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Abstract 
            Life insurance investment is becoming a booming sector among all segments of the people. Life insurance is the hedging tool to 
hedge against the risk associated with human life. These risks are related to the full life of the human being and its ability to earn money. 
Life insurance helps in ensuring coverage of financial loss due to risk related to human life. The growing need for financial education 
for families to take better financial decisions and to increase their economic security has been widely recognized. The present study 
aims to analyze the life insurance awareness among women in Tamil Nadu. Primary data will be collected through a questionnaire from 
the samples taken from the Sivagangai districts of Tamil Nadu where the female population is greater in number. The main purpose of 
the study is to determine the opinion of women towards insurance policies and also to analyse the awareness and penetration of insurance 
policies. The result of the study shows that the majority of them were aware about life insurance and also mostly aware of term insurance. 
 
Keywords: Life Insurance, Policies, Insurance companies, Financial Loss. 
 
1.1 Introduction 

The insurance industry plays a vital role in the growth and stability of the global economy by protecting individuals, families 
and communities from economic, social and environmental shocks. Women make up half the world's population. They also make up 
more than half of all graduates worldwide and are increasingly part of the workforce. Their contribution to the country's economic 
activity is significant and increasing every year. Women are an important target market when it comes to insurance. Furthermore, women 
play a multifaceted role within society, enabling them to serve as channels for social change and economic progress, making them an 
increasingly important part of the population to be protected. 
 

Life is fragile while death is certain. one cannot control the uncertainty of life. But can cover risks which are surrounding us. 
Indian life insurance is not for the deceased because those people are surviving. It is the responsibility of every breadwinner to be alert 
to the events that can befall a family member in the unfortunate circumstances of death. That is why it is so important to have life 
insurance. There are many types of life insurance, the main ones being endowment insurance, group insurance, joint life insurance, loan 
insurance, refund insurance, annuities, term insurance, unit-linked insurance plans and whole life insurance. Women also play an 
important role not only as a sales force to reach female customers, but also as leaders within the company providing important insights 
into women's lives and needs. By creating a targeted approach to better serve women as customers and employees, insurers differentiate 
themselves and become the insurer and/or employer of choice for women in their respective markets.  

 
Researchers aim to raise awareness and spread the importance of life insurance. In this connection, a brief analysis of the 

proportion of women in the life insurance business was carried out by the IRDA. For this purpose, only the number of individual new 
business contracts and first year premiums for 2019-20 were considered (IRDA Annual Report, 2019-20). 

 
1.2 Review of Literature 
Alta Ahmad Das (2014) examined the awareness of life insurance. The researcher found that 64 percent of them were aware about life 
insurance. Around 45 percent of the respondents came to know about life insurance from the media which play an important role in the 
disseminating information. The researcher found that the average amount of premiums incurred for life insurance respondents was 
Rs.1804. Even groups of people of lower socio-economic group of people were also willing to part with a reasonable amount of Rs. 697 
annually for life insurance. 
Balaji (2015) analyzed the life insurance policyholder awareness and customer satisfaction for the city of Mayiladuthurai. The researcher 
found that 87 percent of the respondents were aware about insurance policies through agents; majority of the respondents were highly 
preferable to take money back and endowment policies. The researcher concluded that majority of them were aware about life insurance 
policies and HDFC standard life insurance. 
Raghavendra (2015) in their study examined that socio economic states and buying behavior of rural life insurance customers in Mysore 
district. Endowment insurance is preferred by LIC policyholders. Buyers of rural life insurance policies anticipate future risks and 
income tax benefits as a means of saving, with low incomes being the main limiting factor for life insurance policies. The researcher 
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concluded that Illiteracy, lack of knowledge and lack of branches are also factors that discourage rural customers from purchasing life 
insurance. 
 
1.3 Objective of the study 

The main objective of the study is to analyze the Life Insurance Awareness among Women in Sivagangai District. 
 

