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SYNOPSIS




The study titled “Competitive analysis of major life insurance companies” was carried out at Coimbatore.




The study aims to find out the competitive strength of major life insurance companies and the factors responsible for the competitive strength. The study is descriptive in nature. Convenience sampling method was adopted and the sample size was 150.A questionnaire was prepared to meet the requirements of the objectives of the study.





The data so collected using questionnaire was analyzed using the percentage method and mean square value method. Majority of the respondents were highly satisfied with the services of Life Insurance Corporation Of India and are proving to be its loyal customers. There are number of reason why other companies are not up to the reach of LIC. Those reasons include lack of trust, poor brand image, high premiums, and low risk coverage etc.The customers also face problems wherein they do not get any proper response for complaints. Based on the above facts, suggestions were given to improve the areas where other private life insurers need to concentrate in-order to keep pace with the competition. 

1.1 THE INSURANCE INDUSTRY

The insurance sector is of considerable importance to every developing economy; it inculcates the savings habit, which in turn generates long-term invest able funds for infrastructure building. The nature of insurance business ensures constant inflow of funds - the payout is staggered and contingency related - thereby making it readily available for investment on infrastructure building.

The US$ 41-billion Indian insurance industry—the fifth largest life insurance market in the emerging insurance economies globally—has made a strategic comeback with better performances in the April-November 2009 period. Life insurance in India has the First Year Premium (inclusive of Single Premium) segment accounting for US$ 24 billion and Non-Life Insurance—US$ 5.6-billion industry—with motor and health segments accounting for 56 per cent of total business.

The life insurance industry contributed 4.1 per cent to the GDP of the economy in 2009, a huge rise since the sector was thrown open to the private sector in 1999. The sector has contributed US$ 1.3 billion in foreign direct investment (FDI), even as the government is likely to reintroduce the Insurance Bill on FDI cap to increase the cap from 26 per cent to 49 per cent in the next Parliament session. 

There are around 10 million registered vehicles in the country and the total insurance premium collected in 2008-09 was US$ 6.62 billion.

The total number of life insurers registered with the Insurance Regulatory Development Authority (IRDA) has gone up to 23, with registration of IndiaFirst Life Insurance Company Limited, a joint venture life insurance company promoted by Bank of Baroda and Andhra Bank, India and Legal & General Middle East Limited, UK. 

The new businesses of the life insurance companies grew 22 per cent to US$ 12 billion in April-November 2009-10, compared to the US$ 9.8 billion in the corresponding period last year, according to IRDA data. Buoyed by a steep rise in sale of single premium policies, the industry clocked a 53.25 per cent rise in November 2009 alone.

The market share of Life Insurance Corporation (LIC) among 23 players in the sector jumped to 66 per cent at US$ 7.9 billion during the first eight months of 2009-10, from US$ 5.5 billion during the same period last fiscal. The 22 private insurers have collected US$ 4.1 billion first year premium during April-November this fiscal, compared to US$ 4.35 billion during the same period last year.

The life insurance industry had earlier been expected to grow by 15 per cent this fiscal and cross the US$ 54.1 billion mark in total premium income by March-end, according to industry body, Life Insurance Council. This growth in premium income includes new business as well as renewals, driven by increasing awareness on the value of getting insured.

The quarter has also witnessed new product launches. Private sector insurer, Aviva Life Insurance has launched nine unit-linked plans, in line with the recent IRDA guidelines on cap on charges, which have enhanced features and higher internal rate of return (IRRs).

General Insurance
The total number of general insurers registered with IRDA has gone up to 22, with registration of SBI General Insurance Company Limited, a joint venture general insurance company promoted by State Bank of India and Insurance Australia Group, Australia, as a General Insurer in December 2009.

The four public sector general insurance companies—United India Insurance, National Insurance Company, New India Assurance and Oriental Insurance Company—have together grown at a slightly faster rate during the April-November period this year than the private players, for the first time since 2000 when private entry was allowed in the general insurance sector

The Gross Direct Premium Income (GDPI) for the public sector grew at 11.05 per cent during April-November 2009 as against 5.98 per cent during the same period last year and as compared to the growth of 11.02 per cent by the private sector. According to IRDA data, out of US$ 5 billion premium garnered by the industry during the period, US$ 2.84 billion came from the four public sector companies compared to US$ 2.56 billion during the corresponding period last year. The PSU insurers also held on to last year's market share of 57 per cent. New India managed to garner the highest premium at US$ 850 million in the first eight months of this fiscal. Private players grew 7.1 per cent during April-November period 2009-10 by collecting US$ 2 billion premium.

· Bharti Axa General Insurance Company is planning to infuse US$ 139.5 million of capital in the next five years. It is also looking at expanding its network and planning to add 500 agents during the current year.

· The summer paddy crop in Palakkad district and cashew crop in many districts of Kerala will be brought under a climate-based crop insurance programme during the ongoing rabi season. The scheme is being implemented jointly by the Union Agriculture Ministry, the Agriculture Department of Kerala and the Agriculture Insurance Company of India.

· Small and medium enterprises (SMEs) have become the preferred segment for general insurers, despite the former's small size and unorganised nature of business. Over 60 per cent of the business underwritten in the corporate side is coming from the SME segment.

Project Insurance
Insurance companies are also witnessing increasing demand for project insurance in the last few months. Corporates are beginning to demand project insurance across sectors such as power generation with the cover beginning right from the start of the project till it is declared ready for commercial use. Some of the big projects also take cover for financial loss arising out of delay in completion.

Industry players estimate that premiums collected from project insurance will be around US$ 216.2 million for the industry as a whole and is expected to increase significantly.

· Oriental Insurance Company Ltd will be offering comprehensive project insurance for the Tata Power Project at Mundra in Gujarat.

Health Insurance
Health insurance market was at around US$ 1.5 billion in 2008-09 and is expected to grow to US$ 9 billion by 2016-17. While health insurance policies are mostly provided by general insurance companies, life insurers contribute about five per cent to the overall health insurance business. 

· Eyeing a place among the top three health insurers in the country within three years, Anil Ambani group firm, Reliance Life Insurance, has added a new vertical that would focus on developing the health insurance segment. The company would offer 3-5 year policies in the coming months and it plans to have a market share of about 10 per cent in the next three years.

· Apollo DKV Health Insurance has renamed itself Apollo Munich Health Insurance as a part of its five-year strategic plan to gain a five per cent market share. Apollo Munich is a joint venture between Asia’s largest integrated healthcare provider, The Apollo Hospitals Group, and Germany-based Munich Re's segment, Munich Health.

· Max India is planning to invest US$ 43.25 million in its health insurance joint venture (Max Bupa) and will launch a product over the January–June 2010 period.

· Private life insurer, Aegon Religare, plans to enter the health insurance segment while continuing to focus on term insurance products.

· Star Health and Allied Insurance expects to invest US$ 38.9 million during the current financial year to grow its health insurance business, taking the total invested capital to US$ 67 million.

Reinsurance
Reinsurance is a contract between the insurance company (insurer) and a third party (re-insurer), wherein the latter will protect the former by paying losses sustained by it under the original contract of insurance. Re-insurers from London, as well as other parts of Europe, see significant potential in the re-insurance market in India. Top four global re-insurers, Lloyds, Swiss Re, Munich Re and Berkshire Hathway are amongst those eyeing India.

Bancasssurance
Private insurers have adopted bancassurance in a much bigger way than the state-owned Life Insurance Corporation (LIC) in the recent years. Bancassurance is distribution of insurance products through a bank's network.

In 2008-09, private insurers forked out US$ 44.4 million as commission for banassurance, while the payout by LIC for this distribution model was US$ 25,948. 

Investment Policy
· The foreign direct investment (FDI) limit in the insurance space for foreign players is capped at 26 per cent—permissible under the automatic route subject to obtain a licence from the official regulator, IRDA—but the government is planning to raise it to 49 per cent and a bill to give effect to the proposal is pending in the Rajya Sabha.

· IRDA has stipulated that the mandatory ceding by every general insurer in the country to the national reinsurer – General Insurance Corporation (GIC), would continue to remain at 10 per cent as under current regulations.

· IRDA has also allowed insurance companies to offer 'Health plus Life Combi Product', a policy that would provide life cover along with health insurance to subscribers.

· Pension Fund Regulatory and Development Authority (PFRDA) would launch a low-cost pension scheme on April 1, 2010, to provide social security cover to economically weaker sections like rickshaw pullers, barbers and daily-wage labourers.
The Road Ahead
Saturation of insurance markets in many developed economies has made the Indian market more attractive for international insurance players, according to 'Booming Insurance Market in India (2008-2011)”. Further, according to the report,

· Total life insurance premium in India is projected to grow US$ 266 billion by 2010-11.

