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Abstract. The results of the study conducted by the authors show a low level of insurance culture in Moscow, a
high level of fraud by unscrupulous market participants, imposition of insurance products on customers, a low level of
profitability on accumulative insurance and investment insurance programs, which leads to a low level of consumer
trust in insurance products. These problems mentioned above allow us to talk about negative image of insurance
companies and high reputational risks. At the same time, existing studies prove a stable relationship between reputation
and image management and gaining client’s trust, which as a result, affects the profitability of insurers. Regional
features cause significant differences in the degree of development of insurance market in the Russian Federation. In
this regard, it seems relevant to develop a comprehensive indicator that could characterize dynamics of shaping a
positive image of the insurance industry, as well as its comparative intercountry and interregional position. The authors
propose a methodology for the calculation of the index aimed at image assessment of the insurance industry, which
takes into account dynamics of voluntary insurance market, competition, market concentration, consumer loyalty
index, as well as level of digitalization of the insurance market in the region. The results of the assessment of insurance
market index of the Russian Federation for 2020 made it possible to conclude that image of the insurance industry in the
eyes of consumers is not high. Gradual development of positive image of insurance market is possible through focused
campaigns aimed at youth, stimulation of the use of digital channels and services, financial literacy improvement and
financial culture development.
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AnHoTanus. Pe3ynbsTaTsl MPOBEISHHOT0 aBTOPaMU UCCIIENOBAHMS IEMOHCTPUPYIOT HU3KUH YPOBEHB KYJIBTYPHI CTPa-
XOBaHHUA B MOCKBE U JIOXOJHOCTH 10 HAKOITUTEIBHO-CTPAXOBbIM M HHBECTHIIMOHHBIM IIPOTPaMMaM, B TO e BpeMs HaOJIt0-
JTAIOTCS BBICOKUI YPOBEHb MOIIICHHUYECTBA CO CTOPOHBI HEIOOPOCOBECTHBIX YYaCTHUKOB PHIHKA, HABSI3bIBAHUE CTPAXOBBIX
MIPOIYKTOB KIIMEHTaM, YTO 00YCIIOBIIMBACT HEJIOBEpUE OTPEOUTENEH CTPaxOBBIX POAYKTOR. [lepeunciieHHbIe TpooIeMbl
MTO3BOJISIFOT TOBOPUTH 00 OTPHUIATEIIFHOM UMHJIKE CTPAXOBBIX KOMITAHHMIA M BBICOKUX PEIyTAIlOHHBIX pHCKaX. [Ipu 3ToM
CYIIECTBYIOIIUE UCCIEA0BaHUSA IOKA3bIBAIOT YCTOMYHMBYIO B3aUMOCBS3h MEX]Y YIIPABIECHUEM peIyTaluei, UMUHKEM U
3aBOEBAHUEM JIOBEPHS KJIMEHTA, YTO B UTOTE OTPAXKACTCSI Ha MPUOBLILHOCTH CTPAXOBIIMKOB. PernoHaabHbIC 0COOCHHOCTH
00yCJIOBIIMBAIOT 3HAYUTEIILHBIC PA3JIUYUUSA B CTEIICHU Pa3BUTOCTH CETMEHTOB CTPaXOBOTO PhIHKA Ha Tepputopun Poccuiic-
xoii deneparuu. B CBSI3U € 3TUM MPEACTABISICTCS aKTyalIbHOHM pa3pa00TKa KOMILICKCHOTO TIOKa3aTeNsl, XapaKTePH3YIOIIETO
JMUHAMHUKY Tporiecca (OpMHUPOBAHHUS TO3UTUBHOIO UMHUJIXKA CTPAXOBOI0 CEKTOPa, a TAKKE €r0 CPABHUTEIIbHYIO MEXKCTpa-
HOBYIO Y MEXPETHOHAIBHYIO MO3ULIMU. ABTODPHI MIPEAIAraloT METOJIMKY pacueTa WHAEKCa OIIEHKH UMHJIKa CTPaAXOBOTO
CEKTOpa, KOTOPHIN YUUTHIBACT AUHAMUKY PHIHKA JTOOPOBOIBHOIO CTPaXOBaHUS, HATMINE KOHKYPEHIIMH, YPOBEHB KOHIICH-
TpaIMK PHIHKA, HHICKC JIOITLHOCTH ITOTPEOHTEIIEH, a TaKKe YPOBCHB U(DPOBHU3AIMU CTPAXOBOTO PhIHKA perHOHa. Pe3yib-
TaThl OLIEHKU UHJIEKca ISl CTpaxoBoro peiHka Poccuiickoit @enepaimu 3a 2020 T. O3BOIMIN CAeNaTh BEIBOJ] O HEBLICOKOM
YPOBHE UMHJ[KA CTPAXOBOT0O CEKTOpa B I1a3ax morpeduteneil. [locTeneHHOe pa3BUTHE TO3UTHBHOIO UMHIIKA CTPAXOBOTO
PBIHKA BO3MOKHO Yepe3 C(hOKYCHPOBAHHBIC aKIIUU, OPUCHTUPOBAHHBIC Ha MOJIONCKHYIO ayTUTOPHIO, Yepe3 CTUMYITUPO-
BaHHE MCIIOIh30BAHMU I (PPOBHIX KAHAJIOB U CEPBUCOB, YePe3 MOBBIIICHNE (PHHAHCOBOW IPaMOTHOCTH U Pa3BUTHE (PUHAH-
COBOH KYJBTYpBI.

