumed Roto of Return) refers to the stanaced assumption for the rate of retumn of 8% and 4%, as speciied by RDAL
This atour

y ¥ gek

to track the octud rebuena.



Age 4 Tinene
Meet Akash Pays premium of Z 5000 p.m. for
30 yeor old 20 years
Marketing Professional
Vst Secelt
Ing for 9 .;;:;.‘.‘.....;’P 'Ef,ﬁL z,lf}i"
Savings plan with market-link Mo Policy Term - 20 years Soe80
returns to help him build wealth Lifo Cover - #6 Lakhs Atmatuty, he receives fund
VO with moncity
‘ond policy odmintatration
chorges 0dced bock.
\ o trock the octuct reburna.
Fund Performance
( Al" Equity Balanced * Debt * )
e,
Opportunities 1YrRetuns |
Fund (Equity -1.06%
3 year returns 14.90% Sustainable Energy 1 Yr Returns Value Enhancer 1Yr Returns
S year returns n.08% Fund ‘Equity NA Fund Equity -4.90%
® Since inception 081% @
Latest NAV NAV s on Latest NAV NAV cs on Latest NAV NAV s on
2378318 07-0ct-2022 #9.4919 07-0ct-2022 #13.8526 07-Oct-2022
Return as on Inception Date
30-Sep-2022 31-Oct-2009
o &
Good to Know
< You should try to invest 10% of your annual income into life insurance >

How to maximize your ULIP returns?

A
©

g )

Make fund switches Keepa
Start Investing Early to safeguard your gains .:moy:‘hmnwm
Buy Online in 3 simple steps
Choose Fill Application
X — & Selectyour = form Policy
£ Py <#  choice of funds - Issued

amount Make Payment



Need Help? Callus Today 3\ 0000-000-0000

Why choose SUD Life e-Wealth Royale?

T P
'@ lb (1 4
5.81Cr 22.04 LakhCr 2.4 LakhCr
Lives covered as Benefits paid till Assets under
on March 31, 2022" March 31, 2022 management as on

March 31, 2022%

Frequently Asked Questions

What are the benefits that | get under this plan?

What are the tax benefits under this plan?

In case of death, what benefit does this plan give?

Do | get some extra benefit under this plan?

Can | buy this plan online?

How is my money invested?

How are the returns calculated?

Who willmanage my investment?

At what age can | start and close this plan?

How long do | need to pay the premiums for?

Can | surrender this plan?

What happens if | discontinue paying premiums?

e

30 Day
Return Policy

If not satisfied, return
(free look) the policy
and get your money back




Who will manage my investment?

At what age can | start and close this plan?

How long do | need to pay the premiums for?

Can | surrender this plan?

What happens if | discontinue paying premiums?

Can | withdraw money from this plan before maturity?

Can | switch my investment from one fund to another before maturity?

Can | cancel this plan after purchase?

How can | check the value of my investment at any time?

What are the charges under this plan?

Key Terminology

[ sumAssured | Fund Value
Net Asset Vialue (NAV) Premium Sum Assured
The nominee of the policy is liable to
receive a fixed amount in case of the
Death Benefit Maturity Benefit demnise of the policy holder during the
@ policy term. This amount is called the @
Sum Assured. When purchasing a ULIP,
Riders Lock-in Period you must ensure that the Sum Assured
you opt for is sufficient for your
dependents to continue with their lives
Switching Options ULIP Returns in case something happens to you.
Top-ups ULIP Charges

Disclaimer >
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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 SAVEMAN!I 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.



THE TIMES OF INDIA

Star Union Dai-ichi
Life Insurance
L

NOBODY
KNOWS
FINANCE &
INVESTMENT
AS GOOD AS
'SAVEMANI"

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?
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Insight:

How to ensure sufficient

backing to achieve long

te rm goals without zjvﬁ]egt‘crﬁg’:eo:ht;:slgg:]a:jrilngfen Z and Millenials are inclined toward
a ny u ncertainties to Seek convenience of planning and ease of execution.
ensure a happy life Gt e g prepared for margones T e

Financial immunity is key
preference for Millenials and

Gen /Z
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#KhusiyonKiDoubleGuarantee

