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AN ASSESSMENT ON SERVICE QUALITY IN INDIAN INSURANCE INDUSTRY WITH SPECIAL REFERENCE TO
UTTAR PRADESH REGION

PRIYANKA ANJOR
ASST. PROFESSOR
DEPARTMENT OF MBA
INSTITUTE OF ENGINEERING & TECHNOLOGY
LUCKNOW

The purpose of this paper is to evaluate customers’ general expectation and perception of insurers in terms of services offered at the insurance service counter
(ISC). Other than that, this paper also examines the relationship between the demographic factors and SERVQUAL mean score. The study utilized the
survey approach. The sample consisted of 50 respondents. The result shows huge gap for reliability, responsiveness and empathy, which reliability shows highest
gap between customers’ perception and expectation. This study illustrates reliability as the most critical determinant of SERVQUAL measure for service quality.
The other dimensions (tangible, responsiveness, assurance and empathy) appear important but reliability dominates. Thus, results of this study underscore the
need for insurance providers to gear customer service and quality improvement efforts towards components of reliability. The study intends to promote
a better theoretical understanding and recognition of the complexities to service quality and its measurement. Nowadays, insurance companies in Indian
compete each other to be a strong and good reputation. The challenge for insurance sector in Indian remains the same that is to bring innovative solutions
to client while making them realize the value of those services provided. When clients realize that quality is something that cannot be compromised, an
organization has to survive in the competitive market while managing high value service.

KEYWORDS

Service Quality, Reliability, Expectation, Perception, Insurance.

INTRODUCTION
he Indian Insurance industry cannot remain the exception to the rule any more. Some of them tried to implement e- business in some form or the other
to make their business and services more efficient. Service marketing is a very sensitive aspect and that too management of services is really delicate,
here the strategy revolves around the customer. The tidal wave of net-savvy culture has become a global phenomenon. Insurance is playing an
increasingly larger role, both in the overall economy as well as in the lives of consumers. Today, financial services are growing at a rate beyond the imagination
of any financial expert. In insurance companies every consumer is a unique market in himself/ herself. Hence building a strategic relationship with the customer
is very essential. By identifying relationship with customer choice, a service marketer can identify the factors that can be leveraged in different service
conditions. The main focus of my study will be on assessing service quality for its dimensions.
The study will explore on services with respect to Indian Insurance companies in present scenario and what moderating effects of these with respect to each
other are as expected and perceived by the customers.

OBJECTIVE OF THE STUDY

. The purpose of this paper is to evaluate customers’ general expectation and perception of insurers in terms of services offered at the insurance service
counter (ISC).

SIGNIFICANCE OF THE STUDY

In 1993, Malhotra committee was set up with an objective of complementing the reforms in the Indian Financial sector. Its objective was to create an efficient
and viable insurance industry, which will have a wide reach of insurance services, a variety of insurance products with a high quality of services to the public.
With the promulgation of Insurance regulatory and Development Act, 1999 India is now the cynosure of all the global insurance players. Numerous players, both
Indian and foreign, have commenced operations or have announced their intention to start their insurance in India. Liberalization of the insurance sectors has
allowed foreign insurers to enter the market. New technology will give customers better, wider and faster access to products and services than the options
offered earlier. This freedom of choice will place demands on business and this can be achieved only when insurance companies revamped and improved their
product and delivery service just to stay afloat.

In order to remain competitive, insurance companies are increasingly “unbundling” the value- added chain, contracting out noncore support services and
specializing in specific market segments. With the emerging situations, insurance companies should build strong services as it increases consumer trust and
loyalty. Strong insurance companies have high mind share with customers, which ultimately results in higher market share. In marketing of financial services, it is
the customer’s experience that plays a very important role. Thus, service performers play the main differentiating role. Focus and strategy are essential for the
development of product in this sector. If there was one industry which at least considered customer service as an essentiality it would be the financial service
industry. Most of the insurance companies which are new in the market bring with them distribution strengths in their own fields but “insurance is about
reaching to the last customer”.