KiroueBble cjioBa: CTpaxoBaHUE, CTPAXOBOH PBIHOK, peTHOHATbHAS M depeHImaliis, ToBeprue IoTpeOuTeeH, pe-
THOHAJIbHBIE CTPAXOBBIEC PHIHKH, CTPAXOBbIe KOMIIAHWH, PEITYTAIMOHHBIE PUCKH, CTPAXOBbIE MPOAYKTHI, UMUK CTPAXOBBIX
KOMIIaHUM, KOHKYPEHIIHS Ha CTPaXxOBOM PBIHKE, KYJIbTypa CTPaXOBaHUSI.

Hutuposanmne. Jlapuna O. 1., Mopeokenkora H. B., Pssoosa 1. A., 2022. PernonanbHas nuddepeHImarys CTpaxoBo-
ro peiHKa Poccuu 1 oBepue norpedureneii / Pernonanshas skoHomuka. FOr Poceun. T. 10, Ne 2. C. 40-48. (Ha aHr. s13.).
DOI: https://doi.org/10.15688/re.volsu.2022.2.4

Introduction

The development of the market, both regional
and national, depends on consumer trust in financial
institutions. Image is an elaborately shaped reputation.
This topic is of current importance for many
companies and even markets, especially in the finance
industry since a positive image contributes to the
customers’ loyalty and increases their use of
products. Thus, the Russian insurance entity is one
of those preoccupied with building a positive image
in the potential customers’ eyes. A set of studies show
that nearly half of the Russian citizens do not trust
the insurance companies. Despite certain positive
dynamics of the insurance industry in Russia in the
recent years which results in the increase of voluntary
classes of insurance, such a high percentage of
mistrust indicates a potential capacity for growth and,
consequently, further improvement of the image of
the insurance industry proves to be possible.
However, this process must be planned, guided and
coordinated gradually. In order to control it and
evaluate the grade of the progress, it is reasonable to

use a quantitative indicator that would characterize
comparative position between individual regions (and
even countries). Therefore, the aim of this article is
the development of an index of evaluation of the
insurance industry image — an integrated index
characterizing the attitude of the current and potential
customers to the insurance industry, which will make
it possible to make an interregional comparison, as
well as the development of recommendations on
improvement of the insurance image in Russia.

Methodology

Image building is aimed at entrenching a range
of desirable features in the minds of the customers
and public shaping both typical traits of the image
and positive associations and emotions that have at
the same time a persistent impact on a potential client.
Image building is influenced by both the subject’s
current activity and the accumulated experience of
its interaction with the customer.

