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hapter-l 

I TRODU TIO 

Life in urance is a c ntract betwe n policy hold r and insurance company where insurer 

promls to pay a certain urn f m ney up n the death, terminal or critical illness of the 

in ured to hi Iher beneficiary. P licyholder pays the premium either regularly or a a lump 

urn apr the c ndition of the policy. Many people uy life insurance to protect the people 

who are dependent on them; ,. hile th r buy it as a way to leave a ca h gift to the spouse, 

children, grandchildren and charitie at their death ( mith 2005). Life insurance pays a 

monetary benefit t the in ured per nlsurvivors after death of the in ured in exchange of the 

r gular premium. Premium should be paid within time otherwi e the policy will lapse . Grace 

peri d, whi h is an additi nal period of time after the due date for the premium payment is 

also allowed in mo t ca es. The grace period for monthly premium payments is 15 days while 

other frequency of payments such as semi-annually or annually it i 30 days. If premium is 

still not paid within the grace period, the policy may lapse. An amount of premium to be paid 

by the owner is decided by insurance company depending upon se eral factors such a age ... 

health problems, habits and occupation etc. of the insured. 

tandard of living of people is reflect d by the availability of good insuran facility related 

to human security and risk eo erage (Khichee 2011 . Lin in urance i the [; test and 

emerging market in India ( ingh and La!, 2011) and the po\icie can b purcha ed from 

agents or broker, by mail, via internet and through group plan ffered by emplo:er. gent or 

brokers act as middleman between insured and insurance company. gent pr vide 'ariou 

infonnation to client and help them in buying the polie . Th re ar 'ari u life in uranct: 

providing comparu and consum r need to be car ful whil · buying an in uranc : r gardtn 

amount of premium, term of the policy. trust\\' rthine of in uranc company, gra e p ri d 

and cash value etc. 

Life in urance pro ides pr tection t indi 'idual again t ri k of ding to earl" nd Ii tn 

long. Ri k of dyin t 0 early mean r durin 1m f 

aming then his/h r family will ufTer a fin. nil 1 . I. h e. min J indi i II I h finan 'i 1 

dut toward family. In case f e rly d tI thi dut ' r main unfuHilled . In i idual n fulfill 

thi financi" I duty t VoI'rd hi famil) y life in. urancc th nelit lh 

in. ur d' depend nt . E ry indi idu I plan. Ii r mo th a in III hi ' h I i lim . ) tl 
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dc!;pilc thl.: h t of pI' nnin indi idual i not bie 1 pr id for c ntingcncie' uch' 

'!nd tenni",ll illne f him clf r hi.1h r depend"'nt . ' hi. co lid the re.ult of not ha lng 

mon at II tim 0 Ill:cd or h cau 0 age f clor when one i not abI to ,m money i. . the 

ri k of Ii in t 0 I ng, 'I hi ri k can be a aided by lite in ur nc which pro ,ide monetary 

help at th time of illn '5S and when required r by lakin J pen ion policy or annuity. Life 

in urancc i uni er all a kn wlcdged t be an in titution "hich liminate the risk. 

ub tituting certainty ~ r unccrt inty and comes t timely aid of family ( edi and ingh 

2011 ). 

Uncert'intic. c n ne er b ruled ut in any pefS n', life, yet ri k' in a person' life c 1. b 

c rcd to a certain xtcnt. i~ insurance in pi in t rm mean co er for the e ri k in liIi . 

In uranc p licy. hield u fr m ev ntualiti in life that could afv ct us all of a udd n. i~ 

in urance i an agreement b tween tw partie the insur r (insurance c mpany and the 

in ured (p r n who pay the premium/p licy holder). Insured is a p rson on who e lifi 

p Ii y i writt n by the insurance c mpany in chang f premium. Lift in uran e 

encourages th I ng term a ing and r -inve tment in public and pri at ct r (Beck and 

Weeb. 2003).Every individual in this world i subject t unfore en and uncalled for haza!' 

r danger which may make him and hi /her and the family uln rable (Kaur. 200 . The 

c ns queuce of uch mi fortune' cann t be in many in tance handled b • th individual and 

o th insurance company i prepared to h uld r th burden f th e n equ nee 10 

exchange for an a e d payment fi r the ri k und rtaken. Tho e ho a ail th m el e f 

thi ervice know that uch mi fortun will 0 ur but do n t kn , t \ h m, and vh n. and 

they are willing to mak uch c utribution t a comm n fund t buy th right t 

compensated for mi fortun if they h uld befall them. The ri k cann t a ertcd but 1 

ccurring du t certain ri k can e di tributed among t th agre d 

2010). 

K ur and T gi 

Th ri k i. valuated befor in uring the life f inui 'iduaI t charg the ppr pn \Int 

of premium. If ther is f m r ri k higher p mlUm thc 

pr babilit, t los i cal ul, ted at th time f Ii t in urane K ur . LIl 

not charily. harity i gi 'cn ~ Ith ul c n 'id r ti n but IiI' In 'umn n l p 

premium. Thi i 0 ligat ry ft r th 0 t pn pr miulll iI tin e in or 

the b n fit f Liti in uran c p lie),. fh m Il'cm d 

tll'it may, n ct n rmal longe it ... mu on lh ontr int . Uld r mium 
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regularl ' paid b ' th policyholder, th company i at a ri k n a permanent contract which it 

cannot break. Lif· in 'urance depend up n th laws of mortality_ Life ha to end oner or 

I, ler and the claim in re pect of life i certain (Bhattacharya and Rane, 2002). From the 

c 11, tion of a a t amount of data an a e ment can be made of the rate of mortality or the 

likelihood f death ccurring at each age. Numbers can be quoted but which individual will 

die at ach age cann t b tated. Consequently, all wh pay life insurance premiums to the 

C Illmon fund do so with the same willingness that the fund shall be used to compensate the 

e tat s of those contributors at whatever age in life they may die, within their resp ctive 

contract period. In short a person can a ail this protection by paying premium to an insurance 

company ( harma et. aI., 2012). 

In life in urance, policyholder should take care about various things in order to avail the 

benefit of life insurance and these are: if policyholder don't tell us everything we ask for 

when p licyholder apply, or policyholder don t tell us that the information given has changed 

b fore policyholder s plan starts we may cancel it or may not pay a claim. If pol1cyholder 

stops paying premiums policyholder s plan will stop after few days. Thi means p Ii yhol~er 

won't be covered. If policyholder choose level cover, policyholder"s cover i fi. ed \i hen 

policyholder s plan starts and doesn t change. This mean it won't keep up with the rising 

cost of living (inflation) and will mean the lump sum we payout on a claim may buy less in 

the future. 

urrendering a policy for cash doe trigger a taxabl e ent. If the cash value r cei ' d, 

including unpaid loans exceeds the ba j and then the exce s i t3:: able in om in th y ar 

received. Mo t surrender howe er, result in a los. although there i n pr i ion in th T~' 

Code for deducting any losses. The potential surrender penalty do n t apply t the eie tion 

of the other two no forfeitur alu -e tended t rm in uran e or r du d p id-up in uran . 

The remaining death benefit remain t '-fre and th cash atue in r du d paid-up rna.' b 

borrowed on a tax-free ba is. The urrender of a reduced paid-up p lie r i treat d ju tlike th 

urrendcr of an active p licy. Policy 1 an and withdrawal ar n t t , . 'abl inc In • unl 'th 

P licy i surr~ndered with a forgi n unp. id) 1 an. Th n the Ie an i fl:p rtl:d a ta bl 

income by the in ur r. Thi ph nomcnon i kno n < • phantom in m ," Int r ·t on 

I an , cv n if paid, is con idcn:d c 11 'um r int f t and i n 1 nga d ducti l~. 'n r r 

3 



ta p'l cr wh itemizc. on equcntly, the "in ide buildup" ca h v"lu al not taxnbl 

I,;\' '11 it tuk 'n 10' n untillhe policy is 'lifT ndcrcd. 

1.1 Principle, of life in uranee 

1.1.1 Th do trine of utmo t good faith; appJic to li~" in uran c. Both partie of th life 

in uran e C ntra t must b )f the amI.; mind at the time of contract. There hould not be any 

fraud. non-di:clo ure r mi representati n concerning the material act. A lifl in urance 

contract i a c ntr' ct f abs lut g od faith where b th partie 0 the e ntraet mu t di lose 

all the material facts truly and fully a' in ur' nce shift ri k from one party to another. A. in 

life in uranee in ur d kn w m re about the ri k th n th in urer, ther mu t b utmo t 

g d faith and mutual c nfidencc between insur~d ,nd insurcr. . r instan • if a per on 

,uffer r m a seriou invisible di e e but doe' not disci e thi. r. ct while getting his life 

insured the insurance company can avoid the contract. 

imilarly the insurer mu t xerClSC thc amc good faith in di cl sing thc c pe f the 

insur n e, which he i pr pared to grant. Br uch f go d faith rend rs the e otraet oid bl 

ab initio at the discretion of the aggrieved party. A material fact i a fa t which w ul 

lnflu nee the mind of an insurer in deciding whether h should accept th ri k. n what t rm 

and what premium he h uld charge. The utm t go d faith ay that all material act should 

be discl sed in tru and full form. It means that the fact hould be di clo 'cd in that form in 

which th y really ex.i t. Ther should no fal e ~tat m ot and no half-truth n r ny it nc n 

the material fact . What is a material fa t d pends up n lh cir umstnn e particular 

case. 

1.1.2 ctuarial principl . life in uran e depend up n a tuarial prin iplc '. If an etuar 01 

( mathematician ha at hL di p sal a mortality tabi i. . a labi of th 'c. h 

can calculate all the pr babilitie e th nd 'ur iv.l 'hi hen be put to him. J h 

figures are b ed n the, umpti n thut th' m rtalit at appEe hI to a h ag 

imilarly. Th t 's umpti n i onl.' 1ru 'lppr iIll t'l '. \\lith L dva in m die 1 'md 0 'hi 

nditions ther ha' b en n ntinu 1 impr that m rlalit t bie 

bee m s out of dat in the cour c' I 'I gl:l rnti n. In ad liti n t 

pr habitit, f an 'vent depend nt up n numan lile the du f. UIllIIl 1 rl 

interest can . 'pr it in . pr 'cnt 111 n t I' , Inc. 'J hi en Iblc him t) 

t th pur 

ul te 111 th 



com plical d figure r quired for re crves under variou typ s of life in uranc p licies which 

hould be held by the in urer ' gainst their future liabiliti . All such calculation are based on 

un hanging math matical principle. 1 hat is. premium is directly prop rtional to the risk 

in olved. 

N day in rdef t find out the mortality rate mortality table also exist. It is the result of a 

study of mortality of the past and is used to give guidance to the probable mortality of the 

future. The fir t table gives the ages at which mortality has been studied. The s cond column 

gi e the number of per ons living at each age. The third column show the number of 

per on dying at e ch age. If the numb r dying is divided by the number living the rate of 

mortality i.e. the chalices of dying at each age is ascertained. Life insurance is concerned 

mainly with mortality table ba ed on the experi nc of assured lives. 

In any activity of life there is a possibility that a de ired event may fai1 to occur and that any 

financial loss may arise. In the adventure of life itself, the life may fail and death may occur 

causing suffering to dependants. Death comes to all sooner or later and it is the only truth in . 
this world. The rest as they say is all illusion. So if death is the only truth, then why do we 

ignore the implications of the event? Because of the nature of its permanence, and all 

pervasive; death require understanding the financial implications on the dependents. Life 

insurance is therefore the mo t important in each individual's life. 

1.1.3 Transfer for value' A transfer for alue occurs whene er a poli y is sold or tran D rred 

from one owner to another (not one insured to another for any aluable con ideration. If th 

policy violates the transfer for value" mle proe d will b t~ able a income. Fortun tel " 

there are five acceptable exceptions to the transfer Ii r alue r old r 

tran ferred within one of th s ~. eeptions will not 10 it t '-fr e death bt:n fit. The fiv 

exceptions are: tran fer in which the tran 

the in ured, transfi r to a partner hip in 

r e-o vner t th in. ured. tran fer t a partn r of 

p rtner. 

corporation when the insured is ~ sharehold r r fli er. tran ter III 'hi h the tran 'fere ' 

tax btl is i determin d by the ba is the tran Ii ror D~ \ 011. _009 . 
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1.2 T pc of life in urance policie 

1.2.1 errn Ii~ in 'urancc i very ammon kind ofinsurance. Term life in urance policy is 

r r ( tipulated peri d ftime usually fi r 1-30 y ar . When the term ends the insurance ends. 

Premium paid by wn r is low in tarting but gradu By increa es with the age of insured. If 

th in urcd dies within the tated ternl then benetit is paid to the beneficiary. But if the owner 

ail to pay the premium then policy will lea e with n cash value. Term (also known a level 

premium) insurance i probably the pure t of all f the !iii in urance policie . In exchange for 

payment of a premium, it pr ide a set eath benefit for a beneficiary if an individual dies 

during a specified period of time. Once the tenn ha expired (or the premiums are not paid) 

the poli y is no longer in D r e. Term in urance is the least e 'pensive life insurance policy. 

