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Customer Relationship Management in Lilt
Insurance Corporation of India Paving Wa)
for Financial Inclusion among Wom en

I* Saiulii anti Rani Laksliini
'Asi*ociate Professor in Cornmerer, Auiymshilingam Deemed University for Women, Coirnbaiotr
AS. Rani L/ikshmi, Lecturer in Commerce, Bishop Ambrose College, Coimbatore

iWssU AcX-Cusloniei Relationship Management is a process which can enhance the efliciency o f tJie Inalan limn., fi
sector especially insurance. Financial inclusion represents reliable access to att'ordable savings, insurance .'smi, *Xx
loans and remittances. It primarily implies access to insurance services, deposits, bank accounts, etc. The esiiiu ct
inclusion o f women and their view o fcustomer relationship maintained by the Life Insurance Corporation ofIndia aii
the issues covered in this study. The researcher has collected the information with the help of Interview Sebedid,
from TJO women respondents. A non-probability sampling procedure was used to select sample rcspondenl.x 1he
study is conducted in Coimbatore City of Tamilnadu. Majority o fthe respondents ranked Life Insurance PoHi ics
lirst among all other Investment options. 'The overall satisfactions ofthe respondents about the services at the / /(
agent’ were tested through t-test and analysis o f variances. It is tested based on the criterias such as respondent*
Age, Education, Annual Income, and the Life Policy schemes, preferred by them.

Introduction

I'ne history of mankind is testimony to the fact that arbitrage in knowledge has been leveraged by various
groups to get dominance and also for bettering their lifestyles. In modern times a person who is lilor'g
educated and knowledgeable gets advantage in financial transactions and this amount to social imbalijhCfi
on account of lack of education. The banking and insurance sector in the country must be strong tOf
linancial inclusion to take place. Despite witnessing substanbal progress in financial sector reforms irt
India, it is disheartening to note that majority of the population do not have access to any source of funds
- institutional or otherwise.

Women and Financial Inclusion

The main credit needs among people in low growth areas and with low incomes, in particular, women
are;

» Access to small, unsecured, fixed term loans in cash;

* Quick access to credit without lengthy or intrusive application procedure;

o Affordable weekly payments widi no hidden or extra charges;

» Automatic repayment arrangements, such as deduction from benefit or home visits b} a collector;
and

» Opportunities for making late payinents or rescheduling loans without incurring charges when
temporary financial problems occur.

If any one of these or a combination of these factors tend to deny access to financial institutions or to
products, that is known as financial exclusion, which is often reflected as a symptom of poverty as well
as a cause. As much as we are interested in financial inclusion, it is also necessary to reduce financial
exclusion to a minimum, which is also a policy challenge. These are two sides of the same coin.

Significance of CRM Implementation In Insurance Sectors

fhe current scenario in the insurance industiy is a complex and competitive environment tinged with
little stahility. The major hassle the industry faces is obtaining clients. Long considered a job only
restricted to insurance companies, selling insurance policies has now become an option for banks as well,
riiis has resulted in a lot of incretiscd as well as unwelcome com|retition. Customers tend to lose out as
they are not buying from the right irrovider. The treed of the hour is requirement of a conrprchcnsive



Jlomois could hold their insurtincc jrolicics. i.c, choosing a cusloniM
ay in acliie\'ing this. CRM - Customer Rclationshi|’) Manttgcment liohl
icips insurance comi)auies to ensuie that tlie cu.stomei is understood bcin i

Management through Intermediaries

0 business depends on the role played by the intennediaries. In the Indian conli'M

.ics in insurance business is related to procurement of insurance business. Insuram i

o develop a complete network of robust intermediaries is the key to success. An ap ii

,cd by the controller of conitnoti man, and to provide long term funds for accelcraiuii!

xoiiomy. Agents are just like retailers of any consumer product who help in selling ainl
ic product.