Primary Communication

SHELIe O SENTURY

R&YALE

23} Double Guaranty”* (@ Life Cover* @ Tax Benefit



#KhusiyonKiDoubleGuarantee

Secondary Communication

bl O SENTURY

ROYALE

. . Pay for 7/12 year and enjo
Avail Loan facility Iong term ber);eflts joy



SUD L-fe Aol
SaratJeevan Blma



Star Union Dai-ichi
N Life Insurance
‘ mﬁ]@‘:’:ﬂ;;\wmi-ichi Life

SUD Life
Saral Jeevan Bima ‘




#KhushiyanSecureFutureKi

Key Communication

SUD Life
Saral Jeevan Bima

7N
{@) Life Cover” @ Tax Benefit @ Secure Family Future



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



Recommended Campaign Summary

#KhushiyonKiShuruat

AN
4 N

#KhushiyonKoBoloHi5 #KhusiyonKiDoubleGuarantee #KhushiyanSecureFutureKi

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



Recommended Campaign Summary

#HumSamjheAapKePromisesko

AN
4 N

#PromiseWealthCreationKa #PromiseGauranteedHappinessKa #PromiseSecureFutureKa

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

Information
Provider

f

- Influencer
content

- Education series

- Podcast

-  Blogs

- Collaborations
and white paper
research

~

Assigning Objective to each Platform

Focused Platform Strategy

-

- Educative series

- Explainer videos

- Influencer
content

-  Podcast

- Youtube shorts

Explainer
Guide

~

-

~

Engagement

Hub

Influencer content
New age content-
Reels and Guides
Community Building
with consumer
engagement
Contest and Q&A

-

m Informative

- Blogs

-  Podcast

- LinkedIn Speaker
Series

- Influencer content

- Polls and
discussion with
industry experts
and key opinion
leaders

~
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5 Month SEO Roadmap

Month 1

Creative Researc

io

imizat

i)
o
(o)

Month 2

Keyword Research

Market Research

Competitive
Analysis

Content Ideation

Content Auditing

Technical SEO

On-Page SEO

Information
Architecture

Backlink Auditing

Month 3

Content Planning
Conversion Copywriting i

Content
Restructuring [

g |

Month 4

Month 5 Further

Keyword Research

| Contentldeation

On-Page SEO

Content Relevance

Link Reclamation

Content Production

On-Page SEO
Content Relevance

Digital PR



SEO Monthly Execution Plan

Optimizing H1, Classified Ad Image Postings & Profile Creations,

W3C Compatibility

H2, H3 Postings & Local Listings Social Networking

Guest Posting &

Title Taas Internal Links, Article Submission & Press Release & Alexa Traffic
9 External Links Web 2.0 Ping Submissions :
Tracking
Social Networking,
Description Profile Creations, PDF & PPT . .
Tags Structured Data Social Networking Submission, Profile Competitor Backlinks
Creations
Alt Tags, Blogs :
URL topic research, Com petitor Video & Podcast : :
o : : Backlinks, Blogs . Profile Creations
Optimization Article topic Promotions

. topic research
submission



SEO Growth Plan

CS‘:;:‘;;“ 1stMonth  2ndMonth  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

Key Takeaway- These are the metrics with numbers that we achieve at MOM
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Distribution of Digital Quotient*
score by industry, globally

Globa! average: 33

PRIVATE BQURTY  PHARMA/MEDICAL  Insumance' BANCING TRANSPORT AND
PROOUCTS

LOGISTICS
Insurers’ digital maturity as measured by the Digital Quotient® (‘; E o
—_—

Points et of 100 for P&C Iasurers in cach of four areas
STRAYLQY CULTURE ORCANIZATION CAPABILITIES

Average amang nllunu §
In tha top quartile H
Averape for 28 % ! . § :
naurers = | | :

E |

i
.|
[



TODAY

s -
~
-~

~

-
-
-

-~

loT / Technology San
provider .