Therefore, the level of trust formed in the
Russian society towards the insurers is the result of
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the accumulated experience as well. At the same
time, the authors’ research (conducted randomly in
Moscow via questioning in metro and by email)
showed that every third person believes that they
have nothing to insure. It should be noted that the
revealed problems and negative factors, on the one
hand, characterize the image in place and, on the
other hand, are an opportunity for qualitative growth
of the industry: fake insurance certificates on the
market, incorrect way of selling products (including
allegedly voluntary regime and complicated
wording), long procedure of claim payments,
cumulative bonus and investment programs show
cases of negative income.

As stated above, the authors’ research was
conducted randomly in Moscow through questioning.
To get unbiased results, the survey was conducted
among people over 18 years old. The number of
people surveyed was 130 people (it was a
representative selection based as well on the age
structure of the population). The following results of
the survey should be noted: active users (i.e. people
buying insurance products on their own and upon their
own initiative) are 39.4%, while 60.6% of the
surveyed never used voluntarily any product of
insurance companies. Concurrently, the reasons for
this situation are important: 36.4% of the surveyed
believe that they have nothing to insure, 15.9% think
there is no need in insuring something, 9.1% believe
that insurance costs a lot, while 6.8% do not trust the
insurance companies.

Therefore, the majority of people link the
insurance products directly with their level of financial
security. Another significant part of citizens does not
consider it necessary to insure property, life, health,
i.e. there is no “culture” of insurance or ideas about
advantages and benefits of the insurance products.
Besides, other people think that insurance is
expensive and unreasonable due to some incidents
that arise in the course of insurance process, due to
paperwork and long queues. Some of the surveyed
express mistrust towards the insurers.

Along with that, the results received are quite
unbiased. For instance, in the recent years, the number
of frauds by the insurance companies have grown
which, undoubtedly, spoils the image of the whole
insurance market of Russia. One of the illustrative
examples of fraud is the situation with “Rosenergo”
company that was deprived of its licenses at the end
of 2020. Nevertheless, such a decision of the
regulator did not affect the company, and
“Rosenergo” continued selling insurance certificates.
The receivers that put in action the company’s closing

found out 8.6 thousand forms of insurance certificate
missing only in late March 2021. Thus, the market
received around nine thousand fake certificates, which
will definitely undermine the customers’ perception
given that frauds have a long-term aftermath of the
customers’ mistrust.

Further analysis of the survey results shows
that 57.6% of the surveyed encountered unknown
insurance terms or insurance conditions, and 68.1%
of people suffer difficulties in understanding key
insurance definitions. These results prove what
was revealed above regarding low financial culture
of insurance and highlight that the population need
to be informed about key notions, products and
conditions of insurance. For this purpose, all the
information about insurance shall be stocked in
several key resources or even in one, and it shall
be clear for understanding, presented in a short
concise way.

The analysis of product classes shows that 3%
of the surveyed use voluntary medical insurance
more than once a year, 54.6% of the surveyed —
once a year, 6.1% — once every five years. The
majority (39.4%) of customers have neutral
impression about medical insurance while only
15.2% — positive. The main reasons for positive
impression are confidence, tranquility in case of
unforeseen circumstances, no difficulties in getting
necessary medical assistance. Besides, there are
people unsatisfied with this type of insurance product —
3%. The reason for their dissatisfaction was a refusal
to fulfill the duties and difficulties in getting an
insurance benefit.

The analysis of products of voluntary property
damage insurance shows that only 24% of the
surveyed used it. No negative impressions about this
type of product were noted, neutral impressions —
21.2%, and positive impressions are only 3%. These
data let us conclude that there were no refusals by
the insurance companies to fulfill their duties and there
were insurance cases that created satisfaction with
this service while neutral impression means lack of
insurance adjustment.

With the aim of studying possible improvement
of public attitude and of the image of insurance
industry in the customers’ eyes, the internal and
external factors were analyzed that influence the
area. Thus, a significant external factor that have
impact on the citizens’ attitude to insurance is the
quality of regulation and the contents of the legal basis
that concerns the activities of all the participants of
the insurance market. The customers believe that
unstable economy, low level of income along with
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the lack of financial knowledge are the main obstacles
for higher interest in the insurance products.