rf OF THE Problem

ners are facing with a dizzying array of insurance products, expect customized offerings, vahu',
, of access, and personalisation from insurers. Today, customers are expecting individual attention,
..sponsiveness, customisation and access. At the same time, they don’t want to pay a premium for tiu-a'
services. High customer expectations and lower exit barriers could lead to increased customer attrition
“Insurance firms are taking baby steps, starting with operational CRM to increase sales force automation
Agents play a vital role in Insurance sector. An Agent works as an Inter mediator between the policy
holder and the Life Insurance Company. However, currently available financial instruments aic
becoming more and more complex and the investors have to choose from a plethora of instruments lo
invest tlieir hard-earaed money particularly women investors who were deprived of special attention and
inclusion in the insurance. Due to the above said reasons the present study is undertaken.

Objectives of the Study

e To analyse the socio-economic background of the women policy holders.

* To examine the various investment avenues available and policies prefen'ed by the women policy
holders.

e To study about the customer relationship among women policy holders through intermediaries of
Lie.

Limitations of the Study

I'ne study is conducted in Coimbatore City. Only women policy holders have been taken into
consideration.

Research Methodology

The present study is exploratory as well as descriptive. The collection oT«data and analysis strategy are
planned accordingly. 'Fhe study is conducted in Coimbatore city for the period from September 2010 -
October 2010 by a non-probability sampling procedure namely convenience sampling method was used
to select sample respondents. The sample sizes of 120 women policy holders of Life Insurance
Corporation of India were selected. The primary data were collected through Interview Schedule, with
the selected sample re.”“pondents. The secondary data were collected from published records of Life
Insurance Corporation of India, Journals, Books and research articles.

Scaling Techniques Used

Likert-type five point's scale was used to bring out the opinion of the r'espondents in connection with
“satisfaction of services of LIC Agerrts”.



Tool sI'o0R Analysis

Iu isillcck'ti were aiKilysed using
i e I5cscriptiVe Statistics To account the j*rofilc oi the respondents.

e AN(3VA (I'-test) Applied to test the associtition and the mean tlifTcrcnec betwr'cn
the socio-economic piofile and o\'crall satislaction of the
respondents.

e t-test To test the overall satisfaction of tlie res])ondents,

i Ui'Sui.TS And Discussion

; The data collected from the sample survey, has been analyzed and presented in the following heads.
5  Socio -Economic profile of the respondents,

f e« Investment in Life Insurance policies by the respondents.

A e Socio - economic factors and overall satisfaction of agency services.
« Analysis of satisfaction of services rendered by LIC agents.

Socio- Economic Profile of the Respondents

f The respondents were classified with age, educational qualification, occupational status and annual
;r income.

Table 1: Socio -Economic Profile of The Respondents

Variables No of Respondenis (120)
Number Pcrcentace

1. Aec (in years)
Up to 25 38 32
26-35 33 2G
36-45 21 17
Above 45 28 23
2. Edueational qualification
School 29 24
ColleEe 63 53
Others(Diploma and Technical) 28 23
3. Occupational status
.Salaried 84 70
Business 17 14 .
I'rofcssion 10 8
Others 9 8
4. Annual income (in Rs.)
Up to 50,000 29 [ I 24
50,000-1,00,000 43 36
1,00,000-1,50,000 24 20
1,50,000-2,00,000 n 9
Above 2,00,000 13 u

It is shown in Table 1 that according to age-wise classification, reveals that 32 percent of respondents
were at the age of above 25 years. The educational qualification of the respondents depicts that 53
percent had college education and70 percent were salaried class. 36 percent of the respondents within the
annual income of Rs.50, 000- Rs. 1, 00,000.

