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Abstract

This project explores the development of a conversational

chatbot tailored for the intricacies of complex

decision-making within the domain of insurance,

specifically focusing on ICICI Prudential Life Insurance. The

objective is to design a probing chatbot that engages users

in a natural and informative dialogue, aiding them in

navigating the complexities of insurance-related decisions.

To enhance the user experience, the chatbot incorporates

probing techniques, allowing it to delve deeper into user

preferences and requirements. By posing targeted

questions, the chatbot aims to gather comprehensive

information, enabling it to offer more accurate and

customized suggestions. This approach not only

streamlines the decision-making process but also fosters a

sense of user engagement and trust.

ICICI Prudential Life Insurance serves as a practical

application context for this project, allowing the chatbot to

be tailored to the specific nuances and intricacies of the

insurance industry. The collaboration with ICICI Prudential

ensures that the chatbot aligns with industry standards,

compliance requirements, and reflects the company's

commitment to providing personalized

and user-centric services.

The anticipated outcome of this project is a sophisticated

probing chatbot that significantly enhances the efficiency of

decision-making processes for users seeking information

and guidance within the realm of ICICI Prudential Life

Insurance. Additionally, insights gained from this project

can contribute to the broader field of conversational AI,

offering valuable lessons and best practices for designing

chatbots in other complex decision-making domains.
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01 Introduction

Financial illiteracy and underinsurance pose critical

challenges to the financial sustainability and well-being of

families. The insurance market in idea is one such field

where information is asymmetrical.

The probing chatbot developed in the project serves as a

practical solution to enhance insurance literacy by engaging

users in natural and informative dialogues. By addressing

the nuances of complex decision-making within ICICI

Prudential Life Insurance, the chatbot becomes a valuable

tool for middle- class consumers in India. The probing

approach, involving tailored questions and personalized

recommendations, aims to improve users' understanding

of insurance concepts and facilitate more informed

purchasing decisions..

Our study's emphasis on the mediating factors, such as

trust, perceived benefits, and favorable attitudes towards

insurance, aligns with the project's focus on creating a

user-centric and trustworthy chatbot.

As the probing chatbot project and our study converge in

addressing the complexities of insurance decisions, the

combined insights can offer a holistic approach to

improving financial literacy, promoting insurance

understanding, and encouraging individuals to make

informed choices for their financial security and well-being.

01.a Overview

The project aims to explore the capabilities of chatbots in

scaffolding human cognition during complex

decision-making tasks, an area that remains largely

unexplored. While existing conversational designs for

chatbots are primarily utilized for customer service, such as

answering FAQs, or as consumer products like Alexa, their

potential to facilitate deeper cognitive engagement is

underutilized. This research seeks to investigate how a

chatbot can be designed to prompt users to reflect on their

decisions, guiding them through tasks in a way that

enhances their self-awareness and decision-making



process. Through this interaction, the chatbot will not just

assist but also challenge and support users in navigating

more complex cognitive tasks.

01.b Domain

Buying life insurance is often perceived as a complex and

daunting task, particularly due to low financial literacy and

the common reliance on insurance agents for

decision-making. In India, despite the critical role life

insurance plays in enhancing financial well-being, the

market suffers from low penetration rates compared to

many other countries. This is a significant issue, as it

suggests that many people are not adequately protected.

The solution lies in empowering consumers by making

them aware of the important factors and personal biases

that should be considered when selecting and optimizing

an insurance policy. By educating consumers on these

aspects, they can make more informed decisions that

better align with their financial needs and goals, ultimately

improving the accessibility and effectiveness of life

insurance in India.

01.c User Group

Young adults in India, particularly those aged 22-35 who

have recently started a job or a family, are increasingly

looking into life insurance as they can afford to pay the

premiums. This demographic shift towards a younger

population in India means that these individuals are

expected to earn and invest or save a portion of their

income. Additionally, since purchasing life insurance at an

early age generally results in lower premiums, it is in their

best interest to understand the benefits of life insurance

sooner rather than later. By studying consumer behavior

and motivations behind buying life insurance, this project

aims to promote better financial inclusion by helping young

adults make more informed and strategic choices in

securing their financial future.
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02 Literature Review
02.a Global rise of chatbot popularity

