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PERCEPTION OF THE POLICYHOLDERS TOWARDS SERVICE QUALITY OF THE LIFE INSURANCE 

CORPORATION OF INDIA IN BANGALORE DIVISION 
 

DR. SHOBHA. C 

ASST. PROFESSOR  

DR. S. GOPALARAJU GOVERNMENT FIRST GRADE COLLEGE 

ANEKAL 

 

ABSTRACT 
The life insurance industry in India is one of the hard-core parts of the service sector. It not only provides safety against risk for individuals, but also creates the 

savings and investment habits among the individuals. The life insurance sector by its nature attracts long-term funds, which are invested in productive heads of 

the development of the Indian economy. In spite of its greater importance, the awareness and penetration of life insurance is very low. After opening up of the 

insurance sector to the private players, the GDP from life insurance and its penetration have increased, which reveal that the insurable population is more and 

there would be more opportunities for any new entrant. In the globalization regime, insurance companies face a dynamic global business environment. Radical 

changes are taking place owing to the internationalization of activities, the appearance of new risks, new types of covers to match with new risk situations and 

unconventional and innovative ideas on customer service. In my study, there is no significant relationship among the acceptance level of the respondents belong 

to different genders, age groups, occupations and income groups towards perceived service quality in LIC of India. The policyholders state that the LIC of India has 

not been able to provide quick service. A long delay in making available the services to the policyholders may erode the credibility and goodwill as well as 

policyholders’ confidence. Therefore, the business continuity planning should be an integral part of services offerings of the LIC of India. 

 

KEYWORDS 

Policyholders, LIC, Insurance, Globalization, Technology, Marketing, Perception. 

 

INTRODUCTION 
oday’s businesses are facing fierce and aggressive competition while operating in both a domestic and a global market. Most managers and marketers 

would of course agree that establishing long-term business relationship is essential for development and survival. According to Lewis, the world has 

never been so interdependent.
1
 All trends point to co-operation as a fundamental, growing force in business.

2
 Today marketing is not just developing, 

delivering and selling, it is moving towards developing and maintaining mutually long-term relationships with customers.
3
 This new business philosophy is called 

“relationship marketing”, which has attracted considerable interest both from marketing academics and practitioners.
4
 Service quality can be defined as the 

personal experience of the customer with the service provider. Service quality is playing an increasingly important role in the present environment where there 

is no further scope for companies to differentiate themselves other than the quality of the service provided by them. Delivering superior service quality than the 

competitors is the key for the success of any organization. But, the companies face difficulties in measuring the quality of services offered to the customers. 

Because unlike measuring the quality of goods, the measurement of the quality of services offered by the companies is difficult due to the unique features of the 

services, viz. intangibility, heterogeneity, and inseparability. Hence, the only way of measuring the quality of services offered by the service provider is the 

measurement of the customer’s perception of the quality of service they are experiencing from their service providers. Academicians and researchers have 

proposed several approaches to service quality. Some of them are dimensions of service quality, gap analysis, the design approaches and direct application of 

quality know-how from goods to services. The life insurance industry in India is one of the hard-core parts of the service sector. It not only provides safety 

against risk for individuals, but also creates the savings and investment habits among the individuals. The life insurance sector by its nature attracts long-term 

funds, which are invested in productive heads of the development of the Indian economy. In spite of its greater importance, the awareness and penetration of 

life insurance is very low. After opening up of the insurance sector to the private players, the GDP from life insurance and its penetration have increased, which 

reveal that the insurable population is more and there would be more opportunities for any new entrant. Life insurance policies and annuities are admirably 

adopted as accumulation devices and, with careful selection, can be reasonable, long-term savings instruments.  Certain selected policies accord life insurance 

values, special protection against the claims of the creditors of policyholders and beneficiaries. Life insurance can constitute an excellent means of encouraging 

thrift for many persons. Life insurance may not be regarded as a producer of wealth, but definitely considered a mechanism for distributing funds from the 

fortunate to the unfortunate few.  In fact, life insurance can be an important force in the production of wealth, in that it can relieve the policyholder of worry 

and increase his or her efficiency. Constant worry can inhibit productivity. The outcomes of life insurance purchase are often delayed, and thus do not allow 

immediate post-purchase valuation. As such, the consequences of a purchase do not produce an immediate reaction towards overall satisfaction. This situation 

is more apparent as the future benefits of the “product” purchased are difficult to foresee and take a long time to “prove” its effects.
5
 Infrequent purchase and 

