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ABSTRACT: This study examines the level of customer satisfaction towards life insurance services, identifying areas 

of strength and weakness. A survey of 92 customers was conducted, and the responses were analysed using descriptive 

statistics and inferential statistics. The findings reveal that customers are generally satisfied with life insurance services, 

with a mean rank of 1.95 out of 5. However, areas for improvement include policy clarity and customer service. The 

study highlights the importance of understanding demographic differences in customer satisfaction and provides 

recommendations for insurance providers to enhance customer satisfaction. The study's limitations include a small 

sample size, selection bias, and limited scope. Despite these limitations, the study provides valuable insights into 

customer satisfaction towards life insurance services and identifies opportunities for improvement. 
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I.  INTRODUCTION 

 
In today’s rapidly evolving financial landscape, life insurance has become an integral component of an individual’s 

financial planning. It not only provides a financial safety net for dependents in the event of the policyholder’s untimely 

demise but also serves as a long-term investment and savings instrument. With increasing awareness and changing 

customer expectations, life insurance companies are under constant pressure to deliver not just products, but 

experiences that ensure satisfaction, trust, and loyalty. In this context, customer satisfaction plays a crucial role in 

determining the success and sustainability of life insurance companies. Customer satisfaction is defined as the degree to 

which a company's products or services meet or exceed customer expectations. In the life insurance industry, 

satisfaction encompasses a range of factors such as ease of purchasing a policy, transparency of terms and conditions, 

premium affordability, customer service, claim settlement efficiency, and post-sale engagement. High levels of 

satisfaction contribute to customer retention, positive word-of-mouth, repeat business, and ultimately, increased 

profitability for insurers. 

   

II. REVIEW OF LITERATURE 

 
Kotler and Keller (2012) define customer satisfaction as the level of a person’s felt state resulting from comparing a 

product’s perceived performance (or outcome) in relation to his or her expectations. In the context of life insurance, 

satisfaction goes beyond immediate service delivery and includes expectations regarding long-term performance, such 

as ease of claim processing, transparency of policy conditions, and timely communication.   

 

Zeithaml, Berry, and Parasuraman (1996) emphasized that in services, customer satisfaction is strongly linked with 

perceptions of service quality. Many life insurance companies have adopted this framework to assess and improve 

service delivery.   

 

Parasuraman et al. (1985) found that gaps often exist between customer expectations and perceptions, especially in the 

insurance sector where the service is not immediately experienced but judged over time. This gap influences 

satisfaction and, eventually, loyalty. In the case of life insurance, the perceived quality of service includes factors such 

as availability of agents, access to digital platforms, and the knowledge level of service personnel.   
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Rahman (2012) conducted a study on the determinants of customer satisfaction in life insurance services and found that 

reliability and responsiveness were the two most significant dimensions influencing satisfaction. He noted that when 

customers receive timely responses, accurate information, and helpful service, they are more likely to renew their 

policies and recommend the provider to others.   

 Sinha (2007), customers assess the value of life insurance only when the claim is made. If the process is smooth, 

transparent, and prompt, it leads to higher satisfaction and trust. However, delays, excessive documentation, or claim 

rejection can lead to dissatisfaction, regardless of how well other services are delivered.   

 

A study by IRDAI (Insurance Regulatory and Development Authority of India) in 2019 revealed that private insurers 

with higher claim settlement ratios also had higher customer satisfaction scores. This underlines the significance of 

operational efficiency in winning customer trust and sustaining long-term relationships.    

 

   

NEED OF THE STUDY   

Increasing Competition in the Insurance Sector:   

The liberalization of the Indian insurance sector in 2000 marked the entry of private and foreign players, thereby 

increasing competition. Since then, life insurance providers have had to differentiate themselves not only through 

products but also by providing superior customer experiences. With more than two dozen life insurance companies 

operating in India, customers now have a wide array of options.  

 

OBJECTIVES OF STUDY   

PRIMARY OBJECTIVE  

• To assess the overall level of customer satisfaction towards life insurance services.   

 

SECONDARY OBJECTIVES   

• To evaluate customer perceptions regarding the reliability and trustworthiness of life insurance providers.   

• Trust is central in insurance services; this objective looks at how customers perceive the credibility of insurers.    

  

SCOPE OF STUDY   

The scope of this study on customer satisfaction towards life insurance encompasses an in-depth analysis of customer 

experiences, expectations, and perceptions related to life insurance products and services. It focuses on evaluating 

various service dimensions such as policy features, premium affordability, customer support, claim settlement 

processes, and the role of digital platforms.  

