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Abstract:
The COVID-19 pandemic has transformed health insurance in India by increasing the use of

digital tools and changing how people view health coverage. This review examines the impact
of these digital changes on urban consumers’ buying behaviour after the pandemic, using
research from 2019 to 2025. Key points include the influence of fear on insurance purchases,
the growth of telemedicine-related insurance products, mobile-friendly services, and a shift
towards digital health options. The findings indicate that these changes positively influenced
buying behaviour through convenience, lower costs, and better access. The pandemic’s fears
have prompted more people to purchase insurance, with younger consumers leading in digital
preferences. However, there are gaps in research about long-term behaviour changes, rural
markets, and specific demographic trends. This study provides insights for insurers,
policymakers, and researchers, suggesting future studies should investigate long-term
behaviour, regional differences, and emerging technologies like Al and blockchain in health
insurance.

1. INTRODUCTION:
The global health insurance industry has changed greatly after the COVID-19 pandemic,

with India becoming an important market due to rapid digital adoption and new consumer
behaviours. The pandemic has led to the use of mobile apps, artificial intelligence,
telemedicine, digital payments, and data analysis within health insurance, making it clearer
how essential effective healthcare coverage is.

The Indian health insurance market is projected to be worth about $14. 64 billion by 2025,
growing at a rate of 8. 12%. This growth is driven by rising healthcare costs, government
programs like Ayushman Bharat, and increased digital literacy in urban areas. Consumer
attitudes have shifted significantly after the pandemic, influenced by health fears, a need for
convenience, and a focus on digital options.

Urban India, with its high digital access, health awareness, and disposable income, is
uniquely suited to see how digital changes affect health insurance choices. Factors such as over
1. 1 billion smartphone users and an average data usage of 20GB per user monthly support this
growth, aided by the government's Digital India initiative.

Despite these advancements, there are still gaps in understanding how digital changes
impact consumer behavior in health insurance. Most studies are limited in scope, often missing
trends across different demographics. This systematic literature review aims to fill these gaps
by examining how digital advancements have shaped health insurance buying habits among

urban consumers in post-pandemic India. The study seeks to gather existing knowledge,
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highlight key motivations, and offer insights for those involved in the changing health
insurance landscape.
2. REVIEW OF LITERATURE

Author(s) Study Sample . N Research Gap
& Year Type Size/Scope Major Findings Identified
Low penetration Implementatio
Industry Market presents immense P
Roy (2025) : ; N n challenges
Perspective | overview growth opportunity in
Indian market
Svstematic Consumer satisfaction Lack of
Masih et al. L)i/terature 60 papers varies with coverage regional
(2025) . (1998-2023) comprehensiveness and | variation
Review e - -
accessibility studies
Fear significantly -
Saraf & . influences health Limited :
B Empirical 200 . geographic
aser Stud (Ahmedabad) igsprance pureifast scope studies
(2023) y decisions during P

pandemic
Digital transformation Tier 2/3 city
eliminates gender gap in | adoption

NASSCOM | Industry 2000+

(2023) Report consumers A - r
financial service access | patterns
COVID-19 created Need for
Kamble et Descriptive | Pan-India positive behavioural lonaitudinal
al. (2022) Analysis Analysis changes toward health g
; . studies
insurance adoption
Digital disruption -
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Sharma Exploratory | Industry accelerated insurance
. . rural market
(2022) Research Analysis sector transformation .
. analysis
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: Convenience, cost- Limited post-
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respondents literacy drive behavior
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telemedicine adoption analysis
Mobile apps and digital Demoaraohic-
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specific studies
(2021) Research focus consumer engagement
o needed
significantly
Digital literacy strongly L
Dasgupta & Qualitative | Digital literacy | correlates with Bgr_rler_s n
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Study focus telemedicine service
(2021) I underexplored
utilization
300% growth in Non-urban
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: Millennials show higher | Generation-
Chatterjee . . . . S .
& Paul Behavioral | Millennial adoption rates for digital | specific
Analysis segment health insurance preferences
(2020) :
solutions unclear
Kumar & Cost- Virtual consultations
. . reduce overall Long-term cost
Bansal effectivenes | Cost analysis .
healthcare costs for impact unclear
(2020) s Study i
consumers and insurers
Cost considerations and | Privacy and
Agarwal et | Empirical Urban timely access are quality
al. (2019) Analysis professionals primary motivating concerns
factors understudied
.| Factor Income. and health Modern digital
Bhat & Jain . Factor expenditure are
Analysis TP + A . factors not
(2006) identification significant predictors of :
Study ) considered
insurance purchase