Regarding the analysis of the internal factors
that influence the citizens’ trust in the insurance
companies, the surveyed named the following: 1) long
presence in the insurance market; 2) a big share in
the insurance market; 3) good business reputation;
4) more than 50% of state participation in the
registered capital; 5) financial stability; 6) attitude of
the insurance company to the clients, no frauds;
7) beneficial proposals (insurance products);
8) recommended by relatives, close friends or
colleagues; 9) recommended by public figures:
celebrities, businessmen, politicians who use the
service of the insurance company; 10) big legal
entities use insurance services of the company.

These results can be ranged as follows: 1) the
company has solid business reputation (17.7% of the
surveyed); 2) correct approach to the clients, lack of
fraud and financial stability of the insurance company
(15.6%); 3) the company exists in the insurance
market for a long period (12.8%). This result is very
important for this study since it proves the idea that
the main factor that influences a positive image of a
financial company is a customer’s positive personal
experience.

The significant factor is that a bit more than a
half of the surveyed believe that trust in the insurance
companies shall grow within 2021 but a significant
part of the surveyed (about 40%) think that, on the
contrary, trust will decrease.

Moreover, in the framework of the study the
following questions were presented with the aim to
define activities that could improve the image of the
insurance industry.

Question 1. Would you start using insurance
products more often if:

1) the prices went lower for various types of
insurance;

2) there were more beneficial offers;

3) there were possibilities to get insurance
through state web-sites;

4) the insurance procedure took only 5—10 minutes
by being online service, all the documents were
downloaded automatically in your personal account and
were sent to your personal email address;

5) public persons narrated their positive
experience of interaction with various insurance
companies.

Question 2. Would it be more comfortable for
you to insure property, health, etc., in the general
insurance system where you could use an insurance
company, study all the necessary information about

the services in detail, read comments, talk online with
a consultant, introduce your own suggestions on
improvement of the insurance process?

1) Yes, it would be comfortable;

2) No, I think it is easier and faster to do in the
office;

3) More likely yes than no;

4) More likely no than yes.

The analysis of the answers to Question 1
shows as follows: 51.5% believe the most important
thing is beneficial offers; 48.5% point at the
importance of the factor “the insurance procedure
took only 5—10 minutes thanks to online service, all
the documents were downloaded automatically in your
personal account and were sent to your personal email
address”; 42% consider it important to lower the
prices for various types of insurance services; 21%
think it is necessary to connect insurance to the state
web-sites; only 3% consider advertisement campaign
(public figures narrated about their positive
experience) important. With reference to
development of the general digital system of insurance
products (Question 2), it should be noted that 70% of
the surveyed supported the idea.

Therefore, based on the analysis of the results
received, the following conclusions can be made due
to frauds in the insurance industry, a negative
experience is getting shaped, which is a serious barrier
for the industry growth. The following activities are
important for image improvement: development of
beneficial offers, campaigns and bonuses for a certain
segment of the target audience; optimization of
business processes in order to reduce time spent by
the customer; development of digital innovative
products and services.

Discussion

A range of studies are dedicated to the issue
of factors that have impact on development of a
positive image of the insurance companies. For
instance, data mining helped to establish the fact
that awareness of the reputational risk (which
represents a category including not only image
components but respect of compliance
requirements) in the US and European banking and
insurance industries, stated in the annual report, has
grown in the last five years and has become more
important compared to other risks. Moreover, it was
revealed that larger companies and companies located
in Europe with higher awareness of their reputation
more often introduce the program of reputational risk
management [Heidinger, Gatzert, 2018].
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Thus, deregulation on the Japanese insurance
market led to the fact that the client’s choice became
a determining factor when choosing an insurer. The
company’s reputation plays a crucial role in this choice,
and reputation and image management depends on
earning the trust of each client. Insurance companies
are expanding the scope and types of insurance
activities to enhance the functionality of insurance
products in the hope that this initiative will help to
improve their reputation [Ishihara, 2006].