The premium depends on many factors like age. health and length oftenn mith. 2005). On 

the basis of premium term life insurance can be classified in following types: 

Level premium in 'urance provides constant protection at a fi. 'ed premIUm rate over a 

specified number of years. In other word , the premium and the death be efit are guaranteed 

to remain the same 0 er the life of the policy. Generally. the longer the term the premium, is 

constant for, the higher the premium. This is because as you age, you become more exp nsi e 

to insure and a longer term must take those years into consideration. 

lncrea ing premium in urance pro id s a death b nefit that increa e 0 er time at a fi drat 

(usually 2 to 10 percent), as doe the premium you pay. You \ ill want to purcha thi 

variation of term insurance if you expect your in urance need t mere, e v r time. 

Decrea ing premium in urance provide a death b nefit that decrea s v r tim \ 'hi1 th 

premium remains fixed over the term of the p Ii y. You will want to pur h thi vari ti n 

of term in urance if y u e ·pect your in urance n ed t diminish yer tim. i.e .. th" finan i I 

obligati ns protected by th p licy will r duce over the term of th p lie ', 

1.2.2 Whole life in urancc i p ffilanent kind of life in uran e. \Vh Ie-lifi rk ell f; r 

tho e who w nt a guar nt ed death b n fit n matt r h long the in ur Ii and h 

have nough m ney to pay the pr mium and th full premium mu t paid t: eh ) c r. 

Whole~life p Ii ies ha e a h t 

of the in uran i put int a a h-valu aec unt. 

\ ncr m y b rrm ' again t the en h I III c h . lu . if th Ii 
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Death benefit j r eived by th' b neticiary irre pecti c of when the in ur d dies ( mith 

2005). 

It pr vide c vcragl! vcr your entire life. Whole life in uranc (a1. 0 called ordinary life) is 

lh m t p pular type of pemlanent life insurance. It °er es two purp ses: fir t, it provide a 

guaranteed death benefit and sec nd, it posts a guaranteed rate f return n any cash value. A 

guarant c al 0 exist on the premium the policyholder pay, which is contingent on the 

in ured' age at the time of purchase. Whole life insurance policie do not need to be 

renewed becaus they are for your entire life provided you e ntinue to make premium 

payment. There are several type of whole life in urance policies that you may want to 

can ider 

1.2.3 Univer allife insurance bring life time benefit having flexible premium amount and 

death b nefit as per wish. In this policy excess of premium payment above the current cost of 

insurance is credited to the p licy and cash value with interest (this i based upon current 

interest rate d cided by insurance company) is al 0 credited to policy. If owner decides not to . 
pay premium in any year at that time he may use money in cash value account to meet up the 

cost. But he hould be careful not to pay very little and end up with n cash valu . If this 

happen then owner needs to buy a new policy ( mith, 2005 . 

Universal life insurance also r ferred to as adju table in uranc . allow the p lic rholder 

increased flexibility in two areas-premium payment and d ath b nefits. However, the 

premium payments mu t generate enough cash value to pay the monthly 'pen e of th 

policy. The death benefit can also be increased or decrea ed as need d, if that is what the 

policyholder desires. The p !icy doe allow for the rtaint of a minimum death ben fit a . 

long as the premium sustain it. Th cash omponent f thi policy i actual!: an in\e tmcnt 

vehicle. The funds are in e ted in stock , man y market fund , mutual fund nd b nd 

selected by th in urance company_ Withdrawal and borro\ in,", ar L 1 110' d IT m the 

cash account. You may incur higher m nthly fe n uni I r'al lift b fin. umn e 

companye pen in managing b th the acc unt and th in I tm nt . Th int 'r ~ 

thl! cn h alu is peri dically set by the in ur rand i L U ie t t a minimum r tc, hi h i 

gcn rally %. B cause the t: p llci e. 1 \cf int r t r l rna} ml: n 

high r pr mium paym n1 at tim ,t maintain crag\;: 
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1.2.4 ariable uni r attire in urance provides life time benefit with flexible death benefit, 

pn:rnium and 'el eti n of investment choices. Thi p licy is called security also therefore 

subje t t regulati n . It allows the cash-value account t be invested in stock funds, 

bond fund, and other ass't . The e fund may allo the cash value to gr wat higher rates 

than fi ed-rate wh Ie-life r universal-Ji[l policie. It is risky policy because death benefit 

may ri ' C r fall dep~nding up n succe s of policy but minimum level of benefit is guaranteed. 

It i suitable for tho e who c n bear ri k with life time benefit mith, 2005 . 

Variable um er al life insurance, while imi/ar to universal life insurance, allows the 

indi idual t select the investment product- tock bond money market funds or a 

c mbination thereof--in which to invest. The rate of growth is dependent on the rate of the 

elected inve tm nt, meaning that the policy owners can potentially generate high earnings 

but a surne greater ri k to do so. Cash value may decrease if the rate of the inve trnent 

product decreases which will require additional premium payments to retain protection. 

Variable life insurance is an option primarily for those who are comfortable with in estrnent 

risk and who understand the interdependence of investment product. life insurance and cash 

value accrual that is inherent to this kind of policy. 

1.3 Benefits Ineed of life insurance 

1.3.1 Secure future of family; death of a loved one is not only emotionally de a tating, but 

can aJso lead to financial challenges for survi ing family member. This is particularly true 

when the dec a ed was the primary income earn r in the family. A lift insurance p lic}" 

which often erves to replace the d ceased wage earn r' income can pr tect 'au and .:our 

loved on s from facing such a situati n. Having life in urance hould b an imp nant part of 

your financial planning. 

1.3.2 Helpful in payment of expen e at the time of death- life in uran wa e tabli h d 

to provide fLmd at d ath to c 'er funeral and urial y final 

provide an in orne for dep nd nt (csp cially th e \\ ith dcp nd nt and 

leave a legacy for hildr nand gr ndchildr n. n th I . fin m due t unf rtunal 

of the hr ad wilUler in the family, it i only lif in ur nCt: that um l th 

dependants d. Th 1 i. n p ) m nl of iir t pr mium in tallm nt . nd 

1 uan e 0 policy. '- fulur c tatc i. cr . tcd for 1h b n lit f the d p ndcnt (. I lhl.: lif 
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as urc.;d; which is pay ble t the n mince in case of unfortunate death of the life assured. 

I hat hy vc can say that dying prematurely i leaving a dependent family to end for it elf 

, nd life in urance jaw y to overc me this pro lem (Bedi and ingh. 2011 ). 

1.3.3 elf d p ndency' life insurance cover the second hazard of living till old age without 

vi ible means f support (8 di and ingh, 2011 . Li e insurance is a means of independence 

in old age or, at lea ·t. as i tance to that end. In nation where the proportion of old people to 

th total p pulati n is increa ing thi could well be an important factor. In the de eloped 

nati ns, th resp nsibility of upporting the aged has shifted from family to the tate. As the 

proporti n f people dependent upon the tate grows. the greater will be the obligation on 

succe Sive g enunent to pro ide higher old-age p nsion benefits with a consequent 

incr mg burden on y unger generations. India has a relatively younger population; 

howev r the problem are the same as in advanced nations. Old-age issues are increasing and 

incr asing nuclear families or th mpty nest stage means more and more old people are 

going to be under financial ins curities. At the time of old age when person cannot earn their 

own living then they can get benefit from life in urance policy. There ar various life 

in urance policies which provide securitie in the old age. 

1.3.4 ocial advantage; life insurance provides the social ad antage to the own r of policy 

and to hisl her family members. Creating better social benefits for if and family is th 

alternative to government and social security benefit, especially in a country like India 

where such social security b nefits are lacking. 

1.3.5 Protection to children; mon y that the former had and the latter 1a ke fi r futur 

higher education. Mo t of u ha e been through this, and yet \\ aHo~' a fre ac e t the 

uncertainties that bogged us to affect our ch.ildren hop and fu e. E,er parent ha a 

dream and e ry child has a dr am. Par nt do yel)1.hing hate\ r the) ~an for th ir 

childr n and th y wi h that th ir child mu t gain ery g d cduc ti n qualifi ti n. There.: 

cann t b a gr ater impediment to the t1' inm nt f uch dream ,nd the pur uil r 
educational objectiv than the parent' death that r ult in many 

their ducational pur uit , or 1m. er the bar far a the goal ar · 

financial on traints. But ~ r a f~mily that h n.: ~n 

through \if in uranc p licie , the full duc~ li n of the hildrcn i gu I 11 ecd. 
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hapter-2 

R E R H DE 
2.1 R vi w of literature 

review of existing knowledge pr ide an understanding about variou concept In any 

di cipline. Following studie' have be n tudied and reviewed in life insurance: 

Khuhlemeyer and Allen (1999) examined the satisfaction of consumers with life insurance 

product, company and ag nts. 1 he tudy brought forward that the customers who bought life 

in urance with the help of agents are more ati fled. Further it was found that customers 

u ing whole life insurance nd t nn life in urance policie are more alisfied than single life 

insurance. Furtherm re, author found that cust mer aTe more sati fled with the companies 

whi h are engaged in direct selling. It was suggested that in order to retain customer , 

insuranc company must focus on consumer otherv:ise they will switch to the other 

company. 

hanna el. al. (2012) identified and analyzed the impact of demographic factor on the 

satisfaction of insurance policyholders. Overall the tudy suggested that there is ill1 

association between demographic variables and satisfaction of insurance consumers. The 

tudy found that comparatively females were less satisfied with the in urance companies than 

mal s. The authors suggested that insurance companies can do b tter bu ine by targeting 

educated people. 

Khichee (2011) investigated the satisfaction of in urance p licyholder . The tudy r aI d 

that demographic factors have significant impact on sati faction of con umers. Furth r, it \\a 

found that educated people are relati ely more satisfied. The study ugge ted that in urance 

c mpanies hould impro e quality of ervice and employ e-cu t m r lationship in rder l 

satisfy the con umer . 

Goswarni (2007) examin d the busine f Life Insurallc orp r ti n. 'I h tu ' ~un ut 

that before privatization LIC wa sol play r in in urance found lh t 

there wa 29% decrease in market hare of I after privatizati o. } urth rm r . it \ . f und 

that with the mark t iz and amount (f premium c 11 ction 'a 

sugg ted that LI hould improv it rvi c qu lit I in n.h:r t n:! in Id l:U t 

build new ulmer. 

11 



Yadav 2011 in e tigat d the ati facti n of cu tomer with life insurance product pr lid d 

by LJ . Th tudy revealed that market share of LI has been declining after privatizati n. 

run.hcr, it wa found that variou rea n f cu tome di ati faction where the ervicc 

quality dclayand ther. It wa ugge ted that LI hould impr e ervice quality in order to 

m ct changing dem nd and c p ctation of cust mer . 

Han abanu and Nagajyajhi 2007) examined the relation hip between demographic fact rs 

and inve tment in LI . Th tudy brought forward that investmt:nt wa no affected by the 

family size family type and marital tat . Further, it was found that per capita income has 

impact on inve tment. Furth rmore it wa C; und that demographic played important rol p in 

household financial deci ion. 

ingh and Lal (2011) inve tigated the awareness and atisfaction of rural in urance 

p licyholders and their demographics. The study brought forward that majority f p r 

p ople are unin ured. Further study found out that m stly middle incom group and per on 

in government employment are in ured. It was suggest d that micr ·insurance schemes will 

be beneficial for the rural and backward people. 

Krishanmurty (2011) e amined the life insurance busine s in many countries. he tud 

brought forward that India's insurance sector has become world' 11th largest ector in ju t 

ten years. Further it was found that Indian have the higher propensity to ave ere m re In 

Indians. The author suggested that life insurance policie should be distribut d with th help 

of bank to expand life insurance busine s. 

ridevi (2012) investigated the buying behavior of life 10 uranc cu t mer. The tud 

revealed that male and female had different uying beha 1 r. urth r, it \ a found that 

emoti ns and rationality had great impact n buying beha 'i r. Fu tudy 1 und 

out that cu t mer have p 'itive buying behavi r t ward th 

by the LI . The tudy uggcsted that Joyalty, ea of procedure. bett r rvl 

good customer relation hip h Ip in building p 'iti' buying b havi r. 

pr idl.:d 

qualit and 

Vijayalk hrni (200 ) e ami ned th e, 'pcctati n f lit c n urn r of pn\ 

c mpanies. The tudy ugge t d that priv te c mpani s m t th 

f life insurance c tumer. Further it wa fi und that pri tc 

e. p ctati n of cu t mers. It 

t win heart f eu tomt:r . 

t1 c d)j r nl 
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S' la (2011 inve igated th ati' '1 ti /1 f cu tomer .. ith life in urancc rvice quality. The 

ludy re alcd that ther wa dim renee 'n service quality 0 life insurance companies. 

f' urth f, it a Ii und that life insurance companie were customer friendly. The study 

ugg' 'ted th( t life in urance companie hould improve service improve service quality to 

bridge the gap betwe n satisfaction and di satisfaction. 

hakur (2010) c. 'amined the om petition in lile in urance ector in India. The study re ealed 

that Ll had large t market share. Further. it wa found that people trust more in public 

ctor as compared to private. Furthermore, it was found that uccess of LIC was because of 

wide pread agents. 1 he study suggested that enough competition mu t be there in insurance 

that there sh uld be n m nopo\y. 

Bedi and ingh (2011) in e tigated the life insurance indu try in India. The study brought 

forward that busine s of LIe has increa cd. Further it was found that ICICI prudential Ii e 

in urance is be oming stronger competitor of LIC. Furthermore. it was Ii und that ICICI had 

become strong because of aggressive and flexible product range. It was suggested that all 

in urance companies should b come more competitive by allowing entry of foreigrt 

companies and str ng postal life insurance. 