· Total non-life insurance premium is expected to increase at a CAGR of 25 per cent for the period spanning from 2008-09 to 2010-11.

· Home insurance segment is set to achieve a 100 per cent growth as financial institutions have made home insurance obligatory for housing loan approvals.

· Health insurance is poised to become the second largest business for non-life insurers after motor insurance in next three years.

Exchange rate used: 1 USD = 46.24 INR (as on November 2009) .
1.2 MAX NEWYORK LIFE INSURANCE COMPANY LTD

Max New York Life Insurance Company Ltd. is a joint venture between Max India Limited, one of India's leading multi-business corporations and New York Life International, the international arm of New York Life, a Fortune 100 company. The company has positioned itself on the quality platform. In line with its vision to be the most admired life insurance company in India, it has developed a strong corporate governance model based on the core values of excellence, honesty, knowledge, caring, integrity and teamwork


Incorporated in 2000, Max New York Life started commercial operation in April 2001. In line with its values of financial responsibility, Max New York Life has adopted prudent financial practices to ensure safety of policyholder's funds. The Company's paid up capital as on 30th April, 2009 is Rs
1782crore. 

Max New York Life has multi-channel distribution spread across the country. Agency distribution is the primary channel complemented by partnership distribution, banc assurance, alliance marketing and dedicated distribution for emerging markets. The Company places a lot of emphasis on its selection process for agent advisors, which comprises four stages - screening, psychometric test, career seminar and final interview. The agent advisors are trained in-house to ensure optimal control on quality of training. The company currently has around 82,248 agent advisors at 715 offices across 389 cities. The company also has 36 referral tie-ups with banks, 24 partnership distribution and alliance marketing relationships each. Max New York Life has put in place a unique hub and spoke model of distribution to deepen our rural penetration. This is the first time such a model has been put in place for rural marketing of insurance. The company has 139 offices dedicated to rural areas. 

Max New York Life offers a suite of flexible products. It now has 39 products covering both life and health insurance and 8 riders that can be customized to over 800 combinations enabling customers to choose the policy that best fits their need. Besides this, the company offers 6 products and 7 riders in group insurance business..

Achievements

· First company to provide free look period of 15 days to the customer. This was later made mandatory by the regulator 

· First company to start toll free line for agent services 

· First and the only life insurance company in India to implement Lean methodology of service excellence in service industry 

· First life insurance company in India to provide various services to the agents and customers over phone 

· First Indian life insurance company to start service centre at the regional level 

· First life insurance company in India to receive ISO 9001:2000 certification 

· First life insurance Company to be awarded CII-EXIM Bank commendation certificate for “Strong Commitment” to Excel. 

Awards 

· Outlook Money survey ranked MNYL No.1 in Slow, Medium and Quick fund categories 

· BT Mercer – Ranked No7 in the “Best companies to Work For” 

· Awarded the Gallup Great Work Place Award 2009 

· CII – Exim Bank Commendation Certificate for Business Excellence – 2008 & 2009 

· Received ‘Best Six Sigma Project’ award at 6th CII National Six Sigma conventions – 2009. 

· Recognized as a Superbrand 

· Recipient of 2008 CIO 100 Award for technology implementation 

· Golden Peacock Award for Innovation – 2008 

· Among the top 25 companies to work for in India, according to Businessworld 2003 ‘Great Workplaces of India’ 

· Among the top five most respected insurance companies in India as per Businessworld 2004 & 2006 survey 

· Won Indo-American Corporate Excellence Award for Best Indo-US company in Financial Services Category in 2006 

· Received ‘Best Six Sigma Project’ award at Sakal Six Sigma Excellence Awards – 2006 

· Among top 3 in Asia Life Insurance Company of the Year Award 2007 instituted by Asia Insurance Review 

· Received the Amity Corporate Excellence Award – 2007 

· Received the ‘Outlook Money Award’ for being “among the best new insurers in the country”. 

Max New York Life bags the Asia Insurance Industry ‘Innovation of the Year’ Award 2009.

CORPORATE SOCIAL RESPONSIBILITY
· The company donates a part of the total money collected on all policies sold, to SOS Children's Villages of India at the end of the year.
The mission of SOS is "to help orphaned and abandoned children, by 
providing them with a family, a permanent home, education and strong 
foundation for an independent life." It's mission ties in with Max New York 
Life's philosophy of helping people secure the future of their near and dear 
ones.

· New York Life made a donation of Rs. 17 lakh to SOS Children’s Villages of India for the long-term rehabilitation of survivors of the Tsunami disaster in Tamil Nadu.

          Max New York Life Insurance




FACT SHEET – As of November 30th, 2009

	Founded
	2000

	Started operations
	April 2001

	Headquarters
	New Delhi,India

	World Wide Web Address
	http://www.maxnewyorklife.com

	Chairman
	Analjit Singh

	CEO & Managing Director
	Rajesh Sud

	Paid up capital
	Rs. 1,782 crore

	Sum assured
	Rs 1,10,134 crore 

	Number of policies Sold (Individual)
	More than 4.1 million

	Employees
	15000

	Agent advisor
	82,248

	Number of products (individual)
	39

	Number of riders/options (Individual)
	8

	Product combination possible (Individual)
	Over 800

	Number of Products (Group)

	6

	Number of Riders/Options (Group)
	7

	Number of Offices
	715

	Number of Offices Dedicated To Rural Business
	139 (21 hub offices, 118 spoke offices)

	MDRTs
	218 (for calendar year 2008)

	Trainers
	807


1.3 COMPETITIVE ANALYSIS
No business is an island. For success, the business will need to deal with customers, suppliers, employees, and others. In almost all cases there will also be other organisations offering similar products to similar customers. These other organisations are competitors. And all their objective is the same - to grow, make money and succeed. Effectively, the businesses are at war - fighting to gain the same resource and territory : the customer. And like in war, it is necessary to understand the enemy.
Competitive analysis is a critical part of a firm's activities.  It is an assessment of the strengths and weaknesses of current and potential competitors, which may encompass firms not only in their own sectors but also in other sectors.  Directly or indirectly, competitor analysis is a driver of a firm's strategy and impacts on how firms act or react in their sectors. 
Competitive analysis, as the name implies, is an exploration of the companies in a given industry sector or market niche that are competing with your company’s products or services for market share. The analysis may be an in-depth exploration of the top five competitors, or a larger number of competitors could be examined (typically with less depth in the analysis).

MAIN ASPECTS OF COMPETITIVE ANALYSIS
The key objectives in competitor analysis are to develop a greater understanding of what competitors have in place in terms of resources and capabilities, what they plan to do in their businesses, and how the competitors may react to various situations in reaction to what the firm does. 

Knowing the market's needs and how it is currently serviced provides you with key information that is essential in developing your product/service and marketing plan.
A competitive and environmental analysis of  markets should include all the key influencing factors that affect the way in which you can compete. A competitive review is important for two reason.

Firstly, even if organisations know what the customers want and have the resources to meet the customers' demands, it may be that the competitive environment means that it is not worth pursuing particular parts of the market for a whole range of strategic reasons, such as the threat a price war, channel conflict, or legal or ethical considerations.

Secondly, organisations need to know if their competitors are doing things better than them,or more dangerously, whether they are looking to change the basis of competition in the market, for instance by moving to a direct sales model, or by introducing some revolutionary new product or technology.
1.3   SCOPE
.

The study titled “competitive analysis of major life insurance companies” was carried out at Coimbatore. The study aims to find out the competitive strength of major life insurance companies and the factors responsible for the competitive strength. The competitive strength is identified by many factors like service quality, brand image, risk coverage, the charges levied, performance of agent advisors, the procedures for obtaining insurance etc.,
The research serves the following purpose.

To the Researcher


The researcher had an opportunity to acquire a real-time experience to meet the people who had taken life insurance policies with major life insurance companies and gained knowledge through interaction with the respondents. The interactions with the customers helped the researcher to know the experiences of the customers with major life insurance companies. This was helpful in identifying the industry success factors and also the problems faced by the customers. At the end suggestions were given to Max Newyork Life Insurance company to improve on necessary aspects in order to lead the competition.

To the Organization



This research helps the organization to identify the expectations of the customers and the areas where improvements need to be brought in. Further, it will help the organization to perform better, surpassing it’s competitors and achieve a major position in the market.
To the Society



This research helps the respondents as their opinion on various factors relating to performance of major life insurance companies are recorded and analyzed  The suggestions are made to the organization according to the analysis made.The respondents get satisfied as their views are also taken into account and their problems identified.
1.4 OBJECTIVES

1. To study the competitive strength of major life insurance companies.   

2. To study the factors influencing the success of major life insurance companies  in coping up with tight competition from new players. 
3. To suggest and recommend  Max Newyork Life Insurance Company Ltd regarding the measures to be taken to improve its position among other life insurance players.

