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THE PERCEPTION OF LIFE INSURANCE
BY THE POPULATION OF HYDERABAD

The study focuses on the people of Hyderabad and intends to map out their
inclination towards buying the products and services of public and private insurers.
A survey was conducted among 200 respondents and the obtained data were treated to
find out the perceptions related to various parameters for buying the life insurance policy.
The results of data analysis revealed that the respondents used to perceive such policies
as a future protection tool and preferred public life insurers over private ones. Among the
eight investment options which were supposed to be available to them, life insurance was
ranked fourth while first three being bank deposit, real estate, and equity respectively.
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bana P., Cpumannapasna I., Mexma T. Bocnpuamue nacenenuem Xaiidepadaoa
cmpaxoeanusn ycuzHu. Hccieoosanus npogedenvl cpeou ocumeneti 2. Xauodepabaoa
C yenvlo onpeoeneHus CHpoca Yciye 20CyOapCmEeHHO20 U HACMHO20 CMPAXO8AHUS.
Onpocom 6110 oxsaveno 200 pecnonoenmos. Ilonyuennvie Oannvle paccmampusaiucsy
Ha npeoMem AHANU3A 0CHPUAMUS, CES3AHHO20 C PASHBIMU MPeDOBAHUAMU NOKYRamenell
nOUCO8 CMpaxoeanus dcusnu. Pezynbmamel anaiuza OAHHLIX NOKA3AMU, YMO pec-
NOHOEHMbL BOCHPUHUMANU 20CYOAPCMEEHHYIO COYUANLHYIO NOAUMUKY KAK UHCIMPYMEHM
Oyoywell 3awumsl u nPeonounu 2ocy0apCcmeeHHoe cmpaxosanue yacmuomy. M3 eocomu
8apuUAHMO8 UHBECMUPOBAHUSA, OOCMYNHBIX OJiA HACENeHUs, CIPAX08AHUE HCUSHU 3AHAIO
yemeepmyio no3uUYUI0, a K NepeblM mpem omueceHsl ObLIU COOMEEMCMEEHHO OAHKOBCKULL
0eno3um, HeoBUNCUMOCHIb U YACMHbIL KANUMAJl.

Kniouegvle cnosa: VHmmsa, cTpaxoBaHHE XHW3HU, MOTPEOUTEILCKHN CIIPOC,
WHBECTULIMOHHOE MPEATIOYTEHUE, COITUOJIOTHUECKII OIpOC.

Background. There are evidences indicating that the survival of any
organization depends on its acceptance by customers. These days life
insurers in India are facing tough competition due to liberalization. Here,
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customers are the real pillars of the success of a life insurer [1]. In such
competitive situation, the existence and growth of the insurer will depend
on its consumer’s satisfaction and perception [2]. Then, it is helpful for an
insurer to be familiar with the perception of customers in order to out beat
the competitors and to gain the customer’s goodwill [3]. Insurance is a unique
services industry [4]. The role of life insurance in the wellbeing of the
policyholders can be easily interpreted as it protects them against the risks of
life such as untimely demise [5]. According to the annual report of Insurance
Regulatory and Development Authority of India (IRDAI) at the international
level, Indian life insurance business has been ranked 10® among the
88 countries during the year 2015 [6]. The huge population of India still
does not have any life insurance coverage. In this regard; Finance Minister
advised the insurers to make simple products for the Indian masses because
a simple product will gain more response [7]. On the other side; private
insurers along with the world market experience; issue various policies to
attract the Indian consumers; yet failed to get the market [8]. The objective
of this study is to examine the perception of people towards life insurance
market in terms of life insurers, their products, and services.

The analysis of recent research and publications. Das [9] examined
the behavior of the retail investors based on the comparative choice between
life insurance and the mutual fund, with the sample size of 100 respondents
(who had invested in both options) from Cuttack and Bhubaneswar; based
on simple random sampling technique. The data were collected through
structured telephonic interviews and percentage, Chi-square, two-way analysis
of variance (ANOVA), rank correlation, Z test and Kendall’s concordance
test; statistical tools were used for data analysis. The study findings stated
that majority of the respondents preferred to invest in life insurance
compared to mutual fund. Most of the respondents said that the public life
insurer was better than the private.

Sahu and Pandey [8] evaluated the influencing factors of consumer
perceptions about investment in life insurance, with the sample size of 150
respondents in Gwalior, based on purposive sampling technique. The data
were collected through structured questionnaires and statistical tools namely
factor analysis, Z test and correlation were used for data analysis. The study
found the six factors as insurer loyalty, service quality, ease of procedures,
satisfaction level, insurer image, and insurer-client relationship.