The comprehensive literature review reveals several key themes in health insurance buying
behavior in post-pandemic urban India. The post-pandemic health insurance situation in urban
India has been influenced by fear of health risks and digital progress. People are more proactive
about buying health insurance, as shown in a study by Saraf & Baser (2023). Digital tools like
mobile apps, Al, and telemedicine are popular because they are convenient and
affordable. Millennials are at the forefront of adopting these technologies, while urban workers
value being able to access services anytime. As a result, the health insurance market is growing
significantly, thanks to improved technology and digital infrastructure.

The several important gaps in research on health insurance in urban areas. It points out
issues like differences in socioeconomic status, low levels of education and awareness, and
problems faced by informal workers and migrants. It also mentions age and gender differences,
particularly for middle-aged and elderly populations. Additionally, it notes the need for more
data on caste, minority groups, and differences across various city regions. The text stresses
that filling these gaps is essential for ensuring fair health insurance access for everyone living
in cities.

Research Gap:

The current studies on Indian health insurance show important gaps in research. There are
issues with methods, such as a lack of long-term and mixed-method research. Most studies
focus on big cities, missing rural areas. More understanding is needed about how different ages
use digital tools, how gender and income affect access, the role of AlI/ML and mobile platforms,

and changes in behavior after the pandemic.
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3. OBJECTIVES:
Primary Objective: To examine the impact of digital disruption on health insurance buying

behaviour among urban consumers in post-pandemic India through a systematic literature
review.

Secondary Objectives:
1. To identify key digital transformation factors influencing health insurance purchase

decisions

To analyze changing consumer perceptions toward health insurance in the digital era
To evaluate the role of telemedicine and digital health platforms in insurance adoption
To assess demographic variations in digital health insurance acceptance

o &~ N

To synthesize existing literature on post-pandemic health insurance consumer
behaviour

4. HYPOTHESIS
HO.: There is no significant relationship between the post-pandemic increase in health risk

awareness and the adoption of digital health insurance platforms among urban Indian
consumers.

H1:: There is a significant positive relationship between the post-pandemic increase in
health risk awareness and the adoption of digital health insurance platforms among urban
Indian consumers.

HO.: There is no significant influence of perceived convenience of digital channels on
consumer buying intention for online health insurance, despite concerns about data privacy
and security.

H1.: There is a significant positive influence of perceived convenience of digital channels
on consumer buying intention for online health insurance, despite concerns about data
privacy and security.

5. RESEARCH METHODOLOGY:
5.1 Research design:
The research design for this study is a systematic literature review, supplemented by a

descriptive analysis of secondary data.

5.2 Population:
The general population of India, with a specific focus on urban Indian consumers and their

interactions with health insurance products.

5.3 Sample:
Since this is a secondary research paper, the sample consists of the data, findings, and

conclusions drawn from a selection of published studies, industry reports, and regulatory data.
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This includes surveys of Indian consumers, financial analyses of insurance companies, and

reports from regulatory bodies covering the post-pandemic period (2020-2025).

5.4 Sample Size:

125 studies selected through systematic sampling

5.5 Data Sources:

Primary Sources: Peer-reviewed journal articles from academic databases

Secondary Sources:

Industry reports (IRDAI,

Government publications, Market research reports.

5.6 Variables:

NASSCOM, McKinsey,

Deloitte),

Independent Variables: Digital disruption factors, Technology adoption, Mobile app usage,

Telemedicine integration, Digital payment systems, Al/ML implementation

Dependent Variables: Health insurance buying behaviour, Purchase intention, Customer

satisfaction, Policy retention rates, Digital platform usage

Moderating Variables: Age, Income, Education, Geographic location, Digital literacy
6. DATA INFORMATION
6.1 Consumer Behaviour Analysis Data

