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Abstract 

The life insurance in India now a day has taken a giant shape after privatization and introduction of IRDA. LIC is one of the 
flourishing industries, with many national and international players for selling its products. The study is designed to evaluate the 
marketing strategies in life insurance service sector. Marketing strategy includes all basic and long-term activities in the field of 
marketing that deals with the analysis of the strategic initial situation of a company and the formulation, evaluation and selection of 
market-oriented strategies and therefore contributes to the goals of the company and its marketing objectives. Marketing strategies in 
product development are to be designed in according to customers’ needs and demands that are linked to their purchase decision. The 
study makes an attempt to focus on the marketing strategies with special reference to Dharwad Division. 

 
Inspite of these things the study will be worthwhile in designing the basic strategies for marketing of life insurance products 

in the competitive environment and in the evaluation of policies. Therefore, it has become very important for the life insurance 
companies to concentrate on life insurance marketing, to attract customers towards the organisation. 
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Introduction 

Marketing strategy includes all basic and long-term activities in the field of marketing that deals with the analysis of the 
strategic initial situation of a company and the formulation, evaluation and selection of market-oriented strategies and therefore 
contributes to the goals of the company and its marketing objectives.According to P. Kotler marketing strategy as “a set of objectives, 
policies and rules that guides over time firm’s marketing efforts”Marketing strategy of a company is a policy to maintain a 
competitive position in the market. Management gives it a shape with strategies for each controllable of product, distribution, 
promotion and pricing. Management tries to balance controllable with uncontrollable factors and so shapes the market needs and 
wants and fulfils company goals.  

 
There are different definitions of strategy. However, for the purpose of this study, we must select a definition. According to 

Tony Proctor, a strategy is a plan that integrates an organization’s major goals, policies, decisions and sequences of action into a 
cohesive whole. It can be applied at all levels in an organization and pertain to any of the functional areas of management. Thus there 
may be production, financial, marketing, personnel and corporate strategies, just to name a few. In marketing, there may be pricing, 
product, promotion, distribution, marketing research, sales, advertising, merchandising etc. strategies. Strategy is concerned with 
effectiveness rather than efficiency and is the process of analysing the environment and designing the fit between the organization, its 
resources and objectives and the environment1.  

 
Review of Literature 

Ziaudeen, A. (2003)2in his dissertation has discussed various aspects relating to product line, product development process, 
product mix, premium fixation, modification, facilities provided to policyholders, accessibility of Life Insurance Company services in 
Thanjavur location, training, motivation and the problem involved in it. He suggested that the level of awareness among the 
consumers has to be improved more in order to tap the market entirely. The marketing of LIC is found satisfactory in Thanjavur 
district. 

Agarwal, V.K. (2004)3in his article he discussed that a customer may have expectations like value added services, development 
of new products, technology insurance, solvency, financial security, quality trained staff etc. In short, customer care is an approach of 
non-stop caring where only those companies will survive, which can respond to the customers’ needs faster and better than others. 

Sunayna Khurana (2008)4 has opined in his article that the insurance sector plays a very important role in the development of any 
economy. In today’s competitive economy, the business, finance and insurance sector play a very important role. More and more job 
opportunities are available in these sectors. Varaprasad, V. and Murali Krishna, B. (2009)5 in their article revealed that in order to 
make insurance sector significant component of financial intermediation process, complete deregulation and increase in face of 
reforms are essential at the same time, by adopting proper segmentation capture significant share in the market for the overall benefit 
of organizations. 

Selvavinayagam, K. and Mathivanan, R. (2010)6article have revealed thatthe competitive climate in the Indian insurance market 
has changed dramatically over the last few years. At the same time, changes have been taking place in the government regulations and 
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technology. The expectations of policyholders are also changing. The existing insurance companies have to introduce many new 
products in the market, which have competitive advantage over the products of life insurance companies.  

BeenishShameem (2012)7has presented different marketing strategies that are taken up in life insurance services keeping in view 
external and internal environment of the firm.Companies instead of focusing only on improving the variety of products needs to focus 
on targeting new segments and implement innovative strategies in order to achieve sustained growth and ensure profitability of 
business as well as growth of insurance coverage. 

 
Objectives of The Study 
1. To briefly highlights on the marketing strategies in LIC 
2. To know the strategic perception of LIC officers while framing marketing mix to sell the insurance products and services. 
3. To determine problems/difficulties in marketing life insurance products between Urban and Rural areas. 
4. To offer the suitable suggestions. 

 
Hypothesis 

H0: There is no significant relation in between strategic marketing approaches and product portfolio mix in LIC. 
H0: There is no significant relation between marketing of life insurance products and urban & rural area. 
H0: There is no significant relation in between selling the policy by the agents or officers and convincing the policyholders, sufficient 
staff and computerised work. 
 