Beck and Weeb (2003) examined the effect of economical and demographical fa tor on Ii e 

insurance policies. The study brought forward that economic factors such as inflation. p r 

capita income and development of banking sector ha positi effect on life in uran e. 

Further it was found that religious fa tors were m t robu t ones a iated with life 

in urance. Furthermore, it wa found out that educati n, life expectan y and youn 

dependency ratio and ize of social security system had no r bust a ociation \ 'ith lifl 

insurance. It was suggested that there should be equal di tributi n fin m for m r gr \ h 

in life insurance sector. 

Sriva tva et. ai. (2012) e.'amined the changing tr nd in Indian life in urance indu t ' 

study brought Ii rward that th re w r ph n m nal gr \\1h f in uran l: in u try in India. 

Further, it wa sugge t d that di er ificd life in urance pr du t 'er pr) 'id d b th 

public and private ecl r . Furthermore, ·tudy 11 und ut that li1l" in 'uran 

indulg d in customiz d produ t n. '( h lud: u c led that then: h uld 

impro ml,;nt in in uran eden ity nd in 'u p n trdi n. 
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padhyaya (20 J 1) analyzed the r Ie f intenncdiaric In Ii e in uranee eust mer's 

'ali facti n. 1 he tudy br ught forward that cu tomcr who b ught life insurance policy from 

br ker were m rc sati tied a compared to customer wh b ught from agent. u tomers 

\ h b ught in UT' nce p Ii y from internct werc more ati tied in re pect 0 advisory 

ser icc, infi rmati n nd quick c mplaint resolution as compared to others. ustomers who 

b ught poli y from bank were more satisfied in respect f cu tomized erviee as compared 

to thers. The study suggested that training facilities mu t be pr ided to in urance ag nts. 

Patti (2012) e "amined th cu tomer satisfaction toward Ll . The study re ealed that 

eu t mer were atistied with LI in re pect of claim cttl ment and service provided by 

agents f LI . It wa revealed that customer in the age gr up of 25-35 were more satisfied 

a c mpared to ellst mer of other age group. Female were Ie s sati fied as compared to 

male . Author uggested that new insurance plan must be started ~ r the customer of 25-53 

age group because of more opportuniti in this age group. 

irajude n (2012) e aluated imp rtance of life in urance ervlce quality ill re pt:ct of 

eu tom r's satisfacti n. The study brought forward that all life insurance firm wer trying to 

improve their service quality in order to ati fy and r lain the customer. ervic quality as 

major issue because of inc rea e in competition. The study re ealed that quality, tim 1 

advertisement, prompt and error free services were key ingredient for better service . It \ as 

suggested that claim ettlement proce s should be made fast in ord r to improve service 

quality. 

Krishnan (2012 analyzed satisfaction of cu tomers \ ith HDF standard life in uran .Th 

study revealed that eu tomers were atisfied with HDF standard life in uran e c mpan) and 

it agent. It wa suggested that HDF hould tart n \ branch for c nn.:nienc f 

customer as the tudy point d that eu tomers w r fa ing th dim ulti t 

ofHDF . 

Jothi (2006) e amined the cu t mer ~ati facti n for b th publi and pri 'ate r m~ u nee 

c mpanic . Th tudy fi und that c mpuni f b th the . ctor did n t under t d lh need f 

their cllstomer. urthcr, it \Va fund th t cu tomers \ re n t ati fled \ ith en icl: quo lit 10 

b th ector but c mparati 'ely p~bli s ct r tn:uran e mpan III r 

atisticd. The tudy uggc't d that th n; h uld b impr \ m~nt in cr ric qu lit ifi 

in 'uranc product in both the ector. 
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2.2 eed of th study 

1 he tu Y f cu es n cu tomer ali 1action with life 'nsurance product. agent and company. 

Life 1n 'uran i b coming very p pular mong people these day. Life insurance industry is 

gr wing d y by day. Lif insurance i ole way to avoid the risk in life that can be ri k of 

d ring t 0 early and risk f Ii ing too long. Ser ice of life insurance i insurance provided by 

ari 1I. C mpanies in India. '} herefore it wa required to know that whether customer are 

atisfied or not. 1 he need of tudy i to find out whether customers are satisfied with life 

insurance product, agent and company. While analyzing demographic variables such a age, 

gender, ccupati n and income arc al 0 con idered. This study i helpful t know that on the 

ba is of dem graphic fact rs which customers are ati fied . From the perspecti e of life 

insurance companies it is crucial to know whether they provide satisfaction to them in term of 

product, agent and life insurance company. The study also finds out the reasons for 

dissatisfaction and how to remove those reasons. This is boon for life in urance companies. 

ociety and lastly for us as a stud nt. 

2.3 Objectives of the study 

To study the sati faction of customers with life insurance products, agent and 

company. 

~ To study li fe insurance consumer sati faction with r peet to demographic varia les 

such as age gender occupation and income. 

2.4 Research methodology 

Population and re earch area 

Present study has been conducted in himla town of Hima hal Prade h. Th 

insurance have been taken a r earch populati n. 

ampling 

lit 

For the pr nt tudy c n emence amplin T ha 'en u cd. n 'e111 nee mpling nit 

of imply taking the ample. that are ea il ' avail ble. J c ntinuing the pr unlil thl: 

de ir d sample size i obl in d. . 
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Mean 

Mean al 0 known a arithm tic average, is th rno t c mmon mca ure of central tendency & 

can be defined a the value which we get by dividing th total of alue of various given 

item in a erie by the total num er 0 item . 

Where X = ymbol u d for mean 

I = ymbo! for summation 

i Value of the i lh item 

n = Total number of item 

tandard deviation 

M ( -) LX. 
D x =­

n 

The concept of standard deviation was introduced by Karl Pearson in 1823. tandard 

de iation measures the absolute disper ion (variability of distribution). Th great r the 

standard deviation the greater will be the magnitude of d iation of values from mean. 

Lower degree of standard deviation means a higher degree of uni£ rmity 0 the ob rvati ns 

as we)] as the homogeneity of series. 

The fonnula used for calculating tandard deviation is: 

tandard deviation = quar ro 

Where X = ymbol u cd for m an 

n= Number of observation 

t-te t 

This method i us d to test. hyp the i t ting the mean re n In ari. bi • 

numb r of ob crvati n i mall and th ,lundard d ri' tion i unkn n. 0 u t-t . t ~ r th 

dir~ r ne' of means, w as ur that 11 tw r' dru\ 1]1 fr III n m1 I di tributi ). 

13 C u. eo i unknov. n, \ a ume that r~ dane of t \ put. ti I qual. 
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-~ t=-
Tn 

) JZCXl - Xl 2 '( ample stand rd de iati n = ..:..=..;......;;.-~ 
n-1 

C
-) Lxi Mean x = -

n 

ample mean= Jl 

naly i of variance 

When the mean of more than two groups or p pulation ar to be compared one way 

an Iysi of ariance (AN V A) i the appropriate tatistical to 1. This statistical technique is 

referred to a <'one way' b ause there is only on independent 'ariabie. F-te t is also used in 

the c nt xt of analysis of variance for judging the significance of more than two sample 

means at th ame time. The basic principle of ANOV A is to t st for differences among the 

means of populations by examining the amount of varia60n within each of these samples 

relative to the amount of variation between the samples. Thus while u ing OV A it i 
< 

as umed that each of the samples is drawn from a normal population & that ea h of these 

populations has the same ariance. It is also assumed that all factor ther than one or mor 

being tested are effectively controlled. 

F = S2 of 1
st 

population if S2 of 1 sl population> 2 of 2nd population 
S2 of 2nd population 

or 

S2 of 2nd population 2 d 2 
---....:.-..:--.-- if S of2n population > f 1 ~I P pulati n 

S2 of 1Sl population 

Wh re S2 is variance of 1,1 P pulation = quar ro t of E(X 1 - 1)2 
nl- 1 

Where S2 ariance of _ nd p pulation = quare r 
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hapt r-3 

D lAA LV DI T {PR 10 

.1 Profit of the r , ponden ts 

'J lb) .1.1 (; ond r wi e cln ifi a ion of the re. pondent 

Variahle umber Percentag 

Male 83 69.71 

male 37 30.83 

end r wi e cia ification of th re. pondent. 

- Male 

F male 

Figure 1 

It is clear fr m table 3.1.1 and Figure 3. 1.1 that out f total respondent 83% rc males and 

37% are femaJes. 

Table 3.1.2 Ag of the rc pondcnt 

Variable 

18-28 

29-38 

39-48 

49-58 

S8 and above 

umber 

43 

27 

2 

15 

7 

It i evident from thc tabl .1.2 and Ii gur .1.2 th, t 

age group 18-2 'car 110 cd b % 'hl 

35. J 

22.5 

12. 

5 

lit in th 

1 



29-38, 12.5% in 49-58 and 5.83% in 58 and above. It reflect that life insurance is popular 

am ng young people. 

40 
35 
30 
25 
20 
15 
10 

5 

Age of the respondent 

o +-------.-------.-------.-------~------~ 
18·28 29-38 39-48 

Figure 2 

58 and 
above 

Table 3.1.3 Marital status of the re pondents 

Variable Number 

Single 36 

Married 84 

Marital tatus of the re pondents 

30 

Figure 3 

• Percentage 

Percentage 

30 

70 

.Single 

• Married 

Table 3.1.3 reflects the marital tat~s of th re pond nt . It \ a n that ignific nl m i ril) 

of the respondent (700/0) w r married r fleeting that marri d p pic ha\c m re 'urit 

concern for th ir family. 
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Table 3.1.4 .du ation qualifi ation of the re pondeDt 

-Variable Number 

Matri ulation 15 

('Iu two 21 

Graduation 44 

PG and bove 40 

Education qualification of the re pondeDt 

Figure 4 

Percentage 

12.5 

17.5 

36.67 

33.33 

• Matriculation 

Plus two 

• Graduation 

• PG and above 

Education play a vital role in overall development of a person. It enables a per n to 

differentiate between right and wrong. Table .1.4 and Figure 3.1.4 cl arly sho\\' that 

36.67% re pondents are graduates followed by 33.33~o wh are po t graduate and abo\e 

17.5% who are plus two and 12.5 % who are matriculat s ugge ting that that It;\ el of 

education among the respondents is satisfactory. 

Table 3.1.5 Occupation of tbe re pondeDt 

Variable umber 

16 

3 

Hou ehold 14 11. 7 

Profe i nal 1 ._ 
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35 

30 

25 

20 
15 

10 

5 

o 

Occupation of the rc pondents 

• Percentage 

Figure 5 

Tabulated and graphical representation of data show that nearly ne-third (31.67% of the 

respondents are Govt. employees, 30% are businessmen 13.33% are students, 11.67% are 

households and 2.5% ar professionals. 

Table 3.1.5 Annual family income wise clas ification of the re pondent 

Variable Number Percentag 

Below Rs.l,OO,OOO 5 4.17 

Rs. 100,000-300,000 16 I; 13.3 

Rs.300,000-5,00,000 65 54.17 

Above R .5,00,000 34 ~8.'" 3 

Table 3.1.6 illu trat ~ th pr lIe r re p nd nt with n.: p t t nnu I f mil inl:l III . It L 
. 

cl ar from tht: table and igurl; the t more th •. 11 four-fifth ( 2. -% r nnu 1 

f: mily income ab vc R .3, 00, 0 indi ling that III t)f th r middl 

me me group. 
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60 
50 
40 
30 
20 
10 
o 

4 .17 

Table 3.1.7 Necessity of life insurance 

Variable 

Yes 

No 

• Percentage 

Figure 6 

Number Percentage 

120 100 

0 0 

Table 3.1.7 shows it clearly that all (100%) respondents find it nece sary to have life 

insurance. This indicates that all r spondents are aware about the ben fit of life in uranc . 

Table 3.1.8 Type of company 

Variable Numb r Percentage 

LIe 94 78.33 

Other company 26 21.67 

T bl 3.1.8 and Figure 3.1.7 clearly , h the l 7 . 3% t the re:p nd nt have pur h 

policy from LI \ here a 21. 7% have pur ha d fr m olh r compani . It cl arl) indie tl: 

lh d minance if LI ~ r life in urancc in the lu j 'If a. 
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pe of compan 

78.33 

Figure 7 

Table 3.1.9 Rea on to choo e the company 

Variabl 

Ta benefit 

Reliable 

Agent influence 

Any other rea on 

80 

60 

40 

20 

Number 

12 

91 

15 

2 

Rea on to choo e the compan ' 
75.83 

o .~--------r-------~--------~---------r 

Tax ben fit Reliable Agent 
Influence 

igurt! 

Any other 
reason 

• 0 her company 

Percentage 

LO 

75.83 

12.5 

1.67 

• Percentage 

Jraphienl pre ent. ti n indi ale th t ignilit: nt Ill.lj( fit. 7_.':0% the r nt 

eh \,; th ir rc.: p eliv amp' n h 'HI r Ii bilit f th III an. 
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follo\ cd by 12.5% who were influenced by agents and one-tenth (10% for tax benefit. It 

r veal' that reliability is the dominating cau e which greatly influence life insurance 

customer's choice with respect to life insurance company. 