Estimate
Estimated  Estimated  d Senior | Urban Estimated
| . Millennial Gen Z Digital nsuranc First-Time
Digytegilh [1facy Adopters | Adopters | Adopters Penetration Digital
Index (Score) N A i ; (%) igita
Year N g (in millions) | (in millions) _(|_n oy Buyers (in
Reports, KPMG Market (Business (Business millions) Lombard millions)
Study) Today Survey, | Today Survey, (Money Market Report, | (ICICI Lombard New
Policy Bazaar, Policy Bazaar, Control, Statista ' Policy Data, IRDAI,
Statista) Statista) PeL 'ﬁ_}; gizlaar* IRDAI )’ PolicyX)
Survey)
2019 | 5.2 ~5.3 million | ~4.2 million | ~1.2 32 ~6.4 million
million
2020 | 5.8 ~6.8 million | ~6.0 million | ~1.8 38 ~7.9 million
million
2021 | 6.5 ~9.0 million | ~8.2 million | ~3.8 45 ~9.9 million
million
2022 | 71 ~10.2 ~9.7 million | ~4.8 52 ~11.0 million
million million
2023 | 7.6 ~10.8 ~10.5 ~5.7 58 ~11.5 million
million million million
2024 | 8.0 ~11.4 ~11.1 ~6.6 64 ~12.0 million
million million million
2025 | 8.3 ~12.0 ~11.7 ~75 70 ~12.6 million
million million million
6.1.1 Figures in Percentage:
.. Millennial GenZ Senior F|_rst
Digital . ) - Urban Time
. Adoption | Adoption Digital .
Year Literacy Penetration | Buyers
Rate Rate Acceptance e
Score Percent | Digital
Percent Percent Percent
Percent
2019 52 35 28 8 32 42
2020 5.8 45 40 12 38 52
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2021 6.5 60 55 25 45
2022 7.1 68 65 32 52
2023 7.6 72 70 38 58
2024 8 76 74 44 64
2025 8.3 80 78 50 70

Adoption Rates Over Time

/- Metric
80 A ® ® —e— Millennial Adoption Rate Percent
/°///°/ GenZ Adoption Rate Percent
1 > —e— Senior Digital Acceptance Percent
70 /./ . 9 : P
./ —e— Urban Penetration Percent
@ . . & o
—e— First Time Buyers Digital Percent

" /' ./ y 9
o so / ./ )
ot A
g / / ./
[
£ 40 / / ./

/ ./
30 /
$
20 A
10 ./’
2019 2020 2021 2022 2023 2024 2025

Year

This indicates that across different demographics (Millennials, Gen Z, Seniors), there is a
general improvement in digital literacy and adoption rates. Notably, Millennials and Gen Z are
leading this growth, meaning they are adopting digital technologies at a faster rate compared
to other groups. Seniors, while starting from a lower base, are also showing significant
improvements, indicating that they are increasingly embracing digital tools.

This means that these younger demographics are not only adopting digital technologies
more rapidly but are also experiencing significant improvements in their digital skills.
Additionally, metrics like urban penetration (the extent to which urban populations are
engaging with digital technologies) and the percentage of first-time digital buyers are also
increasing sharply, indicating a growing market for digital products and services. Using a
simple linear regression model, projections suggest that the upward trends in literacy, adoption,
and penetration are likely to continue through 2028.

6.2 Technology Impact Data
Here is the Technology Impact Data table presented with original approximate number

values using reported figures and documented milestones primarily from ICICI Lombard and

industry sources:
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Al/ML :
Processes Monthly Connected Clouq . Records Cybersecurit
Year | Handled Chatbot_ 10T Devices Applications Analysed y Investment
- Interactions & Servers o (UsD
(Million ™ d (Thousands) Numb (Millions/Month) Milli
Claims) (Thousands) (Number) illion)

2019 | 0.4 15 5 120 50 12

2020 | 0.7 28 10 160 70 18

2021 | 1.2 45 18 230 110 28

2022 | 2.0 65 30 290 160 42

2023 | 2.8 85 45 350 220 58

2024 | 3.6 105 60 410 280 75

2025 | 4.5 130 80 470 350 95

6.2.2 Figures in Percentages:

Year | Al-Ml Chatbot | 10T Cloud Big Data Cybersecurity
Implementation | Usage | Integration | Platform | Analytics Investment
Percent Percent | Percent Usage Percent Million USD

Percent

2019 |5 10 3 45 20 12

2020 | 8 18 5 55 30 18

2021 | 15 30 10 68 45 28

2022 | 25 42 18 75 58 42

2023 | 35 52 25 82 68 58

2024 | 45 60 32 88 75 75

2025 | 55 68 40 92 82 95

Technology Impact Data
100
80
60
: ‘ ‘ ‘
20
o ado Ll

0

2019 2020 2021 2022 2023 2024 2025
Al-MI Implementation Percent B Chatbot Usage Percent

loT Integration Percent B Cloud Platform Usage Percent

Big DataAnalytics Percent W Cybersecurity Investment Million USD

e Al/ML Implementation: This refers to the percentage of organizations or systems that

have adopted artificial intelligence and machine learning technologies.
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o Chatbot Usage: This indicates the percentage of businesses or services utilizing
chatbots for customer interaction or support.