1.4 Research Methodology 
In this study the researcher has made use of the descriptive research design. Researcher has reported to both primary and 

secondary data. The primary data was obtained by administrating a structural questionnaire. The data were collected among women in 
sivagangai district. The sample size has been calculated from total population in sivagangai district i.e. 1,414,993. The sample size has 
been calculated by using raw software i.e 385. The secondary data was collected from various journals, magazines, annual reports, 
books, thesis and websites. 

 
1.5 Data Analysis & Interpretation 
1.5.1 Demographic Profile of the Respondents 

The section has been devoted to describe the socio-economic conditions of the respondents. Though people have many common 
aspects, they differ in many respects. There are differences in personal demographic characteristics of individuals. The socio-economic 
profile of the respondents includes the factors such as Age, Marital status, Family Type, Family Size, Literacy Level, Occupational 
Status. In order to analyze the socio-economic conditions of the respondents and awareness level towards life insurance among women 
in Sivagangai district. 
 
Table 5.1 Demographic profile of the Respondents 

Demographic Profile of 
the farmers 

Options Frequency Percent 

 
 
Age 

Less than 30 years 189 49 
31 to 40 years 86 22 
41 to 50 years 54 14 
51 to 60 years 12 3 
Above 60 years 44 11 
Total 385 100 

 
       Marital status 
 

Married 286 74 
Unmarried 50 12 
Widowed 44 11 
Total 385 100 

 
 
Educational Qualification 

Master Degree 86 22 
Degree 112 29 
Diploma/ ITI 58 15 
Illiterate 35 9 
Others 94 24 
Total 385 100 

        Occupation 

Government Employee 142 37 
Private Employee 92 24 
Self employed 74 19 
Professional 45 12 
Agriculturist 32 8 
Total 385 100 

 
 
Annual Income 

Less than Rs.100,000 6 1 
Rs.100,001 to Rs.200,000 42 11 
Rs.2,00,001 to Rs.300,000 108 28 
Rs.3,00,001 to Rs.400,000 187 49 
Above Rs. 4,00,001 42 11 
                Total 385 100 
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    Annual Savings  
 

Less than Rs.50,000 48 13 
Rs.50,001 to Rs.100,000 250 65 
Rs.100,001 to Rs.200,000 71 18 
Rs.2,00,001 to Rs.300,000 16 4 
Above Rs.300,001 - - 

                Total 385 100 
Awareness Level towards 
LIC 

Yes 385 100 

 
No - - 
Total 385 100 

Source of Information 

Agent 84 22 
Brokers 32 8 
Friends & Relatives 34 9 
Internet  146 38 
Newspaper 89 23 
Total 385 100 