Table 3.1.10 Type of policy 

Variable Number Percentage 

ingle premium life in urance 6 5 

Term life in urance 69 57.5 

Whole life in urance 41 34.17 

Univer allife insurance 2 1.67 

Variable life insurance 2 1.67 

Analysis of table 3.1.10 clearly reflects the type of policy purchased by respondent. Table' 

reveals that 57.5% of the respondents have purchased term life insurance policy followed by 

34.17% who have purchased whole life insurance policy, nearly 5 % single life insurance 

policy and 1.67% each who have purchased universal & variable life insurance policy. 

60 

50 

40 

30 

20 

10 

Type of policy 

o +-------~--------~------~--------~-------< 
Single 

premium life 
insurance 

Term life 
insurance 

Whole life 
insurance 

Universal life Variable life 
insurance insurance 

Figure 

Percentage 
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Table 3.1.11 Reason to choo e policy 

Variable Number Percentage 

Ta benefit 11 9.16 

ecurity 95 79.17 

Agent influence 14 11.67 

Reason to choo e the policy 

79.17 

80 

70 

60 

50 

40 • Percentage 

30 

20 

10 

0 

Tax benefit Security Agent influence 

Figure 10 

It is quite evident from tabulat d and graphical repre ent ti n that ignifi nt maj rit)' 

(79.l7%) of the re pondent hay purcha cd policy in rd~r to ecurc future ht:re 11. 7% 

arc influenced by agent and % for tru ' benefit. '1 hi' indi at that pI.: ph: 'If' 

ecure th ir and their family' future. 
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3.2 Cu torner atisfaction with life in urance agent, companies and policie 

3.2.1 Re 'pondents' . ati faction with life in 'uranee agent 

Variable 
Highly Di agree Moderate Agree Highly 

di agree agree 

Tru't 30 1 4 40 45 
(25.0) (0.8) (3.3) (33.3) (37.5) 

afety 30 1 7 29 53 
(25.0) (0.8) (5.8) (24.2) (44.2) 

Long 27 2 9 32 50 
bu ines (22.5) (1.7) (7.5) (26.7) (41.7) 

Entertain 30 1 13 37 39 
very well (25.0) (0.8) (10.8) (30.8) (32.5) 

Preference to 30 1 12 38 39 
goals (25.0) (0.8) (10.0) 31.7) (32.5) 

Buy more 33 3 14 36 34 
products (27.5) (2.5) (11. 7) (30.0) (28.3) 

Recommend 31 4 14 39 32 
to others (28.5) (3.3) (11.7) (32.5) (26.7) 

Right 67 23 2 3 25 
information (55.8) (19.2) (1.7) (2.5) 20.8) 

Belief 65 23 1 7 24 
(54.2) (19.2) (0.8) (5.8) 20.0) 

Prompt 48 17 5 12 38 
services (40.0) (14.2) (4.,," %) 10) (31.7) 

Loyalty 68 16 6 6 • ..4 
(56.7) (13.3) (5.0) (5.0 (20 

Figure in parenthesi show percentage of resp ctive row total. It i evident fr III the table 

3.2.1 that respondents highly agreed with a~ ty (44._% ) foIl \\ ed b' 1 ng hi~ t r: of 

business (41.7%), tru t (37.5 % ) and well cnh.:rtainm nl and prefer nce t al (3_.:% 

each wher a (32.5%) re pondent agreed \ 'th fCC mmend to ther ,n 30~o f; r bu) mor 

in urance product . On the other hand rc pondent highl) di:< gr d \ ilh 10 aIty t - .7%. f r 

right information (55.8%). belief (54._ % and for prompt 'fvice 40%. 
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3.2.2 Re pondent ' sati faction toward lit in urance companie 

Re 'ponse 
Variable 

Highly OJ agree Moderate gree Highly 
disagree agree 

Tru't 2 - 2 34 82 
(1.7) ( 1.7) (28.3) (68.3) 

afety 2 - 2 27 89 
( 1.7) 1.7) (22.5) (74.2) 

,-
Long bu 'inc 2 - 8 29 81 

(1.7) (6.7) (24.2) (67.5) 

Entertain very 2 - 7 30 81 
well ( 1.7) (5.8) (25.0 (67.7) 

Preference to 2 - 7 37 74 
goals (1.7) (5.8) (30.8) (61.7) 

Buy more 3 2 11 33 71 
products (2.5) (1.7) (9.2) (27.5) (59.2) 

Recommend to 5 - 11 44 60 
others (4.2) (9.2) (36.7) (50.0) 

Right 93 21 1 2 3 
information (77.5) (17.5 (0.8) (1.7) (2.5 

Belief 93 21 3 " -
(77.5) (17.5) 2.5) (2.5) 

Prompt 94 20 3 - 3 
ervices (78.3) (16.7) (2.5) (2.5) 

Loyalty 99 12 5 - 4 
(82.5) (10.0) (4.2 "'.3) 

Figures in parenthesis how p rcentnge of re pectiYe row t tal. It i 

that respondents highly agreed with sati faction variabl ati ty 74.2%) Bowed by tru t 

(68.3%, entertainment (67.7%) long hi. tOr) of btl ine \ ith c mpani . ( 7.-% 

preference to financial goal (61.7%) and bu) m rc in umnce pr duct 5 .~% . HuH of'thc 

re. p ndent highly agreed" -j th recommending their pr . nt insuran • c mpani t othl.:r. 

On the oth r side re. pondent highl; disagn.: d for loy It ( . -% . j r prompt n'h. 

(78.3%) and for b -lief and right infonnuti n (77. -% ' h. 
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3.2.3 Respondents' ati faction with respective life in 'urance policie 

Re ponse 
Variahle. 

Highl ' Disagrc Moderate Agree Highl 
di agree agree 

Feature 2 - 3 33 82 
(1.7) (2.5) (27.5) (68.3) 

Premium 1 2 13 33 71 
(0.8) (1.7) (10.8) (27.5) (59.2) 

ufficient 2 2 18 38 60 
return (1.7) (1. 7) (15.0) (31.7) (50.0) 

Term' and 3 - 25 39 53 
condition (2.5) (20.8) 32.5) (44.2) 

ecure 2 - 5 32 81 
(1.7) (4.2 (26.7) 67.5) 

Recommend 5 1 32 44 38 
to others (4.2) (0.8) (26.7) (36.7) 31.7 

Right choice 97 17 - 2 4 
of policy (80.8) (14.2) (1.7) (3.3) 

Product is 57 19 8 10 26 
sufficient (47.5) (15.8) (6.7) (8.3 (21.7) 

Money 1 92 18 4 4 2 
not bound (76.7) (J5.D) (3.3) (3.3) (1.7) 

Figures in parenthesis how percentage f re p ctive r w total. It i ~ e 'ident fr m the table 

3.3.3 that respondents highly agreed with fi ature oflifi in urancc poli k . %) follo\\cd 

by with ecurity (67.5%). premium (59.2%). suffici nt r tum 5 0'0 nd tcnn. and 

conditions of life in urance poli (44.2%). n the oth r h~ nd r . p nd nl hi lhl ' di..u rc d 

with right choi of policy (80.8%) followed b' m n ) h un in Iii in ur n c p lic)' 

(76.7% ,nd umciency fp Ii ie (47.5%). 
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3.3 ustomer ati faction with life in urance agent 

3.3.1 Mean difference analysis of cu -torner ati faction variable toward agent with 
r pect to gender 

Gender 

Variable Male Female t-te t 

Mean SD Mean D 

Tru t 3.54 1.59 3.65 1.60 -0.37 

Safety 3.65 1.64 3.54 1.60 0.34 

Long business 3.57 1.56 3.78 1.60 -0.69 

Entertain well 3.42 1.56 3.51 1.57 -0.29 

Preference to financial goal 3.40 1.55 3.57 1.59 -0.54 

Buy more insurance products 3.25 1.58 3.38 1.58 -0.40 

Recommend to other 3.25 1.52 3.43 1.59 -0.57 

Right information 3.87 1.60 3.86 1.60 0.08 

Belief 3.81 1.64 3.84 1.51 -0.96 

Prompt services 3.28 1.77 3.05 1.73 0.64 

Loyalty 3.81 1.67 3.84 1.50 -0.96 

*p< 0.05 

**p< 0.01 

Table 3.3.1 presents level of atisfaction among the liti insurance ell tomer toward agent on 

the basis of their gender. It is ob erved from the table that femal resp ndenls have cored 

higher on the eight components of ati faction i.e. tru t. long hi t ry f bu in • ent nain 

well. preference to financial goal , buy m re produ t • re mmend to other. b lie nd 

loyaJty with th ir mean 'alues (M= .65 . M= .78 , 1=3.51 . ( 1= . -7 . t 1= .... 4.: • 

(M=3.43), (M=3.84) and (M=3.84) Tl: pethel)' \.,'here U' mal r 'p ndcnt he \ cot in d 

higher m an alue ' scor n re. t three v'lri bles i.e. ai'et)' 1= . . right inl' ml li 1n 

(M- 3. 7) and pr mpt ervlce ( 1=3._ Furth r it can b n t d that g ndcr h \ n) 

, ignificant effect on mean di fference of an [th 'lriubl~. 

0 
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3.3.2 Mean difference aoaly i. of cu ·tom r ati fa don variable toward agent :vith 
re pect to marital tatus 

Variable 

Tru t 

Safety 

Long hi tory of bu ine 

Entertain well 

Preference to financial goal 

Buy more insurance products 

Recommend to other 

Right information 

Belief 

Prompt services 

Loyalty 

*p< 0.05 
**p< 0.01 

Mean 

3.36 

3.36 

3.36 

3.22 

3.08 

3.14 

3.00 

3.75 

3.67 

3.39 

3.69 

Marital 

Single 

SD 

1.58 

1.62 

1.58 

1.55 

1.53 

1.67 

1.62 

1.64 

1.63 

1.62 

1.61 

tatu 
t-te t 

Married 

Mean SD 

3.67 1.59 -.96 

3.73 1.63 -1.12 

3.75 1.55 -1.24 

3.55 1.56 -1.04 

3.61 1.55 -1.69 

3.38 1.48 -1.32 

3.42 1.5':; -0.78 

3.92 1.58 -0.52 

3.88 1.59 -0.66 

3.13 1.81 0.73 

3.87 1.61 -0.54 

Table 3.3.2 exhibits mean difference analysi of ingle and married r pondent. Th fmding 

indicate that married have scored higher mean alue on ten ariable f cu t mer sati facti n 

i.e. trust (M=3.67). safety (M=3.73), long history of bu in s (1=3.75), tnt rtain well 

(M=3.55), preference to financial goal (M=3.61). buy more in urance product 1=. 

recommend to others (M=3.42), right infonnation (M=3.92). belief ( 1=. ) and I .' It) 

(M=3.87). On the oth r hand ingle h,e ored highcr mean valu fi r nly on arinbl ot 

eu tomer s sati. facti n i.e. prompt. erv'iee (M=3.39). Further. it can b n t d th t marital 

statu ha no significant cffect on mean oifTer n~ t any 'uriablc. 
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3.3.3 Mean difference analysi. of customer sati ·faction variable toward agent with 
respect to age 

Variable 

Trust 

Safety 

Long 
bu ine s 

Entertain 
well 

Preference 
to goal 

Buy more 
products 

Recommend 
to others 

Right 
information 

Belief 

Prompt 
ervices 

Loyalty 

*p< 0.05 
**p< 0.01 

18-28 

Mean SD 

3.67 1.52 

3.60 1.53 

3.63 1.49 

3.49 1.48 

3.33 1.47 

3.21 1.47 

3.33 1.53 

4.02 1.50 

3.93 1.50 

3.56 1.59 

3.93 1.52 

Ag 

29-38 

Mean 0 

3.59 1.76 

3.67 1.79 

3.56 1.78 

3.59 1.78 

3.59 1.76 

3.56 1.76 

3.52 1.67 

3.70 1.81 

3.70 1.81 

3.15 1.97 

3.70 1.81 

group (year ) 

39-48 49-58 Above 58 

Mean SD Mean SO Mean SD 

3.57 1.57 3.67 1.58 2.71 1.60 

3.71 1.65 3.80 1.65 2.71 1.60 

3.93 1.46 3.60 1.54 2.86 1.77 

3.46 1.52 3.47 1.50 2.57 1.51 

3.71 1.53 3.47 1.50 2.57 1.51 

3.39 1.49 3.27 1.62 2.43 1.81 

3.32 1.49 3.20 1.52 2.57 1.51 

4.07 1.51 3.80 1.52 2.86 1.77 

3.86 1.58 3.93 1.43 3.14 2.03 

2.93 1.76 3.20 1.78 2.43 1.81 

3.93 1.56 3.80 1.65 3.14 2.03 

F-
te t 

0.55 

0.60 

-
0.68 

0.61 

0.87 

0.76 

0.53 . 
0.99 

0.41 

0.95 

0.41 

Table 3.3.3 depicts mean difference analy i of level of ati fa tion an1 ng r sp ndent with 

respect to different age group. It is seen that (39-48 years) and 1 -_8 ear) age gr up- havc 

shown highest inclination for right information variabl of cu tomer ati faction \ itb mean 

core (M=4.07) and (M=4.02) respectively. Further, it wa Ie r that· g group 39-4t: y ar 

and (above 58 year) have shown 1 we t inclination for vari. bie prompt [\'1 (1=2." 

and (M=2.43) re pectively and agc group (18-28 )'ear~ havc h \ n 1 \. _l inclinati n f; r 

buy more insurance products (M=3.21), It can be seen that age gr u 

hown maximum and ame inclination lor thn.:e variable of 'llstom r' 

information, b lief and 10. nlty with mean cor' 1=3.70) cal:h. 
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n..: p ndent b longing to higher age groups (49-58 years) and (ab ve 58 years) have shown 

highest mean aluc for variable belief i.e. (M=3.93) and (M=3.14) respectively. Therefore, 

it can be concluded that respondent of age group (18-28 years), (29-38 years) and (39-48 

years believe that agent' are providing right information to them. On the other hand age 

gr up (49-58 years) and above 58 year) show more belief in agents. Further, it can be seen 

that age has no significant effect on mean difference of any variable. 