“usage” of such credence products by consumers would mean an inability or difficulty in forming service expectations due to limited understanding of and 

familiarity with the service.
6
 A different study by the National Association of Life Underwriters found other important factors such as financial stability of the 

company, reputation of the insurer, agent integrity and the quality of information and guidance from the agent. Clearly, understanding consumers’ expectations 

of life insurance agent’s service is crucial as expectations serve as standards against which service performance is assessed.
7
 Research has shown that the quality 

of services and the achievement of customer satisfaction and loyalty are fundamental for the survival of insurers. The quality of after sales services, in particular, 

can lead to very positive results through customer loyalty, positive WOM, repetitive sales and cross-selling.
8
  It is therefore not surprising that measurement of 

                                                           
1
 Lewis, J.D (1991). Competitive Alliances Redefine Companies, Management Review, Vol.80, No.4, pp.14-19. 

2
 Mosad Zineldin (2005). Quality and Customer Relationship Management (CRM) as Competitive Strategy in the Swedish Banking Industry, The TQM Magazine, 

Vol.17, No.4, pp.329-344. 
3
 Buttle, F (1996). Relationship Marketing: Theory and Practice, London, Paul Chapman Publishing, pp.1-16. 

4
 Gronroos, Christian (1990). Relationship Approach to Marketing in Service Contexts: The Marketing and Organizational Behaviour Interface, Journal of Business 

Research, No.20, pp.3-11. 
5
 Crosby, L.A and Stephens, N (1987). Effects of Relationship Marketing on Satisfaction, Retention, and Prices in the Life Insurance Industry, Journal of Marketing 

Research, Vol.24, November, pp.404-411. 
6
 Johnston, E. O, O’Connor, R. J and Zultowski, W. H (1984). The Personal Selling Process in the Life Insurance Industry, in Jacoby, J and Craig, C.S (Eds.), Personal 

Selling: Theory, Research and Practice, pp.136-164. 
7
 Walker, J and Baker, J (2000). An Exploratory Study of a Multi-expectation Framework for Services, Journal of Services Marketing, Vol.14, No.5, pp.411-431. 

8
 Taylor, S. A (2001). Assessing the Use of Regression Analysis in Examining Service Recovery in the Insurance Industry: Relating Service Quality, Customer 

Satisfaction and Customer Trust, Journal of Insurance Issues, Vol.24, Nos.1 and 2, pp.30-57. 

T 
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service quality has generated, and continues to generate, a lot of interest in the industry.
9
 Thus, the service quality requires examination in context of life 

insurance services. 

 

STATEMENT OF THE PROBLEM 
The Indian insurance industry has moved into a more competitive arena with the arrival of private players in the market. In the globalization regime, insurance 

companies face a dynamic global business environment. Radical changes are taking place owing to the internationalization of activities, the appearance of new 

risks, new types of covers to match with new risk situations and unconventional and innovative ideas on customer service. The existing insurers are facing 

difficulties from non-traditional competitors that are entering the retail market with new approaches and through new channels. Quality of service is the main 

influencing factor in the market but in the insurance market, product attributes are the main factors that influence the success of insurance companies. The 

service of the life insurance policy effectively takes place when the promise has to be redeemed.  In India, insurance started with life insurance. It was in the 

early 19
th

 century. In 1956, life insurance business was nationalized and LIC of India came into business and enjoyed monopoly till 1999 as private insurance 

companies started their operation in India. Private players captured a significant market share. But still the insurers had behaved, more as retail seller; target 

small investors, salaried people and others who wanted to satisfy individual’s future goal.  