The global rise of chatbot popularity signifies a paradigm

shift in the way businesses and individuals engage with

technology. Chatbots, powered by artificial intelligence (AI)

and natural language processing (NLP), have become

ubiquitous across various industries, transforming

customer interactions and streamlining processes. Several

factors contribute to the widespread adoption and

popularity of chatbots on a global scale

% Enhanced Customer Experience: 

Chatbots offer a 24/7 availability for customer queries,

providing immediate responses and assistance%

% Accessibility Across Platforms: 

Chatbots seamlessly integrate with various communication

channels, including websites, messaging apps, and social

media platforms. This versatility ensures that users can

engage with chatbots through their preferred channels,

making interactions more accessible and convenient%

% Pandemic-Driven Digital Transformation: 

The global COVID-19 pandemic accelerated the digital

transformation across industries, leading to an increased

reliance on online services. Chatbots played a crucial role in

ensuring seamless digital interactions

02.b Insurance and Chatbots

What are insurance chatbots?

Insurance chatbots are AI-powered conversational agents

designed to interact with users in the insurance industry,

offering a range of services and assistance. These chatbots

leverage artificial intelligence (AI), natural language

processing (NLP), and machine learning to understand and

respond to user queries in a human-like manner.

How Chatbots For Insurance Are Being Used In 2023?

Here are the 8 most common use cases.

1. Settling and processing claims

2. Answer queries from existing customers

3. Explore cross-selling opportunities
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4. Provide policy information and answer specific questions

from new customers

5. Act as the first line of contact for agents

6. Help in insurance premium collection

7. Data collection for lead generation

8. Bot to live agent hand-off

Example

1. Aditya Birla Sun Life Insurance has joined forces with

Gupshup, a conversational messaging platform,

offers a complete life insurance experience on

WhatsApp, covering the entire process from

onboarding to policy issuance. The WhatsApp

chatbot facilitates various services, including

generating insurance quotes, making premium

payments, and undergoing underwriting, all in

real-time.

2. SBI General Insurance has introduced a WhatsApp

chatbot, allowing customers to not only buy new

insurance policies but also renew existing ones and

initiate claims directly through WhatsApp.

3. Boing, the chatbot from Bajaj Allianz General, is

actively addressing customer inquiries related to

health and motor insurance. Additionally, the

platform enables users to file claims, obtain

electronic copies of policies, verify policy and claim

statuses, and find the locations of branches,

hospitals, or workshops.

4. ICICI Lombard is using its chatbot MyRA for sale of

policies as well. MyRA offers the capability to

purchase and renew two-wheeler insurance policies.

For more intricate claim- related inquiries, the

system redirects the queries to human agents,

recognizing the complexity of providing responses.

Concurrently, MyRA is now utilized by the insurer to

market certain intricate products, such as fire and

burglary insurance, to small and medium

enterprises.
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Here, in the context of insurance, we see a prevalent

application involving the utilization of conversational

"robo-advisors." These advisors aim to (i) gather

information on users' interests, preferences (e.g., specific

industries), values (including environmental and social

aspects), and risk tolerance, and subsequently (ii) offer

recommendations for suitable financial products, and

investment strategies. For insurance providers, employing

robo-advisors presents the advantage of streamlining

customer onboarding and support processes, enhancing

overall efficiency.

02.c Biases that occur during buying insurance

1. Anchoring Bias: Anchoring bias occurs when

individuals rely too heavily on the first piece of

information they receive. In insurance, this might

happen if an initial quote is perceived as the

standard, leading individuals to base subsequent

decisions and comparisons on that anchor

2. Confirmation Bias: Confirmation bias involves giving

preference to information that confirms pre-existing

beliefs or expectations. When buying insurance,

individuals might selectively focus on information

that aligns with their initial opinions about a

particular policy or provider

3. Overconfidence Bias: Overconfidence bias occurs

when individuals overestimate their own abilities or

knowledge. This bias can lead people to believe they

have a more comprehensive understanding of

insurance terms and conditions than they actually

do, potentially influencing their purchasing decisions

4. Social Proof Bias: Social proof bias involves relying

on the actions or opinions of others in
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decision-making. In the context of insurance,

individuals may be influenced by the choices of their

peers or societal norms rather than conducting an

independent assessment of their own needs

5. Framing Bias: Framing bias occurs when the way

information is presented influences

decision-making. Insurers can inadvertently

influence buyers by framing policy details in a

particular way, emphasizing certain aspects that

may not be the most relevant for the buyer's needs.
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03 ProjectDetails
03.a Objectives

We have three major goals that give rise to our specific

objectives:

1. Understanding Consumer Behavior and

Rationale in Insurance Economic

● Investigate the trade-offs consumers make between

premium costs, deductibles, coverage limits, and

policy features.