CONCEPTUAL ROOTS

According to Parasuraman et al, the five dimensions of service quality are reliability, responsiveness, assurance, empathy, and quality of tangibles referred to as
SERVQUAL. There are three types of customer expectations predicted service, desired service, and adequate service which presents a comparison between
customer evaluation of service quality and customer satisfaction (Valerie A. Zeithaml, Lonard L. Berry, and A.Parasuraman, 1993). SERVQUAL is widely used
within service industries to understand the perceptions of target customers regarding their service need; it may also be applied internally to understand
employee’s perception of service quality with the objective of achieving service improvement (Zeithmal, Parasuraman and Berry 1988). SERVQUAL scale is a
principal instrument in the services marketing literature forecastessing quality (Parasuraman vd., 1991; Parasuraman vd., 1988). This instrument has beenwidely
utilized by both manager (Parasuraman vd., 1991) and academics (Babakus and Boller, 1992; Carman, 1990) to assess customer perceptions of service quality for
a variety of services (e.g. Banks, credit card companies, repair and maintenance companies). The results of the initial published application of the SERVQUAL
instrument indicated five dimensions of service quality emerged across a variety of services. These dimensions include tangibles, reliability, responsiveness,
assurance and empathy (Zeithaml at al, 1990: 176; Brensinger and Lambert, 1990; Crompton and MacKay, 1989).Tangibles are the physical evidence of service ,
reliability involves consistency of performance and dependability ,responsiveness concerns the willingness or readiness of employees to provide services
assurance corresponds to the knowledge and courtesy of employees and their ability to inspire trust and confidence, and finally,empathy pertains to caring,
individualized attention that a firm provides it customers (Lassar at al., 2000. The main aim of study is to assess service quality of insurance companies. The
study applying cronbach’s alpha and Gap Model i.e; the actual and the desired service quality. The questionnaire used in the study is comprised of three parts.
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Part A contains demographic profile of respondents including gender, age group, marital status, education, relevant sector. Part B includes expectations of
respondents using a five -point Likert scale ranging from “strongly disagree=1" to “strongly agree”. Part C consists perception. The data was analysed with the
Statistical Package Program for Social Sciences (SPSS 12 for Windows). The basic analysis and tests utilized in the study include reliability analysis, include
frequency and percentage analysis.

HYPOTHESIS
H1: Expectations and perceptions have influence on the services offered at the insurance service counter.
HO: Expectations and perceptions have no influence on the services offered at the insurance service counter.

RESEARCH METHODOLOGY

RELIABILITY TEST

The Cronbach’s Alpha estimate indicates how highly the items in the questionnaire are interrelated in order to determine reliability of the instrument (Hayes,
1998). Nunnaly (1978) said that the Alpha which is more than 0.7 indicated a high liable. In this study, 69 items were tested on its reliability.

Table 1 shows the component and total reliabilities of SERVQUAL scores. The findings show that the reliability coefficients for all dimensions are above 0.70 The
reliabilities are consistently high score all dimensions on expectation, which are 0.971 for tangibles, 0.767 for reliability, 0.861 for responsiveness, 0.842 for
assurance and 0.756 for empathy.

TABLE1
Dimensions Number of Attributes | Expectation (Desired) | Perception (Actual)
Tangibles 2 0.971 0.948
Reliability 7 0.767 0.711
Responsiveness | 3 0.861 0.940
Assurance 3 0.842 0.895
Empathy 5 0.756 0.955

PROFILE OF RESPONDENTS

The profiles of the respondents are shown in the Table 2. The profiles focus on the demographic and economic of respondents. From the table, it shows that out
of 50 respondents, 86% of the respondents are male and 14% are female. The highest education level attained by most of the respondents was Degree
(graduate) level (56%), followed by masters (26%) and Intermediate (14%). It shows that majority of respondents were educated with high qualifications. The
occupations of respondents were varied. The majority of the respondents were in businessman/self employed (44%) group, followed by pvt. job (24%), govt.
employees (20%), lawyer (2%), and housewife (8%). In term of household income, the majority of respondents were in the income group 1 - 3 lacs (54%), while
the second highest group was 3 - 6 lacs (34%).

