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Abstract: The study has been carried out to identify the factors influencing to choose different channels to
purchase health insurance products. In search of the dependent and independent variables, the researchers
have come across a good number of secondary data by going through certain empirical papers for
explanatory variables. This study with a systematic review of literature reveals the accurate influence of the
variables which make the ultimate customer purchasing through a specific channel. There have been the
etymology of certain drivers or variables in the sales channel preference with respect to the customer
priorities. Conclusions have been offered with adroit observations.

l. INTRODUCTION:

From the times of Vedas, the concept of insurance
was termed as “Yogakshema” in Rig-Veda is all
about distributing the risk equality to current
insurance. As a result of LPG in India in early 90s,
insurance sector has taken a big leap to go for
privatization with the recommendation of the RN
Malhotra committee in the year 1994 and the
year1999, which recommended the regulatory
development authority of India as Regulator for
insurance companies. Many foreign companies
were invited in 2000 with 26 per cent stake and
raised to 49 per cent in the year 2014 to save Indian
ownership. Now, we are having 24 Life insurance,
25 General insurance, and 7 Stand-alone Health
insurance companies are doing business in the
Indian market. The Indian insurance sector is
colossal enough to contribute 7 per cent to GDP.
In the FY 2018-19, General & Health Insurance
Companies collected 44873 Cr. Premium
collections growing continuously over 20% year on
year during the past four financial years. stand-
alone health insurers premium collection gone up
from 21% in FY 2017-18 to 24% in FY 2018-19.
Note: The Share of the group of the top of the chart
with 48%, second followed by individual business
with 39%, and Government business with 13%
(Regulatory & Authority, 2018).

In India middle-class people segment who are well
educated and growing financially health insurance
market size from the year 2010 with market size
US$2.5bn  year on year and anticipating as
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US$3.7% by the year 2021. As market size
potential India has only 20% penetration and as a
demographic proportion of population age above
65 years significantly 4.3% in the year 2000.
Oxford had forecasted that a specific population
above 65 years will be 6.7% in the year 2021, stood
as 187 ranks out of 194 countries among health
insurance penetration countries along with the
digitalization of the Indian insurance market giving
huge untapped markets to reach in Rural, Semi-
urban, Urban areas. The Government of India
declared as foreign stake can be increased to 49%
in Indian insurance companies.

As a part of business development in India, health
insurance has been contagiously increasing time to
time with a consistent growth of consumers and
turnover as well. The promotions of marketers at
the standpoint of consumer benefits have been
offered well with a lot of packages and attributes.
At this juncture, the focus on distribution of
channel being available and its impact on the
purchase behaviour had not at all been the debate
till the online media developed. Nevertheless, the
usage of the internet marketing tools by all
marketers which is being conveyed to the
customers easily and effectively. Since there have
been innumerable evidential success factors by
promoting the products or services through online
channels, the researcher would like to focus on the
differentiation between multi-channel usage for
health insurance products as an exceptional case.
High market penetration is found among certain
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segments such as the customers from urban areas
and highly educated categories and there is still a
low market penetrations for several reasons.

The reason for low market penetrations such as the
reason of this is lack of knowledge of the product
benefits filling the gap customer needs, high
premiums and coverage of the uncomprehensive
products as per requirement and process of claims.
So as India has a great opportunity with untapped
market shares mainly in rural, semi-urban and
urban markets (Shukla & Singh, 2018) , the study
taken up to figure out the variables suitable to study
with descriptive design further.

There were certain channels managed by company
personnel in a traditional way of personal selling
promotion where the company representative or
executive used to demonstrate the health insurance
policy with its benefits and claims. Now, there have
been a lot of channels in the track and motivating
the customers through distinguished tools of online
and offline as well. Online tools and vehicles such
as SEO, PPC, website marketing, Social Media
Marketing, Affiliate Marketing, Mobile commerce
marketing and e-tailing are highly influential in
promoting the services, but at the same time, there
is a segment thinking about the consistency and
clarity being missed through online channels who
are highly accustomed to the traditional offline
channels and connected to confronted motivational
Cues.

Previous Research papers information is mere in
health insurance regarding impacting factors of
channel selection and the correlation existed among
faceless channels and interaction oriented channels.
Whereas the correlation between different
distribution channels and claim ratios was not
studied by none where this research finds the need
of all factors which effects the consumer choice or
preference at the stand point of channel, product,
Customer, Demography and situation wise.

1. OBJECTIVE

The main and specific objective of this study is to
identify the factors influencing on customers’
choice of channels in buying health insurance in
India.