The empirical analysis of interconnection
between the corporative reputation and financial data
of insurance companies stated that the defining
factors that have impact on their corporative
reputation are financial stability and quality of
services. Moreover, corporate reputation has a
significant positive impact on profit margin, helps to
open new businesses and to reach higher return on
investment. Additionally, a stable reputation defines
the company’s profitability in terms of the market
competition [Chen, 2016].

The study of the insurance market dynamics
shows no less interesting results analyzing the facts
when insurance companies can unreasonably refuse
to satisfy the policyholders’ requirements. Such
“unfair” behavior can increase the current returns
but it also leads to a risk of losing returns in the future
due to a bad reputation. In addition, policyholders can
improve the discipline of insurers by using an opinion-
based and image-based strategy for buying a policy
[Siemering, 2021].

A strong link was found between insurance
companies’ acceptance of reputational risks and the
cultural characteristics of insurance companies, such
as individualism, uncertainty avoidance and the “power
distance index” [ Gaganis, Hasan, Papadimitri, Tasiou,
2019]. In addition, it was proved that all the aspects of
globalization (economic, political and social) have a
positive impact on popularity of insurance [Olasehinde-
Williams, Balcilar, 2020].

Distribution channels also influence the
corporate reputation and profitability of insurance
companies. Empirical results of a study of insurance
in Taiwan show that lack of marketing and
underdevelopment of digital channels have a negative
impact on the reputation of an insurer. Digital
channels reduce business costs and therefore increase
profitability of the insurer. The study also found a
positive and consistent relationship between corporate
reputation and profitability. The impact of digital
channels on quality of service, corporate reputation
and profitability increases as the market develops
[Chen, 2019].

The prospects for the use of digital technologies
in insurance and their impact on the development of
the insurance market in Russia were also considered
by the authors of this article earlier, the risks
associated with this process were identified and
analyzed [Larina, Moryzhenkova, Kukanova, 2020].

Thus, the review of publications shows the
relevance, and at the same time, the uniqueness of
this study since this issue has not been touched upon
in the works of scientists and has not yet been
formed. Due to high interest in the issue of managing
the image and reputation of insurance companies, it
seems relevant to develop a comprehensive index
characterizing the dynamics of the process of building
a positive image of the insurance industry as well as
its comparative intercountry position.

Results

The issue of improvement of the insurance
industry image requires an integrated control index
to characterize the trend. The authors’ “index of
evaluation of insurance industry image, (/ii)” can

serve as such. It is calculated by formula 1:
lii=D+Cl+C2+L+S§, )

where the index incudes the following components:

1) D: Dynamics of the voluntary insurance
market (growth = 1, no growth = 0, reduction = -1),

2) C1: Competition (competition= 1, oligopoly =0,
monopoly =—1),

3) C2: Concentration of the market (low
concentrated = 1, medium level of concentration = 0,
highly concentrated = —1),

4) L: Index of customer loyalty (positive = 1;
equal to 0 = 0; negative = —1),

5) S1: unified digital service with a possibility to choose
products (digital service = 1, no digital service = 0).

Thus, the maximum value of index can be equal
to 5, and the minimum —4.

The authors evaluated the index (/ii) for the
Russian insurance market upon the results of 2020
(there are no data for 2021 at the moment of writing
this article). Thus, the number of insurance companies
in the industry has been decreasing recently. This
trend can be seen in all sectors of the financial market
due to a series of reasons: regulator’s policy aimed
at recovery of the financial area, complicated
macroeconomic conditions, internal processes of the
financial area — application of digital technologies will
cause considerable costs which is often above the
strengths of minor market players.
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Moreover, given the results above, big players,
according to the population, are the most reliable ones.
At the same time, the state participation increases
the image of reliability of a subject of the financial
market. Despite the COVID-19 pandemics the
insurance market of Russia in 2020 grew by 4.1%:
insurance bonuses exceeded 1.5 trillion rubles, while
the quarter dynamics was not uniform because of
high volatility of the economic activity. In the second
quarter of 2020 with more rigid restrictive measures,
temporary reduction of the accumulated bonuses
could be seen. However, already in the third quarter,
as long as restrictive measures got cancelled, the
insurance market almost returned to the pre-
coronavirus levels [The Bank of Russia. Review of
key ..., 2020]. Therefore, the value of D = 1.