TABLE 2: PROFILE OF RESPONDENTS

Characteristics Frequency | Percentage (%)
Gender:

Male 43 86
Female 7 14
Age:

20-30 13 26
30-40 20 40
40-50 11 22
Above 50 6 12
Highest level of

Education:

Graduate 28 56
Post graduate 13 26
Highschool 2 4
Intermediate 7 14
Occupation:

Govt. Employee 10 20
Lawyer 1 2
Businessman/Self employed | 22 a4
Pvt. Job 12 24
Housewife 4 8
Others(including students) 1 2
Annual Income:

1-3lacs 27 54
3-6lacs 17 34
6—9 lacs 2 4
Above 9 lacs 0 0
None 4 8
City:

Lucknow 48 96
Kanpur 2 4

TABLE SHOWING COMPANY CHOSEN

Name of insurance company: | Frequency | Percentage (%)
1.LIC 35 70

2. ICICI Prudential 4 8
3. Bajaj Allianz 2 4
4. Tata AlG 1 2
5. Max Newyork 4 8
6. Birla Sunlife 3 6
7. Others 1 2

The result showed that the majority of the respondents choose LIC (70%), followed by ICICI Prudential & Max Newyork in same percentage (8%), Birla Sunlife
(6%), Bajaj Allianz (4%), Tata AIG & others (2%).
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GAP MODEL
THE ACTUAL AND DESIRE SERVICE QUALITY

This section presents the finding of the actual (Perception) and desire (expectation) on service quality of five dimensions based on SERVQUAL model.

THE PERCEPTION AND EXPECTATION ON TANGIBLES

TABLE 3: MEANS OF PERCEPTION AND EXPECTATION ON TANGIBLES

Attributes Customers’ Perception | Customers’ Expectation | Gap
1. Moderns of office Surroundings | 3.14 3.54 0.40
2. Moderns of Physical facilities 3.34 3.64 0.30

Table 3 illustrates the mean score of attributes in tangible dimension in term of perception and expectation. In term of expectation, attribute 1 or ‘moderns of
office surroundings’ scores highest attribute 2 or ‘Moderns of Physical facilities’ scores lowest. The attribute 2 scores highest on perception and the attribute 1

lowest on perception.
THE PERCEPTION AND EXPECTATION ON RELIABILITY

TABLE 4: MEANS OF PERCEPTION AND EXPECTATION ON RELIABILITY

Attributes Customers’ Perception | Customers’ Expectation | Gap
1. Eagerness of employees is same before & after getting insured 3.38 3.68 0.30
2. Employees show a sincere interest in solving the problem. 4.32 4.98 0.66
3. Feel safe in premiums with the insurance company 3.98 4.20 0.22
4. Claim settlement process is transparent & there are no hassles. 3.34 4.06 0.72
5. Get a complete peace of mind after getting insured. 4.48 4.72 0.24
6. Satisfied with the service received from the insurance provider. 4.14 4.78 0.64
7. Delighted with the service received from the insurance provider. | 3.30 4.70 1.4

As shown in table 4, the highest score on expectation is on attribute 2 or ‘Employees show a sincere interest in solving the problem’ and the lowest is attribute 1
which refer to ‘Eagerness of employees is same before & after getting insured’. In terms of perception, the attributes 5 or ‘Get a complete peace of mind after
getting insured’ score highest and attribute 1 which refers to ‘Delighted with the service received from the insurance provider’ scores lowest. It shows that
customer perceived that they get a complete peace of mind after getting insured.

A recognizable gap exists between perception and expectation and the highest gap is on attribute 7 or ‘Delighted with the service received from the insurance
provider’ It Means that customers are not delighted with the service received from the insurance provider or their company; this may happen due to many
reasons.

The result indicates that those issues most highly correlated with overall satisfaction involved problem or compliant management. Attribute 2 or ‘Feel safe in
premiums with the insurance company’ indicates small gap between customers’ perception and expectation. It implies that the customers’ feel safe in paying
their premium & they understand that their money is in good hands.