1. METHODOLOGY

Researcher underwent the study with a
methodology of exploratory design of research with
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qualitative approach. Content analysis was adopted
as a part of qualitative research where a good
number of secondary data from theoretical review,
empirical review and methodological review. Data
also collected form interviews with related
community to gather certain information through
unstructured questionnaire. Data dealt with
description with less structured but challenging to
analyze. Triangulation of methods, sources and
evaluators were used to achieve the accuracy of the
data. The collected data was analyzed manually and
interpreted along with the reports collected from
interviews.

V. REVIEW LITERATURE: A
QUALITATIVE APPROACH

4.1 Distribution and
intermediaries:

importance of

Prosperity of any industry is expected to be alive
with its consistent expansions circumspective with
consumer needs and competitive atmosphere. The
Healthcare industry has been organized enough to
increase the pace of its services to certain sectors
that expects additional servitors in the way of
facility management (Venugopal. K, et.al, 2015).
One of the facilities which has been added to the
industry is the insurance which is being provided
concurrently by certain understanding and contract
between hospitals and insurance companies.

When the question arises that the channel which
makes the service available to the consumer easily,
intermediaries play important function in the
insurance distribution channel which plays a vital
role(Cummins & Doherty, 2018). It is appreciable
that the distribution of health insurance for FY
2018-19 Network wise distribution of premium
health insurance (excluding Personal Accident &
Travel Insurance Business) between different
channels for the distribution of health insurance
policies, "Direct Sales Other than Online"
contributed a substantial 34 percent share of the
overall premium for health insurance this channel’s
share in community health insurance premium.

It is also identified that the co-relation between
health insurance products and penetration with the
market are diversified with public and private
health insurance products from general and stand-
alone health insurance companies. Health insurance
is contributing 1.28% GDP in India where 48 Crore
people have health insurance policy (Khan et al.,
2015). The differentiation of market condition will
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be much influenced by the differentiation among
public and private where public Itd companies gain
the credibility through high degree of reliability.
Secondly some people give much importance to
general insurance also, nevertheless certain durable
goods have been made mandatory to be insured by
regulation such as vehicles; apart from vehicles,
general insurance is also to be motivated with risk
perspective of money. But for health insurance, the
motivational cue can be well executed in the way of
risk demonstration for saving high medical
expenses which have been intolerable for middle
and low class people.

The authors Bello & Gilliland discussed foreign
distribution networks in terms of the collaboration
processes regulating the relationship between
producers of exports and their distributors located
abroad. While market prices mediate this
relationship, manufacturers can boost efficiency by
relying on some nonmarket types of governance to
better manage their overseas networks, control and
flexibility (Bello & Gilliland, 1997). It is noted that
the rate of increase in health insurance for the
tourism sector, specifically the customers who
travel all over the world are found to be more
interested to opt health insurance to overcome
health expenses risks.

As insurance product is complex, the industry is
striving to reach the customer with different
channels as they have different needs and
requirements with adhoc ways with strategies are
multi-channels with high customer centricity
(Adelaar et al., 2004). Traditional channels used to
influence business now a day’s internet and digital
channels influence also very high, Customer
relationship management is ultimate objective as
per companies vision they are coming up with
different marketing mix (Kim & Ko, 2012).

For health oriented individuals that may have
consequences for their health and safety, access
and usage of online health information is becoming
increasingly relevant. The phenomenon of e-
patients indicates that before undergoing lifestyle
changes, patients use the internet to improve health
awareness and access health knowledge about
diagnosis, rehabilitation, specialists and wellbeing.
Online health information may not ‘suit'
consultations with physicians primarily when the
information source is online (Mano, 2015).
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The article by Regan & Tennyson disclose that
various insurance marketing companies are
emerging as a way to minimize the costs of
correctly matching policyholder risks with
insurance coverage. When policyholders are easily
sorted without sales agent participation in
screening, exclusive dealing may be the preferred
marketing company; if agent knowledge is required
for risk placement, independent agency may be
preferred. Our theory receives empirical support
from the study of compensation contracts (Regan
& Tennyson, 1996).

We consider the dual distribution channels of a
manufacturer consisting, on the one hand, of a
virtual (online) channel directly controlled by a
manufacturer and, on the other hand, of a true
(offline) channel controlled by an intermediate
distributor. In their virtual acceptance, consumers
are presumed heterogeneous, deriving a surplus
according to the channel they shop at. Assuming
that the derived benefits of customers are random
with a known distribution of probability, we obtain
a probabilistic model which is used (Fruchter &
Tapiero, 2005).

In our understanding of how businesses can
structure and maintain their distribution networks,
enormous strides have been made over the past
three decades. Nevertheless, we have barely
scratched the surface of all the management
challenges that need to be resolved. There are still a
number of research needs about structures and
problems discussed in previous research networks
(Frazier, 1999).