1.5 LIMITATIONS

1.  Since sample size is 150, it is not a true representative of the population as a whole.

2. The survey will be limited only to Coimbatore  city.
3.  As the data is collected through questionnaire, there are chances of biased information provided by the respondent.
4. The research provides explanations and suggestions as understood by the researcher only.
  



II LITERATURE REVIEW

A literature review is a body of text that aims to review the critical points of current knowledge and or methodological approaches on a particular topic. Literature reviews are secondary sources. A well-structured literature review is characterized by a logical flow of ideas; current and relevant references with consistent, appropriate referencing style; proper use of terminology; and an unbiased and comprehensive view of the previous research on the topic.

Gluck, Kaufman and Walleck (2000) showed that competitor analysis is one of two components that give a firm a strong market understanding. This drives the formulation of a strategy and it applies whether a firm formulates a strategy through strategic thinking, formal strategic planning, or opportunistic strategic decision making. (1)

Michael Porter (1980) has defined a competitor analysis framework that focused on four key aspects competitor's objectives, competitor's assumptions, competitor's strategy, and competitor's resources and capabilities.  These four aspects of competitor analysis are the areas critical for a firm to understand and they should pursue this knowledge not only for current competitors but also for other potential competitors in the business.(2)
James M. Bloodgood (2008) in his paper demonstrated the usefulness of applying competitive analysis tools to an industry's competitive history. He found out that future strategic planning can benefit from analyzing the competitive past. Competitive success of firms in an industry is influenced by consistency with the awareness, motivation, and capability framework.(3) 

Slater, S. and Narver, J., 1994 measured the competitive performance of four major Iranian synthetic fiber-manufacturing companies, as one of the main sectors in the textile industry, using an analytical approach. The proposed approach is based on Porter's diamond of competitive advantage including four main determinants, namely factor conditions, demand, related and supporting industries and firm strategy and rivalry, plus government as an external factor. The results revealed that the competitiveness of the four companies is significantly low. Furthermore, of the five determinants, factor condition yielded the highest performance for the firms. (4)
Harold Hopkins(2008) analysed the robotics industry using Michael Porter's extended rivalry model. His model assesses the relative strength of buyers, suppliers, potential entrants, substitutes, and rivals for an industry. Such an assessment helps firms determine if a particular industry is attractive and possible ways to successfully compete within the industry. Findings suggest that the robotics industry is only a moderately attractive industry and one possible strategy is for a robotics firm to focusonnon-automotivebuyers.(5)

Attila Chikan(2008) provided a framework for connecting macro- and micro-level research on competitiveness.The study revealed that by using appropriate definitions of national and firm competitiveness and the porter’s diamond model a meaningful connection of the two levels can be created, which is useful both for connecting recent research results and as a foundation for further research.(6)
Luiz F. Mesquita, Sergio G. Lazzarini, Patrick Cronin(2007) aimed to theoretically model and empirically analyze determinants of competitiveness of Brazilian manufacturing firms. Going beyond traditional manufacturing management literature, it integrates firm-, inter-firm, and institutional level theoretical arguments to explain manufacturing competitiveness in emerging economy environments. The model investigates the influence of firm-, inter-firm, and institutional level factors on the competitiveness of individual companies. The paper finds that institutional level support, in the form of stronger participation in institutional organizations, enhances the effectiveness of inter-firm links. Moreover, this institutional support also provides firms with information and other resources that foster the development of superior intra-firm practices and inter-firm relationships. In sum, the combination of inter-firm and institutional association lead
to stronger
performance.(7)


Solucis Santhapparaj, Jayashree Sreenivasan, Jude Chong Kuan Loongin(2006) their study focused on the perspectives of the managers towards the enhancement of competitiveness. Through a focus group interview and data collected from 200 managers working in semiconductor-manufacturing units in Malaysia, the study identified twenty-two competitive factors for the improvement of competitiveness of the semiconductor industry in Malaysia. Since the collected data did not form a normal distribution, nonparametric tests such as Chi-squire test and Mann-Whitney U test were used to test the framed hypotheses. Based on the analysis, ten key competitive factors were identified out of the identified twenty-two competitive factors through focus group interview. Further, the study also highlighted the differences in the opinion of competitive factors of technical and non-technical job functioning managers.(8)

Douglas M. Lambert and Arun Sharma in their article “A Customer-based Competitive Analysis for Logistics Decisions “ suggests that the recent interest in competitive strategy and competitive positioning, while good in itself, has resulted in the management of many firms placing too much emphasis on competitive performance and too little emphasis on customer expectations. This research in the chemical industry provides support for the conclusion that management needs to refocus on the customer if US companies are going to succeed in the increasingly competitive marketplace.(9)

 Sam Miller, WMEP manufacturing specialist said , neglecting to develop information on competitors means “you don’t know what differentiates your business,”. “You can’t position yourself in the marketplace. People who don’t have that knowledge invest a lot of time in quoting. If they don’t have a good sense of their target market, they quote everything. If they get a good sense of what their competitive position is, they can do a better job of focusing quoting resources.” In fact, following up on lost quotes is another good way to find out about the competition. Asking why the quote was lost and who won it can yield valuable information. It’s surprising what information people will pass along when they’re asked. (10)

 Ford in his article “competitive analysis” explained “A company can determine ahead of time which market areas might be difficult to penetrate because of a competitor’s strengths and which areas the company can capture because it has an advantage,”. A useful tool for understanding where your company is positioned in relation to competitors is the Competitive Matrix, a tool from the Strategic Repositioning toolbox. To use the matrix, companies identify their top three products/services, then the critical factors for success for those products/services (for example, delivery, quality and/or price). The company grades itself on the success factors, then identifies three top competitors and grades them as well. To take the matrix to the next level, it can be used to create a survey that is sent to customers, who grade the company and its competitors. Customer perceptions can then be compared to internal perceptions, providing valuable information and direction. The matrix helps a company realize its strengths and identify the segment of the market that values those specific strengths.(11)


Businesses can gain a deeper understanding of external markets using competitive analysis which is helpful in collecting and analyzing information from the market place. Competitive analysis gives companies a more complete picture of their competitors so they can differentiate their businesses and position themselves intelligently in the market place. Thus these reviews have given me ideas to proceed with my project in framing questionnaires and bring it up successfully.
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CHAPTER III

RESEARCH METHODOLOGY


Research in common parlance refers to a search for knowledge. One can also define research as a scientific and systematic search for pertinent information on a specific topic. The word research has been derived from French word Researcher means to search. 

FRANCIES RUMMER defined “Research: It is a careful inquiry or examination to discover new information or relationship and to expand or verify existing knowledge. Research is the solution of the problem, whether created or already generated.. 
RESEARCH DESIGN
Research Design is the conceptual structure within which research is conducted. It constitutes the blueprint for collection, measurement and analysis of data. The design used for carrying out this research is Descriptive.

METHODOLOGY

DATA TYPE:   In this research the type of data collection is   Primary data.

DATA SOURCE:
· Primary Data is collected through a Questionnaire.

· Secondary data was collected through books, journals, websites.
SAMPLING UNIT

 
The sampling unit selected for the survey were the customers who have taken life insurance policies with major life insurance policies like LIC,ICICI Prudential, Birla Sunlife, HDFC Standard Life, Max Newyork Life etc.
SAMPLE SIZE

Total samples of 150 customers were chosen for the survey.

SAMPLING TECHNIQUES
Sampling technique used in this study is non-probability convenience sampling. 

STATISTICAL TOOLS

The data collected was analyzed with appropriate techniques. The techniques used for the analysis are percentage method, Mean Score Value and graphical representation.

ANALYSIS AND INTERPRETATION
Data collection is the systematic recording of information; data analysis involves working to uncover patterns and trends in data sets; data interpretation involves explaining those patterns and trends 
There are three phases in involved in analysis and interpretation

1) Analysis of personal factors

2) Analysis of general factors relating to life insurance policy.

3) Analysis of competitive factors in relation to life insurance companies.

Analysis of personal factors
1) AGE
Age is an important factor which helps in knowing which age group people are more aware of Life Insurance and their actual involvement in taking life insurance policies.
                         AGE 
TABLE 1

	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	20-30 YEARS
	15
	10

	30-40 YEARS 
	42
	28

	40-50 YEARS
	61
	41

	50-60 YEARS
	21
	14

	ABOVE 60 YEARS
	                    11
	7

	TOTAL
	150
	100


From the above table it is clear that majority of the respondents belong to the age group of   40-50 years comprising of 41%,the next majority(i.e-28%) comprises the age group of 30-40 years followed by 14% in 50-60 years,10% in 20-30 years and 7% above 60 years.