3.3.4 Mean difference analysi of cu tomer ati faction variables toward agent with 
re pect to education qualification 

Education qualification 
Variable 

Matriculation Plu two Graduation PG& 
above 

Mean SD Mean SD Mean SD Mean SD 

F-
test 

Tru t 4.20 1.37 3.48 1.66 3.43 1.73 3.55 1.46 0.91 

Safety 

Long business 

Entertain well 

Preference to goals 

Buy more products 

Recommend to others 

Right information 

Belief 

Prompt ervices 

Loyalty 

*p< 0.05 

**p< 0.01 

4.20 1.37 

4.33 1.39 

4.20 1.37 

4.33 1.11 

4.00 1.36 

3.60 1.29 

4.20 1.24 

4.40 1.24 

3.67 1.63 

4.47 1.12 

3.62 1.77 3.50 

3.52 1.72 3.43 

3.14 1.52 3.32 

3.19 1.56 3.36 

3.00 1.58 3.27 

3.14 1.65 3.27 

3.81 1.72 3.77 

3.76 1.72 3.61 

2.71 1.87 3.32 

3.62 1.83 3.61 

1.78 3.52 1.46 0.75 

1.63 3.65 1.46 1.21 

1.66 3.48 1.48 1.55 

1.69 3.35 1.47 1.94 

1.73 3.20 1.45 1.30 

1.60 3.32 1.54 0.26 

1.71 3.88 1.52 0.30 

1.71 3.85 1.52 1.01 

1.80 ., .18 1.69 0.72 

1.72 3.90 1.19 1.13 

Table 3.3.4 depicts mean difference analy i of level of .atisfaction among rc.p ndem' ith 

respect to educational qualification. It \ a' 'cen that re pondent h3\ ing qualifica ion 

matriculation have obtained highest m~an valu' for 'ariablc loy It ' 1-4.47 vhich i 

highest in the above table and po t graduat have, ho\ 11 rna. "imum m an 'ulu r the ml: 

variable (M=3.90). Plu two pas cd and graduate r sp no nl ha c h \ 'n ma: imum III an 

value ~ r right infomlati n i.e. ( 1= . 1 and (! ·f= .77 rcspccti c I ' \ h r, t11l:.' h' \ 
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shown minimum value for variable buy more insurance products from pr~sent agent 

M -3.27) and (M=3.20) respectively. M triculate and graduate have depicted minimum 

inclinnti n for ariable rcc mmend to others (M=3.60) and (M=3.27) respectively. Further it 

can be ob ervcd that education qualification h no significant impact on mean difference of 

any ari ble . 

. 3.5 Mean difference analy i of cu ·tomer ati faction variable toward agent with 
r pect to annual famil ' income 

Variables 

Trust 

Safety 

Long bu ines 

Entertain well 

Preference to goals 

Buy more products 

Recommend to other 

Right information 

Belief 

Prompt services 

Loyalty 

*p< 0.05 
**p<O.Ol 

Below 
1.00.000 

Mean SD 

2.20 1.64 

2.40 1.94 

2.80 2.04 

2.20 1.64 

2.20 1.41 

2.00 1.30 

2.20 1.81 

3.40 1.81 

2.80 2.04 

2.80 1.30 

3.00 1.87 

Annual family income (Rs.) 

1,00,000- 3,00,001- Above 
3,00,000 5,00,000 5,00,000 

Mean SD Mean SD Mean SD 

3.62 1.36 3.45 1.66 4.00 1.43 

3.75 1.43 3.51 1.70 3.94 1.47 

3.69 1.40 3.57 1.64 3.85 1.43 

3.69 1.40 3.31 1.61 3.79 1.45 

3.69 1.31 3.31 1.65 3.79 1.47 

3.50 1.40 3.14 1.57 3.68 1.46 

3.69 1.29 3.08 1.72 3.74 1.46 

3.75 1.29 3.80 1.72 4.12 1.47 

4.25 1.34 3.71 1.68 3.97 1.46 

2.75 1.84 3.18 1.81 3.53 1.65 

4.00 1.43 3.74 l.~ 3.97 1.52 

Table 3.3.5 exhibits the mean diffi rene analysis of cu tomer' atisfaction v.ith r 

annual family income of respond nts. The result ho\' that cu tomer b longing t lOcom 

group (R .1,00,000-Rs3,00,000) ha 'e hown mao 'imum in lirnti n fI r b Ii f dim n. ion of 

cu tomer's atisfacti n i .. (M=4.25 whi hi hi h t me n • 1m: thT ugh lit the llble. It \ 

obs rved that inc me gr up (R . 1 

5,00,000) h r d 1 \ est for ariablc prompt er ic 

,nd (M=3.53) re p clivel '. It can al 0 b en th't g gr U' do 
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F-
te t 

2.27 

1.53 

0.72 

-1.97 

1.97 

2.14 

2.63 

0.48 

1.17 

0.83 

0.69 



(Rs. ,00,OOl~Rs5.00,000) nnd above 5,00,000) have scored highest mean values for right 

information variabl of customer's satisfaction ariable i.e. (M=3.40) (M=3.80) and 

(M- .12) n;specti ely. Lowest inc me group (below R .1.00,000) don't want to buy more 

insurance product fr m pre 'cnt agcnt whcreas middle income group (Rs.3,OO,OO \­

Rs.5,OO,OOO) don't want to recommend to others. Further, it can be seen that income has no 

ignificant impact on mean difference of any variable. 

3.3.6 Mean difference analy is of cu tamer ati faction variable toward agent with 
re pect to occupation 

Variable 

Tru t 

Safety 

Long 
business 
Entertain 
well 
Preference to 
goals 
Buy more 
products 
Recommend 
to others 
Right 
information 
BeJief 

Prompt 
services 
Loyalty 

*p< 0.05 

**p< 0.01 

tudent 

Mean SD 
3.81 1.47 

3.75 1.57 

3.69 1.40 

3.62 1.45 

3.44 1.41 

3.31 1.49 

3.56 1.50 

4.19 1.37 

3.88 1.62 

3.50 1.59 

3.94 1.52 

Bu inc 

Mean SD 
3.47 1.52 

3.64 1.62 

3.53 1.59 

3.42 1.51 

3.28 1.63 

3.28 1.59 

3.28 1.46 

3.69 1.58 

3.92 1.62 

2.88 1.86 

3.83 1.66 

Occupation 
Govt. Hou ehold 

Employee 
Mean SD Mean SD 
3.11 1.75 4.50 1.09 

3.13 1.77 4.29 1.13 

3.32 1.72 4.50 1.09 

3.03 1.73 4.14 1.09 

2.87 1.65 4.14 l.09 

2.87 1.71 4.11 1.06 

2.87 1.68 4.14 1.26 

3.58 1.81 4.50 1.09 

3.32 1.74 4.57 1.08 
., 

3.03 1.76 3.86 1.11 

3.37 1.79 4.50 1.09 

Table 3.3.6 illu trat the mean differenc analy i of u t mt.:r' ti f li n 

respect to occupation. It wo found that h u chold and busin men ha\ 

profe ional 

Mean SD 
4.00 1.54 

4.00 1.54 

3.81 1.51 

3.75 1.52 

3.60 1.44 

3.56 lA5 

3.62 1.50 

4.06 1.61 

4.06 1.34 

3.56 1.7] 

4.12 1.36 

mean (M=4.57) and (M=3. 2 fl .. pectively ~ r belief I riobk f u tamer 'oti fa li n ,md 

scored I west mc, n (1=3.8 and M=2.92 rc p 

found that student and JO cmmcnt empl .. ~ have hO\ 'n hight.:.l in lin ti n r r r' ght 
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F-
te t 

2.38 

1.72 

1.58 , 

1.62 

1.85 

1.87 

1.56 

1.9] 

1.89 

1.21 

1.55 



information dimension of eu tomcr's sati faction variable with their mean score (M=4.19) 

and (M=3.58) respecli ely whereas professionals have scored highest mean values for 

variable loyalty (M=4.12). The re ults have shown that students and profe sionals have 

sc red lowest mean values (M=3.3l) and (M-3.56) respectively for buy more in urance 

products variable which means that they don't want to buy morc products from present agent. 

Households, busines men and professionals arc not satisfied with prompt services. Govt. 

employces have scored minimum for three variables customer's satisfaction i.e. preferences 

recommending to other and buy more in urance products with their mean values (M=2.87) 

each. Further, it can be seen that income has no significant impact on mean difference of any 

variable. 

3.4 Customers satisfaction towards life insurance companies 

3.4.1 Mean difference analysis of customer satisfaction variable toward insurance 
company with respect to gender 

Variables 

Trust 

Safety 

Long business 

Entertain well 

Preference to goals 

Buy more products 

Recommend to others 

Right information 

Belief 

Prompt ervices 

Loyalty 

*p< 0.05 
**p< 0.01 

Mean 

4.59 

4.61 

4.52 

4.55 

4.45 

4.40 

4.19 

4.73 

4.67 

4.67 

4.69 

Male 

SD 

0.76 

0.76 

0.83 

0.80 

0.81 

0.92 

1.03 

0.71 

0.81 

0.82 

0.9\ 

Gender 

Female 
t-te t 

Mean SD 
4.68 0.47 -0.62 

4.81 0.39 -l.47 

4.65 0.58 -0.86 

4.59 0.64 -0.27 

4.65 0.58 -1.36 

4.38 0.89 0.10 

4.49 0.69 -1.-8 

4,49 0.96 1.57 

4.59 0:86 0.48 

4.70 0.57 -1.87 

4.68 0.66 0.06 

Table 3.4.1 pre ent the level f. ati facti n am ng the life in llr~ m: eu t{ rn r t \ ' rd 

company on the ba is of thdr g 'nd r. It; obsl:T 'C 1 Crom lhl.: table th. t ~'mal rc ·ponden!. 
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have scored higher on the seven components of sati faction i.e. trust, safety, long history of 

business, entertain well, prefercnce to fmancial goals. recommend to other. and prompt 

service with their mean values (M=4.68) (M=4.81), (M=4.65), (M=4.59) (M=4.65), 

( 1-4.49), and (M=4.70) respectivcly where as male respondents have obtained higher mean 

value n re t of four variables i.e. buy more insurance products (M=4.40), right information 

(M=4.73), belief (M=4.67) and, loyalty (M=4.69). Further it can be noted that gender have 

no significant effect on mean difference of any of the variables. 

3.4.2 Mean difference analysi of customer atisfaction variable toward in urance 
company with re pect to marital status 

Variable 

Trust 

Safety 

Long busine s 

Entertain well 

Preference to goals 

Buy more products 

Recommend to others 

Right information 

Belief 

Prompt services 

Loyalty 

*p< 0.05 

**p< 0.01 

Mean 

4.58 

4.61 

4.50 

4.47 

4.39 

4.19 

4.31 

4.53 

4.31 

4.39 

4.64 

Marital 

Single 

SD 

0.77 

0.76 

0.84 

0.91 

0.87 

1.09 

0.88 

1.00 

1.91 

1.05 

0.89 

tatu 

Married 
t-te t 

Mean SD 

4.63 0.65 -0.34 

4.70 0.63 -0.67 

4.58 0.73 -0.54 

4.61 0.67 -0.89 

4.56 0.70 -1.13 

4.48 0.81 -1.56 

4.27 0.97 0.16 

4.71 0.70 -1.66 

4.80 0.55 -0.309 

4.81 0.54 -2.87 

4.70 011 -0.37 

Table 3.4.2 exhibit the mean difference analysi of single and married re p ndent . The 

finding indicate that married have higher mean value on s \'ariabJ . i.e. tru 'r (~1=4. fet)' 

(M=4.70), long history of bu ines (M=4.S8), entcrtain 'cll ( 1=4.61) pr fi rence t fin. lcial 

goals (M=4.56), buy more insurance pr dUCl ( 1=4.48, right infomlati n ( 1=4.71 , belie 

(M=4.80), prompt service (M4.81) and 1 yalt)' (M=4.70. n the thcr hand ingl ho I.: 

cored highe. t mean value for onl ' one variable i.e. rccoml11 nd to )th r t= 1 . I urther. it 

an be n ted that marital status ha no i lnificant eJl'l:ct on 111 n dil1crencc an ' v ri ble ., . 
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3.4.3 Mean difference analysi of cu tomer ati faction variable toward in urance 
company with re pect to age 

Variable' 

Tru t 

Safety 

Long 
business 
Entertain 
well 
Preference 
to goals 
Buy more 
products 
Recommend 
to others 
Right 
information 
Belief 

Prompt 
services 
Loyalty 

*p< 0.05 

**p< 0.01 

18-28 

Mean SO 

4.72 0.45 

4.74 0.44 

4.60 0.58 

4.56 0.66 

4.49 0.66 

4.26 0.90 

4.30 0.83 

4.72 0.73 

4.51 0.98 

4.58 0.82 

4.77 0.61 

Age group (year .) 