 

OBJECTIVES OF THE STUDY  
The main objective of this study is to examine the perception of the policyholders towards service quality of the LIC of India in Bangalore City. Besides, the study 

has the following secondary objectives:  

1. To study the need and importance of service quality in life insurance in general. 

2. To review the various life insurance plans and services of the Life Insurance Corporation of India. 

3. To study the perception of the policyholders towards service quality of the Life Insurance Corporation of India in Bangalore City. 

 

RESEARCH METHODOLOGY 
TESTING OF HYPOTHESES 

The study is based on the formulation of the following null hypotheses.  

H01: There is no significant association in the satisfaction level of the policyholders belonging to different socio-economic profiles towards the services of the Life 

Insurance Corporation of India. 

H02: There is no significant relationship among the acceptance level of the respondents belonging to different demographic profiles towards the perceived level 

of service quality in LIC of India. 

SCOPE OF THE STUDY 

The scope of the study is assessing the service quality of the Life Insurance Corporation of India in Bangalore City. 25 branches are functioning under two 

divisional offices of the LIC of India in Bangalore City, namely, Divisional Office, J.C. Road; and Divisional Office, Indira Nagar. Therefore, this study is restricted to 

these two divisional offices only. 

SAMPLING DESIGN 

This study is confined to the policyholders of Life Insurance Corporation of India in Bangalore city. 

SAMPLING DISTRIBUTION 

Place of the Branch No. of Samples 

Basavanagudi  100 

Jayanagar  100 

Vijaya Nagar  100 

M.G. Road  100 

Richmond Town  100 

Total 500 

TOOLS FOR DATA COLLECTION 

This study is empirical in nature based on survey method. The first-hand information for this study was collected from the Divisional Offices of the Life Insurance 

Corporation of India in Bangalore city. As an essential part of the study, the primary data were collected from 500 policyholders.  A pilot study was conducted 

with 25 policyholders. In the light of the experience gained from the pilot study, few changes were incorporated in the revised questionnaire. 

LIMITATIONS OF THE STUDY 

The present study is concerned with policyholders’ perception towards service quality of the LIC of India, rather than how it is reported by the officials of the LIC 

of India. The study has the following limitations: 

1. In any study having the bearing on attitude, incomplete, and non-responses to some questions could not be avoided. However, the researcher took 

maximum efforts to minimize such errors. 

 

DISSCUSSION AND RESULTS 
The service quality is a vast subject consisting of a number of dimensions. The most common dimensions of the service quality namely, assurance, empathy, 

reliability, responsiveness, and tangibility only were studied in this study. 

The make use of service quality has gained importance with the aggressive strategies for customer acquisition and retention being employed by insurance 

companies in today’s competitive milieu.  Due to globalization, private insurance companies have entered the market and they have brought with them several 

innovative products. Innovative strategies can help, to a great extent, in achieving the desired results. With the shift from a transaction-centric to a relationship-

centric business approach, leveraging service quality has become sine qua non. Insurance companies are increasingly focusing on the promise that policyholders 

choose on the service provider who differentiates through quick and efficient service. Insurance companies are adopting service quality to converge people, 

process and products more effectively to embark on the true relationship with the end result of accelerating the business momentum. 