 

III. RESEARCH METHODOLOGY 

 

SAMPLE SIZE   

Sample size pertains to the quantity of items chosen from the population to form a sample,  and an ideal sample size 

meets criteria for efficiency, representativeness, reliability, and  flexibility. Through the simple random sampling 

technique, respondents are chosen for the  study's objectives. In this instance, data is gathered from 92 respondents via 

a questionnaire.   

 

STATISTICAL TOOLS   

• Chi square test   

• Correlation   

 

CHI SQUARE TEST   

The Chi-Square test is a statistical method used to determine whether there's a significant association between two 

categorical variables. In the context of your life insurance survey, you could use The test calculates a statistic that 

measures the difference between observed and expected frequencies, helping you identify whether any observed 

differences are due to chance or if there's a statistically significant relationship.   
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CORRELATION   

Correlation analysis measures the strength and direction of the linear relationship between two continuous variables.   

 

LIMITATIONS OF THE STUDY   

Sample Size and Representation   

The study is based on a sample of 92 customers, which may not be representative of the entire customer base of life 

insurance providers. A larger sample size would provide more reliable and generalizable results. Additionally, the 

sample may not be representative of specific demographic groups, such as age, income level, or occupation.   

 

Selection Bias   

The study may be subject to selection bias, where customers who responded to the survey may have different 

characteristics or experiences compared to those who did not respond. This can impact the accuracy of the findings and 

limit their generalizability.      

 

TABLE: SHOWING GENDER WISE CALCULATION OF THE RESPONDENTS 

 

GENDER   NO. OF RESPONDENTS   PERCENTAGE   

Male   71   77.2   

Female   
21   

22.8   

TOTAL   
92   100   

 

INTERPRETATION: The survey shows a noticeable gender imbalance, with a higher number of male respondents 

compared to female participants. This may suggest that men are either more involved in purchasing or managing life 

insurance policies, or more responsive to financial surveys. The lower female participation could reflect either a lack of 

involvement in financial decisionmaking within households or a gap in outreach or awareness among women regarding 

insurance products.   

 

SATISTICAL ANALYSIS   

CHI SQUARE TEST   

To find Chi Square Test between Age group and Satisfaction Level   

 

HYPOTHESIS   

NULL HYPOTHESIS(H0)   

There is no significant difference between Age Group and Satisfaction Level.   

 

ALTERNATIVE HYPOTHESIS(H1)   

There is a significant difference between Age Group and Satisfaction Level.   

 

CORRELATION   

To find correlation between Satisfaction Level with Age and income.   

 

NULL HYPOTHESIS(H0)   

There is no significant correlation between the variables (e.g., Satisfaction Level and Age, Satisfaction Level and 

Income, etc.). The correlation coefficient is equal to zero.   

 

ALTERNATIVE HYPOTHESIS(H1)   

There is a significant correlation between the variables (e.g., Satisfaction Level and Age, Satisfaction Level and 

Income, etc.). The correlation coefficient is not equal to zero. 

http://www.ijirset.com/


 

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710| 

                                         Volume 14, Issue 7, July 2025 

                                  |DOI: 10.15680/IJIRSET.2025.1407057| 

IJIRSET©2025                                       |     An ISO 9001:2008 Certified Journal   |                                       17559 

The correlation test results indicate a statistically significant positive correlation between Satisfaction Level and both 

Age (weak correlation, r=0.235, p=0.015) and Income (moderate correlation, r=0.412, p<0.001). This suggests that as 

Age and Income increase, Satisfaction Level also tends to increase. However, there is no significant correlation 

between Age and Income (r=0.123, p=0.234), indicating that these variables do not have a linear relationship.   

 

IV. SUMMARY OF FINDINGS, SUGGESTIONS 

 
FINDINGS   

• The majority of respondents are Satisfied or Very Satisfied with their life insurance providers.   

• Female respondents showed slightly higher satisfaction levels compared to males.   

• Most participants found the policy purchasing process easy or very easy.   

• Customer service was rated as Good or Excellent by many respondents.   

• Policy terms and conditions were considered transparent and understandable.  

 

SUGGESTIONS   

One of the common issues faced by customers is the difficulty in understanding policy documents. Many policies 

contain technical and legal jargon that confuse customers. Insurance companies should work towards making policy 

terms and conditions simpler and easier to understand. They can provide summary sheets with key features, benefits, 

exclusions, and conditions in simple language.  Customer service plays a vital role in shaping the overall experience of 

policyholders. Insurance companies should focus on strengthening their customer service by ensuring that their 

representatives are well-trained, courteous, and responsive. Having a dedicated helpline or chat support system, prompt 

email responses, and assistance in local languages can create a positive image and increase satisfaction.   