AGE 
          Chart 1
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2) GENDER
Gender helps to identify the actual level of involvement in taking life insurance policies in both male and female respondents. This will help in finding out a way to improve the concentration in weaker category of respondents where life insurance awareness needs to be created.
    GENDER
       TABLE 2
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	MALE
	130
	87

	FEMALE
	20
	13

	TOTAL
	150
	100


From the above table it is clear that 87% are male respondents and 13% are female respondents.
Females are not aware of insurance policies as men do and in most of the families where men and women are both working,it is the men who gets insurance products than women.




  GENDER
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3) EDUCATIONAL  QUALIFICATION          
The level of education will show how far Life Insurance has reached the population amidst different knowledged people. Through this factor the effectiveness of Life Insurance business can be found out.

EDUCATIONAL  QUALIFICATION

TABLE 3
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	BELOW SSLC
	14
	9

	SSLC
	28
	19

	HSLC
	12
	8

	UNDER GRADUATION
	55
	37

	POST GRADUATION
	41
	27

	TOTAL
	150
	100


The table above shows that 37% of the respondents are under graduates,27% of them are post graduates while 19% are SSLC qualified.

EDUCATIONAL   QUALIFICATION
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4)OCCUPATION       
Occupation determines the reach of life insurance among working class who are engaged as entrepreneurs, professionals, employees in private and Government undertakings etc.
OCCUPATION
     TABLE 4
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	GOVERNMENT ENTERPRISE
	28
	19

	PRIVATE ENTERPRISE
	30
	20

	BUSINESS
	65
	43

	PROFESSIONALS
	15
	10

	ELDERS(RETIRED)
	12
	8

	TOTAL
	150
	100


The table above shows that 43% of the respondents are running their business,20% are working in private enterprises,19% are working in Government Enterprises and 10 % are professional people. Elders(i.e. retired)forms only 8% of the total respondents.
OCCUPATION
      CHART 4
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5)INCOME (MONTHLY)






The monthly income of the people will determine whether they are capable of channelizing their savings in Life Insurance and will show the majority  group of respondents in particular income group




INCOME (MONTHLY)





TABLE 5
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	BELOW 10000
	12
	8

	10001-20000
	35
	23

	20001-30000
	41
	27

	30001-40000
	                     23
	15

	40001-50000
	19
	13

	ABOVE 50000
	20
	14

	TOTAL
	150
	100



The table above shows that majority of respondents about 27% belong to the income group of 20001-30000.The next level of income group of 10001-20000 is reserved by 23% of the respondents. The rest of the categories like below 10000, 30001-40000,40001-50000,above 50000 have 8%,15%,13%  and 14% respondents respectively.
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 Analysis of general factors relating to life insurance policy
6) NUMBER OF POLICIES






The number of policies the respondents hold will determine the interest level of respondents towards Life Insurance and shows the awareness level too.
NUMBER OF POLICIES
TABLE 6
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	ONE
	45
	30

	TWO
	21
	14

	THREE
	51
	34

	FOUR
	                     16
	11

	FIVE
	                     15
	10

	SIX
	2
	1

	TOTAL
	150
	100



From the above table it is inferred that majority i.e 34% of the respondents have three policies each. 30% of the respondents have only one policy each.


14% of respondents hold two policies each while 11% and 10% of respondents hold four and five policies respectively. 




         NUMBER OF POLICIES
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7)ANNUAL PREMIUM

The annual premium determines the level of savings of respondents in Life Insurance. The more the premium, the more the returns. Hence the respondents attitude of investment could also be known.
ANNUAL PREMIUM

TABLE 7
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	BELOW 5000
	23
	15

	5001-20000
	59
	39

	20001-35000
	32
	22

	35001-50000
	8
	5

	50001-65000
	10
	7

	65001-70000
	4
	3

	ABOVE 70000
	14
	9

	TOTAL
	150
	100



The table infers that a majority of 39% of respondents pay premium level of 5001-20000 annually. The next majority of respondents of 22% pay annual premium from 20001-35000.




ANNUAL PREMIUM





CHART 7
[image: image7.png]BELOW 5000
H5001-20000
m20001-35000
H35001-50000

50001-65000
m65001-70000

ABOVE 70000





8)TYPE OF POLICY

The type of policy will determine the respondents motive of investment. This is also related with the sentiments of the respondents. Through this factor , the respondents liking towards a particular product can be understood.    
TABLE 8

TYPE OF POLICY
	PARTICULARS
	NO  OF PLANS HELD BY RESPONDENTS
	PERCENTAGE

	LIFE PLAN
	88
	58

	HEALTH PLAN
	26
	17

	GROWTH PLAN
	19
	13

	CHILD PLAN
	64
	43

	PENSION PLAN
	37
	25



The table above infers that majority of  respondents i.e 58% are having life plans 43% of the respondents have  invested in child plan. 25% of the respondents have savings in pension plan.17% and 13% of respondents have invested in health and growth plan respectively. There are also combinations of respondents having life, health, growth, child and pension plans. 
TYPE OF POLICY
CHART 8
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9)THE ASSOCIATED INSURANCE COMPANY





This particular factor will infer the investor’s awareness towards different insurance companies in India and how far these life insurance companies are able to attract and reach the customers.



THE ASSOCIATED INSURANCE COMPANY 





TABLE 9
	PARTICULARS
	NO OF RESPONDENTS
	PERCENTAGE

	LIC
	104
	69

	ICICI PRUDENTIAL
	45
	30

	BAJAJ ALLIANZ
	                    31
	              21

	SBI LIFE
	24
	16

	RELIANCE
	22
	15

	HDFC STD LIFE
	29
	19

	BIRLA SUN LIFE
	19
	13

	MAX NEWYORK LIFE
	40
	27

	OTHERS
	23
	15


From the ta

From the table it is inferred that majority of the respondents i.e 69% are associated with Life Insurance Corporation Of India. 30% of the respondents are associated with ICICI.About 27% of the respondents are associated  with Max Newyork Life Insurance company and 21%of the respondents are associated wih Bajaj Allianz.The rest of the respondents are associated with HDFC Standard Life,SBI Life ,Reliance and Birla Sunlife Insurance.
THE ASSOCIATED INSURANCE COMPANY
CHART 9
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10)PREFERRED INSURANCE COMPANY

The factor named preferred Life insurance company will project the personal attachment of the respondents to one particular company. This will be based on various factors which will be discussed in the next few sections. 
PREFERRED INSURANCE COMPANY
TABLE 10
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	LIC
	81
	54

	ICICI PRUDENTIAL
	15
	10

	BAJAJ ALLIANZ
	10
	7

	SBI LIFE
	6
	4

	RELIANCE
	4
	3

	HDFC STD LIFE
	7
	5

	BIRLA SUN LIFE
	11
	7

	MAX NEWYORK LIFE
	14
	9

	OTHERS
	2
	1

	TOTAL
	150
	100



Among the most preferred company, majority i.e 54% of respondents have rated Life Insurance Corporation Of India in the Ist place in comparison with other companies.10% of the respondents prefers ICICI prudential.9% of the respondents have opted for Max Newyork Life Insurance and 7% of respondents have opted for Bajaj Allianz as well as for Birla Sun Life.



  PREFERRED INSURANCE COMPANY
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Analysis of competitive factors in relation to life insurance companies.

11)REASON FOR INDIFFERENCE TOWARDS OTHER INSURANCE         COMPANIES

This factor will identify the reasons why other life insurance companies have failed to impact the minds of the customers.The reasons are chosen based on the common factors which the customers look into before selecting an Insurance company.
REASON FOR INDIFFERENCE TOWARDS OTHER INSURANCE              COMPANIES
TABLE 11
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	LACK OF TRUST 
	65
	43

	LOW RETURNS
	20
	13

	LOW RISK COVERAGE
	24
	16

	POOR BRAND IMAGE
	14
	9

	POOR PRODUCT FLEXIBILITY
	5
	3

	ADVICE OF FRIENDS/FAMILY/RELATIVES
	22
	16

	TOTAL
	150
	100



Among the above factors ,the majority of the respondents ,say 43%  have lack of trust in companies other than their preferred one.16% of the respondents opine that they take the advice of their friends/family/relatives in selecting a company which is a reason for not opting for other insurance companies. The same number of respondents  i.e 16% are in a view that other companies have very low risk coverage.13 % of the respondents say that they have low returns in other companies while 9% and 3% of the respondents have not opted because of  poor brand image and poor product flexibility respectively.
REASON FOR INDIFFERENCE TOWARDS OTHER INSURANCE COMPANIES
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LIFE INSURANCE COMPANY (LIC)
12.1) OPINION REGARDING VARIOUS PARAMETERS

The parameters listed in the below table are factors that influence customers while selecting an insurance company and also reveals their satisfaction level of respondents in each and every parameter listed which ultimately gains their preference.