Source: Primary Data 
 
Age: Age is an important variable in any research. It is because of the fact that as a person’s age increases, his experience also increases. 
Product needs and interest often vary with respondents’ age. The age of the respondents has its own impact on the level of awareness 
and financial management practices. It can be inferred that 49 percent of the policyholders are in the age group of less than 30 years, 22 
percent of the policyholders are in the age group of 31 to 40 years, 14 percent of the policyholders are in the age group of 41 to 50 years, 
3 percent of the policyholders are in the age group of 51 to 60 years and remaining 11 percent of the policyholders are in the age group 
of above 60 years. Therefore, majority of the age group are less than 30 years. 
Marital status: Married persons have more responsibilities when compared to unmarried. Hence, the attitude may differ between the 
married and the unmarried. Hence, the attitude may differ between the married and the unmarried. A married person may be concern 
with more health and risk consciousness than an unmarried. It can be inferred that 74 percent of the policyholders are married, 12 percent 
of the policyholders are unmarried and remaining 11 percent of the policyholders are widowed. Therefore, majority of the policy holder 
were married. 
Educational Level: Education is the process of knowledge, virtue and moral training. It has the greatest tendency to civilize and 
humanize them in relation to one another. Education is an important variable because it can describe one’s ability, job and status. 
Through education one can acquire knowledge and improve the standard of living. The literacy level may influence the personality 
traits, the level of awareness and implementation of innovative technology of the respondents. It is inferred that 22 percent of the 
respondents were qualified as master degree, 29 percent of the respondents were qualified as degree, 15 percent of the respondents were 
qualified as diploma/ITI, 9 percent of the respondents were qualified as Illiterate and remaining 24 percent were qualified as others. 
Others category includes schooling level or computer courses. Therefore, majority of the policyholders were completed degree courses. 
Occupation: Occupation means the work that a person does to earn a living. The economic position of one’s life is known by one’s 
occupation. One’s occupation provides status and income. The type of work one does directly influence one’s values, life styles and also 
the consumption patterns. It is inferred that out of 385 respondent’s 37 percent of the respondents were government employee, 24 percent 
of the respondents were private employee, 19 percent of the respondents were self-employed, 12 percent of the respondents were 
professional and remaining 8 percent of the respondents were agriculturist. Therefore, the analysis reveals that more than one half of the 
respondents are employees in government organization. 
Annual Income: Income is an important instrument in fulfilling one’s needs. Money gives social status and prestige. Income is the most 
powerful economic factor that influences the attitude of the people. It determines whether a consumer will be able to afford a product 
or not. Many companies target affluent consumers offering high end exclusive product offerings, many companies target low-income 
groups. The annual income indicates the financial strength of the respondents. It could be observed from the above table that out of 385 
respondents, 1 percent of respondents annual income ranged from less than Rs 100,000, 11 percent of the respondent’s income ranged 
from Rs.1,00,000 to Rs.200,000, 28 percent of the respondent’s income ranged from Rs. 2,00,000 to Rs.3,00,000 49 percent of the 
respondent’s income ranged from Rs.300,000 to Rs.400,000 and remaining 11 percent of the respondent’s income ranged from above 
Rs.400,001. Therefore, majority of them earned income between Rs.3,00,001 to Rs. 4,00,000 per annum. 
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Annual Savings: It is inferred that out of 385 respondent’s 13 percent of the respondent’s savings were less than Rs. 50,000, 65 percent 
of the respondent’s savings between Rs. 50,001 to Rs.100,000, 18 percent of the respondent’s savings between Rs.100,001 to 
Rs.200,000, 4 percent of the respondent’s savings were Rs.2,00,001 to Rs.300,000. Therefore, majority of the policyholder’s savings 
were between Rs.50,001 to Rs.100,000 per annum. 
 Awareness level towards Life insurance: Awareness is an important factor for analyzing LIC and its functional operations. All 
services related organizations are concentrating to increase the awareness level of their products and services. LIC is very popular among 
various insurance companies and it is pioneer also, but in case of investing money, people need its popularity which would be created 
through awareness. It is observed that 100 percent of the respondents were aware about life insurance. 
Source of Information: It is very important to know the sources through which the policyholders come to know about the term life 
insurance policies. The data collected from the sample respondents with reference to the sources of information are classified and shown 
in the above table. Out of 385 respondents, 22 percent of the policyholders get information from agents, 8 percent of the policyholders 
get source of information from brokers, 9 percent of the policyholders get source of information from friends and relatives, 38 percent 
of the policyholders get source of information from internet and remaining 23 percent of the policyholders get source of information 
from newspaper. Therefore, majority of them get source of information from internet. 
 
1.5.2 Association between Monthly Income and Monthly Savings of the Policyholders 

Correspondence analysis is a statistical technique that helps to know about the categorical variables and shows the dimensions 
or association of the categorical variables to each other. The Monthly Income and savings are the main sources for doing any business. 
The correspondence analysis is used to club the group of variables. The Table 1.2 and the figure 1.1 deal with the association between 
monthly income and monthly savings of the Policyholders. 