● Analyze the role of cognitive biases, risk perception,

and heuristics in shaping insurance purchase

decisions.

● Identify Behavioral Responses to Insurance

incentives and nudges.

2. Current practices in selling Life Insurance in

India

● Examine the traditional sales channels (agents) and

digital methods (Website) to sell Insurance.

● Explore conversation strategies, vocabulary and

elements used in shaping insurance purchase

decisions.

3. Design and Evaluation of a chatbot for buying

Life Insurance

● Design an efficient task completion chatbot by

incorporating conversations that probe complex

thinking as involved in Objective 1 and 2, for users to

select the product best suited for them.

● Assess the chatbot's effectiveness in helping users

make informed decisions through Wizards of OZ

testing.

03.b Scope

Evaluate and design a text based chatbot for the

purchasing of a range of life insurance products offered by

ICICI Prudential Life Insurance, including term insurance,

endowment plans, and ULIPs.
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03.c Assumptions

In this context, it is assumed that consumers have already

selected ICICI as their preferred insurance provider,

whether for its reputation, product offerings, or other

factors. Consequently, the research and design efforts will

be concentrated on enhancing the customer journey

specifically after they have arrived on ICICI's website or

mobile application.

03.d Limitations

This project is not aimed at increasing awareness or

building motivation to purchase life insurance products.

Instead, it operates on the assumption that the target

consumers are already motivated and financially capable of

paying life insurance premiums. The focus is solely on

enhancing the user experience once these consumers have

decided to explore or purchase a policy, ensuring they can

easily navigate through the available options. The design

will address the specific needs of individuals who are ready

to buy, streamlining the process to make it as efficient and

user-friendly as possible.
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04 Primary Research
04.a Preliminary Data collection - Consumers

To understand consumer behavior and rationale in

Insurance, we developed questionnaires to gather insights

from potential users regarding their preferences,

expectations, and pain points in dealing with

insurance-related decisions.

The participants for the interview are split into two groups.

Group 1 are consumers who have some type of life

insurance and can speak on their experience with it. Semi

structured interviews were conducted with them.

Group 2 are consumers who are prospective buyers

looking into getting an Insurance policy but do not have any

prior knowledge about insurance. They were made to call

insurance agents of specified providers and were given a

prompt to follow.

Alongside we also include questions about their comfort

level with conversational interfaces, the specific

information they seek, and their willingness to engage with

a chatbot for insurance-related queries.

Fig : Group 1 Participant details
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04.b Prompts and Interview Questionnaires

Group 1:

1. Prompt 1 (p1, p2, p3) - Pretend to have income

ranging from 6-20 LPA, salaried in private sector, no

critical health issue, opposed to taking add on riders,

calling to enquire about the quotes, open to further

establishment calls.

2. Prompt 2 (p4, p5, p6) - Pretend to have income

ranging from 6-20 LPA, starting or has just started a

business, inclined towards critical illness and similar

riders.

Group 2:

1. Prompt 1- p7 - Wants Term Insurance, Married, with

child. p8 - Wants Endowment Plan, Married, with

child. p9 - Wants ULIP, Married, with child, Medium

risk appetite.

2. Prompt 2 - p10 - Wants Term Insurance, Married.

p11 - Wants Endowment Plan, Married. p12 - Wants

ULIP, Married, High risk appetite.

Fig :Group 2 Participant details
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04.c Questionnaire

1. How frequently do you engage with digital platforms

for insurance-related information.

2. On a scale of 1 to 5, how comfortable are you with

using chatbots or virtual assistants for obtaining

information? (1 being very uncomfortable, 5 being

very comfortable.

3. Have you previously interacted with a chatbot for

insurance-related inquiries? If yes, please share your

general experience. If not, what has been your

hesitation or reason for not doing so?

4. Have you previously interacted with a chatbot for

insurance- related inquiries? If yes, please share

your general experience. If not, what has been your

hesitation or reason for not doing so?