 

V. CONCLUSION 

 
Customer satisfaction is a key factor in the success of the life insurance industry. This study has shown that while many 

customers are generally satisfied with their insurance providers, there are still areas that require attention and 

improvement. Respondents appreciated aspects such as the benefits of the policy, ease of purchase, and the helpfulness 

of agents. However, some customers reported confusion due to complex policy terms, delays in claim settlements, and 

insufficient communication. Demographic factors like age, education, and occupation influenced satisfaction levels. 

Younger and more educated policyholders were better informed and more confident in their insurance decisions, while 

others faced difficulties due to lack of awareness or access to proper guidance. The claim settlement process was 

highlighted as a crucial element—fast and transparent settlements led to higher customer trust and satisfaction. In 

conclusion, while many customers are happy with their life insurance experience, there is room for improvement. Life 

insurance companies should focus on simplifying policy language, improving claim processes, enhancing customer 

service, and increasing awareness. Adopting a customer-first approach will not only improve satisfaction but also help 

build long-term trust and loyalty, which are essential for the continued growth and success of the industry.     

 

REFERENCES 

 

1. Aghaei, M., Vahedi, E Investigating the impact of service quality dimensions on customer satisfaction in insurance 

companies. Journal of Management and Marketing Research, 13(1), 1–10.   

2. Anderson, E. W., Fornell, C., & Lehmann, D. R. (1994). Customer satisfaction, market share, and profitability: 

Findings from Sweden. Journal of Marketing, 58(3), 53–66.   

3. Ganesan-Lim, C., Russell-Bennett, R., & Dagger, T. S. (2008). The impact of service contact type and demographic 

characteristics on service quality perceptions. Journal of Services Marketing, 22(7), 550–561.   

4. Gera, R. (2011). Modelling the service antecedents of favourable and unfavourable  

5. Suresh, R., & Pooja, S. (2024). Evaluating the impact of brand equity on stock market valuation: A cross-industry 

analysis of global brands. International Journal of Multidisciplinary Trends, 6(12), 137–143. 

https://doi.org/10.22271/multi.2024.v6.i12b.549    

6. Selvakumar, V., Dhayalan, V., Sivagami, & Venkatesh, P. (2024, July). A study on effect of branding on customer 

buying behaviour with reference to Vellore. In AIP Conference Proceedings (Vol. 2965, No. 1, p. 060012). AIP 

Publishing LLC. 

http://www.ijirset.com/


 

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710| 

                                         Volume 14, Issue 7, July 2025 

                                  |DOI: 10.15680/IJIRSET.2025.1407057| 

IJIRSET©2025                                       |     An ISO 9001:2008 Certified Journal   |                                       17560 

7. Usman Mohideen KS, Sindhu RU. A study on customer attitude towards multi brand retail. Int J Literacy Educ 

2024;4(2):270-275. DOI: 10.22271/27891607.2024.v4.i2d.237  

8. Balamurugan, J., & Jeyalakshmi, R. (n.d.). A study on exploring the role of neuromarketing in enhancing brand 

loyalty with reference to Bikerz Yamaha. Transtellar. (Year: 2022) 

9. K.Murugan, A Study on NRI’s Attitude towards Real Estate Industry in India” ISSN :1943-023X,15-Special Issue, 

PP 697-700, November 2017. 

10. V. Muthukumar, Study on consumer buying behavior towards e-commerce, ISSN: 0972-0766, Vol. XCIX, No.03, 

2023, P-85 

11. Dinesh Kumar S, Hemanth Kumar V, Mediation of attitude toward advertisements in the relationship between 

advertisements and purchase intention, Indian Journal of Public Health Research & Development, February 2018, 

Vol.9, No. 2, pp: 411-417 

12. Keerthana, B., & Karan Kumar, B. (2024). Role of content marketing in forming business strategies. International 

Journal of Research in Management, 6(2), 433–437 

13. V. Anitha and Dr. A. R Krishnan, Situational factors ascendant impulse purchase behavior of Private label brands 

with special reference to modern trade retail outlets in Chennai, International Journal of Management, 11 (4), 2020, 

pp. 178-187. 