29-38 39-48 49-58 Above 58 

Man SO Mean SO Mean SD Mean SD 

4.44 1.12 4.64 0.55 4.67 0.48 4.43 0.53 

4.48 1.12 4.79 0.49 4.67 0.48 4.57 0.53 

4.41 1.15 4.50 0.74 4.73 0.45 4.71 0.48 

4.48 1.12 4.61 0.62 4.53 0.51 4.86 0.37 

4.37 1.14 4.64 0.55 4.47 0.51 4.71 0.48 

4.37 1.14 4.57 0.63 4.47 0.51 4.43 1.51 

4.04 1.45 4.43 0.69 4.33 0.61 4.43 0.53 

4.56 1.08 4.61 0.83 4.80 0.41 4.57 0.53 

4.59 0.20 4.79 0.41 4.87 0.35 4.71 0.48 

4.63 1.07 4.79 0.41 4.87 0.35 4.71 0.48 

4.37 1.44 4.79 0.49 4.87 0.35 4.57 0.53 

Table 3.4.3 depicts mean difference anaJysis of level of satisfacti n amon resp ndents with 

respect to different age group. It is shown that age group 49-58 ear) ha sh wn highe t and 

same mean value for three comp nents feu tomer' ati faction i.e. belief- prompt r\'lC 

and loyalty with mean score (M=4.87 each and it is highest in the ab ve t ble -.:her n e 

gr up (39-48 years) ha sc red highe t mean alues for the ame 'ariabl ith 

variable safety i.e. (M=4.79) each. Resp ndents belongmg t highe t age gr up ,b \ c -

years) have shown highest satisfa tion with ariable l:ntertain ry . 11 i .. (. 1= 4. an 

lowest for thr e comp nent of etl t mer' ati. rllcti n i.c. tru t bu ' m r in 'umn pr duct 

and recommend to th r \ 'ith th ir mean value ca h. Further. it un l:11 lhat 

age gr up (_9-38 year) ha 'hO\\:n highc t mean r J r pr )mpt f\ icc 
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age group (18-28 years) has shown highest mean value for loyalty (M=4.77) and lowest for 

(riable buy more insurance product (M=4.26). it can be een that age group (29·38 years), 

(39-48 years) and (49-58 years) don t want to rec mmend their re p cti e companies to 

others with their mean value' (M=4.04), (M=4.43) and (M=4.33) respectively. All age groups 

except lowe t age group arc highly atisfied with prompt services and they are least interested 

in recommending to others. However, it can be seen that age has no significant effect on 

mean difference of any variable. 

3.4.4 Mean difference analy i of customer ati faction variable toward in urance 
company with respect to education qualification 

Variables 

Tru t 

Safety 

Long business 

Entertain well 

Preference to goals 

Buy more products 

Recommend to others 

Right information 

Belief 

Prompt services 

Loyalty 

*p< 0.05 

**p< 0.01 

Matriculation 

Mean SD 

4.73 0,45 

4.80 0.41 

4.80 0,41 

4.87 0.35 

4.80 0.41 

4.67 0.61 

4.33 0.81 

4.80 0,41 

4.80 0.41 

4.80 0.10 

4.73 0.59 

Education qualification 

Plus two Graduation 

Mean SD Mean SD 

4.67 0.48 4.55 0.95 

4.71 0.46 4.55 0.95 

4.71 0.46 4.39 1.01 

4.76 0.43 4.45 0.97 

4.57 0.50 4.39 0.99 

4.48 0.92 4.32 1.02 

4.48 0.68 4.23 0.98 

4.76 0.43 4.55 1.04 

4.86 0.35 4.66 0.96 

4.86 0.78 4.68 0.13 

4.90 0.30 4.57 1.06 

F-
PGand te t 
above 

Mean SD 

4.62 0.49 0.33 

4.75 0,43 0.99 

4.58 0.63 1.56 

4.48 0.67 1.82 

4.50 0.64 1.18 

4.32 0.85 0.67 

4.22 1.07 0.40 

4.68 0.76 0.55 

4.48 0.93 1.21 

4.55 0.13 0.90 

4.50 0.82 0.77 

Table 3.4.4 depicts mean difference analy is of 1 vel of sati faction am ng r p odent 'ith 

respect to educational qualificati n. It is cen that r p ndcnt ha ing qualificati n upt plu~ 

two have obtained high t me n alue for loyalty M=4.90) 'ariahl f eu t mer. 

satisfaction which i highe t in abo c table and 1 'cst mcan 

in urance product and rec mm nd to othl:r i.c. 1=4.4 each. It can b , f\ d thut 

graduates ha c hown high m an 'atuc for 'omp f1\.:nt f ell tom r 
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ati 'fa tion whereas p st gradates have shown highest mean value for right information 

(M=4.68). Rc pondent' having lowest education qualification have shown highest mean 

vulue for three dimensions of customer' sutisfaction i.e. right infonnation, belief and prompt 

service \i ith mean core (M=4.80) each. All re pondent have shown lowest mean value for 

variable rec mmend to other which means that they don't want to recommend their 

respecti e companies to others. Further. it can be observed that education qualification has no 

significant impact on any variable. 

3.4.5 Mean difference analy i of customer ati faction variable. toward in urance 
company with re pect to occupation 

Variables 

Trust 

Safety 

Long 
business 
Entertain 
well 
Preference to 
~oals 
Buy more 
product 
Recommend 

Right 
information 
Belief 

Prompt 
services 
Loyalty 

*p< 0.05 
**p< 0.0] 

Student 

Mean SD 

4.56 0.51 

4.69 0.47 

4.50 0.63 

4.44 0.72 

4.31 0.70 

4.00 1.09 

4.19 0.65 

4.38 1.02 

4.19 1.16 

4.50 0.72 

4.62 0.80 

Bu iness 

Mean SO 

4.39 0.96 

4.47 0.97 

4.42 0.99 

4.42 0.96 

4.28 0.97 

4.28 1.16 

4.19 1.00 

4.56 0.97 

4.56 0.96 

4.58 0.96 

4.64 0.96 

Occupation 

Govt. Household Profe sional 
Employee 

Mean SD Mean SD Mean SD 

4.76 0.49 4.86 0.36 4.62 0.61 

4.76 0.49 4.93 0.26 4.69 0.60 

4.66 0.62 4.86 0.36 4.44 0.8\ 

4.68 0.62 4.79 0.42 4.56 0.72 

4.66 0.58 4.86 0.36 4.56 0.72 

4.55 0.68 4.57 0.51 4.50 0.73 

4.45 0.89 4.50 0.65 4.00 1.31 

4.76 0.70 4.93 0.26 4.69 0.60 

4.76 0.71 4.93 0.26 4.81 0.40 

4.82 0.39 4.93 0.::!.6 4. -0 1.09 

4.84 0.43 4.93 0.::!.6 4.25 1.37 

Table 3.4.5 illu trates the mean differt::l1ce anal' i of ell t m r' :ati fa tion arhbk 'ith 

respect to occupation. it was found that hou ehold 1m t: hO\ n highc t and • me in Iinati m 

for four variable' of eu t mer ali fa lion Lt.:. right inform tion, 'lit:f. I pr mpt 
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sl!rviccs with their m an value (M=4.90) each which is highest mean value throughout the 

table. Re pondent who arc tudent·, busines men and Government employee have shown 

highc t inclination for loyalty dimcn ion of customer satisfaction with their mean scores 

M=4.62), (M=4.64) and (M-4.84) re pectively. Further, it was shown that professional have 

scored highest mean value for belief component with mean score (M=4.81). It was observed 

fr m the table that businessmen. Government employee households and professionals have 

shown lov est mean value for variable recommend to others (M=4.19), (M=4.4S), (M=4.50) 

and (M=4.00) respectively which means that they are not interested in recommending their 

respective companies to others. On the other hand students were not interested in buying 

more products from their present life insurance company. The table further depicts that 

occupation don't leave any right significant impact upon mean difference of any variable of 

satisfaction. 

3.4.6 Mean difference analysi of cu tomer satisfaction variable toward in urance 
company with respect to annual family income 

Variables 

Trust 

Safety 

Long business 

Entertain well 

Preference to goals 

Buy more products 

Recommend to other 

Right information 

Belief 

Prompt services 

Loyalty 

*P" 0.05 

**p< 0.01 

Below 
1.00.000 

Mean SD 

4.60 0.54 

4.40 0.54 

4.40 0.54 

5.00 0.00 

4.20 0.44 

3.80 0.83 

3.80 0.83 

4.80 0.44 

4.80 0.44 

4.80 0.44 

5.00 0.40 

Annual family income (Rs.) 

1,00,000- 300,001- Above 
3,00,000 5,00,000 5,00,000 

Mean SD Mean SD Mean D 

4.50 0.51 4.65 0.60 4.62 0.60 

4.81 0.40 4.68 0.59 4.65 0.59 

4.69 0.47 4.54 0.70 -l.56 0.70 

4.50 0.51 4.60 0.78 4A7 0.78 

4.56 0.51 4.54 0.1# 4.47 0.74 

4.62 0.50 4.40 0.91 4.35 0.91 

4.44 0.51 4.34 1.91 4.18 1.19 

4.69 0.47 4.58 0.91 4.76 0.74 

4.69 0.47 4.62 0.89 4.68 0.87 

4.75 0.44 4.66 0.79 4.68 0.8, 

4.r 0.44 4.71 0:80 4.56 1.07 
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'I abl .4.6 c hibit the mean diflerence analysi. 01 ell lomer . ati faction with respcct to 

annllal amily income of re. pondcnt. 'J he re ults hr ve hown that cu tom r belonging to 

lowe. t income group bela R. J ,00 OOO} ha hown rna imum and same inclination for Lwo 

ariables of cu lOJller alisf'action i.e. entertain me very well and loyallY ith mean value 

(M 5.00) each which j highc t thr ughollt the table and core minimum and arne or two 

component i.e. buy more insurance products and recommend LO thers with mean value 

(M=3.80) each. It can be ob crvcd that rc pJnclcnt belonging to income group .1,00,000-

R .3,00,000) have hown highest mean value for safety (M 4.81 wherca R.3 00 01-

Rs.5,00 000) have cored for loyalty (M=4.71 . I fighe t income group above Rs. 5,00,(00) 

have b lieved that right inf rmalion is being provided to them with mean score M=4.76. 

All respondents have cored lowest mean value for one variable i.e. recommend to other, it 

means that they don't want to recommend th .ir present Ii e in urance company Lo 0 her. 

Further, it can be noted that respondents belonging to I wer and middle income groups are 

more loyal to their present life insurance companies. Furthermore, it can be found tha 

income has no significant effect on mean difference of any of variable. 

3.5 Cu tomer ati faction with re pective life in urance policie. 

3.5.1 Mean difference analysi. of eu ·torner atisfaction ariable. toward in urance 
policy with re pect to gender 

Variables 

Features 

Premium 

Return. 

Term and condition ' 

Secure 

Recommend to other 

Right choice of policy 

Product i. sufficient 

Money i not bound 

.p< 0.05 

*.p< O. 1 

Male 

Mean SD 
4.60 0.76 

4.41 0.85 

4.27 0.95 

4.20 0.92 

4.57 0.76 

3.81 1.00 

4.67 0.8-

3.60 1.65 

4.66 0.83 

Gender 

mal t-t 

Mean SD 
4.62 0.54 -0.13 

4.46 0.73 -0.30 

• 
4.27 0.76 -0.29 

4.05 0.94 0.82 

4.62 0:63 0.38 

4.14 o.§4 -1.67 

4.65 0.85 0.77 

-3~57 1.62 0.98 

4.5\ ·O~87 0.218 

t 
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'I able .5.1 pre ents the level of 'atisfaction among the life insurance customers toward life 

in urance policy on the basis of their gender. It wa ob erved from the table that female 

re p ndents ha e scored higher on four components of satisfaction i.e. features, premium, 

secure, rec mmend to others with their mean values (M=4.62), (M=4.46) (M=4.62), 

(M =4.14) respectively where as male respondents have obtained higher mean values score on 

two variables i.e. term and conditi n (M=4.20), right choice of policy (M=4.69) , 

ufficiency (M=3.60) and money is not bound (M=4.66). And they have cored same mean 

value on the variable retum (M=4.27). Further it can be noted that gender ha e no significant 

effect on mean difference of any of the ariables of customer satisfaction. 