Analyzing competition on the Russian insurance
market it should be noticed that this index features a
possibility of choice of products and companies by the
customer. There can be both price and non-price
competition. Price competition can be manifested in a
lower insurance rate. The other type of competition —
non-price — means competition for customers and
development of loyalty programs based on quality
characteristics of the product, i.e. use of non-price
components.

Using Herfindahl — Hirschman formula (2), it
is possible to evaluate the competition on the market
with data (where S is market shares of biggest
certain insurance companies of Russia, formula (3)
[Diane et al., 2008]:

Inn=82+8+..+8? @)

Inn=232>+ 11,77+ 11,1*’+ 7,62+ 7,00+ 6,2* +
+6,12+4,8°+2,4°+ 1,4°=1011,51 3

Since 1000 < 1800 < 2000, the type of
competition in the Russian insurance industry is
oligopoly. Therefore, C1 = 0.

Moreover, we evaluated the concentration
index C2 that characterizes the market share of the
biggest participants. The shares of five biggest
insurance companies in the general structure of the
insurance industry of the Russian Federation at the
beginning of 2021 are 60.6%. At the same time, the
share of the biggest Russian player — “SOGAZ” is
about 23% while the share of the players next to it is
twice lower (about 11%). Therefore, at the present
moment the Russian insurance industry is quite
concentrated, and a current trend of reduction of the
number of companies leads to further growth of
concentration which should be considered in the

analysis of stability of the insurance industry since
problems of the significant players can influence the
work of the whole market.

The authors calculated the concentration
coefficient by the formula 4:

Ce=S1+S2+83+54=
=232+11,7+11,1 +7,6=53,6%. @)

Based on the results we can define the market as
moderately concentrated. Therefore, C2 = 0.

What comes to the customers loyalty, the main
customers on the market of insurance services are
individuals and legal entities. Individuals often change
insurance companies for those who offer more
beneficial terms. Legal entities, in particular, big
clients, are more conservative. The following facts
should be noted: organizations use services of those
insurance companies that are the first to offer
beneficial forms of interaction, it means that it is
necessary to go out in the market and search for the
clients, offer them interesting forms of interaction;
the majority of legal entities appreciate the current
relations thus, the marketing of partnership has a
priority; the most important criteria of choice is not
price but trust in the insurance company, when
searching for necessary insurance products, the most
important thing is a recommendation of friends or
contractors.

Analyzing the products of the insurance
companies for legal entities the authors would like to
point out the following: the most popular type is
voluntary medical insurance; the second place in
popularity is property insurance; construction all risks
are in the third place; and international travel insurance
is on the fourth. Thus, inclination and interest of the
companies to those insurance products that
correspond with their professional area can be seen.
Along with that, a relatively “voluntary” basis of some
insurance products should be noted since the client
is quite often deprived of choice or gets significantly
worse financial conditions for other products that go
alongside with an insurance product in question if
not purchased [Kotler, Armstrong, 2020].

For individuals, the following products are
popular: 1) personal insurance is a little more than
half of total sales (52%); 2) inside personal insurance
voluntary medical insurance and voluntary accident
and illness insurance, in total, have a share of 28%;
3) personal insurance includes life insurance
(including investment life insurance) that amounts to
a share of 24%; 4) another interesting fact: vehicle
insurance (compulsory civil liability insurance of
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owners of motor vehicles and voluntary insurance
of motor vehicles) in total has one fourth of the
insurance product market in Russia; 5) property
insurance for individuals (apartments and houses)
has a share of about 4% [The Bank of Russia.
Review of key ... , 2020].

The authors’ research (see the results of the
survey above) allows to evaluate the index of
customers loyalty as positive since the number of
satisfied customers was higher than those unsatisfied.
Therefore, index L = 1.