14. Dr R S Anantharajan, Venkata Krishnan “Consumer Preference towards Perfumes” International Journal of 

Multidisciplinary Research in Science, Engineering and Technology - DOI: 10.15680/IJIRSET.2024.0712245 

ISSN NO 2582-7219 

15. Krishnamoorthy, Murugan & K V, Dinesh. (2023). A STUDY ON CONSUMER PERCEPTION ON 

EFFECTIVENESS OF SOAP ADVERTISEMENT WITH REFERENCE TO CHENNAI CITY. 9. 559-572. 

16. Digital assets for digital natives: Exploring familiarity and preference for cryptocurrency among millennials and 

Gen Z R. S. Lekshmi1, K. Jawaharrani1, S. Vijayakanthan2, G. Nirmala1, K. Dheenadayalan3, S. Vasantha4, 

Journal of Autonomous Intelligence (2024) Volume 7 Issue 3 doi: 10.32629/jai.v7i3.1054. 

17. Sarulatha, N., Vanitha, V., & Usha, S. (2025). Investigating trust and buying decisions in social commerce sales 

campaigns. Academy of Marketing Studies Journal, 29(5), 1-9 1528-2678-29-5-223 

18. Suresh, V., Maran Chitra, and K. Maran. "A study on factors determining social media on cosmetic product." 

Journal of Pharmaceutical Sciences and Research 8.1 (2016): 1. 

19. Usman Mohideen K S, A Study on Impact of Social Media on Online Shopping Behavior of Youngsters, Ilkogretim 

Online – Elementary Education Online Vol.19, Issue: 2, pp: 1914-1925, doi: 10.17051/ilkonline.2020.02.696776 

20. Jeyalakshmi, R et al. (2024). The role of artificial intelligence in improving human resource management practices 

in marketing companies. Educational Administration: Theory and Practice, 30, 320–325. 

21. K.Murugan, VIRAL MARKETING OF DIGITAL PRODUCTS USING SOCIAL MEDIA”, ISSN: 2319-9016, 

online ISSN: 2319-9024, Volume. 2, PP. 120-125 (Jan. to Mar. 2013). 

22. Dinesh Kumar S, Soundarapandian K, Meera S, Sentience of Career Opportunities and Career Development using 

Social Media – a Study with reference to Tamil Nadu, Journal of Big Data Technology and Business Analytics, 

Volume-1, Issue-1 (January-April, 2022), pp: 7-14. 

23. Maran, K., Priyadarshini, P., Senthilnanthan, C. R., Manikandan, M., Kumar, R. G., & Ramu, M. (2024, October). 

Impact of Artificial Intelligence on Global Healthcare Sector Performance. In 2024 International Conference on 

Power, Energy, Control and Transmission Systems (ICPECTS) (pp. 1-5). IEEE. 

24. Anitha, V., & Krishnan, A. R. (2022). Customer Intention Towards E-Grocery Shopping Apps Using TAM And 

UGT. Special Education, 1(43). 

25. Dinesh Kannaa KV and Nivedha SD. Communication about environmental policy and its effects on public 

perception. Int. J. Res. Manage. 2024;6(2):459-464. DOI: 10.33545/26648792.2024.v6.i2e.246 

26. K. Dheenadhayalan (Sri Sairam Engineering College, Chennai, India), Joel Jebadurai Devapitchai (St. Joseph's 

College of Engineering, India), R. Surianarayanan (SA Engineering College, India), and S. Usha (Sri Sairam 

Engineering College, India) Source Title: Machine Learning and Modeling Techniques in Financial Data Science. 

10.4018/979-8-3693-8186-1.ch008. 

27. Suresh, Vetriselvi, K. Maran, and Shanmuga Priya AR. "A study on impact of an affiliate marketing in e-business 

for consumer’s perspective." SP AR-International Journal of Engineering and Technology 10.2 (2018): 471-475. 

28. Dinesh Kumar S, Hemanth Kumar V, Celebrity Endorser & Attitude towards Celebrity results in Purchase Intention 

– A study with reference to Chennai City,  Scholedge International Journal Of Management & Development , 

2(10), pp: 1 – 8, DOI: 10.19085/journal.sijmd021001 

http://www.ijirset.com/


 

|www.ijirset.com |A Monthly, Peer Reviewed & Refereed Journal| e-ISSN: 2319-8753| p-ISSN: 2347-6710| 

                                         Volume 14, Issue 7, July 2025 

                                  |DOI: 10.15680/IJIRSET.2025.1407057| 

IJIRSET©2025                                       |     An ISO 9001:2008 Certified Journal   |                                       17561 

29. Maran, K., J. Badrinarayanan, and P. Kumar. "A study on branded apparels customers purchase behavior with 

reference to India." International Journal of Applied Business and Economic Research 15.21 (2017): 215-221. 