TABLE 12.1

5-EXCELLENT   4-VERY GOOD   3-GOOD   4-FAIR   5-POOR
	PARAMETERS
	5
	4
	3
	2
	1
	MSV

	RETURNS
	
	18
	43
	12
	8
	2.88

	RISK COVERAGE
	
	13
	62
	6
	
	3.1

	IMMEDIATE CLAIM SETTLEMENT
	
	
	8
	47
	26
	1.78

	PRODUCT FLEXIBILITY
	
	
	21
	53
	7
	2.17

	CUSTOMER SERVICE
	
	
	15
	30
	24
	1.59

	SPEED AND ATTENTION TO QUERIES
	
	
	15
	31
	23
	1.61

	GRIEVANCES HANDLING
	
	12
	19
	30
	20
	2.28

	BRAND IMAGE
	
	
	63
	18
	
	2.78

	PROMOTIONAL ACTIVITIES
	
	
	39
	26
	16
	2.28


.


From the table 12.1 it is inferred that the respondents consider risk coverage, brand image, returns factors as good and are the prime factors for preferring LIC .Other factors are considered as fair.

      OPINION REGARDING VARIOUS PARAMETERS
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12.2)OPINION REGARDING PROCEDURES

The procedure of obtaining insurance policies will definitely attract the customer towards an insurance company. Normally people do not like to have too many procedures before and after taking life insurance policies.



OPINION REGARDING PROCEDURES





TABLE 12.2

	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	VERY CONVENIENT
	27
	33

	CONVENIENT
	54
	67

	NEUTRAL
	-
	-

	IN-CONVENIENT
	-
	-

	VERY CONVENIENT
	-
	-

	TOTAL
	81
	100



From the table 12.2 it is inferred that the majority of respondents i.e 67% feel convenient regarding the procedures for taking insurance and 33% of them are very convenient with the procedures.


 
  OPINION REGARDING PROCEDURES



          CHART  12.2
[image: image13.png]B VERY CONVENIENT
B CONVENIENT





12.3) OPINION ON CHARGES

Charges is an important determinant as far as preference towards a particular insurance company is defined. People need maximum returns from their investments. Insurance companies deduct some charges as admin,mortality, portfolio etc from the returns. Such charges will reflect the investors satisfaction level.




OPINION ON CHARGES





TABLE 12.3
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	HIGH
	-
	-

	MEDIUM
	14
	17

	LOW
	67
	83

	TOTAL
	81
	100



From the table 12.3 ,it can be inferred that  a majority i.e  83% of the respondents feel that the charges are low in LIC and 17 % of them feel that it is medium.




       OPINION ON CHARGES
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12.4) TAXABLE MATURITY BENEFITS

This particular factor will reveal the respondents attitude whether they are taking insurance policies to safeguard themselves from income tax or not.
TABLE 12.4

TAXABLE MATURITY BENEFITS
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	10
	12

	NO
	71
	88

	TOTAL
	81
	100



The table 12.4 reveals that the majority i.e 88 % of respondents feel that they get tax exemptions while investing in an life insurance policy,.
  


TAXABLE MATURITY BENEFITS
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12.5)MODE OF TAKING INSURANCE
               

The mode factor will reveal the effectiveness of agents in selling the life insurance policies to the respondents. If majority of the respondents have taken policies through agents, then their effectiveness can be well felt. 

THROUGH AGENTS

 



MODE OF TAKING INSURANCE

TABLE 12.5
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	73
	90

	NO
	8
	10

	TOTAL
	81
	100



The table 12.5 reveals that 90 % of the respondents  have taken policies through agents while 10% of them from some other means.
                           MODE OF TAKING INSURANCE
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12.6)OPINION ON PERFORMANCE OF AGENTS


Agents are persons who will reach the products of life insurance company to the market. Their behaviour,attitude and knowledge level will create a lasting impression in the minds of the customers.The following factors will reveal the performance of agents and the satisfaction created to customers therby. 

OPINION ON PERFORMANCE OF AGENTS
TABLE 12.6
	PARTICULARS
	EXCELLENT
	VERY     GOOD
	GOOD
	FAIR
	POOR
	MSV

	LEVEL OF ASSISTANCE
	
	
	61
	12
	
	2.8

	KNOWLEDGE LEVEL OF GIVING FINANCIAL ADVICE
	
	
	38
	35
	
	2.5

	RECOMMENDA-TION OF SUITABE PRODUCTS
	
	
	27
	31
	15
	2.2

	FOLLOW UP WHEN QUERIES RAISED
	
	
	16
	24
	33
	1.8



From the table 12.6 it is inferred that level of assistance and the knowledge level of giving financial advice factor is ranked good by the respondents while follow up when queries raised factor and recommendation of suitable products factor is rated as fair by the respondents.
OPINION ON PERFORMANCE OF AGENTS
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12.7) OTHER SOURCES OF SELECTION

This particular factor will reveal the other sources other than agents which influenced the customers to take a life insurance policy. This will help in making other sources of selection more efficient and effective.
OTHER SOURCES OF SELECTION





TABLE 12.7
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	OWN CHOICE
	-
	-

	FAMILY CHOICE
	-
	-

	FRIEND’S ADVICE
	3
	38

	ADVERTISEMENTS
	-
	-

	THROUGH BANKS
	5
	62

	TOTAL
	8
	100



From the table 12.7 , it is inferred that 62% of the respondents opted for insurance through banks and 38% of the respondents based on friends advice.
OTHER SOURCES OF SELECTION
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ICICI PRUDENTIAL

13.1)OPINION REGARDING VARIOUS PARAMETERS

5-EXCELLENT   4-VERY GOOD   3-GOOD   4-FAIR   5-POOR






Table 13.1

	
	5
	4
	3
	2
	1
	MSV

	RETURNS
	
	9
	6
	
	
	3.6

	RISK COVERAGE
	
	7
	8
	
	
	3.5

	IMMEDIATE CLAIM SETTLEMENT
	
	
	10
	5
	
	2.7

	PRODUCT FLEXIBILITY
	1
	3
	8
	3
	
	3.13

	CUSTOMER SERVICE
	4
	7
	4
	
	
	4

	SPEED AND ATTENTION TO QUERIES
	2
	7
	6
	
	
	3.7

	GRIEVANCES HANDLING
	
	4
	11
	
	
	3.2

	BRAND IMAGE
	1
	5
	9
	
	
	3.5

	PROMOTIONAL ACTIVITIES
	
	11
	4
	
	
	3.7


From the table above the following factors were inferred .The number of people who preferred ICICI was 15 in number.




From the table 12.1 it is inferred that the respondents consider the customer service factor as very good as far as ICICI prudential is concerned.(msv=4).Secondly  respondents prioritize  speed and attention to queries  promotional activities , returns, brand image factor as good.


OPINION REGARDING VARIOUS PARAMETERS
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13.2) OPINION REGARDING PROCEDURES




OPINION REGARDING PROCEDURES




      TABLE 13.2
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	VERY CONVENIENT
	1
	7

	CONVENIENT
	6
	40

	NEUTRAL
	8
	53

	IN-CONVENIENT
	
	

	VERY CONVENIENT
	
	

	TOTAL
	15
	100



From the table 13.2 it is inferred that the majority of respondents i.e.,53% feel  neutral  regarding the procedures for taking insurance and 40% of them are very convenient with the procedures.

OPINION REGARDING PROCEDURES
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OPINION ON CHARGES
TABLE 13.3
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	HIGH
	5
	33

	MEDIUM
	10
	67

	LOW
	
	

	TOTAL
	15
	100



From the table 13.3 ,it can be inferred that  a majority i.e., 67% of the respondents feel that the charges are medium in ICICI and 33 % of them feel that it is high.

OPINION ON CHARGES
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TAXABLE MATURITY BENEFITS





TABLE 13.4

	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	6
	40

	NO
	9
	60

	TOTAL
	15
	100



The table 13.4 reveals that the majority i.e 60 % of respondents need not pay tax for their maturity benefits while 40 % has to pay tax. 
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MODE OF TAKING INSURANCE





THROUGH AGENTS





      TABLE 13.5
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	14
	93

	NO
	1
	7

	TOTAL
	15
	100



The table 12.5 reveals that about 93 % of the respondents  have taken policies through agents while 7% of them from some other means.
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OPINION ON PERFORMANCE OF AGENTS




    TABLE 13.6
	PARTICULARS
	EXCELLENT
	VERY     GOOD
	GOOD
	FAIR
	POOR
	MSV

	LEVEL OF ASSISTANCE
	
	12
	2
	
	
	3.8

	KNOWLEDGE LEVEL OR GIVING FINANCIAL ADVICE
	
	6
	8
	
	
	3.2

	RECOMMENDATION OF SUITABE PRODUCTS
	1
	5
	8
	
	
	3.5

	FOLLOW UP WHEN QUERIES RAISED
	
	3
	5
	6
	
	2.8



From the table 13.6 it is inferred that the respondents consider the level of assistance provided by the agents as very good(msv=3.8). Secondly they  consider recommendation of suitable products and knowledge level of giving financial advice by agents as good.