-

Ut " 3rd party service
. provider

Client

Brings digital / loT /
technology services
to the client

Offers human services
to the client through
their local network

e Partner mgmt.
e Attracting the right

producers and consumers
e Matching consumers to
Insurer / Bank right producers Broker / bank
e Providing infrastructure
; 2 : : agent
- with facilitated interactions
e Back office activities (ex: through APIs)
o White-labeling of e Focused on relationship
insurance services mgmt. & loyalty

e Personal life coach,
advising beyond insurance
e Problem solver



Share Of Voice & Domination

® Sudlife ® pnbmetlife @ indiafirstlife ® canarahsbhclife

PR

\/A/

Average 3 Oct 2021 6 Feb 2022

-
.
M
12 Jun 2022 .
Sudlife pnbmetlife indiafirstlife hcsabr‘calri?e
® Sudlife @ pnbmetlife @ indiafirstlife @ canarahsbclife

Jammu & Kashmir 100%

Jharkhand 100%
Himachal Pradesh 100%
Chandigarh 100%
18% 78% 4%
Haryana 86% 14%
39% 61%
Maharashtra 55% 34% 2% 9%

Uttar Pradesh 42% 41% 12% 5%




Traffic Analysis.

® sudlife.in X @ pnbmetlife.com X ® indiafirstlife.c... X @® canarahsbclif...

Target Visits Unique Visitors Pages / Visit Avg. Visit Duration Bounce Rate
® sudlife.in 50.6K 118.6% 20.9K 126.19% 3.3 154.78% 23:25 1M1,478.65% 9.82% 136.95% - CH
@® pnbmetlife.com 198.1K 4 12.5% 110.1K 40.94% 6.1 163.38% 09:53 190.68% 23.03% 119.42% - tA
@ indiafirstlife.com 58K 116.81% 531K +3.3% 26 1™M13.06% 06:35 128.66% 791% 19.74% = Ch

@® canar...bclife.com 459.4K ¥ 29.58% 349.1K 421.8% 1.6 1 36.46% 16:34 ¥ 0.5% 81.07% 1 22.64% e

320K

240K .
@ Direct
Zg 160K ® sudlife.in 43.9K
@ pnbmetlife.com 42K
@ indiafirstlife.com 15.2K
80K @ canarahsbclife.com 304.5K
0 J.—- = [
Direct Referral Search Social Paid

<

2 sudiife.in £ pnbmetlife.com 3 indiafirstlife.com canarahsbclife.com

]



Referral traffic sources

/" | sudlifein ® vs. (@ pnbmetlife.com © 2 indiafirstlife.com © == canarahsbclife.com
® ® & &

Top publishers ¢ Top ad networks ¢
& Worldwide &J Desktop % Worldwide E2 Desktop
Domain Traffic Share Ad Network Total Share
& vahoo.com £ 100% i Yahoo Advertising i 100%
@ ircte.co.in € 100% i Google Display Network [ wax ] 62.6%
@ money.rediff.com [ 100% ] TripleLift L 100%
B explore.skillbuilder.aws . 10% ] Unidentified Networks [ 100% ]

) msn.com £ 100%

Takeaway- Brand has very low visibility on display networks




saving plan

Interest by sub-region

consumer is s¢

Sub-region ¥

® protectionplan @ retirementplan @ wealthplan @ childplan @ saving
,"v-'f
>
7 )
Vi / - v\ ~
child plan
Interest by sub-region Subregion v = ¥ < < Related queries Rising ¥

1 best child insurance plan in india 2021

retirement plan

N\
[ nterest Dy sub-region
b

gion wise affinity with Product type

\

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

Consumers are searching for

e Child plan has most searches
e Nextis Retirement plan

o~ - A\AZ7  1:20 ' O™ & s '7'MrooooU"“M€MSO

Sub-region ~

AN

oL

Q

»y

>

-f

| €=

|¢=

Related queries Rising v ¥ < <
1 national savings certificate

2 unit linked insurance plan

3 atal pension yojana

4 quant tax plan

5 quant tax plan direct growth

Related queries Rising v ¥ <>

1 hdfc systematic retirement plan

2 hdfc retirement savings fund equity plan direct...

3 systematic retirement plan hdfc life

4 retirement plan solutions

5 quanttax plan



saving plan
Interest by sub-region Subregion v = ¥ O < Related queries Rising v ¥ < <

1 national savings certificate B

2 unit linked insurance plan

3 atal pension yojana +250
4 quant tax plan
5 quant tax plan direct growth +200
child plan
Interest by sub-region Subregion v = ¥ < < Related queries Rising v ¥ <> <

1 best child insurance plan in india 2021
2 bharti axa child advantage plan +350%
3 tataaia child plan 4200

retirement plan

4 sbi mutual fund

|4=

Interest by sub-region Sub-region v = Y Related queries Rising v & < <

5 bestinvestment plan for child educ 1 B e

2 hdfc retirement savings fund equity plan direct... Breakout
3 systematic retirement plan hdfc life Breakout
4 retirement plan solutions Breakout

5 quant tax plan Breakout




Audience Overview By Demographics

/" | sudlifein ® vs. (@ pnbmetlife.com ¢ = indiafirstlife.com == canarahsbclife.com
® @ & .
Gender Distribution © Age Distribution ©
65.56%

63.10% 62.94% 62.59%

36.90% 37.06%

34449 /4% || | ‘ ‘ |
III “I Ml un as

Male Female 18-24 25-34 35-44 45-54 55-64 65+



4 )

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.