5. What specific information are you most likely to seek

when dealing with insurance-related queries? (Select

all that apply)

● Policy Coverage Detail

● Premium Payment Information

● Investment Advice

● Claim Processing Information

● Risk Assessment

● Other(please specify)

6. In dealing with insurance-related decisions, do you

prefer to receive detailed information or a concise

summary from a chatbot? Why?

7. What factors contribute most to your trust in a

chatbot's recommendations regarding insurance

decisions? (Rank in order of importance, 1 being the

most important)

● Accuracy of information

● Clarity of explanation

● Previous positive experience 2 Speed of response

● Other (please specify)

8. Would you prefer a chatbot that asks probing

questions to better understand your insurance

needs, or a more straightforward,

information-driven interaction? Can you provide

examples of the types of probing questions you

would find intrusive?

11



9. What measures would increase your confidence in

the security and privacy of your information when

using a chatbot for insurance-related interactions?
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05 Insights
05.a Consumer Behavior and Rationale in Insurance

Economics

1. General motives to buy Life Insurance -

The motivations behind purchasing life insurance

are often multifaceted and deeply rooted in the

financial landscape and social security

considerations. In the context of India, where access

to government pension schemes might be limited

for certain segments of the population, life

insurance serves as a pivotal financial instrument,

addressing both risk mitigation and long-term

savings and investment needs.

2. Significant determinants of life insurance

demand -

The demand for life insurance is influenced by a

myriad of factors, and understanding these

determinants is crucial for insurance agents to tailor

their conversations effectively. Several key life

events and personal circumstances play a significant

role in shaping individuals' decisions to purchase life

insurance. Age, starting a new job/income growth,

education, marriage, the birth of a child, occupation

all have a positive impact on purchasing decisions.

3. Navigating through Shifting Conversations -

Insurance agents adeptly shift conversations based

on consumer responses to determinants.

Recognizing the unique circumstances of each client,

insurance agents provide personalized advice based

on determinants. For example, a young professional

may be more interested in policies with investment

components, while a parent may prioritize coverage

for the financial security of their family.

4. Factors affecting the decision-making of the

consumer -

Insurance products can be intricate, involving

various terms, conditions, and coverage nuances.

Consumers find it challenging to grasp the full
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extent of these complexities, leading to a lack of

confidence in making informed decisions

independently. Due to the complexity of insurance

products, they often turn to external sources for

guidance like friends, family members, or colleagues

who have experience with insurance. Additionally,

consumers rely heavily on insurance agents for

explanations and recommendations.

05.b Findings from - Preliminary Data collection Group1

Individuals who maintain a close relationship with

insurance agents often purchase substantial insurance

coverage, viewing it as a highly significant aspect of their

financial planning. For many, the decision to buy life

insurance is influenced more by a sense of loyalty or

obligation to the agent, sometimes treating the purchase as

a favor rather than a fully informed choice. These

consumers tend not to question the insurance options

recommended by their agent, as doing so could be

perceived as doubting the agent's trustworthiness. This

dynamic can lead to a lack of critical evaluation of the

policies being purchased, with the consumer placing

complete trust in the agent's judgment.

Participant Statements

1. “I don’t really know kya insurance dilwaya hai papa

ne but bus 2000 kat ta hai so I don’t think much

about it.”

2. “Knowing the life insurance agent socially since he is

my dad’s friend and wohi dekhta hai yesab, I felt a

social obligation to invest in an insurance policy.”

3. “Tax benefit k liye liya tha sab colleagues mil k, LIC to

mandatory hai and EK aur Max Life ka.”

4. “Life insurance purchase was needed in order to get

some loans/services from ICICI, isiliye sasta sa term

insurance le liya.”

Findings

1. Most consumers do not know much about

insurance.

2. It isn't a product associated with much about

insurance pleasure or enjoyment, so it
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doesn't generate interest, often viewed as a

necessary evil.

3. The decision to buy insurance is not given much

time or consideration.

4. After purchase is made, it’s not given much time or

forgotten about thereafter.

05.c Current practices in selling Life Insurance [Online]

Purchasing Term Life Insurance

Fig : Steps to purchasing a Term Life
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Fig : Steps to purchasing a Term Life
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Purchasing ULIP and Endowment Life Insurance

Fig : Steps to purchasing a ULIP
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06 Task Flow
06.a Insurance decisions

We map the following decisions a user has to take on a task

flow.