Considering that 2020 was a difficult year for
the economy, customers and insurance industry itself,
negative crisis factors had a positive impact on further
development, in particular, the development of remote
channels of service and digitalization of all processes.
While the citizens could not visit the offices, remote
services became necessary which changed business
processes of the insurance companies. Mobile
applications started to offer the options of not only
buying a certificate but pre-insurance inspection of
the property to be insured. The companies started to
apply services of remote claim settlement with no
need to go to the office. Services in the medical
sphere began to grow actively — telemedicine and
accompanying insurance products began to appear.
Various digital financial platforms were created,
which offered a possibility to choose insurance
products, however, there is still no unified centralized
portal reliable for the customers, there are cases of
frauds and fake certificates. Therefore, index S = 0.

Summing up, the general index (/ii) of the
insurance industry in Russia in 2020 has the value of 2.
To make a conclusion, the general situation on the
Russian insurance market is quite complicated, there
are factors that bring in instability and obstacle further
development of the customers’ positive attitude though
in 2019-2020 there was a market growth. Attention
should be paid to the problems of insurance of
individuals: the insurance products on a voluntary
basis are not so popular, there is a higher demand on
products aimed at additional financial benefits, the
main part of the products are designed to cover the
health risks.

Conclusion

Therefore, development of positive image of
the insurance industry is possible. However, this
process shall progress, be guided and coordinated
gradually. The analysis shows that the current level
of trust in the insurance companies can grow which
will have a positive impact on the whole industry.

Along with that, coherent and gradual work is
required in order to increase trust and to build a
positive image of the insurance companies. The
current level of trust in the insurers that express the
Russian society is the result, among other things, of
the accumulated experience. The authors would like
to note the revealed troublesome and negative factors
that, on the one hand, characterize the image in place
and, on the other hand, represent prospects for
qualitative development of the industry: fake insurance
certificates on the market, incorrect way of selling
products (including allegedly voluntary regime and
complicated wording), long procedure of claim
payments, cumulative bonus and investment programs
show cases of negative income.

Along with that, there is a positive experience
that is being gradually shaped among the customers.
The significant problem is a low financial culture and
lack of traditions in the use of insurance together
with low financial security of the majority of the
population. The authors’ research allowed to reveal
not only the current problems that reflect an unbiased
attitude and the customers’ mistrust but prospective
activities designed to develop a positive image of
insurance in Russia. Thus, the low level of income of
the majority of the population is the primary cause of
low demand on the financial insurance products.

Various approaches should be applied to
stimulate the use of digital channels and services. To
make the remote channels of insurance services
available is an important task which will allow to
create digital environment without barriers and to
reduce the costs significantly. Digital financial
technologies help to improve the citizens’ quality of
life, availability and efficiency of financial products
both for population and for business. The main
advantages of such products are improvement of
efficiency (financial processes become easier, faster
and more comfortable) and optimization of service
for clients (minimization of operating costs and higher
comfort for the customers), which will allow to make
the products more budget friendly. Therefore,
digitalization growth will stimulate the citizens to use
insurance products more often. For instance,
introduction of insurance on the web site of the
Government of Moscow can create relationship of
trust in insurance among older people. Along with
that, the digital services become more actively used
if there is economic interest.

As long as image is an eclaborately shaped
reputation, gradual development of a positive image
of the insurance industry is possible. Traditional ways
of active interaction with the customer in order to

46 ISSN 2310-1083. Pernonansuast sxoHomuka. FOr Poccuu. 2022. T. 10. Ne 2



O.U. Jlapuna, H.B. Mopvwioicenxosa, U.A. Psabosa. Pernonanbhas quddepeHimanys ctpaxoBoro peiaka Poccun

conquest the market are reasonable, and for a long-
term plan it would be more reasonable to use focused,
thoroughly planned campaigns that, to a greater
degree, should be addressed to the young audience
that will become the customers of the insurance
products in the near future. The proposals presented
in this work are designed for a long-term period since
image in the financial area is to the fullest extent
linked to trust which, in its turn, gets created in time
through coherent, productive, mutually beneficial
work between the insurers and their clients. On the
basis of the insurance market image assessment
index developed by the authors, it is possible to assess
the dynamics of the development of regional insurance
markets.

NOTE
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Foundation of Basic Research for the support of project
No0.20-010-00346 on the topic “Research of the impact of
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financial market”.
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