Singh [7] examined the perception of the consumer in the insurance
sector, with the sample size of 1947 respondents across 334 cities/towns
from all states and union territories of India, based on multistage sampling
technique. The data were collected through structured questionnaires, line
and bar charts; statistical tools were used for data analysis. The study
findings stated that majority of the respondents (66,38 %) preferred LIC for
life insurance and the rest of the respondents preferred other insurers. It was
also found that majority of the respondents (35,70 %) had invested in life
insurance due to risk coverage, 32,43 % respondents pursued life insurance
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policies for tax saving, and 19,65 % respondents found it is an easy way to
invest. Negi and Singh (in 2012) examined the factors influencing the
purchase of life insurance products, with the sample size of 613 from
Uttarakhand, based on purposive sampling technique. The data were
collected through structured questionnaires, factor analysis, and ANOVA;
statistical tools were used for data analysis. The study found the following
factors: product quality and brand image, service quality, customer
friendliness, brand loyalty and commitment to the consumers, where the
product quality and brand image came up as the highest-ranking factors.

Yadav [1] examined the factors influencing the customer investment
decision in life insurance policies, with the sample size of 150 policyholders
from Jabalpur, based on purposive sampling technique. The data were
collected through structured and direct interview. The chi-square, correlation,
weighted average score statistical tools were used for data analysis. The
study found that the age group between 30—40 years was more interested
in buying life insurance policy compared to other age groups. Along with, it
was also observable that the most of policyholders (54,6 %) preferred public
life insurer; sensing that public insurers were safer than the private ones.

Khurana [10] examined the difference between customer expectations
and perceptions towards service quality of life insurers, using the sample
size of 200 from Hissar, based on quota sampling technique. The data were
collected through structured questionnaires & percentage factor analysis;
paired sample test statistical tools were used for data analysis. The study
used seven factors which were extracted from the respondent’s responses
(i.e., tangibility, credibility, competency, empathy, reliability, responsiveness
and assurance). The study concluded that there was a significant difference
in the customer’s expectations and perceptions towards the service quality
of life insurers; it was the highest in the case of competency.

Stroe and Iliescu [11] analyzed the perception and attitudes of
students (between 20-30 years) regarding the necessity of insurances and
insurance market, using the sample size of 100 from Italy based on
purposive sampling technique. The data were collected through structured
questionnaires; percentage and pie-charts statistical tools were used for data
analysis. The study concluded that students found an insurance policy
useful, but due to the lack of money they did not purchase insurance
policies. It was also seen that majority of students would purchase
insurance policies due to the feeling of trust and security that insurance
created; they wished to protect their families if they had the money to
purchase insurance.

Nisamudheen [3] examined the customer perception about life
insurers with the reference of LIC and HDFCSL, with the sample size of
100 respondents (i.e. 50 policyholders from LIC and 50 from HDFC) from
Malappuram district, Kerala based on random sampling technique. The data
were collected through personal interviews; percentage, weighted average,
analysis of variance, and Chi-square test; statistical tools were used for data
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analysis. The study found that there was a significant difference between
the service level perception of LIC and HDFCSL customers. In LIC 48 %
of customers opined that its services were good and in HDFCSL 40 % of
customers found the services good. The study also found that the agents
were the main sources of information for consumers (50 % respondents
in LIC and 30 % in HDFCSL).

Sandeep [5] examined the factors that influenced the consumer
perception towards life insurance policies, with the sample size of 100 res-
pondents from Amritsar, Ludhiana, and Chandigarh based on stratified and
purposive sampling technique. The data were collected through structured
questionnaires; percentage and factor analysis statistical tools were used for
data analysis. The study listed the six factors as customized and timely
services, better insurer reputation, effective service quality, customer
convenience, tangible benefits, and healthy insurer-customer relationship.

Shubhada [2] observed the level of satisfaction of the policyholders
based on services provided by LIC to them, using the sample size of 205
from Jalgaon based on convenience sampling technique. The data were
collected through structured questionnaires, satisfaction index (conducted
based on the response given) and statistical tools were used for data
analysis. The study found that high satisfaction was for the issue of the
policy document, prompt services and transparency in dealing. The other
side, satisfaction was found low for accessing the information through call
centers and for educating the customers about the services.

After reviewing the extant literature for life insurance available for
the researcher, it was pointed out that no study had been conducted in
Hyderabad so far. Therefore, the present study intends to fill that gap. By
doing so, the current study is helpful in two disciplines. Firstly, the study
aims at understanding the consumer’s perceptions towards life insurers and
the quality of product and service offered by them. Secondly, this study
contributes to the growing review of literature for the insurance sector.