Investment in Life Insurance Policies by the Respondents

The investment in life insurance policy expected to bring number of benefits to the investors.
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Source-, ikimary data
Majority of the respondents ranked Life Insurance Policies as first among all other Investnicni
options followed by Gold, Bank Deposit, Mutual Funds and Real Estate.
L ie Policy Scheme PrefejTed by the Respondents
Tabic 3: TIC Policy Scheme Preferred

S'clieme No of Rcspondeiits020)

No mber PcrceiUacc
Women PolicY 48 40
Whole Life Policy 28 23
Money Back Policy 44 37

Source: Primary data

This table reveals that 40 percent of the respondents showing preferenee for Women Policy and
somewhat equal percentage of 37 percent preferred money Back Policy and followed by Whole-life
policy with preference by 23 percent of the respondents.

Term ofthe Policy
Tabic 4: Term of the Policy

Term of the Policy (in Years) Sclf(120) Spoused 04) Childicn(98)
NO. % NO. % NO. %
Up to 10 26 22 87 83.6 82 83.0
11-15 30 25 10 9.6 9 9.18
16-20 29 24 4 3.8 4 4.08
Above 20 35 29 3 2.8 3 3.06

Source: Primary data
Ter-mPolicyfor Self

‘fhe above table reveals that 29 percent of the respondents have insured their life for a period above 20
years, 25 percent of them have insured their life for a period of 11-15 years. 24 percent of the respondents
have insured it for 16-20 years and remaining 22 percent of the respondents have insured their life for a
period of up to 10 years.

Tejmi Policyfor Spouse

83.6 percent of the respondents term period-are up to 10 years, 9.6 percent of the respondents term period
is 11 - 15 years, 3.8 percent of the respondents term is between 16 - 20 years, and the remaining 2.8
percent of the respondents term period is above 20 years.

Temn Policyfor Children

83.6 percent of the respondents terra period are up lo 10 years, 9.18 percent of the respondent’s tenn of
the policy is between 11-15 years, 4.08 percent of the respondent’s term of the policy is between 16 -
20 years and the remaining 3.06 percent of the respondents term period is above 20 years.



Smio Economic I'actors and Overall Satislaction of Agency Services

l- o\ cr;ill satislacliuii oi'llic icsiioiulcius alnuii lire scr\iccs oi llic LIL agenl was tester! tlii'ouizli t-test
tiiiil analysis of \'anancc. The overall satisftictioii were tested based on the criteria’s such as tespoiuients
Cfendcr, liclucation, Annual Income, and the Life policy scheme prcfcrretl by them.

lable 5; Overall Sarislaction Score on Agency Services

I'lii (iciilars Mean S.0) ‘T *-value / (°T *-\ alue)

Ai'c (ill ycar,s) Up lo 2S 122.34 16.23 1.623'"
129.76 18.34

Kills 126,95 20,25

Al'ove 45 121.14 16.45

ICiliication School 132.28 21.97 3.533*

College 122.43 14.64

(Mliers (Diploma and lechnical lidiication) 122.75 17.82

Occupation Salaried 123.99 17.50 1.765™"

liusiness 13341 22.57

I'rofessional 119.20 11.79

Olliers 123.78 11.52

Aiiiiiial incoiiic (In Rs.) 126.28 18.37

Up to 50,000 0.838""

50,000-1,00,000 127.91 18.83

1,00,000-1,50,000 121.08 16.35

1,50,000-2,00,000 122.82 17.39

I/1C policy sclieinc preferred 126.48 17.64 0.318

Women policy

Whole-Life policy 124.21 13.93

Money Back policy 123.64 20.14

*significant at 5 per cent level, Ns - Not significant

On analyzing variation (Table 5) within the sample and between the samples, for Socio-Economic
variables and the Overall Satisfaction on the Agency Services, it is clear that only one variable that is
Education of the respondent resulted as a significant variable. Even though the mean values of College
and others education were nearly identical the standard deviation is found to be greater in other education
imd still greater with respect to school education, it implies that there is a gap to be filled by the LIC
agent’s in their services to the client’s who have education up to school level.