 

 

 

 

 

 

 

 

 

                                                           
9
 Wells, B. P and Stafford, M. R (1995). Service Quality in the Insurance Industry: Consumer Perceptions versus Regulatory Perceptions, Journal of Insurance 

Regulation, Vol.13, pp.462-477. 
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TABLE 1: FACTORS INFLUENCING THE POLICYHOLDERS FOR OPTING INSURANCE POLICY IN LIC OF INDIA 

Factors Level of Acceptance Total Mean Score 
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Reputation of the corporation 129 

(25.80) 

172 

(34.40) 

92 

(18.40) 

72 

(14.40) 

35 

(7.00) 

500 

(100.00) 

3.58 

Product attributes 169 

(33.80) 

209 

(41.80) 

65 

(13.00) 

36 

(7.20) 

21 

(4.20) 

500 

(100.00) 

3.94 

Customer delight 121 

(24.20) 

221 

(44.20) 

95 

(19.00) 

44 

(8.80) 

19 

(3.80) 

500 

(100.00) 

3.76 

Payment mode 311 

(62.20) 

189 

(37.80) 

0 

(0.00) 

0 

(0.00) 

0 

(0.00) 

500 

(100.00) 

4.62 

Product flexibility 294 

(58.80) 

205 

(41.00) 

1 

(0.20) 

0 

(0.00) 

0 

(0.00) 

500 

(100.00) 

4.59 

Risk coverage 150 

(30.00) 

149 

(29.80) 

101 

(20.20) 

58 

(11.60) 

42 

(8.40) 

500 

(100.00) 

3.61 

Grace period 110 

(22.00) 

200 

(40.00) 

149 

(29.80) 

25 

(5.00) 

16 

(3.20) 

500 

(100.00) 

3.73 

Professional advisor 101 

(20.20) 

107 

(21.40) 

138 

(27.60) 

103 

(20.60) 

51 

(10.20) 

500 

(100.00) 

3.21 

Maturity period 258 

(51.60) 

201 

(40.20) 

41 

(8.20) 

0 

(0.00) 

0 

(0.00) 

500 

(100.00) 

4.43 

Loan facility 190 

(38.00) 

219 

(43.80) 

74 

(14.80) 

15 

(3.00) 

2 

(0.40) 

500 

(100.00) 

4.16 

Overall 183 

(35.60) 

187 

(37.40) 

76 

(15.20) 

35 

(7.00) 

19 

(3.80) 

500 

(100.00) 

3.22 

Source: Primary Data. 

Table  shows the acceptance levels of respondents towards various factors influencing them to opt life insurance policies in LIC of India. Out of 500 respondents, 

35.60%, 37.40%, 15.20%, 7% and 3.80% of the respondents strongly agree, agree, neither agree nor disagree, disagree and strongly disagree respectively about 

various factors influencing them for opting insurance policies in Lic of India. The average acceptance score reveals that payment mode is the most important 

factor for the respondents to prefer insurance policies in Lic of India (4.62), followed by product flexibility (4.59). However, with regard to professional advice, 

the respondents assign least importance (3.21).    

GENDER AND SATISFACTION TOWARDS SERVICES OF THE LIC OF INDIA 

Gender has always been a distinguishing segmentation variable. As far as insurance is concerned, men had greater idea about the insurance products and their 

significance. Men are more prone to influencing the joint decisions like purchasing a home, or a car owing to their interaction with the external world in general. 

Although nobody could be little the contribution and significance of the role the women in making critical decisions in the purchase of products, marketers 

would do themselves a lot of good, if they appeal to the men directly for insurance products.  Therefore, it is pertinent to study the association between gender 

of the respondents and their satisfaction towards services of the LIC of India. The respondents are requested to state their level of satisfaction towards services 

of the LIC of India and an attempt was made to find out the association between gender and satisfaction.  

 

TABLE 2: GENDER AND SATISFACTION TOWARDS SERVICES OF THE LIC OF INDIA 

Gender 

 

Level of Satisfaction Total Mean Score 
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Male 138 

(38.54) 

157 

(43.85) 

45 

(12.56) 

16 

(4.46) 

2 

(0.55) 

358 

(100.00) 

4.15 

Female 63 

(44.37) 

42 

(29.57) 

25 

(17.60) 

11 

(7.74) 

1 

(0.70) 

142 

(100.00) 

4.09 

Total 201 

(40.20) 

199 

(39.80) 

70 

(14.00) 

27 

(5.40) 

3 

(0.60) 

500 

(100.00) 

4.13 

Source: Primary Data. 