The findings of laboratory experiments suggest that
these clandestine activities diminish trust in and
devotion to brand consumers and that this influence
is greatest when the emotional attachment of the
brand consumer to the brand is disrupted (Ashley &
Leonard, 2009).

A study analyses a variety of aspects in the
marketing literature in the trade model that have
not been dealt with. Second, it aims to explain that
a special case of trade philosophy is what marketers
have considered as swap, which deals mainly on
actual exchanges of physical entities between two
parties (Bagozzi, 2013).

Academic research and market experience are
concentrating growing emphasis on the role of
building value in partnerships between customer
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and supplier. One way of value production is to
reduce commercial exchange rates (Cannon &
Homburg, 2001). In connection with the brand
value the loyalty is created among the customers
which is to be measured so as to know the act of
buying a particular brand. According to Lett et. al.,
the analytical tests of two attitudinal brand loyalty
measurements are the tendency of a person to be
brand loyal and the attitude towards the act of
buying a particular brand (Lett et al., 2009). On the
other hand, Fullerton (2005) integrates the research
of brand loyalty into relationship marketing which
has identified that consumer interaction is a crucial,
dynamic construct consisting of at least one
affective  component and one continuing
component.

In the modern digital era, the Internet is changing
the way consumers connect with financial service
providers that conventional networks are still doing
well, the offline channel continues to take the focus
off the utility of online channels by using customer
loyalty in the pre and postage selling life cycle than
during the purchasing process. (Chandrasekaran
Uma et al., 2013). Overall business with online
channels were increased from the past decade, the
penetration percentage of online Channel at pre and
post sales are impacting much, multichannel
marketing mix strategies were increased to
minimize the losses and for better expansion of the
products, clear communication is a very important
factor to maintain (Acharya, N.D).

The web based resources used for shopping for
health insurance policies are currently inadequate
in providing tailored reviews based on the
advantages and costs of coverage (Abbas et al.,
2015).

The polls offer good proof that people do not
accept existing plans and may likely understand a
simpler model, but weaker evidence that consumers
would be strongly drawn to a streamlined plan or
modify their health care decisions.(Loewenstein et
al., 2013)

The research was also planned to define the
characteristics of the individual and product valued
by post mastectomy women when shopping for
clothing products.(Chowdhary & Ryan, 2003).

The research shows that community based health
insurance programmes can efficiently shield
disadvantaged households from the unpredictable

Vol.8, Issue 10, Oct 2020
ISSN 2321-2926

risk of medical costs and can be enforced in areas
where institutional capacity is too limited for
compulsory, national risk pooling to be coordinated
(Ranson, 2002).

The opening up of the insurance sector saw the
emergence of innovations introduced by private
players, initially in terms of product offerings. The
insurance industry, which till then had seen
minimal product innovations, saw the advent of
many health insurance products with high
specification and  stratification.  Moreover,
liberalization of the sector also saw the advent of
over-the-counter and pre-underwritten products that
are offered by banks to its customers (Santosh
Ranganath. N & Venugopal K, 2013).

4.3 Marketing Mix Strategy

Ahmed (2010) notified that the long term success
of organizations depends on many factors in order
to survive the service sector organizations which
need to offer quality in service. One of the
important services which makes the customer to
have a smooth transaction and delivery is the
selection of channel which plays a pivotal role in
marketing.

Which product needs push through which channel
with what extent what would be the profitable
margin, in today’s cutthroat environment
companies seriously looking in to this, survival of
any company happens with higher penetration, so
companies left single distribution and started with
multi-distribution channels to make sure higher
penetration and market shares.

Webb  (2002) revealed that multi-channel
distribution demand now is on a high note after the
decades of the transition into digitalization in
insurance now.

Multichannel distribution fills the gap while
purchasing from one channel to another channel
with variables called freedom of option and
preference commitment. With the advantages of
digitalization online channels impacting a lot with
traditional channel business percentages, in the
multichannel coordination of different channels at
different levels are Important the main objective of
the  multichannel is maintained Customer
Relationship Management, Finally concluded that
"Physical visit will not be replaced by Inter".
(Cortines Monica, Chocarro Maria & Villanueva
Maria Luisa, et al, 2010). It offers a
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comprehensive description of the tasks of
managerial planning and relevant quantitative
models to encourage fruitful future studies by
finding  differences  between the related
management problems and the scholarly literature
available (Agatz et al., 2008).

