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Marketing in insuranceis a set of measures aimed at the formation and continuous improvement of the insurer's activity, namely:
a) development of competitive insurance products (services) for specific categories of consumers (policyholders);
b) implementation of rational forms of sale of these products with proper service and advertising;
c) collection and analysis of information on the effectiveness of the insurer's activity. [1]
Insurance is a specific niche of services. This is due to the fact that potential clients often do not understand the specifics of insurance, the available range of insurance services. In addition, not all consumers are aware of the importance of life and property insurance. This eliminates spontaneous decisions to purchase insurance.
The peculiarity of insurance services is that they change the state of the client, giving him a sense of protection from dangers and providing confidence in the future. In addition, insurance relations (except mandatory) are built on mutual consent and on a voluntary basis, when the insured consciously pays money for insurance services. 
But insurance companies are also interested in forming demand, promoting their services, attracting consumers, and creating a positive image.
In a general sense, the goal of insurance marketing is to increase the number of consumers of insurance services by achieving the maximum possible degree of satisfaction of their needs due to the introduction of new and changes to existing insurance products.
There are four main goals of marketing in insurance:
1) maximization of consumption;
2) maximizing the degree of consumer satisfaction;
3) maximum expansion of consumer choice;
4) improving the quality of human life in all spheres.
Insurance marketing functions include:
1) analytical - consists in collection, processing, analysis, systematization of marketing information;
2) production - implemented in the creation of new and development of existing services in accordance with changes in the needs of policyholders and the market;
3) sales (sales function) – is expressed in the organization of the work of sales channels of insurance services and the system of marketing communications;
4) management function (control) – is embodied in the implementation of strategic and operational planning in the insurance company, ensuring marketing control (feedback, situational analysis), information provision of marketing management.
The «4Р» marketing complex in insurance also has its own specifics.
A product is an insurance service. The peculiarities of such a product are that the consumer's awareness of the problem in insurance protection is either weakly expressed or absent. At that time, the insurance service has a high degree of utility for consumers (all or individually selected insurance segments). Therefore, the main task of the insurance company - the seller of the service - is to show customers its product, to explain to the insured what he is paying for.
Price is the amount of money that consumers must pay to receive an insurance service. An insurance company considers its insurance products according to the level of profitability or the degree of participation in the formation of profit. The main tasks of the process of marketing pricing in insurance: 1) ensuring a positive balance from the commercial activity of the insurance company; 2) balancing supply and demand in the market of insurance services.
Place, distribution — a network of organizations and private individuals that perform all the necessary marketing actions when promoting an insurance product from the insurer to the insured (direct sales, insurance intermediaries, «non-insurance» intermediaries).
Promotion — the company's activity of informing consumers about the advantages of its insurance service and convincing them of the need to purchase it: public relations, advertising, exhibitions, personal selling, sales promotion, PR, direct sales method, etc.
Marketing in insurance is focused on achieving high quantitative, qualitative and social indicators of the insurance company's activity, which are the number of contracts concluded, the amount of profit, the share of the insurance field covered by the insurer, the amount of contributions and the number of contracts per employee, the degree of satisfaction of customer requests for volume, structure and quality of services provided by the insurance company, as well as the insurer's ability to ensure the preservation of confidential information. [2, p. 167]
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