1. Coverage Amount

2. Budget and Affordability

3. Coverage Type

4. Coverage Amount

5. Health and Age

6. Policy Riders

7. Insurance Company Reputation

8. Underwriting Process

9. Beneficiary Designation

10. Policy Terms and Conditions

11. Cash Value and Investment Options

12. 12 Policy Duration

13. Policy Flexibility

14. Tax Considerations

15. Comparing Quotes

18



06.b Utterance Farming

Defining a class of utterances with similar semantic

content.

A. Example : Identifying the financial goals and needs

CA prompt : “What is your reason to buy life insurance?”

Possible utterances :

1. I'm looking for a simple and affordable insurance

option.

2. I need coverage for a specific period, like 20 years.

3. I want to ensure my family's financial security until

my mortgage is paid off.

4. I'm concerned about the financial impact on my

loved ones if something happens to me during the

next decade.

5. I'm a young professional and want insurance that

covers me while I'm still building my savings.

6. I'm planning to start a family soon, and I want

insurance that will provide for them if I'm not

around.

7. I'm not interested in complicated investment

options; I just want straightforward protection for

my family.

8. I need insurance that will replace my income until

my kids are financially independent.

9. I want to make sure my spouse can maintain our

current lifestyle if I pass away unexpectedly.

10. I need insurance to cover my outstanding student

loans and other debts until they're paid off."

Intent : Term Insurance

B. Example : Identifying the financial goals and needs

CA prompt : “What is your reason to buy life insurance?”

Possible utterances :

1. I'm looking for a life insurance policy that also allows

me to invest in the stock market.

2. I want to combine life insurance coverage with

potential investment growth.

3. I'm interested in a policy that offers both protection

and the opportunity to build wealth.
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4. I want my life insurance to have an element of

investment, so my money doesn't just sit idle.

5. I'm looking for a life insurance plan that can help me

grow my savings over time.

6. I want my insurance premiums to have the potential

for higher returns.

7. I'm considering life insurance as a long-term

investment strategy.

8. I'd like to have more control over how my insurance

premiums are invested.

9. I want my life insurance to provide not just a death

benefit but also a financial asset.

10. I'm interested in a policy that offers investment

choices within the insurance plan."

Intent : ULIP

06.c Sample Dialogues

For Selection of Appropriate sub-categories of

product - Asking for ‘primary goal’ then asking for

‘secondary goal’ and after that superimposing and

assessing both needs gives rise to finding a more

nuanced combination of needs.

For Preventing intentional or unintentional

misinformation exchange, sets clear boundaries

-When asking about personal information, alert

them as to how it will be used or verified

E.g. When asking whether they consume alcohol or

not, let the user know that the company will verify it

through a medical check up

For laying out all possible options so that the

user can make an informed judgment at their

own discretion

- Recommend the best suited choice for the

customer along with displaying the other choices

that they have

Whatever choice they make, clearly state the USPs

or Pros of it along with the addition of a ‘but’

followed by the cons

20



07 Conversation Mapping
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08 Defining the Chatbot’s persona

Four primary tone-of-voice dimensions (Tone selected in

each pain has been highlighted)

1. Bot A -

● Formal vs casual

● Serious vs funny

● Respectful vs irreverent

● Matter-of-fact vs enthusiastic

“Hi, I'm thinking about getting a ULIP plan from ICICI Bank, and

I could use some guidance.”

“Hello! That's a wise choice. ULIPs offer a great combo of

insurance and investment. Let's get started. What's your

main goal with this plan?”

“My main goal is to secure my family's financial future and

maybe get some returns on my investments.”

“Totally get that. Now, let's dive into the nitty-gritty. How

much coverage are you thinking of?”

“I'm looking at a coverage of ₹1,000,000.”

“Sounds good. Next, how long do you want this plan to last?

We have terms like 10, 20, and 30 years.”

“I think 15 years”

“Alright, that works. How about the premium payments?

How often are you planning to shell out those premiums -

monthly, semi-annually, or annually?”

“I'll go with the annual option”

“Perfect! Now, let's get to the meat of it. How do you want

to divide your investment between equity and debt funds

“I'm thinking 70% in equity and 30% in debt.”

“Do you have specific funds in mind, or should I toss in

some recommendations based on your preferences?”

“I'm interested in your recommendations.”

“Super. For the equity side, I'd suggest ICICI Prudential XYZ

Fund, and for the debt portion, ICICI Prudential Income

Fund. What do you say?”