The authors Klein et al., 2011build a model of
transaction cost analysis to illustrate the foreign
markets, the channel integration options of
companies. In a Data Test the model is collected
from a community of Canadian export firms and
receives important help, indicating that the market
's capacity to restrict the opportunistic impulses of
outside intermediaries is an essential contingency
when deciding on the channel structure in a foreign
nation when there can be no regulation of
contractual agreements(Klein et al., 2011)

In order to understand privacy and security,
economics and behavioural economics provide
separate yet complementary approaches. Their
differences and similarities and why they matter in
our thought about security and privacy are briefly
explained in this article.(Fennell, 2009)

It is seen that the sources of influence used by car
makers to take control of their dealer network have
a huge effect on the degree of friction that dealers
have with their manufacturers. Coercive sources
tend to raise the intra channel conflict level,
whereas non coercive sources tend to minimise it.
In order to use their available sources of power
intelligently, auto producers need to be aware of
this reality.(Lusch, 1976)

The introduction of market oriented practices can
be a tactic for calming the conflicts facing
manufacturers and distributors in their channel
relationships. The authors develop a model of
possible impacts and evaluate empirically the
effects of the business orientation of a retailer on
the market orientation of the seller and other
channel relationships. About causes Results
demonstrate that the market oriented activities of a
retailer directly or indirectly influence all the
channel interaction variables analyzed.(Siguaw et
al., 1998)

In a very important trend for health, the more
recent advent of Personal Health Technology
Systems and Personally Managed Health Records
such as Google Health, Microsoft HealthVault, and
Dossia correlates with a broad embrace of Web 2.0
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technologies and  approaches.  Applications,
programmes and tools for "Medicine 2.0" are
described as Web based services for healthcare
clients, caregivers, patients, health practitioners and
biomedical researchers using Web 2.0 technology
and/or biomedical researchers.(Eysenbach, 2008)

“’DigiLitEY” is a European multidisciplinary
organisation. Network of studies attempting to
investigate how8 year old children's experience
with literacy Changes are shaped by experience and
learning. Induced by the digitalization of Contact.
This is a multifold endeavor, That, for the purposes
of the study agenda.(Heverly, 2007)

A comparative inspection of the adaptive behaviour
models employed In psychology (eg, theories of
learning), And the models of rational conduct
Employed in economics, demonstrates that in the
latter postulate is almost entirely respected. A lot
greater difficulty in the collection Mechanisms, and
a substantially greater potential to collect data and
perform computations in the body, rather than in
the organism, just do the former.(Watts, 2017)

The writers examine brand loyalties for durable
automotive products Survey details that is
expressly censored and only tracks elapsed times
Because of transformations but not the moments of
change themselves. Censoring this issue is
representative of publicly available data from the
renewable products study. "Nevertheless, no
attention was paid to such" last move "details in the
On evaluating change periods, statistics or
marketing literature.(Che & Seetharaman, 2009)

This is attempts to investigate the results of three
avenues of communication, namely regulated
communication (e.g. advertising / promotions), on
customer service brand assessment, unrestricted
messaging (word of mouth (WOM)/publicity), and
brand name.(Grace & O’Cass, 2005)

4.3 Channel Selection:

While purchasing health insurance people consider
different aspects while selecting through channel
selection, As usual phenomena takes in to the
consideration is Cost effective and Profitability of
the Channel, some of the other factors also consider
eg: Trust, Perceived risk, knowledge of the
intermediary, Right resource allocation, and with
Channel characteristics, Product characteristics,
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Personal characteristics and Situational

Characteristics.

The insurance industry is undergoing a transition
that could potentially lead to substantial changes in
the way customers buying insurance products. In
this market place, a number of distribution channels
are currently used, and some insurers use a mix of
distribution channels which include Internet led
networks, company led networks, bank led
networks, and agent led networks.( Dumm & Hot,
2003)

In purchasing health insurance, different type of
factors will affect the decision of buying, the study
of Pahwa & Gupta, 2019 revealed that ranking in
prioritization, mentioned those factors as
Company related, Psychology related, Product
related, Marketing related™, Concluded that product
factors are influencing with a higher ranking in
health insurance buying decisions.

In a research conducted by Ozcifci, 2017, it was
attempted to determine which aspect of brand
equity is more successful with regard to university
students’ cell phone purchases. Three dimensions of
brand equity are defined: brand recognition,
perceived quality and brand loyalty.

The relational benefits that the clients of banks,
insurance companies, and travel agencies receive
according to whether they maintain an offline or
online relationship with the company. The
development of an index, called the Relational
Benefits Index, allows for a comparison of
differences that arise between the measures of
confidence benefits, social benefits, and special
treatment benefits. The results demonstrate
significant differences according to the type of
service business and channel used, affecting the
importance that consumers place on the offline
channel when they want to maintain a stable
relationship with a service business (Gomez et al.,
2017).