  OPINION ON PERFORMANCE OF AGENTS
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OTHER SOURCES OF SELECTION




TABLE 13.7
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	OWN CHOICE
	-
	-

	FAMILY CHOICE
	-
	-

	FRIEND’S ADVICE
	-
	-

	ADVERTISEMENTS
	-
	-

	THROUGH BANKS
	1
	100

	TOTAL
	1
	100



From the table 12.7 ,it is inferred that one of the respondents opted for insurance through banks.
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BAJAJ ALLIANCE
5-EXCELLENT   4-VERY GOOD   3-GOOD   4-FAIR   5-POOR

OPINION REGARDING VARIOUS PARAMETERS




TABLE 14.1
	PARTICULARS
	5
	4
	3
	2
	1
	MSV

	RETURNS
	1
	5
	4
	
	
	3.7

	RISK COVERAGE
	
	3
	7
	
	
	3.3

	IMMEDIATE CLAIM SETTLEMENT
	
	2
	5
	3
	
	2.9

	PRODUCT FLEXIBILITY
	2
	6
	2
	
	
	4

	CUSTOMER SERVICE
	
	4
	6
	
	
	3.4

	SPEED AND ATTENTION TO QUERIES
	
	3
	5
	2
	
	3.1

	GRIEVANCES HANDLING
	
	3
	7
	
	
	3.3

	BRAND IMAGE
	
	8
	2
	
	
	3.8

	PROMOTIONAL ACTIVITIES
	
	6
	4
	
	
	3.6



From the table above the following factors were inferred .The number of people who preferred Bajaj Allianz was 10 in number.



From the table 14.1 it is inferred that the respondents consider the product flexibility , brand image , returns factors to be a very good motivating factor for preferring Bajaj Allianz .Other factors are equally considered to be a good motivating factor.
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OPINION REGARDING PROCEDURES

TABLE 14.2

	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	VERY CONVENIENT
	-
	-

	CONVENIENT
	4
	40

	NEUTRAL
	6
	60

	IN-CONVENIENT
	-
	-

	VERY CONVENIENT
	-
	-

	TOTAL
	10
	100



From the table 14.2 it is inferred that the majority of respondents i.e.,60% feel  neutral  regarding the procedures for taking insurance and 40% of them are very convenient with the procedures.
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OPINION ON CHARGES
TABLE 14.3
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	HIGH
	5
	50

	MEDIUM
	5
	50

	LOW
	-
	-

	TOTAL
	10
	100


From the table 14.3 ,it can be inferred that  there is equal majority i.e 50% of the respondents who had opted that the charges are medium as well as high as far as Bajaj Allianz is considered.

OPINION ON CHARGES
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TAXABLE MATURITY BENEFITS




TABLE 14.4

	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	4
	40

	NO
	6
	60

	TOTAL
	10
	100



The table 14.4 reveals that the majority i.e., 60 % of respondents get tax exemtion for their maturity benefits. 
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   MODE OF TAKING INSURANCE





THROUGH AGENTS




     TABLE 14.5
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	10
	100

	NO
	-
	-

	TOTAL
	10
	100


The table 14.5 reveals that about all the respondents  have taken policies through agents only.
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OPINION ON PERFORMANCE OF AGENTS
	PARTICULARS
	EXCELLENT
	VERY     GOOD
	GOOD
	FAIR
	POOR
	MSV

	LEVEL OF ASSISTANCE
	
	3
	5
	2
	
	3.1

	KNOWLEDGE LEVEL OR GIVING FINANCIAL ADVICE
	1
	4
	3
	2
	
	3.4

	RECOMMEND-ATION OF SUITABE PRODUCTS
	2
	6
	2
	
	
	4

	FOLLOW UP WHEN QUERIES RAISED
	4
	4
	2
	
	
	4.2






TABLE 14.6

From the table 14.6 it is inferred that the respondents consider recommendation of suitable products and  follow up when queries raised factor to be good with respect to the performance level of agents.(msv=4.2).
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      SBI LIFE
OPINION REGARDING VARIOUS PARAMETERS

5-EXCELLENT   4-VERY GOOD   3-GOOD   4-FAIR   5-POOR





TABLE 15.1
	PARTICULARS
	5
	4
	3
	2
	1
	MSV

	RETURNS
	
	1
	2
	3
	
	2.7

	RISK COVERAGE
	
	2
	4
	
	
	3.3

	IMMEDIATE CLAIM SETTLEMENT
	
	
	2
	4
	
	2.3

	PRODUCT FLEXIBILITY
	
	
	4
	2
	
	2.7

	CUSTOMER SERVICE
	
	
	3
	3
	
	2.5

	SPEED AND ATTENTION TO QUERIES
	
	1
	2
	3
	
	2.7

	GRIEVANCES HANDLING
	
	
	4
	2
	
	2.7

	BRAND IMAGE
	
	
	5
	1
	
	2.8

	PROMOTIONAL ACTIVITIES
	
	1
	4
	1
	
	3



From the table above the following factors were inferred .The number of people who preferred SBI Life was 6  in number.



From the table 15.1 it is inferred that the respondents consider  the risk coverage factor to be a good motivating factor as far as preference is concerned. Secondly respondents prioritize  to the promotional activities factor and brand image factor to be fair in motivation.
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OPINION REGARDING PROCEDURES




           TABLE 15.2
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	VERY CONVENIENT
	
	

	CONVENIENT
	4
	67

	NEUTRAL
	2
	33

	IN-CONVENIENT
	
	

	VERY CONVENIENT
	
	

	TOTAL
	6
	100



From the table 15.2 it is inferred that the majority of respondents i.e.,67% feel convenient  regarding the procedures for taking insurance and 33% of them are neutral with the procedures.
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OPINION ON CHARGES
TABLE 15.3
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	HIGH
	2
	33

	MEDIUM
	4
	67

	LOW
	-
	-

	TOTAL
	6
	100


From the table 15.3 ,it can be inferred that  a majority i.e 67% of the respondents feel that the charges are medium in SBI Life and 33 % of them feel that it is high.
OPINION ON CHARGES
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TAXABLE MATURITY BENEFITS
TABLE 15.4
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	1
	17

	NO
	5
	83

	TOTAL
	6
	100



The table 15.4 reveals that the majority i.e., 83 % of respondents get tax exemption for their maturity benefits. 

TAXABLE MATURITY BENEFITS
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MODE OF TAKING INSURANCE

THROUGH AGENTS
TABLE 15.5
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	6
	100

	NO
	-
	-

	TOTAL
	6
	100



The table 15.5 reveals that all the respondents  have taken policies through agents only.
MODE OF TAKING INSURANCE

THROUGH AGENTS
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OPINION ON PERFORMANCE OF AGENTS
TABLE 15.6
	PARTICULARS
	EXCELLENT
	VERY     GOOD
	GOOD
	FAIR
	POOR
	MSV

	LEVEL OF ASSISTANCE
	
	
	3
	3
	-
	2.5

	KNOWLEDGE LEVEL OR GIVING FINANCIAL ADVICE
	1
	2
	3
	-
	-
	3.7

	RECOMMENDATION OF SUITABE PRODUCTS
	
	4
	2
	-
	-
	2.7

	FOLLOW UP WHEN QUERIES RAISED
	1
	3
	2
	-
	-
	3.8



From the table 15.6 it is inferred that the respondents consider follow up when queries raised factor and knowledge level of giving financial advice factor to be very good(msv=3.8) which indicates the performance level of the agents.
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RELIANCE

OPINION REGARDING VARIOUS PARAMETERS

5-EXCELLENT   4-VERY GOOD   3-GOOD   4-FAIR   5-POOR

TABLE 16.1
	PARTICULARS
	5
	4
	3
	2
	1
	MSV

	RETURNS
	1
	1
	2
	-
	-
	3.75

	RISK COVERAGE
	
	3
	1
	-
	-
	3.75

	IMMEDIATE CLAIM SETTLEMENT
	
	2
	2
	-
	-
	3.5

	PRODUCT FLEXIBILITY
	1
	1
	2
	-
	-
	3.75

	CUSTOMER SERVICE
	
	3
	1
	-
	-
	3.75

	SPEED AND ATTENTION TO QUERIES
	
	2
	2
	-
	-
	3.5

	GRIEVANCES HANDLING
	
	3
	1
	-
	-
	3.75

	BRAND IMAGE
	
	4
	
	-
	-
	4

	PROMOTIONAL ACTIVITIES
	
	2
	2
	   -
	-
	3.5


From the table 16.1 it is inferred that the respondents consider a number of factors like the returns,risk coverage ,product flexibility, customer service ,grievances handling to be equally good. (msv=3.75).
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OPINION REGARDING PROCEDURES





TABLE 16.2
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	VERY CONVENIENT
	
	

	CONVENIENT
	2
	50

	NEUTRAL
	2
	50

	IN-CONVENIENT
	
	

	VERY CONVENIENT
	
	

	TOTAL
	4
	100



From the table 16.2 it is inferred that equal number of respondents i.e., 50% opted  convenient as well as neutral  regarding the procedures for taking insurance .