Defining Our Consumers on Digital

Consumer Types

4 )

Matured Investors

Goal- Investment and Legacy
Planning

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

4 )

Housewives and Young
Investors

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

Investment and Impact-
Seeks Life coverage and
investment opportunity to use

\_ /

assured on death /

her savings for financial /

\tteedom.




/ 2l “ ) \ |‘ \
! sy ' ' ) .
’ ' } \
i I . :' i d : : !
o AWt / ' A
' ) o /."..‘. .'..l.i‘,. (c . ‘f',l’ ,II. ‘\\‘
Y 'y “'. ’/ ."‘I.||4 _".'l at) d : ’ ) wn
i o ) ,vl'..'."' . W ' A0 '
: P N "‘ " 3 ' ’ J { \ . \
| " - . / ' 5 :
| . Medi roa St
: L G "“‘ { \
[ ) ’ '.,('. s / | " ’ \ X
! : ¥ '
! . ' "“r‘ | ¢ .
. o ) | U ,

.

P \ "
. o~

2.2 48

‘~l »




Affluent Segment Audience | Social

Location:

India: Visakhapatnam Andhra Pradesh; Chandigarh; Delhi; Ahmedabad, Surat Gujarat; Faridabad,
Gurugram Haryana; Kochi Kerala; Mumbai, Nagpur, Pune Maharashtra; Bangalore Karnataka; .‘.
Bhubaneswar Odisha; Amritsar, Punjab Punjab region; Jaipur Rajasthan; Kolkata West Bengal; Patna

Bihar; Bhopal Madhya Pradesh; Ghaziabad, Lucknow, Noida Uttar Pradesh; Raipur Chhattisgarh; c.j
Jamshedpur Jharkhand; Hyderabad Telangana

Age: INTERESTS

25-35

People who match: Estimated audience size

Interests: Retirement Insurance Benefits, Saving, Insurance policy, Financial plan, Insurance, Retirement 12,200,000 - 14,300,000
planning, Investment management, Investment strategy, Term life insurance, Life insurance, Wealth
management, Wealth or Retirement age

And must also match:
Interests: Insurance policy, Insurance or Retirement planning

Location:

India: Visakhapatnam Andhra Pradesh; Chandigarh; Delhi; Ahmedabad, Surat Gujarat; Faridabad,
Gurugram Haryana; Kochi Kerala; Mumbai, Nagpur, Pune Maharashtra; Bangalore Karnataka;
Bhubaneswar Odisha; Amritsar, Punjab Punjab region; Jaipur Rajasthan; Kolkata West Bengal; Patna
Bihar; Bhopal Madhya Pradesh; Ghaziabad, Lucknow, Noida Uttar Pradesh; Raipur Chhattisgarh;
Jamshedpur Jharkhand; Hyderabad Telangana

Age: MIDDLE CLASS INVESTOR

25-35

Estimated audience size

People who match:
Job title: Chief marketing officer, Business, Executive director, Senior management, Business Owner, 244,800 - 288,000
Owner, Chief financial officer, Director general, Owner/Manager/CEQ, Co-Founder and COO,
Founder/Manager, Co Owner, Founder, Director, CEO, Owner and Founder, Owner/Managing Director, Own
Business, Marketing Vice President, Chairman & Managing Director, Founder and Managing Director,
Owner and CEQ, Director (business), Vice President Sales and Marketing, Sales Manager, Director of
Sales and Marketing, Managing Director, Business Owner/Engineer, Sales Director, Sales and Marketing
Manager, Director Sales and Marketing, Founder, Marketing Operations Director or Managing Director




Matured Segment Audience | Social

Location:

India: Visakhapatnam Andhra Pradesh; Chandigarh; Delhi; Ahmedabad, Surat Gujarat; Faridabad,
Gurugram Haryana; Kochi Kerala; Mumbai, Nagpur, Pune Maharashtra; Bangalore Karnataka;
Bhubaneswar Odisha; Amritsar, Punjab Punjab region; Jaipur Rajasthan; Kolkata West Bengal; Patna
Bihar; Bhopal Madhya Pradesh; Ghaziabad, Lucknow, Noida Uttar Pradesh; Raipur Chhattisgarh;
Jamshedpur Jharkhand; Hyderabad Telangana

Age:
35-55

People who match:
Interests: Retirement Insurance Benefits, Saving, Insurance policy, Financial plan, Insurance, Retirement

planning, Investment management, Investment strategy, Term life insurance, Life insurance, Wealth
management, Wealth or Retirement age

And must also match:
Interests: Insurance policy, Insurance or Retirement planning

Location:

India: Visakhapatnam Andhra Pradesh; Chandigarh; Delhi; Ahmedabad, Surat Gujarat; Faridabad,
Gurugram Haryana; Kochi Kerala; Mumbai, Nagpur, Pune Maharashtra; Bangalore Karnataka;
Bhubaneswar Odisha; Amritsar, Punjab Punjab region; Jaipur Rajasthan; Kolkata West Bengal; Patna
Bihar; Bhopal Madhya Pradesh; Ghaziabad, Lucknow, Noida Uttar Pradesh; Raipur Chhattisgarh;
Jamshedpur Jharkhand; Hyderabad Telangana

Age:
35-55

People who match:

Job title: Chief marketing officer, Business, Executive director, Senior management, Business Owner,
Owner, Chief financial officer, Director general, Owner/Manager/CEQ, Co-Founder and COO,
Founder/Manager, Co Owner, Founder, Director, CEO, Owner and Founder, Owner/Managing Director, Own
Business, Marketing Vice President, Chairman & Managing Director, Founder and Managing Director,
Owner and CEQ, Director (business), Vice President Sales and Marketing, Sales Manager, Director of
Sales and Marketing, Managing Director, Business Owner/Engineer, Sales Director, Sales and Marketing
Manager, Director Sales and Marketing, Founder, Marketing Operations Director or Managing Director

Com2

INTERESTS

Estimated audience size
6,900,000 - 8,200,000

MATURED INVESTOR

Estimated audience size
278,100 - 327,200




Female Centric Segment | Social

Location:

India: Visakhapatnam Andhra Pradesh; Chandigarh Chandigarh; Delhi; Ahmedabad, Surat Gujarat;
Faridabad, Gurugram Haryana; Kochi Kerala; Mumbai, Nagpur, Pune Maharashtra; Bangalore Karnataka;
Bhubaneswar Odisha; Amritsar, Punjab Punjab region; Jaipur Rajasthan; Kolkata West Bengal; Patna
Bihar; Bhopal Madhya Pradesh; Ghaziabad, Lucknow, Noida Uttar Pradesh; Raipur Chhattisgarh;

Jamshedpur Jharkhand; Hyderabad Telangana ‘.‘

Com2

31-55

Gender:

- HOUSEWIVES
People who match: Estimated audience size
Interests: Retirement Insurance Benefits, Saving, Insurance policy, Financial plan, Insurance, Retirement 4,400,000 - 5,200,000
planning, Investment management, Investment strategy, Term life insurance, Life insurance, Wealth

management, Wealth or Retirement age

And must also match:

Interests: Insurance policy, Insurance, Retirement planning or Wife, Relationship Status: Married

Location:

India: Visakhapatnam Andhra Pradesh; Chandigarh; Delhi; Ahmedabad, Surat Gujarat; Faridabad,

Gurugram Haryana; Kochi Kerala; Mumbai, Nagpur, Pune Maharashtra; Bangalore Karnataka;

Bhubaneswar Odisha; Amritsar, Punjab Punjab region; Jaipur Rajasthan; Kolkata West Bengal; Patna

Bihar; Bhopal Madhya Pradesh; Ghaziabad, Lucknow, Noida Uttar Pradesh; Raipur Chhattisgarh; COMPETITOR

Jamshedpur Jharkhand; Hyderabad Telangana

Age: Estimated audience size
2555 4,600,000 - 5,400,000

People who match:

Interests: Max Life Insurance, Bajaj Allianz Life Insurance, Life Insurance Corporation of India, Aviva,
HDFC Life, Bharti AXA General Insurance Company Limited or SBI Life Insurance



Products Keywords

Keywords Volume Keywords Volume

wealth 27100 ways to build wealth 10
building wealth 260 invest in the future 110

lth ti 2400
veatth creation wealth management plan 30

wealth plan 260
best wealth creation plan 70

investment for future 210
wealth investment plan 40

wealth creation plan 260
wealth creation company 30

investing future 880
unit linked insurance 210

creating wealth 260
ulip insurance 1300

ulip 22200
smart wealth creation 20 ulip investment 880

Search Volume Approx 56K for all Product base keywords



Brand Keywords

Keywords Volume Keywords Volume

sud life e wealth royale 30 sud life ulip plan 70
sudlife 9900 sud life money back plan 20
sud life wealth creator 140 sud life premium 40
sud life wealth builder plan 40 sud life policy 50
sudlife wealth creator plan 10 sud life immediate annuity plan 50
sud life insurance 5000 sud life products 500
sud life health insurance 50 sud life guaranteed money back 50
wealth creator sud life 70 Pan

sud life policy 50

sud life company 20

Search Volume Approx 16k+for all branded keywords



Topics N

This segment visits websites related to
these topics

Funnel Segmented Approach Brand + Product
D I s P I.AY Life Insurance

Finance

Competitor Visitors Interest Based
insi Seg t insight
Fr'\%gi?i?fl?:g;%gtges, Display v Indi:%‘l l?nsc;%agses, Display

) " Weekly impressions
Weekly impressions o

50M - 100M
100M - 5S00M
Gender
Gender v 91% male
Consideration o T 91% male
v A FA " Age
24% 35-44
ol v
30%35-44
Parental status
- e D 1% - t
_ Enhanced CPC T 61% non-parents
Conversions » Target CPA 63% non-parents N A
Target ROAs Topics
Maximize Conversions Topics N\ This segment visits websites related to
these topics
This segment visits websites related to
these topics Retirement & Pension

Finance

Insuran i
surance Life Insurance

Life Insurance Financial Planning & Management

Finance Insurance



Video Driven First Time Exposure

STEP 1: STEP 2: STEP 3:
2 randomized groups are Surveys or Organic Search Results
generated Analysis
Exposed Grou
- i pal
@ % Surveys are served to both groups on Results are gathered and compared and
@ s YouTube videos sent over in as early as 7 days

a—— =
| [® |2 |

Control Group

% Organic search data across Google and
@ € Veulube YouTube is analysed and compared I I
B = :

3 YouTube : ‘

EVERY 24 HOURS

30 million users To watch 1 billion hours Across 38 million
log on to YouTube of video content channels
No language barrier Dominated by mobile Average daily time

spent by a user

Used in over 70% usage comes 17 minutes & 31 seconds
80 languages from mobile devices

Life Insurance

Ulip PLan

Wealth Management
Investment Plan

Tax Saving



Impacting through Smart Programmatic

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

e Showecase the potential of the program to users

e (Cost Effective customer acquisition

e Optimize the campaign via the affiliate channel

e Create brand awareness along with the online presence

e Reliable action tracking

22 000

Publishers

330 000

Transactions, 2020

770

Advertisers

INR 337 Cr

GMV, 2020

|
J

Ecommerce

Publisher / Supplier

®

- )
&/

Finance

DMP

U (Demand-Management
(5 platform)

SSP ,
(Supply-Side platform) | DSP

| (Demand-Side platform)

i BERS

AD Exchange Brand / Advertiser

I_’ @%@ (Real-Time Bidding)

m ) e (>
[+) (@) | ot | c'\.é)‘/)
VN \..\?/ - - -/
Online Mobile Online Mobility
Games Applications Services Market



Impacting through Smart Programmatic

= Englishv

Specials v

Star Union Dai-ichi
() Life Insurance
-~ [ M7 e TR,

#A Markets -

moneycontrol

Be

News ~ MCLearn Tech/Startups Portfolio Commodities Mutual Funds -~ Personal Finance

Forum - Videos -

Invest Now -

Upgrade ) Hello, Login

Subscription ~  BeaPRO

Delayed Homes OverseasEducationa MF Simplified RJArchives Crypto Healthlnsurance Opinion Webinar Research #Gold #BadlaavHumseHai EV Special