 
H0: There is no significant association between Monthly Income and Monthly savings of the policyholders 
Table 1.2 Association between Monthly Income and Monthly savings of the Policyholders 

Correspondence Table 

Annual Income 
Annual Savings 
Less than  
Rs.50,000 

Rs.50,001 to 
Rs.100,000 

Rs.100,001 to 
Rs.200,000 

Rs.2,00,001 to 
Rs.300,000 

Above 
Rs.300,001 

Active 
Margin 

Less than Rs.100,000 
6 
(2%) 

0 0 0 0 6 

Rs.100,001 to Rs.200,000 
42 
(10%) 

0 0 0 0 42 

Rs.2,00,001 to Rs.300,000 0 
99 
(26%) 

9 
(2%) 

0 0 108 

Rs.3,00,001 to Rs.400,000 0 
151 
(39%) 

36 
(9%) 

0 0 187 

Above Rs. 4,00,001 0 0 
26 
(7%) 

16 
(5%) 

0 42 

Active Margin 
48 
(12%) 

250 
(65%) 

71 
(18%) 

16 
(5%) 

0 385 

Chi-square 603.119 
Sig .000 
Source: Primary Data 
 

It is clear from the above Table that 12 percent of the policyholders are having annual income of Rs.1,00,001 to Rs.200,000 
and their level of savings in per annum is less than Rs.50,000. About 65 percent of the policyholders are having their annual income of 
Rs. 200,001 to Rs.300,000 and their level of savings in per annum is Rs.50,001 to Rs.100,000. 18 percent of the policyholders are having 
annual income of Rs.2,00,001 to Rs.300,000 and their level of savings in per annum is Rs.1,00,001 to Rs.200,000 and remaining 5 
percent of the policyholders are having annual income of Rs.3,00,001 to Rs.400,000 and their level of savings in per annum is Rs. 
2,00,001 to Rs.300,000. 
 

It is observed from the above Table that the chi-square value is 603.119 and the significant value is 0.000. It implies that there 
is a significant association between monthly income and monthly savings of the policyholders. 
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Figure 1.1 Association between Monthly Income and Monthly Savings of the Policyholders 

 
 
The Figure 1.1 shows the association between the monthly income and monthly savings. The policyholders whose monthly 

income is Rs.1,00,001 to Rs.200,000 and their level of savings in per annum is less than Rs.50,000. About 65 percent of the policyholders 
are having their annual income of Rs. 200,001 to Rs.300,000 and their level of savings in per annum is Rs.50,001 to Rs.100,000. So, it 
is understood that the policyholders savings are closely associated with their income. 
 
1.5.3 Association between occupation and Source of Information about Life Insurance - Chi-Square Analysis 

Chi- square analysis is generally used to find the association between two categorical variables. It tests whether or not a 
statistically significant association exists between a dependent and an independent variable. Here, chi-square analysis is used to find the 
association between the demographic profile of the policyholders and their sources of information about life insurance. The Table 1.3 
represents the association between the demographic profile of the policyholders and their source of information about life insurance. 

 
H0: There is no significant association between demographic profile of the policyholders and the sources of information about life 
insurance. 
Table 1.3 Association between occupation and Source of information about life insurance 

Occupation * Source of information - Cross Tabulation 

Occupation 
 Source of information 

Total 
Agent Brokers 

Friends & 
Relatives 

Internet News Paper 

Occupation 
Government Employee 40 16 8 70 8 142 
Private Employee 19 11 16 39 7 92 
Self employed 23 5 7 35 4 74 
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Professional 2 0 3 2 38 45 
Agriculturist 0 0 0 0 32 32 

Total 84 32 34 146 89 385 
Chi-square  266.659 
Sig 0.000 

Source: Primary Data 
 

It is observed from the above Table that, the chi square value for the variable, ‘age’ is 0.587, residence is 3.267 and the 
significant value for both the variables is 0.000. It implies that there is a significant association between the age and residence and source 
of borrowed finance.  
 
Figure 1.2 Association between occupation and Source of Information about Life Insurance 

 
 
1.5.4 Awareness Level Towards Life Insurance Products - Mean Score Analysis 
The awareness level of sample policyholders about LIC and its products have been examined with the mean score analysis. 
 