OPINION REGARDING PROCEDURES




           CHART 16.2
[image: image39.png]W VERY CONVENIENT
m CONVENIENT

B NEUTRAL

M IN-CONVENIENT

m VERY CONVENIENT





OPINION ON CHARGES
TABLE 16.3
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	HIGH
	-
	-

	MEDIUM
	4
	100

	LOW
	-
	-

	TOTAL
	4
	100



From the table 16.3 , it can be inferred that  all  the respondents feel that the charges are medium in Reliance.
OPINION ON CHARGES
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TAXABLE MATURITY BENEFITS
TABLE 16.4
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	1
	25

	NO
	3
	75

	TOTAL
	4
	100



The table 16.4 reveals that the majority of 75% of respondents gets tax exemption for their maturity benefits . 

TAXABLE MATURITY BENEFITS
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MODE OF TAKING INSURANCE

THROUGH AGENTS
TABLE 16.5
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	4
	100

	NO
	
	

	TOTAL
	4
	100



The table 16.5 reveals that about all the respondents  have taken policies through agents only
MODE OF TAKING INSURANCE

THROUGH AGENTS
CHART 16.5
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OPINION ON PERFORMANCE OF AGENTS
TABLE 16.6
	PARTICULARS
	EXCELLENT
	VERY     GOOD
	GOOD
	FAIR
	POOR
	MSV

	LEVEL OF ASSISTANCE
	
	3
	1
	
	
	3.75

	KNOWLEDGE LEVEL OR GIVING FINANCIAL ADVICE
	1
	1
	1
	1
	
	3.5

	RECOMMENDATI-ON OF SUITABE PRODUCTS
	
	3
	1
	
	
	3.75

	FOLLOW UP WHEN QUERIES RAISED
	1
	2
	1
	
	
	4



From the table 16.6 it is inferred that the respondents consider all the factors to be equally good as far as performance level of agents is concerned.
OPINION ON PERFORMANCE OF AGENTS
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HDFC STANDARD LIFE
OPINION REGARDING VARIOUS PARAMETERS

5-EXCELLENT   4-VERY GOOD   3-GOOD   4-FAIR   5-POOR
TABLE 17.1
	PARTICULARS
	5
	4
	3
	2
	1
	MSV

	RETURNS
	2
	3
	1
	1
	
	3.8

	RISK COVERAGE
	1
	4
	2
	
	
	3.8

	IMMEDIATE CLAIM SETTLEMENT
	
	3
	4
	
	
	3.4

	PRODUCT FLEXIBILITY
	
	4
	3
	
	
	3.5

	CUSTOMER SERVICE
	2
	4
	1
	
	
	4.1

	SPEED AND ATTENTION TO QUERIES
	
	5
	2
	
	
	3.7

	GRIEVANCES HANDLING
	
	1
	3
	3
	
	2.7

	BRAND IMAGE
	5
	1
	1
	
	
	4.6

	PROMOTIONAL ACTIVITIES
	
	
	6
	1
	
	2.8


From the table 17.1 it is inferred that the respondents brand image factor to be an excellent motivator when they opted for HDFC. Secondly respondents opine that returns, risk coverage,  speed and attention to queries to be equally good.
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OPINION REGARDING PROCEDURES




           TABLE 17.2
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	VERY CONVENIENT
	3
	43

	CONVENIENT
	3
	43

	NEUTRAL
	1
	14

	IN-CONVENIENT
	
	

	VERY CONVENIENT
	
	

	TOTAL
	7
	7



From the table 17.2 it is inferred that the majority of respondents i.e 43% feel very convenient regarding the procedures for taking insurance and 14% of them feel neutral with the procedures.
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OPINION ON CHARGES
TABLE 17.3
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	HIGH
	2
	29

	MEDIUM
	4
	57

	LOW
	1
	14

	TOTAL
	7
	100


From the table 17.3 ,it can be inferred that  a majority i.e 57% of the respondents feel that the charges are medium in HDFC Standard Life and 29 % of them feel that it is high.
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CHART 17.3
        [image: image46.png]m HIGH
® MEDIUM
mLowW





TAXABLE MATURITY BENEFITS
TABLE 17.4
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	2
	28

	NO
	5
	72

	TOTAL
	7
	100



The table 17.4 reveals that the majority i.e 72 % of respondents gets tax exemption for their maturity benefits.
TAXABLE MATURITY BENEFITS
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MODE OF TAKING INSURANCE

THROUGH AGENTS
TABLE 17.5
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	7
	100

	NO
	-
	

	TOTAL
	7
	100



The table 12.5 reveals that all the respondents  have taken policies through agents only.
MODE OF TAKING INSURANCE
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CHART 17.5
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OPINION ON PERFORMANCE OF AGENTS
TABLE 17.6
	PARTICULARS
	EXCELLENT
	VERY     GOOD
	GOOD
	FAIR
	POOR
	MSV

	LEVEL OF ASSISTANCE
	
	5
	2
	
	
	3.7

	KNOWLEDGE LEVEL OR GIVING FINANCIAL ADVICE
	
	5
	2
	
	
	3.7

	RECOMMENDATION OF SUITABE PRODUCTS
	2
	3
	2
	
	
	4

	FOLLOW UP WHEN QUERIES RAISED
	2
	3
	2
	
	
	4



From the table 17.6 it is inferred that the respondents consider all the factors to be very good as far as performance level of agents are considered.
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BIRLA SUN LIFE

OPINION REGARDING VARIOUS PARAMETERS

5-EXCELLENT   4-VERY GOOD   3-GOOD   4-FAIR   5-POOR
TABLE 18.1
	PARTICULARS
	5
	4
	3
	2
	1
	MSV

	RETURNS
	3
	5
	2
	1
	
	3.9

	RISK COVERAGE
	5
	4
	1
	1
	
	4.18

	IMMEDIATE CLAIM SETTLEMENT
	2
	3
	5
	1
	
	3.5

	PRODUCT FLEXIBILITY
	7
	2
	2
	
	
	4.45

	CUSTOMER SERVICE
	1
	2
	5
	3
	
	3.09

	SPEED AND ATTENTION TO QUERIES
	3
	4
	2
	2
	
	3.7

	GRIEVANCES HANDLING
	2
	3
	5
	1
	
	3.36

	BRAND IMAGE
	4
	1
	6
	
	
	3.8

	PROMOTIONAL ACTIVITIES
	1
	6
	3
	1
	
	3.45



From the table above the following factors was inferred .The number of people who preferred Birla Sunlife Insurance was 11 in number.


From the table 18.1 it is inferred that the respondents consider product flexibility factor to be an excellent motivating factor .Secondly respondents opine that returns, risk coverage, brand image, speed and attention to queries to be equally good.
OPINION REGARDING VARIOUS PARAMETERS
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OPINION REGARDING PROCEDURES




           TABLE 18.2


	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	VERY CONVENIENT
	2
	18

	CONVENIENT
	2
	18

	NEUTRAL
	3
	28

	IN-CONVENIENT
	4
	36

	VERY IN-CONVENIENT
	
	

	TOTAL
	11
	100



From the table 18.2 it is inferred that the majority of respondents i.e., 36% feel  in-convenient regarding the procedures for taking insurance and 28% of them feel neutral with the procedures.
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OPINION ON CHARGES





TABLE 18.3
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	HIGH
	7
	64

	MEDIUM
	3
	27

	LOW
	1
	9

	TOTAL
	100
	100



From the table 18.3 , it can be inferred that  a majority i.e 64 % of the respondents feel that the charges are high and 27 % of them feel that it is medium.
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TAXABLE MATURITY BENEFITS




     TABLE 18.4
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	2
	18

	NO
	9
	82

	TOTAL
	100
	100



The table 18.4 reveals that the majority i.e 82 % of respondents get exemption from tax
TAXABLE MATURITY BENEFITS
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MODE OF TAKING INSURANCE