The aim of the study is organized into different sections. The
literature review section follows the introduction.

Materials and methods. This study was conducted with 200 res-
pondents who were selected on the basis of their sufficient knowledge of
insurance, in which 67,5 % respondents were males and the rest 32,5 %
were females; moreover sample was dominated by the age group of 21-30 years
with 77 %, followed by 31-40 years and above 40 years; with 13 % and
10 % respectively. Among those; 57 % were students and the rest 43 %
were employees. Terrestrial area of the respondents was Institute of
Insurance and Risk Management and Insurance Information Bureau of India,
Hyderabad, where the headquarters of the IRDAI is situated.

To understand the perception about life insurance market, the study
adopted a survey research design that used exploratory research type. The
researcher used online structured questionnaires to collect the data from
respondents and the respondents were selected on the basis of the non-
probability purposive sampling technique.
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The time-period of the data collection was 3 months from November
2016 to January 2017. The researcher explained the purpose of the research
to each respondent through personal contact and made a request to seek
clarification, in case they could not understand any part of the questionnaire
after sending the questionnaires to them. Even though most of the
respondents were able to understand the questions, some respondents
sought clarifications; the same was clarified by the researcher. Further,
to ensure the appropriateness of the responses at the time of answering
the questionnaire, the respondents individually were given clear instruction
and enough time to answer the same.

The collected data from the respondents were copied into the
Statistical Package for the Social Sciences (SPSS) for analysis. After that,
the study has applied frequency and percentage as a statistical tool for data
analysis. The results of the data analysis have been mentioned in the
following section.

The results of the research. This study mainly focused on the
perception of people about the life insurance market, concluding the seven
factors that could influence their buying behavior. These were investment
preference related to time, the decision of investment, the source of
information, perception towards life insurance as a tool of future security,
considering parameters at the time of buying policies, insurer’s ownership
preference, rationality behind investment and priority among eight
investment options.

Table 1 describes the investment preferences related to time, 41,5 %
respondents preferred both short-term as well as long-term investment,
followed by 28 % and 23,5 % respondents who had preferred long-term
investments and short-term investments respectively. Moreover, it was also
cleared from the table that 63,5 % respondents decided to invest after their
family’s opinion, followed by 33 % respondents who took the decision on
their own. The remaining 3,5 % decided after the opinions of their relatives
and friends.

Table 1
Preference and Decision for Investment
Preference for Investment Decision for investment
Variables N % Variables N %
Short-Term 47 23,5 |Family 127 63,5
Long-Term 56 28,0 |Myself 66 33,0
Both 97 48,5 |Relative/Friends 7 3,5
Total 200 100,0 |Total 200 100,0

* (N) stands for a number of respondents.

Source: Primary data collected by author and analyzed with SPSS.

Table 2 illustrates that out of the total 200 respondents, 28 %
respondents got the information at the time of buying life insurance policy
through agents, followed by 23 % who obtained information through their
own research, 20 % got it through their families, while 17 % got it through
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friends/relatives and 12 % got it through advertisements and websites.
Further, Table 2 puts forward that 45,5 % respondents were satisfied with
the online services of life insurers followed by 37 % those who didn’t know
about those online services. Among those, 10 % were highly satisfied and
6,5 % were unsatisfied. The remaining 1 % respondents were highly unsatisfied.

Table 2
Source of Information and Satisfaction Level
What is your source of information How much are you satisfied with online
for buying a life insurance policy? services provided by Life Insurers?
Variables N % Variables N %

Own Research 46 23,0 |Highly Satisfied 20 10,0
Agent 56 28,0 |Satisfied 91 45,5
Friends/Relatives 34 17,0 |Idon’t know 74 37,0
Family 40 20,0 |Unsatisfied 13 6,5
Advertise/Websites 24 12,0 |Highly Unsatisfied 2 1,0
Total 200 | 100,0 |Total 200 | 100,0

* (N) stands for a number of respondents.

Source: Primary data collected by author and analyzed with SPSS.

Table 3 shows that 86 % respondents accepted that the ownership of
the life insurer held importance for them. Further, the table states that 81 %
respondents wanted to choose the public life insurer instead of private in the
life insurance market.

Table 3
Does Ownership of the Life Insurer Matter to You?
Which One Would You Choose?
Does ownership of the insurer Which life insurer would you
matter to you? want to choose?