Analysis o fSatisfaction ofServices Provided By LIC-Agents

Agent makes the policy.holder, convenient of the subject-matter of policy handling from policy selection
to maturity period. lie gives a clear statement of the process, in detail to the customer.

The various services rendered by the agents towards the prospects and customer of LIC of India and
Ihc extent of satisfaction derived were analyzed and presented in the following section.

Tabic 6: Information on Policies

Particulars Extent of Satisfaction
Highly Satisfied Neutral DIS Highly DIS
Satisfied Satisfied Sati,sficd

Insurance products offered No.(120) ' 28 79 13

% 23.3 65.8 108
hnnortance of saving through LIC No.(120) 25 79 15 1

% 20.8 65.8 125 8 -
Itecommending policies that suits No.(120) 26 74 15 4 1
customer needs % 21.7 61.7 125 33 8
Informing the accidental benefits of the No.(120) 24 68 2 4 1
policy. % 20.0 56.7 175 33 25

Arrival ofNew Plan No.(120) 26 59 28 4 3
% 217 49.2 233 33 25

Majority of the respondents(89 percent) were satisfied on the information provided by the agent about the
insurance product availability. Significance of saving through LIC (86 percent), Accidental benefits (77
percent) and Arrival and benefits of the new plan (71 percent).It is noted that among the respondents no



one expressed dissatislaction, about llie inrorniatioii on currently- ;i\ ;nlalde insiir;ince |iroducls, wlteuae
six percent oi the respondents were dissatisfied about ibe details gi\en tm ticcidenltd Irenefils and
inrormtilion on tirrivttl of new plans.

Propo.sal I'orni

I ahle 7; Filling and Filing of I'rojio.sal FOrin

Particulars Fxtont of Satisfaction
Highly .Satisfied .Salisfiod Ncutrnl ms Highly DIS
Satisfied Satisfied

Nature of iul'ormation required No.%ZOl 26 62 25 4 3

in the proposal form. 21.7 51.7 20.8 3.3 2,5
Disclosure of material No.(12Ui 22 58 32 6 2
Information in a contract. E)é 18.3 48,3 26.7 5.0 1.7
Documents for tiling tlie No0.n20i 21 63 24 9 3
proposal fonn % 17.5 525 20.0 75 25
Inforaiing Promptly about No.a20i 18 66 26 8 2
acceptance or rejection of % 15.0 550 21.7 6.7 17

proposal form.

Majority of respondents were satisfied by the information provided by lhe agent about the natuie ol
information required in the proposal form (73 percent) and documents for filling the proposal form
(VOpercent) and informing about the acceptance or rejection of proposal by the insurer (70 perceni)
Around 10 percent of the respondents were dissatisfied on agent’s services with respect to documenl;:

needed for filling the proposal form.

Premium

Table 8: Details on Insurance Premium

Particulars Extent of Satisfaction
ilighly Satisfied Satisfied Neutral ms Highly ms
Satisfied Satisfied
Premium on insurance No.(120) 30 64 22 3 1
policies % 25.0 53.3 i8.3 2,5 8
lleminding due dates No,n20i 35 58 20 2 5
payment for premium % 29.2 48.3 16,7 17 4.2
Periodical premium No.(120) 26 51 30 10 3
statements, to customers % 21.7 425 25.0 8.3 2,5

Majority of respondents were satisfied about the information provided by the agent about tin

premium of the insurance products (78 percent), reminding due dates of the payment of Premium (77
percent) and in providing periodical premium statements (64 percent). Around 11 percent of tlu
respondents were dissatisfied in getting the periodical premium statements.