3.5.2 Mean difference analysi of cu tomer atisfaction ~'ariable toward in urance 
policy with re pect to marital tatu 

Variables 

Feature 

Premium 

Sufficient returns 

Terms and conditions 

Secure 

Recommend to others 

Right choice of policy 

Product is sufficient to meet need 

Money is not bound 

*p< 0.05 

**p< 0.01 

Mean 

4.67 

4.61 

4.42 

4.33 

4.64 

4.11 

4.58 

3.67 

4.42 

Marital 

Single 

SD 

0.53 

0.64 

0.87 

0.92 

0.76 

1.11 

0.87 

1.63 

1.05 

tatus 

Married 
t-te t 

Mean SD 

4.58 0.76 0.59 

4.35 0.87 1.64 

4.20 0.90 1.23 

4.08 0.92 1.36 

4.56 0.71 0.54 

3.82 0.93 1,46 

4.71 0.84 -0.77 

3.56 1.64 0.32 

4.70 002 -1.17 

Table 3.5.2 exhibits the mean diffi rence analysis of single and married re 'p nd 'nts n nine 

component of customer satisfaction with life insurance polie '. The finding. indic3tt.: th 1 

single ha e cored higher mean lalu fi r ariabh.: feature. premium. r tum. teml and 

conditions, secure, rec mmend t thcr and u ficicnc), 

(M=4.61), (M=4.42 (M=4.33, (1=4.64), (M=4.11) and 11=3.67 resp 'liyC\' on lh ~ thl'r 

hand married re pond nt who ha cored higher m an value or right hoi c f lie nd 
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m ney is not bound (M=4.71) and (M=4.70) re pectively. Further, it can be noted that 

marital tatus ha. no significant effect on mean difference of any variable. 

3.5.3 Mean difference analysi. of customer ati fitction variable toward in urance 
policy with respect to age 

Variable ' 

Feature 

Premium 

Return 

Terms and 
condition 
Secure 

Recommend 
to others 

Right choice 
of policy 

Product is 
sufficient 

Money is not 
bound 

*p< 0.05 

**p< 0.01 

18-28 

Mean SD 

4.47 0.42 

4.63 0.61 

4.37 0.75 

4.28 0.79 

4.72 0.45 

4.05 0.95 

4.77 0.57 

3.63 1.57 

4.60 0.82 

Age group (year) 

29-38 39-48 49-58 Above 58 

Mean SD Mean SD Mean SO Mean SD 

4.58 0.89 4.36 0.91 4.73 0.45 4.57 0.53 

4.33 1.07 4.27 0.85 4.53 0.51 3.86 0.90 

4.00 1.24 4.18 0.81 4.67 0.48 4.14 0.90 

4.00 1.17 4.04 0.96 4.27 0.79 4.29 0.75 

4.41 1.11 4.46 0.69 4.80 0.41 4.43 0.78 

4.07 1.07 3.84 1.06 3.67 0.61 3.00 1.00 

4.67 1.07 4.43 1.16 4.80 0.41 4.86 0.37 

3.11 1.84 3.89 1.47 4.07 1.48 3.00 1.91 

4.59 1.08 4.64 0.73 4.71 0.82 4.71 0.48 

Table 3.5.3 depicts the age wise mean difference analysis of respondents for different 

variables of customer satisfaction. The finding revealed that respondent f age group 

(abo e 58 years) obtained highe t mean valu among all th \'ariable of cu tomer 

atisfaction (M=4.86) for right choice of policy \Vh re thi age gr up 

and arne alue throughout the table f4 r re ommcnd to oth r (t\'l= .00) and ~uni 'ienc ' 

(M=3.00). Re pond nts belonging t \m cst age gr up (1 -_ ye r) and age group 2 _ ... 

years) ha e scored 1 we t mean alues for utficicnc 1= . 3 and ( {= .11) r . 'P~ ti 'cl: 

and high st mean value for right ch ice fpolic)' i.e. tv1=4.67 and 1=4.77 re. p~cti 'cl:. It 

can be sc n th t cu tomer. of ag gnup (4 -58 :c r hU\ e ~ )red high t mean 'alu . r r 
ecure and right choice of policy ( 1= 4. 0) r 1 both an I \ t or r mmcn th r 
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(M=3.67). Respondents of age group (39-48 years) have scored highest mean values for 

variable money i not bound (M=4.64) and lowest tor recommend to others (M=3.84). 

Resp ndcnts belonging to the age groups (18~28 years) (29~38 years. (49-58 years) and 

(above 58 year ') arc more sati. tied with right choice of policy whereas respondents of (39-48 

year ) age group were more sati tied with money is not bound variable of customer 

ati faction. H wever age has no ignificant effect on mean difference of any variable. 

3.5.4 Mean difference analy i f cu tomer ati 'faction variable toward in urance 
policy variable with re pect to occupation 

Occupation 
Variable 

Student Busine Govt. Hou ehold profe sional 

Feature 

Premium 

Return 

Terms and 
conditions 

Secure 

Recommend 

Right policy 

Product is 
sufficient 

Money is not 
bound 

*p< 0.05 

**p< 0.01 

Mean 

4.56 

4.44 

4.06 

4.12 

4.62 

3.88 

4.50 

3.81 

4.19 

SD Mean SD 

0.51 4.33 0.98 

0.72 4.31 1.00 

0.68 4.14 1.12 

0.71 4.11 1.06 

0.50 4.28 0.97 

1.08 3.58 1.02 

0.81 4.53 1.20 

1.37 3.83 1.64 

1.10 4.56 1.05 

Employee 

Mean Mean SD Mean SD 

4.76 0.55 4.86 0.36 4.69 0.47 

4.39 0.79 4.57 0.75 4.62 0.50 

4.37 0.81 4.36 0.84 4.44 0.72 

4.18 0.83 4.07 0.91 4.31 1.07 

4.76 0.54 4.64 0.74 4.75 0.44 

4.11 0.86 3.93 1.14 4.19 0.91 

4.74 0.72 4.93 0.26 4.81 0.40 

3.34 1.66 3.43 l.7j "'.56 1.75 

4.76 0.49 4.79 0.80 4.69 0.60 

Table 3.5.4 depicl the mean difference analY'i f u'tom r satisfacti n mp n nt 'ith 

respect to occupation. It is found that hou 'chold. h vc hm '11 high t m an 'alu thr ugh ut 

the table for ariable right choic f p lie)' ( 1=4.93 r 

sufficiency i.e. (M=3.43 and ,tudcnts, bu. inc m n. ha' 

scor'd lowest ~ r th ~Ccmc i.e. ( t= 3.81) 1=".8" 1=".4 and ( 1="'.5 hi h mean 
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that they d n t lind their life in urance policy ufiicil!nt to meet their needs. Students and 

Govt. employee arc highly sati fled with eature (M 4.56) and (M=4.76) whcrca Govt. 

'mpl yces and bu inc smen have believed that their money is not bound in policy with n can 

valuc (M=4.76) and (M-4.56). I·urther. it can b notcd that occupation ha no significant 

effect on mean difference f any of the component of customer satisfaction. 

3.5.5 Mean difference anal . i. of cu. tomer . ati faction variable toward in urance 
policy with r pect to their annual famil income 

ariablc 

Feature 

Premium 

Sufficient return 

Terms and 
conditions 
Secure 

Recommend 

Right choice of 
policy 
Product is ufficient 

Money i. not bound 

*p< 0.05 
**p<O.Ol 

Below 
1.00.000 

Mean SD 

4.60 0.54 

4.40 0.89 

4.20 0.83 

4.20 0.83 

4.40 0.54 

3.40 0.89 

4.80 0.44 

4.60 0.54 

4.80 0.44 

Annual family income (R .) 

1,00,000- 3,00,001-
3,00,000 5,00,000 

Mean SO Mean SO 

4.62 0.50 4.52 0.85 

4.56 0.51 4.29 0.93 

4.44 0.62 4.11 1.01 

4.31 0.60 3.98 1.05 

4.50 0.51 4.51 0.88 

4.12 0.71 3.74 1.06 

4.88 0.34 4.57 1.04 

4.50 0.8] 3.72 1.63 

4.88 0.34 4.52 1.03 

F-
Above te t 

5,00,000 

Mean SO 

4.76 0.43 0.88 

4.62 0.65 0.25 

4.50 0.70 0.17 

4.41 0.74 0.15 

4.79 0.41 0.25 

4.21 0.91 0.07 

4.76 0.60 0.78 

2.76 1.68 5.96 

4.65 0.59 0.86 

Table 3.5.5 depicts the mean diffl rence analy i of cu tOlm::r " ti facti n uriah!' ith 

respect to annual family income 0 respondent. It , cen lhal re 'p ndcnt 

I west incom group w re satisfied \ ith ustom r ~alisfa ti m ariabl nght choi l: 0 

and In ncy is n t bound with the ir rc 'pectivc me n ( 1-.8 c eh. It 

(Rs.l OO,OOO-R .3.0(000) income gr up ha h )\ n III 'imum 

variable with mean ore (M-4.88) ca h. On th (th r h nd 
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income group ha shown maximuJll inclination toward right choice of p licy variable of 

customer satisfaction 'Ii ith mean value (M=4.S7) whcrea highest income group has shown 

mao ' imufll inclination toward security (M- 4.79). Lowest and (Rs.1 00,000-Rs.3,00,000) 

income gr ups have 'cored minimum for ariable recommending their policies to other with 

mean score (M=3.40 and (M=4.12). Highet and (Rs.3,00,00 I-Rs.S,OO,OOO) income groups 

were not sati fied with ufficiency of the products with their mean values (M=3.72) and 

(M=2.76) respectively. Further. it can be noted that annual family income has no significant 

effect on mean difference of any of the components of customer ati faction . 

3.5.6 Mean difference analysi of Cll tomer ati faction variable toward in urance 
policy with re pect to their education qualification 

Variables 

Features 

Premium 

Sufficient returns 

Terms and conditions 

Secure 

Recommend to others 

Right choice of policy 

Product i ufficicnt 

Money is not bound 

*p< 0.05 
**p< 0.01 

Matriculation 

Mean SD 

4.47 1.06 

4.27 0.96 

4.07 0.96 

4.07 1.22 

4.47 0.83 

3.60 1.18 

4.60 0.82 

3.93 1.58 

4.60 1.05 

Education qualification 

Plus Two Graduation PG& 
above 

Mean SD Mean D Mean SD 

4.71 0.46 4.55 0.79 4.68 0.52 

4.52 0.68 4.25 0.96 4.62 0.58 

4.19 0.81 4.26 1.07 4.50 0.64 

4.33 0.79 4.00 1.03 4.28 0.71 

4.67 0.48 4.57 0.92 4.60 0.54 

3.48 1.12 3.93 0.99 4.22 O.T' 

4.90 0.31 4.48 1.17 ~ 4.80 0.56 

3.43 1.74 3.43 1.73 3.72 1. -1 

4.81 0.40 4.50 1.00 4.65 0.73 

Table 3.5.6 illu trate mean difference anal)' i f eu tomer ati f: ti n variable ' \\ ith 

rc pect t education qualifi ati n of the rc'p nJcnL. It \ I seen th t all r 

tho c who arc graduate have sh 

with their mean orcs plu nd 

7 

F-
te t 

0.)9 

1.80 

1.43 

0.93 

0.21 

3. 4 

1.6 ~ 

0.50 

0.66 



.60). It ed that all respondents except matriculate have 

uftici y with their mean scores plus two (M=3.43) 

grad ·0 (M=3.43) and PO &. above (M=3.72). It was clear from the table that graduate 

nd mean scores for variable features (M=4.55) on the other 

hand matritCUIIIte n::spcmd~mta ba e scored minimum mean values for variable recommend to 

others (M- .60). urther, it can be noted that education qualification has no significant effect 

on mean difti of any of the components of customer satisfaction. 
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hapter 4 

FINDING ,CONCLUSION A D UGGE TIO 

In the pres nt chapter, on the basis of analysis and interpretation of the data with respect to 

ustomer' atisfacti n with life insurance agl:nt, company and policy collected from himla 

town (H.P.). Important finding arc Ii ted and conclusions are drawn and discus ed. Further, 

uggestions which ha e emerged from prt; ent study are given. The finding and conclusions 

are Ii ted below: 

4.1 Findings and conclusions 

Customer ati faction with life in urance agent 

1. Re pondent are highly satisfied with trust and safety. Their agents provide preferences 

to their financial goals and entertain them ery welL Respondents have long history of 

business with their present life insurance agent. Re pondents are not satisfied with 

loyalty and belief of the agents. They feel that their agents keep them waiting for long 

period in order to get any information and services. 

2. It was found that female respondents have shown beli f and tru t in their present agents. 

The study depicts that female customers have long history of busine s ~rith agents. They 

are willing to make this relationship more strong by buying more insurance product 

from the present agents and recommending them to others. On the other hand male 

respondents feel that it is safe to deal with their agent because agents are pro iding right 

and speedy information to them. Overall customers are satisfied, comparatively female 

respondents are more satisfied. 

3, Married re pondent are highly ati fled with their agent \\ith re peet to belief. trust and 

loyalty. It was ob erved that married eu t mer ha e h vm high inclination 1 \ 'ard 

speedy ervices provided by agents. Finding f the study ugg sted that r pondent -

have long busine relatj n hip with their prl:scnt agl:nts nd \\' nt t mah lhi 

relation hip stronger by purchasing more in urancc pr duct fr m tIl m. On th tha 

hand single customer fe I that their agent ar' pr riding right in (rmati n t th'l11. 