« 10T Integration: This measures the percentage of devices or systems that are connected
to the Internet of Things, allowing for data exchange and automation.

e Cloud Platform Usage: This reflects the percentage of organizations using cloud
computing services for storage, processing, and other IT needs.

« Big Data Analytics: This shows the percentage of organizations employing big data
analytics to derive insights from large datasets.

e Cybersecurity Investment: This quantifies the amount of money (in millions of USD)
that organizations are investing in cybersecurity measures to protect their data and
systems.

From 2019 to 2025, the data shows a consistent rise in metrics, therefore pointing to a
growing tendency in using technology. Companies see the need of these technologies for
improved customer experience, security, and efficiency. This mirrors a broader pattern of
digital transformation in companies.

6.3 Statistical Analysis and Interpretation:
1)Consumer Behaviour Trends Analysis
Convenience and Satisfaction Metrics:
a) Customer Satisfaction Score: Consistent improvement from 6.2 to 8.0
b) Policy Retention Rate: Steady growth from 78% to 87%
c) Convenience Factor Score: Progressive enhancement from 6.8 to 8.4

2)Technology Adoption Analysis
Emerging Technology Integration:
« |loT Integration: Significant expansion from 3% to 40%
« Big Data Analytics: Substantial growth from 20% to 82%
Correlation Analysis
Strong Positive Correlations:
« Digital Literacy Score vs Adoption Rates (r = 0.94)
e Market Size vs Digital Adoption (r = 0.91)
o Customer Satisfaction vs Technology Implementation (r = 0.88)

e Urban Penetration vs Mobile App Usage (r = 0.93)

Moderate Correlations:
o Fear-Driven Purchases vs Market Growth (r = 0.67)

e Technology Investment vs Customer Retention (r = 0.72)
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« Digital Literacy Score increased from 5.2 to 8.3 (2019-2025).

e Customer Satisfaction Score improved from 6.2 to 8.0.

e Policy Retention Rate rose from 78% to 87%.
e AI/ML Implementation grew by 1000%, and Cybersecurity Investment increased
by 692%.

7. LIMITATIONS:
« Reliance on existing data may limit the ability to capture real-time consumer sentiment.

« Variability in data formats and definitions across sources may affect consistency.
o Lack of control over data quality and completeness.

8. RESULTS:
Health insurance Gross Written Premium (GWP) reveals a major and quantifiable change

in the Indian health insurance market from 2020 to 2025. Projected to increase at a Compound
Annual Growth Rate (CAGR) of 20.9%, reflecting a robust post-pandemic rise in demand, was
USD 15.06 billion in 2024. This expansion is reflected in digital adoption, which has grown
by more than 40% recently and 70% of customers now favor digital interactions. Moreover,
technology adoption has progressed significantly, with AI/ML application showing a.
Importantly, senior digital acceptance over the period has transcended conventional age limits.
These patterns support a significant positive link between digital literacy and adoption rates (r
= 0.94), therefore showing that the expansion of the market is fundamentally related to
Technological investment as well as consumer readiness.

9. CONCLUSIONS:
The health insurance sector in urban India is changing significantly due to greater health

awareness after the pandemic and quick digital progress. Consumers are moving from
traditional agent-led sales to digital purchasing, focusing on convenience and
personalisation. Private insurers are gaining trust with effective data usage and high claim
settlement ratios, challenging public sector credibility. While people are willing to share data
for tailored products, they still have privacy concerns and desire some human interaction. This
situation shows a positive trend in adopting advanced technologies and highlights the need for
a balanced "phygital™ approach that blends digital ease with human support. Insurers must
continually use technology to build and maintain trust and create a more customer-focused
experience.

The findings suggest that policymakers need to promote digital literacy among older people
to ensure they can access digital health insurance services fairly. The research shows a change
in consumer behavior toward digital platforms and telemedicine in urban India but lacks

specific policy ideas for boosting digital literacy for older populations. It highlights the
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importance of continued investment in technology and adapting business models to create

smooth digital experiences. Additionally, there is a call for more research on regional and

demographic differences to help ensure equitable access as digital adoption increases.
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