ASSOCIATION BETWEEN GENDER AND SATISFACTION 

TABLE 3 

Calculated                 Chi square value  D.F Table Value at  5% Significance 

9.963 4 9.488 Significant 

The calculated chi square value is (9.963) greater than the table value (9.488) at 5 per cent level of significance. The test is significant. This means that there is a 

significant association between the satisfaction level of the male and female respondents towards services of the LIC of India in Bangalore City. Therefore, the 

null hypothesis is (H01) rejected. Further, the average satisfaction score of the male respondents is (4.15) high, followed by the satisfaction score of the female 

respondents (4.09). Thus, male respondents are more satisfied with the services of the LIC of India in Bangalore City.  
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FIGURE 1: GENDER AND SATISFACTION TOWARDS SERVICES OF THE LIC OF INDIA 

 
AGE AND SATISFACTION TOWARDS SERVICES OF THE LIC OF INDIA 

The relationship between age and satisfaction could be complex.  Generally, one would expect that as the person grows older, he would be content with his 

activities, particularly because of his experience. Age is a very useful demographic variable for distinguishing segment. Therefore, the policyholders from 

different age groups are requested to state their level of satisfaction towards services of the LIC of India and an attempt was made to find out the association 

between age and satisfaction.  

TABLE 4: AGE AND SATISFACTION TOWARDS SERVICES OF THE LIC OF INDIA 

Age           (years) Level of Satisfaction Total Mean Score 
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Up to 30 58 

(31.18) 

89 

(47.85) 

34 

(18.27) 

5 

(2.68) 

0 

(0.00) 

186 

(100.00) 

4.07 

31-40 93 

(46.50) 

59 

(29.50) 

27 

(13.50) 

18 

(9.00) 

3 

(1.50) 

200 

(100.00) 

4.10 

41-50 40 

(48.78) 

32 

(39.02) 

6 

(7.31) 

4 

(4.87) 

0 

(0.00) 

82 

(100.00) 

4.31 

Above 50 10 

(31.25) 

19 

(59.37) 

3 

(9.37) 

0 

(0.00) 

0 

(0.00) 

32 

(100.00) 

4.21 

Total 201 

(40.20) 

199 

(39.80) 

70 

(14.00) 

27 

(5.40) 

3 

(0.60) 

500 

(100.00) 

4.13 

Source: Primary Data. 

ASSOCIATION BETWEEN AGE AND SATISFACTION 

TABLE 5 

Calculated                 Chi square value  D.F Table Value at  5% Significance 

38.505 12 21.03 Significant 

The calculated chi square value is (38.505) greater than the table value (21.03) at 5 per cent level of significance. The test is significant. This means that there is a 

significant association among the satisfactions levels of the respondents belong to different age groups towards services of the LIC of India. Therefore, the null 

hypothesis is (H01) rejected. The mean satisfaction score of the respondents in the age group 41-50 years is (4.31) high, followed by the respondents in the age 

group above 50 years (4.21). Thus, the respondents in the age group 41-50 years are more satisfied with the services of the LIC of India.  
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FIGURE 2: AGE AND SATISFACTION TOWARDS SERVICES OF THE LIC OF INDIA 

 
EDUCATION AND SATISFACTION TOWARDS SERVICES OF THE LIC OF INDIA 

The predominant literacy group of the sample policyholders is (41.60 per cent) degree qualification. It becomes important to examine how the educational 

status of the policyholders influences their satisfaction towards services of the LIC of India. Therefore, the respondents from different educational status are 

requested to state their level of satisfaction towards services of the LIC of India and an attempt was made to find out the association between educational status 

and satisfaction. 