Channel can be selected by consumers, most of the
influencing factors are Convenience, Quality of
Service, Perceived Risk, Trust, User-friendliness,
Knowledge, Right resource allocation, etc., Service
Quality impacting Customer satisfaction:  The
relationship  between quality and customer
satisfaction was evaluated and analyzed using
product cost and product safety as mediators to
determine the best factors that can be identified to
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meet the consumer satisfaction (Cruz & Vitales,
2015).

In addition to the evolution of the internet, growing
research has centered on the translation of brand
relationships into the online world. Current
research advances the study of these relationship
structures through the parallel study of the
relationships in the off and online networks, in
particular brand experience, brand recognition,
brand culture, and behavioural loyalty. The
background of the study uses single brand retailers
to analyse partnerships to provide clarity (Jones &
Runyan, 2013).

Price differential has long been known as a tactic
that firms can use to maximize profitability when a
good difference is valued by customers '
preferences and valuations. In these various
environments, operating several distribution
channels (e.g. offline and online stores) that have
differing degrees of functionality and are valued
differently by customers allows businesses the
ability to apply differential pricing. Current
empirical studies , however , indicate that multi-
channel retailers charge uniform distributors (Wolk
& Ebling, 2010).

Researchers have identified health insurance as a
valuable option in the area of health funding.
Despite its importance, a subscription paralysis for
this product has been observed in India. It is also
found that individuals who can afford health
insurance are either oblivious or aversive towards
it. This research is intended to examine the
socioeconomic factors, the interpretation of health
insurance products by individuals and the
personality characteristics of individuals to
unbundle the paradox that prevents individuals
(Mathur et al., 2015).

The choice of the insurance delivery system is
analyzed from the viewpoint of transaction cost
analysis. Under the independent agency, the
ownership of the client list by the agent offers the
agent incentives under a more vertically organised
arrangement to conduct certain activities that may
be more expensive. It is argued that when goods
are complex, the underlying uncertainty is greater,
or relationship specific investments are less
significant, independent agency provides benefits
to insurers (Regan, 1997).
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By analysing their use in channel relationships
between suppliers and distributors of industrial
goods, the authors aim to expand theory and
empirical findings on interfirm influence strategies.
Research hypotheses are established, focusing on
the supplier and distributor’s mutual use of
noncoercive and coercive control strategies in the
channel dyad and on the interrelationships of these
strategies with inter-firm force, latent conflict,
manifest conflict, and conflict resolution (Frazier &
Rody, 1991).

In order to analyse correlations with the strength of
buyer seller relationships (rationalism) and
Alternative governance systems (market,
administered, franchise, and corporate), the authors
create new measures of influence strategies in
marketing networks (i.e. the mechanism by which a
company's workers interact with its partners to
impact their behaviour). In a contractual channel
scheme, Study 1 was a field test of the current
multi item measure of impact strategies (Boyle et
al., 1992).

Latest government policies in the United States to
deploy health information technologies, along with
a growing body of scientific evidence that
connects knowledge on online wellbeing to positive
health related habits suggests common perception
that access to knowledge on insurance and health
information technologies may help minimise access
to health information inequalities in hospitals
(Lustria et al., 2011).
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This study covers current findings in the literature
on social effects, mostly based on compliance and
adherence reports conducted between 1997 and
2002. In terms of three purposes central to
rewarding human functioning, the concepts and
mechanisms underlying the susceptibility of a goal
to external stimuli are regarded. In particular, goals
are encouraged to shape and respond accordingly to
correct interpretations of truth, to establish and
sustain positive social relationships (Cialdini &
Goldstein, 2004).

For service providers, delay is an important
problem. Indeed, the detrimental impact of waiting
time on customer service quality has been
commonly demonstrated by previous research.
Being happy with the facility, though, appears to be
ineffective for consumers to stay faithful (Bielen &
Demoulin, 2007).

4.4 Conceptual framework:

As nurtured the literature for the attainment of
particular factors influencing channel choice for
health insurance, the researchers have identified
certain core factors influencing such as consumer
characteristics, Product characteristics, Channel
characteristics,  Retailer characteristics, and
Situational characteristics which are considered as
independent variables which will influence channel
choice of online and offline with the interpolation
of the moderating variable called “ Role of
Intermediaries”. The conceptual framework is
portrayed as follows.

Figure No: 1: Conceptual framework

Role of Intermediaries

Consumer characteristics |,

Product characteristics [—»
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V. ANALYSIS AND
INTERPRETATION

Practically, sales other than online is progressive
enough and the customers who have more
impressive  through personal selling which
motivates the customers through enlightening
demonstrator, conformations and objections
handling.

There are certain differences of preferences at stand
point of health insurance with general, public with
private and online with offline which also make a
difference in consumer choice and preferences of
health insurance.