THROUGH AGENTS
TABLE 18.5
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	11
	100

	NO
	-
	

	TOTAL
	100
	100



The table 12.5 reveals that about 93 % of the respondents  have taken policies through agents while 7% of them from some other means.
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OPINION ON PERFORMANCE OF AGENTS





TABLE 18.6
	PARTICULARS
	EXCELLENT
	VERY     GOOD
	GOOD
	FAIR
	POOR
	MSV

	LEVEL OF ASSISTANCE
	5
	2
	4
	
	
	4.1

	KNOWLEDGE LEVEL OR GIVING FINANCIAL ADVICE
	4
	4
	2
	1
	
	4

	RECOMMENDATION OF SUITABE PRODUCTS
	3
	5
	2
	1
	
	3.9

	FOLLOW UP WHEN QUERIES RAISED
	2
	5
	4
	
	
	3.8



From the table 18.6 it is inferred that the respondents consider all the factors to be very good as far as performance of agents is considered.
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MAX NEWYORK LIFE

OPINION REGARDING VARIOUS PARAMETERS

5-EXCELLENT   4-VERY GOOD   3-GOOD   4-FAIR   5-POOR
TABLE 19.1
	PARTICULARS
	5
	4
	3
	2
	1
	MSV

	RETURNS
	3
	4
	7
	
	
	3.7

	RISK COVERAGE
	1
	3
	8
	2
	
	3.2

	IMMEDIATE CLAIM SETTLEMENT
	1
	3
	4
	6
	
	2.9

	PRODUCT FLEXIBILITY
	1
	2
	9
	2
	
	3.1

	CUSTOMER SERVICE
	2
	5
	6
	1
	
	3.6

	SPEED AND ATTENTION TO QUERIES
	3
	4
	6
	1
	
	3.6

	GRIEVANCES HANDLING
	
	2
	5
	7
	
	2.6

	BRAND IMAGE
	2
	4
	8
	
	
	3.6

	PROMOTIONAL ACTIVITIES
	
	6
	8
	
	
	3.4



From the table above the following factors was inferred .

The number of people who preferred Max Newyork Life was 14 in number.

Respondents consider the returns factor, speed and attention to queries,customer service factor as well as brand image factor to be a very good  motivating factor. Next the respondents consider other factors to be good a motivating.
OPINION REGARDING VARIOUS PARAMETERS
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OPINION REGARDING PROCEDURES
TABLE 19.2
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	VERY CONVENIENT
	-
	-

	CONVENIENT
	7
	50

	NEUTRAL
	4
	29

	IN-CONVENIENT
	3
	21

	VERY CONVENIENT
	-
	-

	TOTAL
	14
	100



From the table 19.2 it is inferred that the majority of respondents i.e., 50% feel convenient regarding the procedures for taking insurance and 29% of them feel neutral with the procedures and 21% of respondents feel it as in-convenient.
OPINION REGARDING PROCEDURES
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OPINION ON CHARGES
TABLE 19.3
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	HIGH
	9
	64

	MEDIUM
	5
	36

	LOW
	
	

	TOTAL
	14
	100


From the table 19.3 ,it can be inferred that  a majority i.e, 64% of the respondents feel that the charges are high and 36 % of them feel that it is medium.
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TAXABLE MATURITY BENEFITS
TABLE 19.4
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	12
	86

	NO
	2
	14

	TOTAL
	14
	100



The table 19.4 reveals that the majority of 86 % of respondents have invested in life insurance policies due to exemption from tax.
TAXABLE MATURITY BENEFITS
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MODE OF TAKING INSURANCE

THROUGH AGENTS
TABLE 19.5
	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	YES
	11
	79

	NO
	3
	21

	TOTAL
	14
	100



The table 19.5 reveals that about 79 % of the respondents  have taken policies through agents while 21% of them from some other means.

MODE OF TAKING INSURANCE

THROUGH AGENTS
CHART 19.5
[image: image60.png]



OPINION ON PERFORMANCE OF AGENTS
TABLE 19.6
	PARTICULARS
	EXCELLENT
	VERY     GOOD
	GOOD
	FAIR
	POOR
	MSV

	LEVEL OF ASSISTANCE
	
	3
	5
	2
	1
	2.8

	KNOWLEDGE LEVEL OR GIVING FINANCIAL ADVICE
	2
	4
	5
	
	
	3.7

	RECOMMENDATION OF SUITABE PRODUCTS
	
	3
	6
	2
	
	3.1

	FOLLOW UP WHEN QUERIES RAISED
	
	1
	2
	4
	4
	2



From the table 19.6 it is inferred that the respondents had considered the knowledge level of giving financial advice of agents as very good. (msv=3.7).Next they consider  recommendation of suitable products as well as level of assistance factor to be equally good.
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OTHER SOURCES OF SELECTION





TABLE 19.7

	PARTICULARS
	NO  OF RESPONDENTS
	PERCENTAGE

	OWN CHOICE
	
	

	FAMILY CHOICE
	
	

	FRIEND’S ADVICE
	2
	67

	ADVERTISEMENTS
	
	

	THROUGH BANKS
	1
	33

	TOTAL
	3
	100



From the table 19.7 ,it is inferred that two of the respondents opted for insurance by means of friend’s advice and one respondent has been approached by bank.
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CHART 19.7
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SUMMARY

5.1  FINDINGS

1) About 41% of the respondents belong to the age group of 40-50 years.

2) About 87% of the respondents are male because in majority of the family, men are the bread winners of the family.

3) About 37% of the respondents are under graduates.

4) About 43% of the respondents are doing their businesses.

5) Majority of respondents (i.e 27%) belong to the income group category of 20001-30000.

6)34% of the respondents forming the majority are having three insurance policies.

7) About 39% of the respondents are paying an annual premium between Rs. 5001-20000.

8)58% of the respondents forming the majority have invested in life plans.

9) A majority of respondents i.e., 69% are associated with Life Insurance Corporation.

10)54% of the respondents forming the majority have opted for Life Insurance Company (LIC) as their preferred company.

11)43% of the respondents have not opted for other life insurance companies due to lack of trust.

12) Majority of respondents i.e 75% and above who have invested in life insurance are enjoying tax exemptions for their maturity benefits.

13) Returns are good in private insurance companies (MSV=3.6 and above) when compared with LIC.

14) HDFC ranks excellent in brand image factor (MSV =5).

15) Customer satisfaction ranks excellent among ICICI, Reliance, HDFC and Max Newyork Life insurance companies (MSV =3.6 and above).

5.2 SUGGESTIONS
1) LIC is rated as most preferred insurance company among other players in the industry. Also people do not trust private insurance companies. This shows that awareness level among the people regarding life insurance is very low. So Max Newyork Life Insurance needs to create awareness among the people regarding its standing and credit worthiness and build a trust creating relationship through promotional activities like advertisements or involving agents to meet people and educate them.
2) Private insurance companies are offering satisfactory returns, better customer satisfaction, high product flexibility to the customers. These are the competitive factors that will determine the market share and performance of  private insurance companies .Max Newyork Life Insurance company should concentrate on these competitive factors and offer competitive returns,charges,interests etc.

3) The accounts statements like balance sheet, profit and loss account of private companies are not easily accessible by common people which is a great constraint to attract customers. So Max Newyork Life Insurance company needs to get its accounts statements easily accessed by the general public.

4) The claim settlement in private insurance companies are not satisfactory. Customers feel that they take a very long time and in some cases they  don’t even  settle the claims  properly. So Max Newyork can concentrate on speeding up the claim settlement process to head up the competition.

5) People mainly invest in life insurance because they get tax benefits out of it. Many people are not adequately insured. This shows that people are not aware of the importance of life insurance and how it can handle unexpected event happening in their lives. So Max Newyork Life insurance company needs to get people out of this blindness which can be performed with the help of well trained agents.

5.3 CONCLUSION

The project titled “Competitive analysis of major life insurance companies with special reference to Max Newyork Life Insurance Company Ltd, Coimbatore” was carried out to find out the competitive strength of major life insurance companies and the factors responsible for the competitive strength.


The measuring instrument was in the form of a questionnaire and samples of 150 respondents were taken into account in and around Coimbatore. The study is descriptive in nature. The competitive factors such as returns, risk coverage, premium, customer service, performance of agents, brand image etc were considered and specified in the questionnaire.


The analysis of the data collected using questionnaire was done through mean square value and percentage analysis. The major findings revealed that the Majority of the respondents were highly satisfied with the services of Life Insurance Corporation of India and are proving to be its loyal customers. There are number of reason why other companies are not up to the reach of LIC. Those reasons include lack of trust, poor brand image, high premiums, and low risk coverage etc.

This study shows the areas where concentration need to be given in-order to attract customers and thus face the challenges in the market.
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