 

SUMMARY OF FINDINGS, SUGGESTIONS AND CONCLUSION 
FINDINGS 

• Acceptance levels of respondents towards various factors influencing them to opt life insurance policies in LIC of India. Out of 500 respondents, 35.60%, 

37.40%, 15.20%, 7% and 3.80% of the respondents strongly agree, agree, neither agree nor disagree, disagree and strongly disagree respectively about 

various factors influencing them for opting insurance policies in Lic of India. The average acceptance score reveals that payment mode is the most 

important factor for the respondents to prefer insurance policies in Lic of India (4.62), followed by product flexibility (4.59). However, with regard to 

professional advice, the respondents assign least importance (3.21).    

• The calculated chi square value is (38.505) greater than the table value (21.03) at 5 per cent level of significance. The test is significant. This means that 

there is a significant association among the satisfactions levels of the respondents belong to different age groups towards services of the LIC of India. 

Therefore, the null hypothesis is (H01) rejected. The mean satisfaction score of the respondents in the age group 41-50 years is (4.31) high, followed by the 

respondents in the age group above 50 years (4.21). Thus, the respondents in the age group 41-50 years are more satisfied with the services of the LIC of 

India.  

• The calculated chi square value is (38.505) greater than the table value (21.03) at 5 per cent level of significance. The test is significant. This means that 

there is a significant association among the satisfactions levels of the respondents belong to different age groups towards services of the LIC of India. 

Therefore, the null hypothesis is (H01) rejected. The mean satisfaction score of the respondents in the age group 41-50 years is (4.31) high, followed by the 

respondents in the age group above 50 years (4.21). Thus, the respondents in the age group 41-50 years are more satisfied with the services of the LIC of 

India.  

• A significant difference is found in the acceptance level of the policyholders between expected and perceived levels towards empathy service quality 

dimension. The average acceptance score of the policyholders towards empathy is high compared with perceived level. Hence, there exists gap between 

the expected and perceived levels with respect empathy service quality dimension. 

• No significant difference is found in the acceptance level of the policyholders between expected and perceived levels towards responsiveness dimension of 

the service quality. The average acceptance score of the policyholders with respect to expected level of responsiveness is high compared with perceived 

level. Thus, there exists gap between the expected and perceived levels of the responsiveness dimension of the service quality in LIC of India. 

• There is no significant relationship among the acceptance level of the respondents belong to different age groups, educational status, occupations and 

number of policies hold towards loyalty with the LIC of India. However, a significant relationship is found among the acceptance level of the respondents 

belong to different genders, income groups, branches belong to and types of life insurance policies  towards loyalty with the LIC of India. 

SUGGESTIONS 

On the basis of detailed study of the perception of the policyholders towards service quality of the LIC of India, it is clear that service quality plays a vital role in 

the insurance industry. The various suggestions for improving the service quality of the LIC of India are follows: 

1. Policyholder needs and requirements are very much volatile. In changing environment, it is good to look forward by anticipating future. Since the 

policyholders look for insurance companies with convenience, flexibility having innovative ideas, changing their offerings according to the needs of the 

policyholders, the LIC of India must know and prepare offers according to the changing environment. 

2. There is a need for the insurance services to reaffirm themselves in view of the stiff competition. Therefore, the LIC of India shall have to reorient them in 

terms of the customer service parameters to instill the concept of quality service in the mind of the policyholders and further in terms of growth. 

3. The policyholders state that the LIC of India has not been able to provide quick service. A long delay in making available the services to the policyholders 

may erode the credibility and goodwill as well as policyholders’ confidence. Therefore, the business continuity planning should be an integral part of 

services offerings of the LIC of India. 
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4. The LIC of India should focus more on improving the infrastructure. The infrastructure not only involves the information technology input in the branches, 

regional officers and head office, but also the physical evidence, ambience and layout. This is due to the fact that like in other service organizations, in 

insurance services also, the internal ambience of the organization has a positive impact on the policyholders. 