30. Devapitchai Joel Jebadurai (St. Joseph's College of Engineering, OMR, Chennai), K. Dheenadhayalan (Sri Sai Ram 

Engineering College, India), S. Usha (Sri Sairam Engineering College, India), K. Madhumitha (St. Joseph's 

College of Engineering, OMR, India), M. Manikandan (SRM Institute of Science and Technology, India), and S. 

Karunakaran (St. Joseph's Institute of Technology, India)Title: Practical Applications of Self-Service Technologies 

Across Industries.Copyright: © 2025 |Pages: 34 DOI: 10.4018/979-8-3373-4667-0.ch001. 

31. Revathy, S & K V, Dinesh. (2025). THE IMPACT OF DIGITAL MARKETING ON CONSUMER BEHAVIOUR. 

International Research Journal of Modernization in Engineering Technology and Science. 6. 2582-5208. 

32. Kumar, S. D., Kumar, V. M., Kumar, R. G., & Ramu, M. (2024, April). Elucidating Big Data Analytics by Using 

Marketing Mix Components for Business Intelligence. In 2024 International Conference on Communication, 

Computing and Internet of Things (IC3IoT) (pp. 1-6). 

33. K.Murugan, “Patients Satisfaction Towards the Services of The Hospitals with Reference to Vellore District, Tamil 

Nadu” ISSN: 0090-5674, Volume 13, Special Issue 8, November 2022. 

34. Jeyalakshmi, R., & Sagarika, V. (2024). A study on reverse logistics in customer satisfaction through sustainable 

supply, International journal of multidisciplinary research in science, engineering and technology, 7, 18987-18994, 

DOI: 10.15680/IJMRSET.2024.0712232 

35. Kootattu, Jayarajan, et al. "Customers Perception On Branded Apparels–An Empirical Study with Reference to 

Indian Men’s Garments–Indian Market." NVEONATURAL VOLATILES & ESSENTIAL OILS Journal| NVEO 

(2021): 8174-8180. 

36. Usman Mohideen K S, Suresh R, Comparative Study on Consumer Satisfaction Towards Select Branded Quick 

Service Outlets with Special Reference to Chennai City, International Journal of Engineering & Management 

Research, Vol-6, Issue-6 November - December 2016. pp: 81 – 86, 

37. Venkatesh, P., Murugan, K., Ramu, M., Manikandan, M., Senthilnathan, C.R., Krishnamoorthi, M.: A 

comprehensive investigation to examine the preferences and satisfaction levels of outpatients in relation to the 

quality of services provided by hospitals in the vellore district. In: 2023 Intelligent Computing and Control for 

Engineering and Business Systems (ICCEBS), Chennai, India, pp. 1–4 (2023) 

38. Maran, K., et al. "Data analysis on mobile payment technology with reference to users’ behaviour of retail goods in 

India." 2021 4th International Conference on Computing and Communications Technologies (ICCCT). IEEE, 

2021. 

39. Usman Mohideen, B.Venkateswara Prasad, R. Suresh, An Analytical Study Consumers Buying Behavior towards 

Men’s Brand Apparel’ Purakala UGC Care Journal ISSN 0971 -2143, Vol 31, Issue 21- May, 2020,pp 967-971 

40. Usman Mohideen B.Venkateswara Prasad, R.Suresh An Investigation of Departments of Customer’s Shopping 

Behaviour Towards Select Hypermarket – An Empirical Study with reference to  South India” International 

Journal of Management Studies, Volume IV, Special Issue 3, November 2017, Pp77-83.    

 

http://www.ijirset.com/


 


	ABSTRACT: This study examines the level of customer satisfaction towards life insurance services, identifying areas of strength and weakness. A survey of 92 customers was conducted, and the responses were analysed using descriptive statistics and infe...
	I.  INTRODUCTION
	II. REVIEW OF LITERATURE
	NEED OF THE STUDY

	SCOPE OF STUDY
	SAMPLE SIZE
	STATISTICAL TOOLS
	LIMITATIONS OF THE STUDY
	HYPOTHESIS
	CORRELATION
	IV. SUMMARY OF FINDINGS, SUGGESTIONS
	FINDINGS
	SUGGESTIONS
	V. CONCLUSION


