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Marketing Objective:
Insurance category is faced with a challenge of consumer inertia. There is still a 
major percentage of people who are not aware of buying insurance online, 
which is the most cost efficient and convenient platform. Instead they still rely 
on agents to buy insurance policies.

India’s largest insurance market place, Policybazaar.com started with a purpose 
to educate people on insurance products and has made a significant influence 
on how insurance should be bought in India. It has helped people to understand 
fundamental of the product they are buying, so that they can make informed 
choices.

Hence the marketing objective of Policybazaar.com is to get 
more people to buy insurance online month on month. 

Hence for any marketing communication the target audience is 
27-45/AB/Male residing in top eight metros.

Target Audience:
Insurance is a category where irrespective of whom the policy is for, the male 
member of the household mostly takes the buying decisions.

The core target population for any insurance product is 30-49 Male, working 
professionals, tech savvy and who are capable of taking informed decisions. 
However, the percentage of population who purchase insurance from 
Policybazaar.com fall in the age bracket of 27-45 years earning 5 lacs per annum 
and hail from the top eight metros. 

Situation Analysis:
Currently 50% of online insurance in India is bought on Policybazaar.com 
(source: ET article). As per Neilson research Policybazaar.com enjoys an 
awareness of 70%. With number of insurance aggregators increasing who are 
also offering similar products, the task in hand is to continuously enhance its 
customer base. 
Essentially there are two challenges which must be addressed:

A) To get more and more people to buy insurance online 
and

B) To get new people month on month to buy from 
Policybazaar.com



Category/Consumer insight:
Policybazaar.com is advertising on Television every month with the sole 
objective of getting incremental visitors on the website and acquiring them at 
an efficient cost. Thus optimizing the plan to achieve a twofold objective: a) 
Getting new audience month on month and b) Getting new audience at an 
efficient cost.
1.Three years’ empirical data analysis and econometric modelling had 
suggested that every time Policybazaar.com ad was aired on Television there 
was a lift in web traffic. 

2. It was also observed that this increase in the web traffic happened after 8 
minutes of an ad aired on Television. 

This observation helped us to map it back with TV spot data to drive 
efficacy of the advertisement. We further analyzed to understand 
which genres/channels/programmes/day part and time slot helped 
in getting incremental visitors on the website at an efficient cost and 
accordingly optimized our media plan.

We stopped measuring our campaign on “COST PER VISITOR”. Going forward 
month on month the success metric for our campaign was determined to be 
“COST PER INCREMENTAL VISITOR”. 
Here “INCREMENTAL” was the most essential part as the task in hand was to 
get new audience and the new metric had to translate into it.

Average Incremental Visitor = (No. of Visitors in 8 minutes POST spot airing –No. 

of Visitors in 8 minutes PRE spot airing) ÷ 8

CPIV ( Cost per Incremental Visitor) = Ad Spend on the Spot ÷ Average 

Incremental Visitors 

% LIFT = (No. of Visitors in 8 minutes POST spot airing –No. of Visitors in 8 minutes PRE-

spot airing) ÷ No. of Visitors in 8 minutes PRE spot airing

THUMB RULE:

LOWER CPIV = GREATER EFFECTIVENESS
For getting more and more people every time to buy insurance online



The Media Solution: 
We analyzed last three years TV spot data of Policybazaar.com which included 
investments and spot timing of ad on channels, programmes, weekday/weekend, 
dayparts and superimposed it with visit data on the website. It helped us to 
calculate two things:

A) CPIV  and  B) % LIFT

LOW CPIV HIGH LIFT: The“Star genres” were Hindi Movie and Hindi News which had 
helped in lifting incremental visitors at the most efficient cost. Hence these three genres 
became the base and we started considering them in every plan.

LOW CPIV MEDIUM LIFT: The “lowest hanging fruit” were Music, Kids, English Movie, 
and Infotainment which delivered medium lift at low CPIV. These genres were the most 
efficient ones and hence they were included in every plan.

HIGH CPIV HIGH LIFT:GEC and Cricket were “icing on cake”. They always contributed 
high lift of incremental visitors at a very high CPIV. Since these genres have very high entry 
cost, so we considered them tactically for impact or for new communication launch.