“Those sound good to me. I'll go with your picks.”

25



“Great choice! Now, about fund switching. How many times

a year do you want to make switches between your chosen

funds?”

“I think up to 4 free switches a year should do”

“Got it. And let's not forget the lock-in period. How do you

feel about that? We're looking at a five-year lock-in here.”

“A five-year lock-in is OK with me.”

2. Bot B -

● Formal vs. casual

● Serious vs. funny

● Respectful vs. irreverent

● Matter-of-fact vs. enthusiastic

“Hello, I'm interested in acquiring a ULIP plan from ICICI Bank.

Could you help me?”

“You're in luck; I'm here to guide you through this ULIP

adventure with ICICI Bank. First things first, what's the

grand plan for this ULIP of yours?”

“I'm looking to secure my family's future and maybe score

some investment gains on the side.”

“Ah, the classic two-birds-with-one-stone approach. Now,

let's move along. What amount of coverage are you

considering for your ULIP policy?”

“I'm looking at a coverage of ₹1,000,000.”

Now that's what I call shooting for the stars! Next up, how

long do you want this ULIP journey to be - 10, 20, or 30

years maybe?

“I think 15 years”

“15 years it is! Now, let's discuss the premiums - how often

do you want to open your wallet, partner - monthly,

quarterly, semi-annually, or annually?”

“I'll go with the annual option”

“Annual it is! Now, let's address the allocation of your funds.

Do you lean more towards equity, debt, or a bit of both?”

“I'm thinking 70% in equity and 30% in debt.”

“Riding the investment range, I like it! Do you have

particular fund selections in mind, or would you like me to

suggest some?”

“I'm interested in your recommendations.”
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“Given your preferences, I recommend ICICI Prudential XTZ

Fund for equity and ICICI Prudential Income Fund for debt.

How does that line up with your plans?”

“Those sound good to me. I'll go with your picks.”

“Wonderful! Now, about fund switching - how often do you

see yourself making changes, if at all?”

“I think up to 4 free switches a year should do”

“Excellent! Before we proceed further, let's discuss the

lock-in period. Are you comfortable with a lock-in period,

and if so, what's your preferred duration?”

“A five-year lock-in is OK with me.”

3. Bot C -

● Formal vs. casual

● Serious vs. funny

● Respectful vs.irreverent

● Matter-of-fact vs.enthusiastic

“Hi, I'm thinking about getting a ULIP plan from ICICI Bank, and

I could use some guidance.”

“Of course! I'd be happy to assist you with the process of

selecting a ULIP plan from ICICI Bank. Let's start with some

basic information. What's your primary goal or objective for

this ULIP plan?”

“My main goal is to secure my family's financial future and

maybe get some returns on my investments.”

“How much insurance coverage are you looking for? This

will be the amount paid to your beneficiaries in case of your

demise.”

“I'm looking at a coverage of ₹1,000,000.”

“How long would you like the ULIP plan to be in force?”

“I think 15 years”

“How often would you like to make premium payments -

monthly, quarterly, semi-annually, or annually?”

“I'll go with the annual option”

“ULIPs offer various funds for investment, such as equity,

debt, or balanced options. What's your preference for asset

allocation?”

“I'm thinking 70% in equity and 30% in debt.”
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“Do you have specific funds in mind from ICICI Bank's ULIP

offerings, or should I recommend some based on your

preferences?”

“I'm interested in your recommendations.”

“Based on your balanced approach, I recommend ICICI

Prudential XYZ Fund and ICICI Prudential Income Fund.

These funds have a strong track record.”

“Those sound good to me. I'll go with your picks.”

“How often would you like to have the option to make fund

switches?”

“I think up to 4 free switches a year should do”

“ULIPs typically have a lock-in period during which you

cannot make withdrawals without penalties. Are you

comfortable with a lock-in period, and if so, for how long?”

“A five-year lock-in is OK with me.”

Testing

Wizard of Oz testing was done on an existing chatting

platform like Whatsapp. The questions asked by the

Chatbot were all leading questions so as not to burden the

user with the know-how of the insurance domain, and as

the goal was to understand tonality preferences.

Fig : Wizard of Oz testing over Whatsapp
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5 Users were asked to assess the Chatbots on a 5 point

Likert scale regarding-

1. Professionalism

2. Trustworthiness

3. Willingness to assist

Result

Chatbot A came out to be on top with a score of - 13/15,

followed by Chatbot C and then B.