Research Methodology 

The study is mainly based on primarydata secondary data.  The primary data have been collected by executing well-
structuredquestionnaire to the respondents i.e., LIC officers in the study area.  Secondary data was collected from annual reports of 
LIC & IRDA, records of the Divisional office, manuals, and ready reckons, apart from this the information is also collected from 
magazines, newspapers, books, journals, various insurance websites. A purposive sampling methodology had been used for grabbing 
the opinion of the respondents. 100 respondents were taken as sample. The statistical tools like Mean, Standard Deviation, Percentage, 
weighted average and T-Test are used to study above the marketing strategies in LIC. 
 
Results and Discussions 

Table No.1 Respondent’s opinion about Demographic profile 
Demographic Groups Frequency Percent 
Gender Male 67 67.0 
 Female 33 33.0 
 Total 100 100.0 
    
Education Graduation 64 64.0 
 Post-Graduation 34 34.0 
 Others 2 2.0 
 Total 100 100.0 
    
Age 30 to 40 years 29 29.0 
 41 to 50 years 30 30.0 
 51 to 60 years 41 41.0 
 Total 100 100.0 
    
Marital status Married 92 92.0 
 Unmarried 8 8.0 
 Total 100 100.0 
    
Work experience Less than 5years 11 11.0 
 6-10 years 8 8.0 
 11-15 years 16 16.0 
 16-20 years 24 24.0 

 More than 20 
years 41 41.0 

 Total 100 100.0 
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      Sources: (Field survey) 
 
Table No.1 depicts information about demographic profile of respondents.  It clear from the above table that, 67.00% of 

respondents are male and remaining 33.00% of respondents are female. However, 64.00% of respondents are graduates and 34.00% 
are post graduates; and remaining 02.00% are others. Whereas 41.00% of respondents belong to 51 to 60 years of age group followed 
by 30.00% of respondents belong to 41 to 50 years and remaining 29.00% of respondents belong to 30 to 40 years of age groups.  It is 
noticed that 92.00% of respondents are married and remaining 08.00% of respondents are unmarried. However, 41.00% of 
respondents are having more than 20 years of experience; 24.00% of respondents are having 16 to 20 years of experience; 16.00% of 
respondents are having 11 to 15 years of experience; 11.00% of respondents are having less than 5 years of experience and remaining 
08.00% of the respondents having 6-10 years of work experience.  

 
At last, it may be inferred that, LIC is having highly experienced, qualified and office staff, hence this may be the real 

strength of LIC with which it’s doing good business in the market. 
 
Table No. 2. Respondents’ opinion about officers Perception on the strategies followed to form marketing mix to sell the 
insurance products and services: 
 

H0: There is no significant relation in between strategic marketing approaches and product portfolio mix in LIC. 
    H1: There is significant relation in between strategic marketing approaches and         product portfolio mix in LIC. 

Sl. 
No. Strategies  SD 

1 
D 
2 

SW
D 
3 

N 
4 

SW
A 
5 

A 
6 

SA 
7 M SD 

1. LIC offers a variety Product mix to 
Policyholders 

f 0 0 0 0 5 33 62 6.6 0.6 
% 0 0 0 0 5 33 62 

2. LIC offers policies with better range in 
sum assured (min & max) 

f 0 0 0 0 11 42 47 6.4 0.7 
% 0 0 0 0 11 42 47 

3. LIC offers Riders, Bonus etc with almost 
all Life insurance products 

f 0 0 13 5 16 26 40 5.8 1.4 
% 0 0 13 5 16 26 40 

4. Life policies of LIC assures guarantee 
loyalty Addition 

f 7 4 0 0 31 51 7 5.3 1.5 
% 7 4 0 0 31 51 7 

5. LIC offers Loan facility on almost all 
life Policies  

f 0 0 4 9 10 25 52 6.1 1.2 
% 0 0 4 9 10 25 52 

Note: SA=Strongly Agree; A=Agree; SWA=Some What Agree; N=Neutral; SWD = Some What Disagree; D=Disagree; SD=Strongly 
Disagree. 
 

Table No. 2. Depicts the information about officers Perception on the strategies followed to form marketing mix to sell the 
insurance products and services. It is clear from the above table that the mean value of all the elements of strategies are more than 5 
and their standard deviation is less than 2 which indicates that marketing approaches are always interlinked with the product portfolio 
mix in the LIC.  

 
At last, it may be inferred the relation in between strategic marketing approach and product portfolio mix in LIC is there 

because the needs and desires, wants demands of customers are having volatility in their requisition. Hence it may become inevitable 
for the LIC to have a different strategic markets approaches based on product portfolio mix, to satisfy the customers. 
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Table No.3 Respondents’ opinion aboutproblems/difficulties in marketing life insurance products between Urban and Rural 
areas. 