Overall eu t mer are ti tied. omparltivcly mnrri d rt:;' pond nL ar m r '. li ~' li d. 
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4. Lowe thigh st (29-38 'cars) (49-58 years) age groups have sh wn highest inclination 

toward belief in their agents but I we -t age group are not willing to buy more products 

from pre. ent agents. It \ a found that rc pondents of age (29-38 year~) and (39-48 years) 

age gr ups arc sati fled with right information provided by agents where a they feel that 

their agent k ep them waiting for long lime for any services. urther, it was observed 

that (49-58 years) age gr up arlo: n t willing to recommend their agent to others. Oldest 

ag gr up doc not have tru t their agent. Their agents don't provide right and speedy 

information to them. Thi age group neither 'ant to buy more insurance products from 

agents nor recommend them to others. It wa clearly found out that oldest age group is 

not atisfied. 

5. It was ob erved that customers having lowest education qualification find their agents 

loyal and they ha e belief in their agents. Post graduate customers feel that their agents 

are loyal whereas plus two and graduate respondent are satisfied with right information 

provided by agent. Post graduate and graduate respondents don't want to buy more 

insurance products from present agent whereas plus two customers are dissatisfied 

because of slow services pro ided by their agents. It is clear that cu tomers who ha e 

passed plus two are comparative less satisfied. 

6. Lowest age group, (29-38 years) and (39-48 years) age groups have ho\ n ati faction 

from right infonnation provided by agents whereas lowest age group is not inter t d in 

buying more insurance products from their present agent. It\\ias found that (2 -38 

years), (49-58 year) and highest age groups have belief in their agent· therefore th ) 

have no doubts in agents wherea eu tomers of these age gr up along with 3 -4 

years) age group customers felt that they have to wait for a long time in rder t get 

services from their agents. Highe t age group Cll tomers ha c n beli f and lru t in their 

agents. The study depicted that highest age group i di ati fi d , ith ag nt be.; au of 

slow services misleading informati nand p or entcrtainm nt b) ent . Th ~' ncith r 

buy more insurance products from their agent n r re omm nd them t tht.::r . It w 

clearly depicted by the study that high t g gr up is di 'uti fled . 

7. The study illu tratcd that h u eh Id and bu inc SOlen are " ti tit.::d with 10 ,It 0 lh ir 

agents \ h rcas tudcnts and iovt. b Ii ,cd that , 'ith right 

information provided b ' th ir agent ' on th th r h nd r ion l ' h v fI un th ir 

so 



agent loyal. It was hown by the study that student and profcs iona! are not intere ted 

in buying m re in uranc product from thdr pre ent agc.:::nts wherea household and 

busincs men h ve to face probl ms because of delayed ervice provided by their agents. 

ovt. employees feel that their agent are not providing preferences to their financial 

goal' and right infonnation so they are not intere ted in buying more insurance products 

from them. Results fthe study depicts that Govt. employees are not satisfied. 

eu tomcr ati faction toward life in urance companie 

8. Respondents are highly satisfied with trust and safety provided by companies. They 

ha e long business relationship with pre ent in urance companies and interested to 

make it stronger by purcha ing more insurance product and recommending their present 

ompanies to others. Respondents feel that their insurance companies are providing 

preference to their financial goals but they do not find their companies loyal. They 

believe that wrong and delayed information is being provided to them. 

9. It is found that female respondents are satisfied with speed of services pro ided to them 

by their companies. They have trust long history of business and find it safe to deal with 

their present companies. Females are interested in spreading positive words of mouth b 

recommending their present insurance company to others. On the other hand male 

respondents are satisfied with loyalty, right information and have belief in pre ent 

insurance company. It is directed that male customers are interested in making strong 

relationship with their companies by buying more insurance pr ducts from their pr ent 

insurance companies. Overall customers are satisfied but female are c mparativ ly 

more satisfied. 

10. Married customers feel that their in urance compani ar 1 yal to th m therefor the.: 

have b lief and trust in them. Married cu tom r have long run u in r lati nship 

with their insurance c mpanies nd \ 'ant to make thi r lati n hip m rt: tr III b: buying 

more products on the other hand singl customer urI.: willing to rcc mmend th ir pr nt 

insurance companies to ther. erC. 11 eu tomer a e ,ati tied but marri d cust In r~ ( r 

comparati ely more satisfied. 

Sl 



II. 'I he stu ly revealed that re pundents wh are tudent busine smen, Govt. employees 

and h u ehold bcli 'e that their c mpanics arc 1 yal to them therefore they are not 

planning to chang them whereu household customer arc also satisfied with right 

int' rmati n, peedy services and have belief in pre ent in urance companies. It is 

o crvcd that pr fe. sionals are ati fied with respect to right infl rmation provided by 

their company. The tudy depicted the fact th t all cu to mer are umvilling to 

rec mmend their pre ent insurance companies to others. verall customers arc satisfied 

but c mpafati ely hou 'ehold are more atisficd. 

12. It i illustrated that customers of lowest income group are full satisfied with loyalty and 

entertainment by th if insurance companies but they ar not interested in buying more 

in urance pr ducts from them. Further, it was found that customers of (Rs.l ,00,000-

Rs.3,00,000) income gr up feel that it i safe to deal with their companies whereas 

cu tomer of (Rs. 3.00.00] - Rs. 500,000) income group have found their companies 

loyal. Re pondents belonging to highest income group are highly atisfied with belief 

fa tor. All cu tomers don't want to recommend their present insurance c mpanies to 

others. Overall customers are satisfied but cu tomer belonging t lowest in orne group 

are comparatively more satisfied. 

13. Respondents who have passed plus two b lie e that their companie are 1 yal to them 

but they are unwilling to recommend their companies to others and buy more in UTan 

products from them. It wa observed that r pondent having 1 west and high t 

education qualification have belief in their companie . L west education qualification 

group has felt that they arc provided with right and speedy infommtion. Further, it "3 

found that all customers are n twilling t recomm nd their pre I1t in uranc companie 

to other. Overall cu tomer are atisfied. 

]4. Older customer feel that their c mpal1lc ,rc t.:ntcrtaining them t.:r · \ cli her 

younger cu tomers arc atisfi ~d with loyalty of companic . but the ' 'lrt: not willing t 

more lI1suranc product from pre nt eomp ni's 'herl: s tru t in c mp 111. nd 

recommending pre cnt c mpul1lc t ther, r lea t pr ferr db ' Idcr c u lom r . 

Rc pondent f age group 9-4 y ~ar hO\ '0 mao imum 

inclination t ard right inl rmatioll. prompt an th ir c m m 
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whcra eu l mer bclonging to thesc ag group are not willing to recommend their 

companic to others. It i direct d that customers 0 (29-38 Y ars) age group are ati fied 

with prompt crvicc' oj their companies and customers bclonging to this age group als 

don't \ ant to rcc mmcnd their compani to others. Overall customers are atisfied but 

n onc wants to rec mmend their present companies to othcrs. 

u tomer ati faction with re pective life insurance policie 

15. Respondents are highly satisfied with features, premium returns, term and conditions 

and ecurity whereas they are dissatisfied with choice of policy, sufficiency of policy. 

They feel that their money is bound in the policy. 

16. Th study found out that mal customers are satisfied with tenn and conditions of 

policies. They fe I that right policies are chosen by them, their money is not bound and 

policies are sufficient to meet their need whereas female customers have shown 

satisfaction with respect to features, premium and security provided by policies. It was 

depicted that both male and female customers have shown same Ie el of satisfaction with 

respect to returns available from polices. Overall. customers are satisfied. 

17. It was observed that single customers are satisfied with features, premiwn returns, tenn 

& conditions and security provided by policie . Further, it wa found that single 

customers are willing to recommend their policie to others and feel their policie 

sufficient to meet their needs therefore they hav shown no inclination toward bu mg 

new insurance policies. On the other hand married customer feel that they have ch n 

right policies. Overall customers are atisfied but comparatively singl are more 

satisfied. 

18. It wa shown by the tudy that matriculc. te, plus t\ 0 p.' d.p t gradu 

believed that they have chosen right policie but matriculate L nd plu h '0 pa.~ d 

eu tomers ar not willing to recommend their p Ii ic ~ t other'. Jradu 1 ' 'ust mer 

have h wn ali facti n \vith re peet to c tun.: of the poli ie . It wa illustrnt d that 

post graduate and gradual custom rs h c ho n mllllmum in lin li n t) \'urd 

ufficiency f th ir p licie '. 0 'crall customer arl; soti ti d. 
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1 ( . .'tudent and Go t. Employee have shown sali faction with policy's features whereas 

h usehold and profe sion41 ell that th ir choice of policies is right. On the other hand 

bu ines "nH;n and vl. ~mploye s also believed that their money is 11 t bound in their 

p licies. All cllstomers feel a need to buy more insurance policies. Overall customers are 

atislied. 

20. Customers b longing to lowest and second lowest (Rs.l,OO.OOO-Rs.3,OO,OOO) income 

groups feel that their money is not bound in their policies wherea they are not willing to 

recommend their policies to others. Higbest income group ha e shown their satisfaction 

from features of policies whereas this income group is dissatisfied from sufficiency' of 

policies therefore they want to buy more policies to secure their future. AU customers 

didn't commit any mi take regarding choice of their policies. 

21. Oldest & youngest age groups, (29-38 years) and (49-58 years) age groups have shown 

their satisfaction witb respect to choice of their policies. They believed that they have 

chosen right policy whereas (39-48 years) age group customers have found that their 

money is not bound in their policies. All the customers have shown least inclination 

toward sufficiency of policies. Overall customers are satisfied. 

4.2 Suggestions 

1.1t is suggested that agents should provide speedy and right information to their client. 

Infonnation should be provided whenever needed otherwise information is u eless. 

Agents should not delay their work unneces ary and they should ch ck that infomlation 

is up to date, collected from reliable resources and fit to purpose. t the am time 

information should not be distorted by the agent for th ir personal b nefit. 

2.Agents should make regular contact with their client and try to convince them f r n \ ' 

products but should not s 11 by lying to clients. t the "arne time if there are an ' hiddc.:n 

fact, cost, terms and condition rdated t the p lid . then the' 

mentioned by agents to cli~nt in advance. It will als help in making long tenn 

relationship with th client aI o. 

4 



3.Ag nt sh uld try to gain tru t and belief of customers by not mi leading them and by 

pr iding preferences to cu tomer financial goals. It i sugge ted that agents should 

sell those policie to the clients which suit them best. 

4.Agc.!nts should entertain their clients weJl by providing true timely, full disclosed and 

fact ba. ed information. 'I hey should re p ct their client and try t under tand their 

feelings, needs and want . Agents should try their best to meet their requirement . 

5. ompany should provide right infonnation to customers. Full disclosure of informaf n 

sh uld b there. There should n t be any hidden facts and features about the p licies that 

detriment the intere t of policies holders. 

6.Policies hould include more benefits and features so that customer feel satisfactory and 

don't feel any need to buy more insurance product to secure their futures. cope f the 

policies rou t be enhanced so that it will c ver more possible losses related to life. 

7.Life insurance agents and companies shouJd try to gain confidence of investors and olve 

their queries as soon as possible by providing sufficient evidence. In thi way customers 

will think more positive about them and also be wil1ing to recommend them to other. 
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ANNEXURE 



OIT student f MBA 211d year of VaL h\ ant ingh Parmar nlver ity of. forticulture 

and ·orestry. Nauni ( olan) am conducting re earch on • ustomer atisfaction with Life 

In. uranc in himla Town". Infonnati n provided by you will be used for academic purpo e 

only. You are reque ted to fill thi que tionnaire. 

PART 1 
(Per onal Information) 

I. Nalne ........................................................... .. 

2. ontnet No ...................................................... . 

3. Gender: 

(a) Male 0 (b) Female 

4. Age: 

(a) 18-28 year 0 (d) 49-58 year 
(b) 29-38 year 0 (e) Abo e 58 
(c) 39-48 year 0 

5. Marital tatu : 

(a) ingle 0 (b) Married 

6. Education Qualification: 

(a) Matriculation 0 (c) Graduation 

(b) Plus Two 0 (d) PG & nb e 

7. Occupation: 

(a) tudent 0 d Hou ehold 

(b) Bu incs 0 t,; Pr fto: i nnl 

(c Govt. EmployeeC] 

8. Annual Family In ome: 

(n DclO\ Rs.l 00 000 0 
( ) Rs.1 ,00,000-3.00 000 0 b cR. 

0 

0 
0 

0 

0 
0 

0 
0 

o 
o 





f""":"'""": -

N . 

I. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

1 I. 

u torner ati faction with gent & Life In urance ornpany 

Ilighly Disagree G 
Di agr e ~ 

Moderate I2J 

Particular 

Tru t 

Safety 

Long history ofbu iness 

Th y ent rtain me very well 

Preference i provided to my financial goals 

I will buy more insurance products from him/it 

I will recommend to others 

Mi lead me 

I have doubt 

Keep me waiting for a long 

Planning to change 

hi 

Agree G 
fli ghty Agree G 

Agent Life Insurance 
Company 



PART 3 

eu torner ati faction with Life In urance Policy 

Ili ghly Oi agree G Agree G 
Oi agre [2J Highly Agree G 
Moderate [iJ 

No. Particular Life insurance 
Policy 

I. Policy is according to my need 

2. Premium paid by me is satisfactory 

3. I receive sufficient returns 

4. Tenns and conditions of policy are satisfactory 

5. Po Hcy is secure 

6. I will recommend this product to others 

7. I choose a wrong policy 

8. I need to buy other products to secure my future 

9. I find my money is bound in this policy 

iv 
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