The final tonality hence was decided to be -� �

1. Casual

2. Serious�

3. Respectful

4. Matter-of-fact
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09 User persona
Name: Aryan Mehra 

Age: 28 

Gender: Male 

Location: Mumbai, India 

Marital Status: Recently married, expecting a child 

Employment: Contract worker at an MNC 

Insurance Provider Interest: ICICI Prudential

Background: Aryan is a 28-year-old Indian male based in

Mumbai. He recently got married and is eagerly awaiting

the arrival of his first child. His colleagues recommended

looking into life insurance.

Employment and Financial Status: Aryan works on a

contract basis at an MNC. He doesn't have

employer-provided insurance. Aryan's income is stable but

not high, and he's concerned about his family's financial

future.

Insurance Needs: Aryan seeks straightforward, hassle-free

life insurance from ICICI Prudential to protect his family.

He's overwhelmed by the complexity of insurance terms

and wants a simple, comprehensive policy.

Goals and Concerns: Aryan's main goal is to secure his

family's financial future. He's also concerned about

potential medical and education expenses. He prefers a

simple insurance policy to provide peace of mind.

Personality and Lifestyle: Aryan is practical, responsible,

and values simplicity. He wants a hassle-free insurance

solution that doesn't consume too much time or energy.

30



10 Sample dialogues
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Screens
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11 Findings
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12 Evaluation
Three parameters to evaluate

1. Clarity and Understandability -

Assess how clearly the chatbot communicates

information and guidance and if the language used

is easily understandable for the target audience.

Consider whether the chatbot effectively conveys

complex concepts or decision-making processes in a

way that users can comprehend.

Likert Scale Criteria:

● 1:Very unclear and confusing

● 3:Neutral or somewhat clear

● 5:Very clear and easy to understand

2. Decision Support and Effectiveness -

Assess the chatbot's actual contribution to the

decision-making process. Whether the information

provided is helpful, accurate, and aligns with the

user's goals. Consider if the chatbot guides users

through a logical decision- making flow and assists

in reaching informed conclusions.

Likert Scale Criteria:

● 1:Ineffective In Providing Decision support

● 3:Moderately Effective In Guiding

decision-making

● 5: Highly effective in providing valuable

decision support

3. Trustworthiness of Chatbot -

Assess the reliability, transparency, and consistency

of the information provided. Does the chatbot

clearly communicate the basis for its

recommendations? Is the information and advice

provided by the chatbot consistent throughout the

conversation?

Likert Scale Criteria:

● 1:Not Trustworthy at All

● 3:NeutralorsomewhatTrustworthy

● 5:HighlyTrustworthy
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Participant Feedback

Replies of the chatbot are too long at times.

Reminders were at times viewed as tiresome as they

unintentionally questioned the user’s knowledge.

Limitations

Evaluation on the Likert scale might be skewed towards our

favor due to guilt of not being able to complete the task.

Scope of further study

ICICI was chosen in particular so as to have an existing

insurance purchase framework to base upon while

designing the conversation. Testing the findings of this

project aligning with other insurance providers can give rise

to creating a guideline for Probing Chatbots in Insurance

Decision-making.
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13 Conclusion
To enhance decision-making processes, particularly in

complex tasks like selecting insurance policies, AI-driven

tools must be designed to address common cognitive

biases effectively. While AI can help mitigate biases such as

confirmation bias and loss aversion, it must be carefully

structured to avoid introducing new biases, like anchoring

bias, which can occur when information is not presented

neutrally. For instance, when asking leading questions, it is

crucial to provide a full range of relevant options to the

user, rather than limiting choices, which could inadvertently

anchor the user to a particular option.

To maintain trust and transparency, every recommendation

made by the chatbot should be aligned with the company’s

underwriting policies and presented as a suggestion rather

than a directive. These recommendations should be backed

by clear reasoning, often explained in multiple layers, to

help users understand the logic behind them. Furthermore,

to combat biases like overconfidence and loss aversion, the

chatbot should not only offer suggestions but also prompt

users to inquire why certain options are being suggested.

Finally, the chatbot should remind users of crucial factors

they need to consider before making a decision, ensuring

that they are fully informed and less likely to be swayed by

biases. This approach helps foster a more balanced and

thoughtful decision-making process, empowering users to

make choices that are truly in their best interest.
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