H0: There is no significant relation between marketing of life insurance products and urban & rural area. 
H1: There is significant relation between marketing of life insurance products between urban & rural area. 

SI 
No. 

Problems/Difficulties Mean opinion related to the 
problems 

  

Urban 
Area 

Rural 
area 

Mean 
Difference 

T test Sig. 

1. Problems Related to Premium (PRPR) 2.72 3.32 - 0.600 -5.196 df=99 0.000 
2. Customer Perception /Attitude/ 

Interest/ Knowledge (PRCPAIK) 
3.09 3.38 - 0.290 -3.836 df=99 0.000 

3. Customer Approach (PRCA) 3.02 3.25 - 0.230 -2.596 df=99 0.011 
4. Customer Financial Status (PRCFS) 3.36 3.43 - 0.070 -.596 df=99 0.552 
5. Management Practices of LIC 

(PRMPLIC) 
3.84 4.03 - 0.190 -3.612 df=99 0.000 

6. Service Facilities (PRSF) 4.11 4.31 - 0.200 -2.031 df=99 0.045 
7. Attitude of Officials (PRAO) 3.93 4.09 - 0.160 -2.535 df=99 0.013 
8. Unhealthy/Unethical Market Practices 

(UHEMPAA) 
3.91 4.18 - 0.270 -3.366 df=99 0.001 

  
The table No.3 Exhibits the problems/difficulties in marketing life insurance products between Urban and Rural areas in the 

perspective of Officers. There are total 34 items grouped into eight factors to measure the opinion of officers with five-point Likert 
scale.  The average opinions for each factor towards urban and rural areas were calculated.  The calculated value of T- Test 
significance level is 0.000 for PRPR, 0.000 for PRCPAIK, 0.011 for PRCA, 0.552 for PRCFS, 0.000 for PRMPLIC, 0.045 for PRSF 
and 0.001 for UHEMPAA which are less than the standard level of significance i.e., 0.05. Hence the null hypothesis has been rejected 
and accordingly alternative hypotheses have been accepted. 

 
It may probability due to the reason that it is imperative to bring a change in attitude by the officials in respect of rural and 

urban policyholders to convince the customers to become policyholders. Hence it needs different kinds of marketing strategies to sell 
policies to urban area customers and rural area customers. 

 
Table No.4 Respondents’ opinion about consideration of marketing objectives before selling policies: 

H0: There is no significant relation in between selling the policy by the agents or officers and convincing the policyholders, 
sufficient staff and computerised work. 

H1: There is significant relation in between selling the policy by the agents or officers and marketing objectives of the LIC. 
 

S
I. 
N
o 

Marketing Objectives 
Always Occasionally Never T- Test  

f % f % f % 
Mean Dif. 
& df 

Sign. 

1 Spread of life insurance 
message 91 91.0 09 09.0 0 0.0 1.090 

df=99 
0.000 

2 Mobilization of savings in the 
form of premium 76 76.0 24 24.0 0 0.0 1.040 

df=99 
0.000 

3 Improving customer service 96 96.0 04 04.0 0 0.0 1.070 
df=99 

0.000 

4 Increasing customer base and 
its spread 87 87.0 13 13.0 0 0.0 1.130 

df=99 
0.000 

5 Developing corporate image 93 93.0 07 00.0 0 0.0 1.380 
df=99 

0.000 

6 Reporting a marginal profit 66 66.0 30 30.0 4 4.0 1.240 
df=99 

0.000 

 
The table No.4 Presents the information about consideration of marketing objectives before selling policies. It is clear from 

the above table that for all the above marketing objectives T-Test has been applied. For each objective degree of freedom is 99 and 
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level of significance is 0.000 for the respective T-Value. Hence the null hypothesis has been rejected and accordingly alternative 
hypothesis i.e., there is significant relation in between selling the policy by the agents or officers and marketing objectives of the LIC 
has been accepted. Ultimately it can be concluded that selling of policy by the agents or officers may become fruitful by convincing a 
policyholder for that they need sufficient staff, usage of modern ICT. Because presentation with PPT through videos, audios and some 
pictures exhibitions may help to convince the customers in a pragmatic way to by the policy. 

 
Conclusions and Recommendations 

From the above discussions, it is quite clear that, LIC is having highly experienced, qualified and office staff, hence this may 
be the real strength of LIC with which it’s doing good business in the market. It is better to the LIC to know that, the officials of LIC 
should inculcate different kind of attitudes depends upon the demographical profile. Because it is the attitude of the LIC officials 
which may infuse and intend to buy policy as it having government security and many more. 

 
It is suggested to the LIC that they should give fore focus on strategic marketing approaches. Because the needs and desires, 

wants demands of customers are having volatility in their requisition. Hence it may become inevitable for the LIC to have a different 
strategic markets approaches based on product portfolio mix, to satisfy the customers. 
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