There are certain observations among the situations
prevailing in the state have the study is taken up.
The state provides free health policy for the poor
segment is one of the factors in general to be
offensive towards insurance. The premiums being
paid for particular policies are too high and a way
away for a common man to purchase. At the same
time premiums’ paid is not refundable and the
customer commonly think about the money which
is not reimbursed through health issues will be
wasted on the other hand, most of the customers are
habituated to traditional demonstrator of proposal
selling from a sales representative where the
confrontation is highlighted and the same group of
customers comparatively rejects the nature of
online practices which is lost with certain
emotional appeal. But gradual inference of
digitalization traditional group who have been with
brick system will be sharply and dramatically turn
up to click system.

It is also observed that the loyalty towards
company as far as the health Insurance industry is
concerned seems to be so critical in terms of the
sensitivity towards medical reimbursement. In fact
it had a strong notion of reliability between
government and private companies a decade back,
but the loyalty has been increased to all private
companies also due to the services improvement to
the customers such as CRM Practices, Claims
management,  Demonstrations and  facility
management through hospitals. On the other hand,
the accuracy and reliability of services increased
develop the credibility of the company and in turn
will lead to loyalty which is aimed by almost every
company strategically.
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Claims are considered to be the most critical factor
for the customer has always been ambiguous about.
Companies several times neglect certain rules
embedded with law to be transparent to all the
customers with respect to neither are explained well
nor emphasized. For the reason, many have had
enough complaints on the malpractices in
sanctioning claims categorically.

VI CONCLUSIONS

1) Overall, insurance selling through online
channels has been growing consistently from
previous decade onwards where online channel
penetration in marketing mix with tremendous
growth is also quite evident.

2) The highlighting attributes of online channels
i.e. faster work, user-friendly, convenience
attracts the customer and accomplish certain
services with high comfort such as online
renewals in seasons.

3) Pre and post-sales experience of customers
have been observed and many feel positive
turned to online for the accessibility,
acceptability and exceptionality of all services
enfolded with online channels.

4) The claim settlement ratio being highly
notified as one of the vital credentials of the
company being tried by many. The parlance
between customer and company through online
channel create a kind of confidence through
transparency and legacy at the standpoint of
claims settlement which is found different as
per channel interaction on different issues.

5) Influence of interaction with different channels
at different levels having a positive correlation
with the penetration of the markets where
knowledge, trust, convenience and perceived
risk are very important factors which will
influence the customer incredibly.

REFERENCES:

Abbas, A., Bilal, K., Zhang, L., & Khan, S. U.
(2015). A cloud based health insurance plan
recommendation system: A user centered
approach. Future Generation Computer
Systems, 43-44, 99-1009.
https://doi.org/10.1016/j.future.2014.08.010

Abiiro, G. A, Leppert, G., Mbera, G. B., Robyn, P.
J., & De Allegri, M. (2014). Developing
attributes and attribute-levels for a discrete
choice experiment on micro health insurance

AN EMPERICAL REVIEW OF OPTING MULTI-CHANNEL DISTRIBUTION SYSTEM IN HEALTH INSURANCE

INDUSTRY IN INDIA

8



International Journal of Innovative Research and Practices

in rural Malawi. BMC Health Services
Research, 14(1).
https://doi.org/10.1186/1472-6963-14-235

Acharya, D. (n.d.). Rise of On-line and Multi-
channel Distribution System in the Insurance
Industry Customer Loyalty View project
Distribution of Insurance products View
project Rise of On-line and Multi-channel
Distribution  System in the Insurance
Industry. 1-9.

Ahmed, 1. (2010). Impact of Service Quality of
Short Messaging Service on Customers
Retention; An Empirical Study of Cellular
Companies of Pakistan. International Journal
of Business and Management, 5(6), 154-160.
https://doi.org/10.5539/ijbm.v5n6p154

Algesheimer, R., Dholakia, U. M., & Herrmann, A.
(2005). The social influence of brand
community: Evidence from European car
clubs. Journal of Marketing, 69(3), 19-34.
https://doi.org/10.1509/jmkg.69.3.19.66363

Anderson, E. W., & Sullivan, M. W. (1993). The
Antecedents and Consequences of Customer
Satisfaction for Firms. Marketing Science,
12(2), 125-143.
https://doi.org/10.1287/mksc.12.2.125

Ashley, C., & Leonard, H. A. (2009). Betrayed by
the buzz? Covert content and consumer-
brand relationships. Journal of Public Policy
and Marketing, 28(2), 212-220.
https://doi.org/10.1509/jppm.28.2.212

Bagozzi, R. P., & Warshaw, P. R. (1990). Trying to
Consume. Journal of Consumer Research,
17(2), 127. https://doi.org/10.1086/208543