Variables N % Variables N %
Yes 172 86,0 |Public 162 81,0
No 28 14,0 |Private 38 19,0
Total 200 100,0 |Total 200 100,0

* (N) stands for a number of respondents.

Source: Primary data collected by author and analyzed with SPSS.

Table 4 shows that at the time of buying life insurance policy the
respondents want to review the various factors including the name and
reputation of an insurer, the policy terms and conditions, bonus and interest,
accessibility, and pre and post selling services of the insurer. Out of 200
respondents, 52,5 % said the name and reputation of the insurer, 50 % said
the policy terms and conditions, 46,5 % said the bonus and interest, 43,5 %
said the accessibility and 40 % said the pre and post selling services. In
brief, the important factor was the name and reputation of the insurer.
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Table 5 shows that 23,5 % respondents said the rationality behind
the investment in life insurance was the individual risk coverage, 1,5 % said
the family risk coverage, 17 % said the growth and return and 11,5 % said the
tax benefit.

Table 6 displays the eight investment options supposed to be
available to the respondents. These were bond and debenture, equity, bank
deposits, life insurance policies, mutual funds, public provident funds, real
estate and others (i.e., gold and silver etc.). It was found that 33,5 %
respondents gave the priority to bank deposits, 15,5 % gave to real estate
investments, 14 % gave to equity, and 13,5 % gave to the life insurance
policy. Apart from that, 10,5 % gave priority to the bond and debenture,
7,5 % gave to mutual funds, 5 % gave to public provident funds and 1,5 %
gave to the other options.

Table 7 shows that 71,5 % respondents perceived the life insurance
as a future protection tool, while 15,5 % perceived as a saving tool and
13,5 % perceived as a tax saving tool.

First, related to the investment preference, most of the respondents
gave their preference to the both types of investments, short-term as well as
long-term. Next, a greater part of the respondents took their investment
decision after their family’s opinion. It is telling that such types of decisions
primarily were administered by their families.

It was also found that agents were the main source of information for
buying life insurance policy and the name and reputation of the insurer was
a key factor. At the same time, people preferred the public life insurers over
the private ones. That is an evidence of the goodwill for public life insurer
and important role of the agent in the life insurance market.

As far as rationality behind the investment was concerned, it was
found that most of the respondents perceived life insurance policy as a tool
of family risk coverage. It means that the core function of the life insurers
was occupying the exact perception of respondents. It is an evidence of the
core competence of the life insurers in the financial market.

Among the given eight investment options, the life insurance was
ranked fourth, first three being bank deposit, real estate, and equity
respectively. Hence it is essential for the life insurers to do extra efforts to
reach the level of bank deposits, which take the top spot among all the
investment options.

Conclusion. Based on the result of data analysis it has been
concluded that most of the respondents prefer to invest for both short-term
as well as long-term and they invest only after consulting with appropriate
being. Next, the role of the agent to get the information is crucial even in
the age of the internet. In the life insurance market, the public life insurers
are still dominating in terms of goodwill. Added to this, the name and
reputation of an insurer is a key parameter for buying the life insurance
policy. The main reason for the people to invest in life insurance is to cover
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the risk of life. Among the eight investment options, the bank deposits are
dominating the market.

As with any study of this nature, this study has its own limitations.
First using the sample of students has advantages in terms of life stage of
respondents, yet it fails to capture the complete real experience of the
existing policyholders with life insurers. Second, this study was conducted
with a small sample of Hyderabad; hence the results may not be generalized
to other population. Despite the aforesaid limitations, it is the ever first
study to be conducted on the perception of people towards life insurance
market, especially in Hyderabad. Hence, this study has set the groundwork
for the further researches.
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bana P., Cpimannapaana I'., Mexma T. Cnpuiinammasn nacenennam Xauoapa-
b6aoa cmpaxyeannsa Hcumms.

Ilocmanoexa npoonemu. Illpaxmuxa noxaszye, wjo coyiaibHa NIOMPUMKA HA-
CeNeHHsl 0epaHcasdor0 — GANCIUBUL aKmop 1020 pOo36UMKY. 3a OanHumu piuHo20 36imy
Inougioyanvroeo opeamny cmpaxogoco pezyrioganus ma posseumky Inoii (IRDAI), wo
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cmpaxyeanus ocumms 6 Kpaini cepeo 88 kpain ceimy y 2015 p. nocioaro 10 micye.
Benuuesna xinvxicmov nacenenms Inoii 6ce we He mae H#OOHO20 NONICY CMPAXYBAHHS
orcummst. Minicmp inancie Kpainu nopaoue cmpaxosukam Cmeoproeamy NPOCMI NPocpPamiu
cmpaxysanus Hapoonux mac. Cb0200Hi neped cmpaxosuxamu scumms 6 Inoii nocmaroms
aKmyanbHi NUMAHHA 3A0080IeHHA MA CHPUUHAMMA CONCUBAYEM IX HOCLYe.