Star Union Dai-ichi
() Life Insurance
(o)

rle | () st | @0 e

\aftes SUD Life
( \ €WEALTH
VAT F

)

Ab Har Goal Hoga Pura

SENSEX 58399.61 A 479.64(+0.83%)

Mirae Asset Dynamic Bond Fund - Direct Plan (G)

NIFTY 50 1731425 A 128.55(+0.75%)

1Year Return: -6.81%

NIFTY BANK 39838.45 A 53285(+1.26%)

3 Year Return: 21.83%

MIFTY MIdC2p 30547.85 A 63.4(+021%) ° o

PARTNERED BY

TOP NFWS ..[':"'.. Vndafane and Altice lannch 7 hillian e1ira German hrnadhand camnanv

MATINMNAI HICHWAVCQ INEDA TDIHIQT I

()

Star Union Dai-ichi
Life Insurance
e e | Founire

o

BT
TSNS AT 158

THE TIMES OF INDILA

moneycontrol




Eyeballs via Inshorts

Highest penetration among young audience belonging to Sec-A

i 74%
Age: 1 New Delhi 15.74
e 18-24:38% 2 Bengaluru 12.50%
o 25+:60-62%
3 Mumbai 12.10%
Traffic split by Handset Cost:
4 Pune 8.52%
Highest iOS users base of 15%
5 Hyderabad 5.63%
e 60-65% users possess handsets more than 30k yaeraba
6 Chennai 517%
Full screen rich media 7 Kolkata 5.06%
HD Creative, GIF, HTML can be used
8 Lucknow 2.50%

Part of the native experience of the app, keep the user experience

non-intrusive 9 Chandigarh 2.45%
e Ad appears after 5 news cards then after every 7/8 cards.

10 Ahmedabad 2.16%




SMS/Whatsapp/Emailers

wa21rm B

< . +91 04010 76279

e Send important alerts and keep your
customers informed

Today

@ hNescagee ard cxis ae ardoo-end encrenoed. No one
2rgioe of B o Zhan, ot esan ADNSADR. Can sad or [ n
oo thats Tap 15 sl s

e Send catalogue and increase sales

e Send Date, ETA, tracking codes
>3BORN HI

e Send Automated replies for common queries

e [rack real time location status FESTIVAL MONTH

Get Brand Stratagy, Madia Planning,
CRM, Marketing Automation, and
Optimezation right. Let's help your
Brand gain Mamantuam with our
Data Driven Digital Selizians. Saclal
Madia Serategy. Brand & Dugital
Sirategy. Wetsite & App Demographical segmentation

Develapment SEQ & Pay per Click

Maba 3 a
e il & 8 0

A (2 Visit Now
49.15M Rural Urban Femnale Male Yowth Base
. Call Now IT ' 3 A4 S
16.14
The sender is non n your contect s Behavioural segmentation

& Message

Smartpbone User Feature Phone Int! Traveller

®
O
@ =

Total Reach: 961M - -
ﬁ:. R::uc:h: F— %0 b o
< '

“ ®




Brand Awareness increasing SOV

Brand/ Product

Brand

Media Type

Youtube

Inshorts

Impact

Admit Ads

Dailstar

Marketing Funnel

TOFU

20 Lakh

Campaign Metrics

11 Mn

Impressions

Final Metrics

22K

Traffic

91

Traffic




5 Months Product Wise Media Summary

Brand/ Product

Wealth Royale

Media Type

Social (FB&IG)

Google

Whatsapp

SMS/Emailer

AdmitAds

Marketing Funnel

MOFU/ BOFU

30 lakh

Campaign Metrics

6K

Leads

120

Final Metrics

Final Conversion

25K

Final Purchase

Saral Protection

Social (FB&IG)

Google

Whatsapp

SMS/Emailer

AdmitAds

MOFU/ BOFU

20 Lakh

4K

Leads

89

Final Conversion

22.5K

Final Purchase

Century Royal

Social (FB&IG)

Google

Whatsapp

SMS/Emailer

AdmitAds

MOFU/ BOFU

14 Lakh

2.6K

Leads

60

Final Conversion

23K

Final Purchase




Remarketing Bottom Funnel Approach

Remarketing Media Type Marketing Funnel Budget Campaign Metrics Final Metrics

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