Bielen, F., & Demoulin, N. (2007). Waiting time
influence on the  satisfaction-loyalty
relationship in services. Managing Service
Quality, 17(2), 174-193.
https://doi.org/10.1108/09604520710735182

Boyle, B., Dwyer, F. R., Robicheaux, R. A., &
Simpson, J. T. (1992). Influence Strategies in
Marketing Channels: Measures and Use in
Different Relationship Structures. Journal of
Marketing  Research, 29(4), 462-473.
https://doi.org/10.1177/00222437920290040
7

Cannon, J. P., & Homburg, C. (2001). Buyer-
supplier relationships and customer firm
costs. Journal of Marketing, 65(1), 29-43.
https://doi.org/10.1509/jmkg.65.1.29.18136

Che, H., & Seetharaman, P. B. (2009). Speed of
replacement: Modeling brand loyalty using

Pidugu Naga Murlikrishna and Dr. Vishwas Guptha

Vol.8, Issue 10, Oct 2020
ISSN 2321-2926

last-move data. Journal of Marketing
Research, 46(4), 494-505.
https://doi.org/10.1509/jmkr.46.4.494

Chowdhary, U., & Ryan, L. (2003). Self-esteem
and apparel satisfaction with appropriate
clothing: Value of product attributes and
support groups for mastectomy survivors.
Perceptual and Motor Skills, 97(1), 35-44.
https://doi.org/10.2466/pms.2003.97.1.35

Cialdini, R. B., & Goldstein, N. J. (2004). Social
influence: Compliance and conformity.
Annual Review of Psychology, 55(1974),
591-621.
https://doi.org/10.1146/annurev.psych.55.090
902.142015

Cruz, & Vitales, A. (2015). Relationship between
product quality and customer satisfaction.
Walden Dissertations and Doctoral Studies,
2(2), 38.

De Allegri, M., Sanon, M., Bridges, J., &
Sauerborn, R. (2006). Understanding
consumers’ preferences and decision to enrol
in community-based health insurance in rural
West Africa. Health Policy, 76(1), 58-71.
https://doi.org/10.1016/j.healthpol.2005.04.0
10

Eysenbach, G. (2008). Medicine 2.0: Social
networking, collaboration, participation,
apomediation, and openness. Journal of
Medical Internet Research, 10(3), 1-11.
https://doi.org/10.2196/jmir.1030

Fennell, D. (2009). Marketing Science. Journal of
Communication  Inquiry, 33(1), 5-26.
https://doi.org/10.1177/0196859908325144

Frazier, G. L. (1999). Organizing and managing
channels of distribution. Journal of the
Academy of Marketing Science, 27(2), 226—
240.
https://doi.org/10.1177/0092070399272007

Fruchter, g. E., & tapiero, C. S. (2005). Dynamic
online and offline channel pricing for
heterogeneous  customers  in  virtual
acceptance. International Game Theory
Review, 07(02), 137-150.
https://doi.org/10.1142/S0219198905000454

Fullerton, G. (2005). The impact of brand
commitment on loyalty to retail service
brands. Canadian Journal of Administrative
Sciences, 22(2), 97-110.
https://doi.org/10.1111/j.1936-
4490.2005.tb00712.x

Gaski, J. F. (1984). The Theory of Power and



International Journal of Innovative Research and Practices

Conflict in Channels of Distribution. Journal

of Marketing, 48(3), 9-29.
https://doi.org/10.1177/00222429840480030
3

Gbmez, M., Gonzalez-Diaz, B., Martin-Consuegra,
D., & Molin, A. (2017). How do offline and
online environments matter in the relational
marketing approach? Economic Research-
Ekonomska Istrazivanja , 30(1), 368-380.
https://doi.org/10.1080/1331677X.2017.1311
224

Grace, D., & O’Cass, A. (2005). Examining the
effects of service brand communications on
brand evaluation. Journal of Product and
Brand Management, 14(2), 106-116.
https://doi.org/10.1108/10610420510592581

Hess, J., & Story, J. (2005). Trust-based
commitment: Multidimensional consumer-
brand relationships. Journal of Consumer
Marketing, 22(6), 313-322.
https://doi.org/10.1108/07363760510623902

Heverly, R. (2007). Growing Up Digital: Control
and the Pieces of a Digital Life. 199-218.
https://doi.org/10.1162/dmal.9780262633598
.199

Homburg, C., Workman, J. P., & Jensen, O. (2000).
Fundamental ~ changes in marketing
organization: The movement toward a
customer-focused organizational structure.
Journal of the Academy of Marketing
Science, 28(4), 459-478.
https://doi.org/10.1177/0092070300284001

Jones, R. P, & Runyan, R. C. (2013). Brand
experience and brand implications in a multi-
channel setting. International Review of
Retail, Distribution and Consumer Research.
https://doi.org/10.1080/09593969.2013.7815
31

Klein, S., Frazier, G. L., Roth, V. J., Roth, J., &
Frazier, L. (2011). Model Channel
International Markets. Journal of Marketing,
27(2), 196-208.