5. Every one working in the LIC of India must have a clear goal in mind. It is not affordable that the top management is looking towards service quality and 

middle management looking towards personal interactions and so on. The employees of the LIC of India should never turn their back on the policyholders. 

They should suggest alternative insurance products to the policyholders’ benefit. This can be one way of ensuring “policyholders delight”. 

6. The policyholders trust the LIC of India since it has existed in the market for a longer period than the private sector insurance companies. The reliability 

factor is a positive factor for the LIC of India. Therefore, the LIC of India should position them in the market on the basis of this dimension and promote 

them aggressively. This step will not only help them survive the present onslaught from private sector insurance companies, but also be able to compete in 

the market. 

7. Policyholders are loyal only when the insurance company has a through understanding of their requirements. If the insurance company don’t have enough 

information about policyholders, it is impossible to understand Policyholders’ problems. It is recommended that the LIC of India shall keep on tracing the 

policyholder and get through knowledge about policyholders’ problems. Database on various aspects of policyholders’ profile such as the type of policy, 

the period of their association with the LIC of India and the purpose of holding the policy should be crated by the customer care department which should 

function in every branch and it must develop an excellent total policyholder care programme to suit the specific requirements of its target policyholder. 

Therefore, it is imperative for the LIC of India to have adequate information about the policyholders, in order to ensure them proper and suitable services. 

8. Since, the customer base of the LIC of India is very large, it is important to retain and satisfy those policyholders with the LIC of India. It has become dire 

need of the hour for the LIC of India to train their employees to treat the policyholders with empathy. This can give the required leading edge and finally, 

lend competitive advantage to the LIC of India. 

9. The LIC of India should establish a separate ‘Customer Compliant Monitoring Cell’ in each branch. The function of the cell must be to receive, register and 

classify policyholder complaints and forward them to the respective sections to initiate action, and follow up until the compliant is attended to the 

satisfaction of the policyholders concerned. Moreover, regular “policyholder satisfaction audit” is to be carried out in each branch of LIC of India to find 

areas of discrepancies and try to improve the policyholder’ perception level. Bedsides, the LIC of India can appoint young, well educated, dedicated, highly 

trained and motivated “relationship managers” to improve service quality. 

CONCLUSION 

In the increasing competition in insurance industry, companies want to differentiate themselves from the competitors and stay ahead in the race. The oldest and 

leading public sector insurance company i.e. LIC in India has facing very stiff competition from the new players entering the market. LIC of India is facing 

increased competition on one front and a decline in the market share on the other hand. LIC has always been in the forefront of utilizing its recourses effectively. 

It has been striving to achieve effectiveness and excellence in its business operations. In case of insurance sector, word of mouth plays a vital role, so keeping 

this aspect into consideration; insurance player should focus on the service quality. The researcher suggest measures such as special events for policyholders, 

provisions of prompt service, improvement in infrastructure, improving reliability, creativity and innovativeness, understanding the customers, customer contact 

programmes, providing up date information, staff involvement, user friendly skills, customer compliant monitoring cell and quality improvement strategy will 

improve service quality of the LIC of India. If the study provokes the authority concerned to take some positive measures for improving it, the researcher will feel 

amply rewarded. 

 

SCOPE FOR FURTHER RESEARCH 
In the present study, an attempt has been made to examine the perception of the policyholders towards service quality of LIC of India in Bangalore City.  Based 

on the experience, the researcher has suggested a few areas for pursuing further research in future. While conducting this research, some interesting subjects 

for further research popped-up. There is a lot of scope for the further research to present new ideas concerning service quality of the private sector insurance 

companies. A further research could focus on expanding the study to other non-life insurance companies and also by expanding the geographic reach of the 

study. A comparative study on service quality can be done among private and public sector insurance companies. A study can be done to measure the gap 

between expectation and perception of service quality for public and private sector insurance companies. Studies similar to this, if conducted on a large scale at 

regular intervals by the researchers, will help insurance companies to improve their service quality in the forthcoming days.  
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