THE PERCEPTION AND EXPECTATION ON RESPONSIVENESS

TABLE 5: MEANS OF PERCEPTION AND EXPECTATION ON RESPONSIVENESS

Attributes Customers’ Perception | Customers’ Expectation | Gap
1. Information about the new plans/initiatives by the employees 3.96 4.10 0.14
2. Employees are never too busy to respond to the customers’ request 3.70 4.14 0.44
3. Employees give their customer short waiting time or fast service turnaround | 3.80 4.18 0.38

As illustrated in Table 5, attribute 3 or ‘Employees give their customer short waiting time or fast service turnaround’ score highest on expectation. There is a
recognizable gap on attribute 2 or ‘Employees are never too busy to respond to the customers’ request’ between perception and expectation which summarizes
that employees are busy enough to respond to the customers’ request or problem. On attribute 3 or ‘Employees give their customer short waiting time or fast
service turnaround’ also shows a distinguished gap between perception & expectation, this shows that many insurance companies are not performing as fast

service during transaction.
THE PERCEPTION AND EXPECTATION ON ASSURANCE

TABLE 6: MEANS OF PERCEPTION AND EXPECTATION ON ASSURANCE

Attributes Customers’ Perception | Customers’ Expectation | Gap
1. Employees are courteous & offer the personal attention 3.72 4.00 0.28
2. Behavior of employees helps in taking decision 3.70 3.98 0.28
3. Employees are true to their words & never conceal the facts | 3.68 4.22 0.54

Table 6 illustrates the mean scores of three attributes selected in assurance dimension in term of perception and expectation. The huge gap exists between
perception and expectation and the highest gap is on attribute 3 which is ‘Employees are true to their words & never conceal the facts’. Trustworthiness and
honesty is considered important qualitative attribute because the transaction are deals with money. The customers need employees who are honest and skilled
to handle their transactions and who do not hide the facts.

A recognizable gap can also be found in attribute 2 or ‘Behavior of employees helps in taking decision’, which shows that customers belief that employees are
less experienced & skilled in helping. Factor that considered important is employees have the knowledge and experience to help in taking decision. In terms of
expectation, customers expect high on employee trustworthiness & loyalty because it is important in transaction efficiency.

THE PERCEPTION AND EXPECTATION ON EMPATHY

TABLE 7: MEANS OF PERCEPTION AND EXPECTATION ON EMPATHY

Attributes Customers’ Perception Customers’ Expectation Gap
1. Company has convenient branch locations 3.90 4.30 0.40
2. Company has 24X7 customer support service 3.88 4.30 0.42
3. Company has wide range of plans 3.90 4.18 0.28
4. Customers get the same service as shown in the advertisements in TV & newspapers 3.64 3.96 0.32
5. Premium paying options are flexible & convenient 3.88 4.16 0.28

As shown in Table 6, a distinguished gap exist between perception and expectation and the highest gap is on attribute 2 or ‘Company has 24X7 customer support
service’. It proves that employees did not get 24X7 customer support service; this may be due to the lack of monetary funds on the part of company. The highest
score on perception is attribute 3 or ‘Company has wide range of plans’ & attribute 1 or ‘Company has convenient branch locations’ and the lowest is attribute 4
or ‘Customers get the same service as shown in the advertisements in TV & newspapers’. It shows that customer perceived that company has wide range of
plans but they do not get the same service as shown in TV & advertisements. Regarding empathy dimension, the important issues are customers’ need 24X7
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customer support service from employees, and insurance service counter personnel should handle and offer services that indicate good quality of service.
Attribute 3 which describes that company has wide range of plans indicates small gap between perception and expectation. It implies that the companies usually
have wide range of plans according to customers’ need.

CONCLUSION AND FINDINGS BASED ON GAP MODEL

After studying the mean of perception & expectation of the different attributes in the five factors viz. Tangibles, Reliability, Responsiveness, Assurance, Empathy;
we conclude that the maximum gap exist in the Reliability factor. In reliability factor most of the attributes show a distinguished gap between perception &
expectation. Usually the expectations of a customer are high and when it comes to the service quality of any company (here insurance provider), they always
demand more.

In the present context it is clearly visible that the customers are less satisfied and delighted with the service of the insurance provider as the gap is very high. In
terms of tangibles the gap between the perception and the expectation is very less, this shows that customers perceive good infrastructure facilities from the
insurance provider which are modern and up to date. The moderns of the office surroundings and physical facilities do not contribute much to the service
quality offered by the insurance provider and most of the companies are maintaining their offices & branch locations with modern technological facilities. In
present scenario, top management in the insurance sector should realize that the industry is moving towards a dramatic era. In this ever-changing competitive
market, insurance companies have to use their efforts to expand their market in facing their competitors. The study aims at maximizing the reliability factor for
insurance sector, as to give customers better service and to earn maximum profit.
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