Table 1.4 Awareness Level Towards Life Insurance Products 

Products Mean score Rank 
Endowment type plan 4.384 3 
Money back plan 4.254 4 
Term Insurance 4.821 1 
Unit Linked plan 3.954 5 
Whole life plan 4.546 2 

Source: Primary Data 
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It is inferred from the above Table that, ‘Term Insurance’ secures the first rank with the mean value of 4.821 which were the 
more aware about the policyholders, ‘Whole life plan’ secures the second rank with the mean value of 4.546 which were aware about 
the policyholders, ‘Endowment type plan ‘secures the third rank with the mean value of 4.384 which were aware about the policyholders, 
‘Money back plan ‘secures the fourth rank with the mean value of 4.254 which were aware about the policyholders and Unit Linked 
plan secures the fifth rank with the mean value of 3.954. Therefore, it is concluded that there is a significant difference among the mean 
ranks in the awareness level towards life insurance products. 

 
1.5.5  Relationship between Occupation and awareness level towards life insurance products – ANOVA 

Analysis of Variance (ANOVA) is a statistical technique that is used to compare the means of more than two groups. The null 
hypothesis for this test is that there is no significant association between occupation and awareness level towards life insurance products. 
The Table 1.5 deals with the relationship between occupation and awareness level towards life insurance products. 

 
H0: There is no significant relationship between occupation and awareness level towards life insurance products. 

Table 1.5 Relationship between Occupation and Awareness Level Towards Life Insurance Products  
ANOVA 
 Sum of Squares df Mean Square F Sig. 

Endowment type plan 
Between Groups .103 4 .026 

.039 .997 Within Groups 254.094 380 .669 
Total 254.197 384  

Money back plan 
Between Groups 15.765 4 3.941 

8.530 .000 Within Groups 175.570 380 .462 
Total 191.335 384  

Term Insurance 
Between Groups 22.497 4 5.624 

3.667 .006 Within Groups 582.843 380 1.534 
Total 605.340 384  

Unit Linked plan 
 

Between Groups .005 4 .001 
.011 .000 Within Groups 42.758 380 .113 

Total 42.764 384  

Whole life plan 
Between Groups 3.355 4 .839 

.957 .431 Within Groups 333.180 380 .877 
Total 336.535 384  

Source: Primary Data 
 

The Table 1.5 reveals the results of the ANOVA. Based on the results, the significant value is lower than 0.05 for Money back 
plan and Unit linked plan. So, the null hypothesis is rejected and it is concluded that there is a significant relationship between the 
occupation and awareness level towards life insurance products. On the other hand, the significant value is above .05 for endowment 
plan (.997), term insurance (.006) and whole life plan (.957). Hence, it is concluded that the null hypothesis is accepted and there is no 
significant relationship between occupation and awareness level towards life insurance products. 

 
1.6 Findings of the study 
1.6.1 Results from Descriptive statistics 
 It is observed that 49 percent of the policyholders are in the age group of less than 30 years, 22 percent of the policyholders are 

in the age group of 31 to 40 years, 14 percent of the policyholders are in the age group of 41 to 50 years, 3 percent of the 
policyholders are in the age group of 51 to 60 years and remaining 11 percent of the policyholders are in the age group of above 
60 years. Therefore, majority of the age group are less than 30 years. 

 It is noted that 74 percent of the policyholders are married, 12 percent of the policyholders are unmarried and remaining 11 
percent of the policyholders are widowed. Therefore, majority of the policy holder were married. 

 It is observed that 22 percent of the respondents were qualified as master degree, 29 percent of the respondents were qualified as 
degree, 15 percent of the respondents were qualified as diploma/ITI, 9 percent of the respondents were qualified as Illiterate and 
remaining 24 percent were qualified as others. Others category includes schooling level or computer courses. Therefore, majority 
of the policyholders were completed degree courses. 
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 It is noted that out of 385 respondent’s 37 percent of the respondents were government employee, 24 percent of the respondents 
were private employee, 19 percent of the respondents were self-employed, 12 percent of the respondents were professional and 
remaining 8 percent of the respondents were agriculturist. Therefore, the analysis reveals that more than one half of the 
respondents are employees in government organization. 

