‘Shiftin product mixwill continue in FY26’

AMIT JHINGRAN, managing director and chief executive officer of SBI Life Insurance,
spoke about the reducing dependence on unit-linked insurance plans (Ulips) and
growth strategy for the current financial year, in an interview with Aathira Varier

in Mumbai. Edited excerpts:

‘Why was premium income growth
mutedinFy25?

The company grew around 13 per
centonanindividualannual
premium equivalent (APE) basis.
Total APE wassomewhat

muted because of lower
contribution from the group

fund. We consciously did
notgolooking foritaswe

found the ratesbeing offered
intheindustrytobe margin
negative forus. In the coming year
also, wewill be growingaround 14 per
centonanindividual APE basisand
12-13 per cent on atotal APE basis.
Forfinancial year FY25, we always
hadatarget toshiftthe product mix
towards non-Ulip productsbased on
assessment of the customer’s

l "OUR EFFORTS PAID OFF IN THE LAST QUARTER. THE SHARE OF
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financial needs. Our efforts paid off
inthelast quarter, and the share of
Ulips came down much below 60 per
centin Q4FY25. Thiswas
accompanied by good growth in our
traditional products. We
launched four productsinthe
traditional segment.
Increased focus on
traditional productsand
volatility in the equity
marketsplayedarolein
lowering the contribution of Ulipsin
totalsales.

The company has achieved the
value of new business (VNB) margin
target for the year. How doyou see
your margins in FY26?

Our VNB marginin Q4 was30.5 per
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cent. Itis very strongand this was
drivenbyimprovementinthe
product mix. Weended the financial
year (FY25)with 27.8 per cent which
was inlinewith our guidance. For
theupcomingyear (FY26) also, we
stickto the same range of around 27—
28 percent.

Why did the bancassurance
channel’s share declineinthe
distribution mix?

The bancassurance for the company
hastraditionally been very strong
and we have scope forimproving
the penetration. So, we will
continue towork. Butatthe
sametime, wealsoseealotof
opportunities onthe agency

side. We started adrive called
Agency2.0atthestartof April

last financial year (FY25) and
thatresulted ina very healthy
annual growth of 23 per centinthe
agency channel. Going

forward, this drive will continue.
Agency isexpected togrow nearly 25
per centin FY26. This year, onagross
basis, weadded almost 97,000
agents. There werea few attritions
also—agents who were not
providing the minimum business

requi 1itwered i i

Amidincreased focus on agency,
how doyousee the growthinthe
bancassurance channel?
The company’s bancassurance
channelshare in the overall industry
is29percent.InFY25,the
growthinbancawas 9 per
centand hasbeen
growingatathree-year
compound annual
growthrate (CAGR) of
10-12 per cent. We are
targetingalow-
doubledigitgrowth

inthebancachannel nextyear.

Going forward, whatis the ideal
mixyouarelookingat?

Anideal product mixdependson the
strengths of the company and how it
catersto the needs of customers. In
our company, wesaw that Ulips had
alargeshareand inordertodiversify
the product mix, we tried toimprove
theshare of other segments. We
believe that the shift in product
mixwill continuein FY26 and we
should beable to maintain the Ulip
contributionataround 65 per cent
and 35 per cent for traditional
products.

InFY26,amid the possibility
of further interest rate cuts,
areyou expecting any rate
revisionin guaranteed

products?

For guaranteed products, we will
definitelykeepaneyeonthe
movement and interest rates. As of
now, weare not tweaking internal
rateofreturn (IRR), but thereisa
sharpeyeontheinterestrate
movement. Depending on howany
further rate cut pans out, we will
definitely be revisiting the rates.