Ananiz ocmannix o0ocnioxcenv i nyonixauiii. Ilpobnemam eusuenns nonumy
HACeNeH s NOCye CMpaxo8ux KOMRNAHWil I[HOIUCLKI HAYKOBYI NPUCBAUYIOMb BEIUKY
Kinbkicmv npays. Ceped numaus, SKi 6OHU NOPYUYIOMb — Ye: MemOOUKU NPOBedeHHs.
COYION02IUHUX ONUMYBAHb, GNIUBOSI (DAKMOPU CIPUUHAMMS CHONCUBAUAMU THEECTNUYIT
Y CMpaxy8aHHsa HCUMMS, HANOBHEHICMb NOCAy2aMU Ccmpaxoeo2o punky. lloza ysazoio
6 yell 4ac 3aAumUIaAcs npooIeMamuxa po3sumKy Cmpaxoeo2o punky y m. Xaioapabaoi.

Memoro 0ano2o 00CniOdiceH s € 8UBUEHHS CRPULIHAMMA MewKanysimu M. Xatoapa-
b6ada cmpaxy8aHHs HCUMMsL K BNAUBOBOT YMOBU POPMYBAHHA NONUMY NOCTYE CIMPAX08UX
KOMNAHILL.

Mamepianu ma memoou. /{ocnioxcenus nposedeno 3 200 pecnonoenmis, sKux
8I0IOpanu Ha OCHOGI X 3HAHbL NPO CMPAXY8aHHs, ceped axux 67,5 % pecnondenmis Oyau
yonosixamu, pewma 32,5 % — oicinku, y ubipyi nepesadicana sixkoga epyna 21-30 poxis
(77 %), nomim 31-40 poxie (13 %) ma cmapwe 40 poxie (10 %). Llenmpom Oocnidocenms
cmag Incmumym cmpaxy8aHHs ma YAPAeniHHA pusuxkamu y M. Xauoapabaod, oCKinbKu
mam posmauiosana wmab-xeapmupa Aominicmpayii 3 pecyno8anHs ma pPO3GUMKY
cmpaxyeanus 8 Inoii (IRDAI). {ocrionuxu suxopucmogysanu oHIauHO8i ONUMY8aHHsL 01
300py Oanux pecnouwdenmis. Yacosuil nepiod 30upauHs OaHux cmamoeus 3 micsayi,
3 aucmonaoda 2016 p. no civenv 2017 p.

Pezynomamu oocnioycens. /[ocnionuxy susuuiu Oami wooo auanizy pizHUX UMoe
ma nepesaz NOKynyie Nojicie Cmpaxy8ans sdcumms. Y medici oocniodicents 6y10 eMilyeHo
MAaKi acnekmu: KOpOMKOCMPOKO8I Ma 00820CMPOKOB] MEePMIHU CIMPAXY8aHHs, 0xcepena
iHGhopmayii npo ymosu cmpaxysamHs, pieeHb 3a00800EHHSL BUMO2 CHOJNCUBAHIB CIPAXOBUX
nociye, KilbKicCmb Napamempis, SAKUM CHONCUBAY] HA0Aomb nepesaszu, Koau NputiMame
piuienns npo cmpaxy8anHsi.

Bucnosku. Pesynomamu docniodcenns noxazanu, wjo pecnoHOeHmuy CRputiMaiomy
0epocasty coyianbHy NOLIMUKY AK [HCIPYMEHm 3aXUCmy c8020 HCUMMA | HA0aomy ne-
pesazy came 0epicasHoOMy CmpaxysanHio. I3 éocbmu eapianmis ineecmuyit, 00OCMYNHUX
O/l HACeNeHHA, CMPAXYB8AHHA JHCUMMA 3AUMAE Yemeepmy HO3UYilo, NOCMYNAIOYUChH
OanKi8CoKUM Oeno3umam, npuoOArRHIO HEPYXOMOCIE MA PO3BUMKY NPUBAMHO20 Oi3HeC).

Kniouwosi crnoea: Iamis, cTpaxyBaHHS KUATTS, CIIOKUBYUI ITOITUT, IHBECTHIIIHHI
nepeBard, COioNOTIYHE OMUTYBAHHS.
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