HIGH CPIV LOW LIFT: Then there were genres like English News, Business News, English 
Entertainment, Lifestyle, HD, and Non-Cricketsports which were the “most inefficient”
ones which neither delivered on CPIV nor they were helpful for delivering incremental 
visitors. So we excluded them from our media plan.

Following were the important observations:



Further we deep dived and optimized our TV plan at channel, daypart, and 
weekday/weekend level for the six genres identified to analyze those elements 
which were the key drivers for generating incremental visitors at low CPIV.

Performing Good 
but have high CPIV

Good performing time slot

Weekend performing better

It was observed that our new media plan was starkly different from our earlier 
ones when we were optimizing them on standard demographics and measuring 
them on CPRP(Cost Per Rating Point)

WEEKDAY-WEEKEND LEVEL CPIV

DAYPART LEVEL CPIV



CPIV LEAD NEW MEDIA PLAN:

PREVIOUS MEDIA PLAN

*Cricket as per schedule



It was observed that 
V People who would have watched all five (5+) episodes on STAR PLUS at 9 pm 

was 0.52%. 
V At the same time people who would have watched all five (5+) 9pm movie 

on SONY MAX was 0.05%. Clearly states that audience loyalty diminishes 
when people watched minimum five (5+) episodes. 

V SONY MAX delivered better reach (Cov) among all the selected channels 
and enjoyed low audience loyalty at the third (3+) episode.

V Similarly, audience loyalty was found extremely low in Music which 
diminishes from second (2+) episode onwards. 

× We also filtered the channels and time bands on the lens of non-stickiness. 
The task in hand was to bring in new audience consistently every month from 
every TV campaign. We chose channels and time bands on which audience 
loyalty was low. This helped us to reach out to new audience every time there 
was a campaign and which effectively helped to lift incremental visitors on 
Policybazaar.com.

× To arrive on the effective channels and time band we did an audienceloyalty 
analysis from BARC which essentially explained percentage of loyal audience 
in a set of channels in a selected time band when minimum 1(1+) episode 
was watched or minimum 2 (2+) episode was watched or minimum 3 (3+) 
episode was watched etc.

× The illustration given below is a loyalty analysis of 9 PM-10 PM shows on top 
channels of GEC, Hindi Movie and Music as we observed 9pm shows gets 
repeated viewers. 

Period: 1 Week

Timeband: 2100-2200 hrs

Channels Rat (Sum) GRX OTS Cov 1+ 2+ 3+ 4+ 5+

Star Plus 6.75 21.57 1.91 10.43 10.43 5.07 2.61 1.22 0.52

Colors 8.93 24.77 1.79 12.63 12.63 5.48 2.16 1.29 0.58

Zee TV 9.45 22.01 1.97 10.16 10.16 4.79 2.68 1.35 0.71

Sony Max 5.52 21.11 1.51 12.75 12.75 4.44 1.56 0.47 0.05

Z Cinema 3.87 17.09 1.40 11.19 11.19 3.33 1 0.13 0.03

Sony Mix 0.34 2.63 1.19 1.98 1.98 0.33 0.04 0 0

9XM 0.12 1.60 1.02 1.41 1.41 0.02 0 0 0

Loyalty Summary

This is how analysis on low stickiness helped us to filter effective channels in 
every genre

Rat(Sum)=Cumulative GRP, GRX=Gross reach, OTS= Opportunity to see, Cov=Cumulative reach at 1+ 



Hence a combination of CPIV, % Lift and non-stickiness helped us to 
fine tune our strategy for TV planning and accordingly we reoriented 
genre mix and investment weightage. 

There is a stark difference in this new age scientific planning. Previously 
all TV plans were constructed only on reach genres which were further 
layered with few frequency channels. We busted this myth by making 
frequency genres as the “new reach genres” and built our plan on this. 
Thereby re-aligned our budget allocation. 



RESULT: 

A.
There was a phenomenal 30% boost on 
web traffic owing to smarter and 
innovative strategy

B. Media spends was brought down by 10%

C.

Moved from output (CPRP) driven 
planning to outcome driven 
planning(CPL)

D.

Reduced CPL (Cost per lead) by 34% .