 It could be observed from the above table that out of 385 respondents, 1 percent of respondents annual income ranged from less 
than Rs 100,000, 11 percent of the respondent’s income ranged from Rs.1,00,000 to Rs.200,000, 28 percent of the respondent’s 
income ranged from Rs. 2,00,000 to Rs.3,00,000 49 percent of the respondent’s income ranged from Rs.300,000 to Rs.400,000 
and remaining 11 percent of the respondent’s income ranged from above Rs.400,001. Therefore, majority of them earned income 
between Rs.3,00,001 to Rs. 4,00,000 per annum. 

 It is inferred that out of 385 respondent’s 13 percent of the respondent’s savings were less than Rs. 50,000, 65 percent of the 
respondent’s savings between Rs. 50,001 to Rs.100,000, 18 percent of the respondent’s savings between Rs.100,001 to 
Rs.200,000, 4 percent of the respondent’s savings were Rs.2,00,001 to Rs.300,000. Therefore, majority of the policyholder’s 
savings were between Rs.50,001 to Rs.100,000 per annum. 

 It is observed that 100 percent of the respondents were aware about life insurance. 
 It is noted that 22 percent of the policyholders get information from agents, 8 percent of the policyholders get source of 

information from brokers, 9 percent of the policyholders get source of information from friends and relatives, 38 percent of the 
policyholders get source of information from internet and remaining 23 percent of the policyholders get source of information 
from newspaper. Therefore, majority of them get source of information from internet. 
 

1.6.2 Results from correspondence analysis 
It is observed that 12 percent of the policyholders are having annual income of Rs.1,00,001 to Rs.200,000 and their level of 

savings in per annum is less than Rs.50,000. About 65 percent of the policyholders are having their annual income of Rs. 200,001 to 
Rs.300,000 and their level of savings in per annum is Rs.50,001 to Rs.100,000. 18 percent of the policyholders are having annual income 
of Rs.2,00,001 to Rs.300,000 and their level of savings in per annum is Rs.1,00,001 to Rs.200,000 and remaining 5 percent of the 
policyholders are having annual income of Rs.3,00,001 to Rs.400,000 and their level of savings in per annum is Rs. 2,00,001 to 
Rs.300,000. It is also noted that the chi-square value is 603.119 and the significant value is 0.000. It implies that there is a significant 
association between monthly income and monthly savings of the policyholders. 

 
1.6.3 Results from mean score analysis 
             It is inferred from the above Table that, ‘Term Insurance’ secures the first rank with the mean value of 4.821 which were the 
more aware about the policyholders, ‘Whole life plan’ secures the second rank with the mean value of 4.546 which were aware about 
the policyholders, ‘Endowment type plan ‘secures the third rank with the mean value of 4.384 which were aware about the policyholders, 
‘Money back plan ‘secures the fourth rank with the mean value of 4.254 which were aware about the policyholders and Unit Linked 
plan secures the fifth rank with the mean value of 3.954. Therefore, it is concluded that there is a significant difference among the mean 
ranks in the awareness level towards life insurance products. 
 
1.6.4 Results from ANOVA: 

It is observed that the results of the ANOVA. Based on the results, the significant value is lower than 0.05 for Money back plan 
and Unit linked plan. So, the null hypothesis is rejected and it is concluded that there is a significant relationship between the occupation 
and awareness level towards life insurance products. On the other hand, the significant value is above .05 for endowment plan (.997), 
term insurance (.006) and whole life plan (.957). Hence, it is concluded that the null hypothesis is accepted and there is no significant 
relationship between occupation and awareness level towards life insurance products. 

 
1.7 Conclusion 

Life is a risky and uncertain place. A life insurance policy can bring somebody emotional serenity and provide financial security 
for his or her family. Insurance has long been a crucial component of financial services and is widely seen as a barometer of a country's 
financial stability and a sign of advancement. Insurance provides financial security of citizens, and also gives valuable investment 
guidance. It serves as an effective step towards the financial stability to both individual and national. As the insurance is an integral part 
of national economy and strong pillar of financial market. The study came to the conclusion that the majority of them were aware of 
term insurance and life insurance to a greater or lesser extent. 
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