Other Services
Table 9: Other Services

s,
Particulars Extent of SatisWetion
Highly Satisfied Satisfied Neutral ms Highly ms
Satisfied Satisfied
Duplicate Copy when lost No.(120) 19 57 32 10 u 2
% 15.8 475 26.7 8.3 17
No service Change for No.(120) 22 61 23 10 4
remitting Premium. % 18.3 50.8 19.2 8.3 33
Personal contact of agent No.(120) 16 61 27 9 7
% 13.3 50.8 22.5 7.5 5.8
Alteration of bond. No.(120) 23 42 45 8 2
% 19.2 35.0 375 6.7 17
Help in availing housing No.(120) 22 56 25 11 6
loan. % 18.3 46.7 20.8 9.2 5.0
Change of Branch No.(120) 22 62 21 12 3
% 18.3 51.7 175 10.0 25
Change of Address No.(120) 23 54 29 10 4
% 19.2 45.0 24.2 8.3 3.3



Maiority ol'tlio lesi®oiuicnl.s \V'crc satisl'icd about the mrornuitioii [)i'o\id('d b\ the agent about Change

? Il liianeh (70 iicrecnt). No senicc charge Il'or remitting premium amount to insmanee eompaiu’ (69

I Irieuuj, lid]) m availing homsmg loan (65 percent),cliangc of address (64]5ercent).;md personal contact of
ill',cut, Wlien remainder letter is ignored (64 percent), and Alteration ofbond (54 percent)

I Around 14 Yer cent were dissatisfied about the agents 'help in aVailing housing loan. 13 Percent ol
irH|iondent were dissatisfied about personal contact oftigent, 12 Percent of respondents u cre dissatisfied

Ew change of branch,no service charge for remitting premium, change of address, and 8 Percent in
iilleration of bond.

Customer Relationship
Table 10: Agent’s Customer Relationship

Particulars Extent Of Satisfaction
Highly Satisfied Satisfied Neutral DIS Highly IMS
SatisTicd Satisfied
Cummitmciit No.(120) 32 64 13 7 4
% 26.7 53.3 10.8 5.8 33
Cinirtcous No.(120) 30 67 17 2 4
% 25.0 55.8 14.2 17 3.3
I'lciiucney of No.(120) 2y 52 B 16 5
(‘oiitact with agent. % 24.2 43.3 15.0 13.3 4.2

Maximum number of the respondent was satisfied about agents’ Courteous Behavior (81 percent),
Cloinmitment (80 percent) and frequency of contact (68 percent). About 18 percent of the respondent was
llissatisfied about the frequency of contact with agent, and commitment nine percent, Courteous five
percent. It is inferred from the analysis that education of the respondents is found to be major variable
Influencing the perception of the respondents towards satisfaction of services rendered by the agents. It is
noted from the above analysis that on the whole majority of the respondents were satisfied on agency
HCvice. On comparing the level satisfaction, the percentages of respondents who are highly satisfied
Were considerably low.

riNDINGS

The gap to be filled by the LIC agent’s in their services to the client’s who have education up to school
f level. It is noted from the above analysis that on the majority of the respondents are satisfied on the

Information provided by the agent about the insurance product availability, premium of the insuranee
. products, reminding due dates of the paj'ment of premium, agent’s courteous behavior, commitment and
frequency of contact. Majority of the respondents were dissatisfied in some areas like the details given on
accidental benefits and information on anlval of new plans, agent’s services with respect to documents
needed for filling the proposal form, in getting the periodical premium slatements.

Suggestions

e The agent should intimate the arrival of new plans under LIC and also about the rider benefits.

» The supportive documentation is essential in entering into insurance contract; the agents needs to
help the customers in getting ready those documents.

» The agents should not only attend to basic services but also concentrate on other service.s offered
by LIC and facilitate the clients in availing those services.

» The agents need to modify their approaches according to the educational level of the respondents.

Conclusion

fhe Life Insurance Corporation of India should take necessary action to stipulate the customer, and to
cieatc innovation, enroll and regulate the activities of Agent for retaining customer and expansion of
business in the era of globlisation. LIC could contribute to the financial inclusion in a large scale by
bringing in the women folk under insurance coverage by means of customer relation through their agents.
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