Lett, M., Science, S., & Media, B. (2009). QUT
Digital Repository:
http://eprints.qut.edu.au/28052. 20, 353-367.

Lin, C.-F. (2002). Attribute-consequence-value
linkages: A new technique for understanding
customers’ product knowledge. Journal of
Targeting, Measurement and Analysis for
Marketing, 10(4), 339-352.
https://doi.org/10.1057/palgrave.jt.5740058

Lusch, R. F., & Brown, J. R. (1982). A Modified

Vol.8, Issue 10, Oct 2020
ISSN 2321-2926

Model of Power in the Marketing Channel.
Journal of Marketing Research, 19(3), 312.
https://doi.org/10.2307/3151565

Lustria, M. L. A., Smith, S. A., & Hinnant, C. C.
(2011). Exploring digital divides: An
examination of eHealth technology use in
health information seeking, communication
and personal health information management
in the USA. Health Informatics Journal,
17(3), 224-243.
https://doi.org/10.1177/1460458211414843

Mano, R. (2015). Online health information,
situational effects and health changes among
e-patients in  Israel: A “push/pull”
perspective. Health Expectations, 18(6),
2489-2500.
https://doi.org/10.1111/hex.12218

Mathur, T., Paul, U. K., Prasad, H. N., & Das, S. C.
(2015). Understanding perception and factors
influencing  private  voluntary  health
insurance policy subscription in the Lucknow
region. International Journal of Health
Policy and Management, 4(2), 75-83.
https://doi.org/10.15171/ijhpm.2015.08

Mittal, V., Kumar, P., Tsiros, M., & Performance,
A. (1999). Intentions over Time : A. Journal
of Marketing, 63(April), 88-101.

Ozcifci, V. (2017). Determining the impact of
brand equity on consumer purchase intention.
International Journal of Social Sciences and
Education Research, 105-121.

Ranson, M. K. (2002). Reduction of catastrophic
health care expenditures by a community-
based health insurance scheme in Gujarat,
India: Current experiences and challenges.
Bulletin of the World Health Organization,
80(8), 613-621.
https://doi.org/10.1590/S0042-
96862002000800004

Regan, L. (1997). Vertical Integration in the
Property-Liability Insurance Industry: A
Transaction Cost Approach. The Journal of
Risk and Insurance, 64(1), 41.
https://doi.org/10.2307/253911

Santosh Ranganath. N, Venu Gopal K, (2013).,
“Growth Of Insurance Sector In India — The
New Horizons” Columbia International
Publishing- Journal of Globalization and
Business Management, 14 December 2013.,
Vol. 1 No. 2 pp. 72-82

Siguaw, J. A., Simpson, P. M., & Baker, T. L.
(1998). Effects of supplier market orientation

AN EMPERICAL REVIEW OF OPTING MULTI-CHANNEL DISTRIBUTION SYSTEM IN HEALTH INSURANCE

INDUSTRY IN INDIA

10



International Journal of Innovative Research and Practices Vol.8, Issue 10, Oct 2020
ISSN 2321-2926

on distributor market orientation and the
channel  relationship: ~ The  distributor
perspective. Journal of Marketing, 62(3), 99—
111. https://doi.org/10.2307/1251746

Venugopal. K, Abebe Worku Hassen, Haimanote
Belay Alemayehu., Solomon Tadesse Tolera
(2015) “Five Star Hospitals — A Way
Forward to Facility Management in
Healthcare Industry”, International Journal of
Management, IT and Engineering (IIMITE),
IUMRA, Volume 5, Issue 5, May 2015, PP:
203- 210.

Watts, J. A. (2017). The cost of intraocular lenses
used by Orbis seems exorbitant. BMJ
(Online), 356(3).
https://doi.org/10.1136/bmj.j836

Webb, K. L. (2002). Managing channels of
distribution in the age of electronic
commerce. Industrial Marketing
Management, 31(2), 95-102.
https://doi.org/10.1016/S0019-
8501(01)00181-X

Williamson, O. E. (2007). The Economic
Institutions of Capitalism. Firms, Markets,
Relational ~ Contracting. Das  Summa
Summarum Des Management, 61-75.
https://doi.org/10.1007/978-3-8349-9320-5_6

Yip, W., & Mahal, A. (2008). The health care
systems of China and India: Performance and
future challenges. Health Affairs, 27(4), 921—
932. https://doi.org/10.1377/hlthaff.27.4.921

Pidugu Naga Murlikrishna and Dr. Vishwas Guptha 11



