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Abstract: The aim of this study was to identify the major factors influencing the purchase decision of customers while selecting
life insurance products in Gujarat state. Thus an attempt has been made to study the customer buying behavior with a focus to
identify the major factors. Many life insurance related variables were identified from previous studies and respondents of
Gujarat state were queried about the product variables which strongly influence their purchase decision. Founded Variables
were reduced through factor analysis to find out most influential variables and its importance on purchase decision. Findings
reveal that F1 (Service Facilities by insurer), F2 (Socialization of customer), F3 (Easy access for customer), F4 (Product
Attractiveness), F5 (Concern for family needs by customer) and F6 (Promotions by firm) are major factors that drastically
influence for the choice of any life insurance product.
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I. INTRODUCTION

Insurance industry helps societies by two ways, on one side it helps sufferer of losses by overcoming their economical perils
and on other side it provide fuel to economical development of nations through long term investment of funds collected in form of
premium from customers. Life Insurance contract is a contract where by the insurer inconsideration of premium paid either in
lump sum or in periodical installments undertakes to pay annuity or a certain sum of money either on the death of insured or on
expiry of a certain numbers of years. Thus goal of life insurance is to provide a measure of financial security for the family after
the person who passed away. So, before purchasing a life insurance policy, one should consider financial situation and the
standard of living he or she wants to maintain for his dependents or survivors. The principles which are applicable to life
insurance are as follows: Principles of Utmost Good faith and Insurable interest.

Consumer Behavior

Belch and Belch, (2001) defined consumer behavior as the process and the activities people engage in when searching for,
selecting, purchasing, using, evaluating and disposing of products and services so as to satisfy their needs and desires. They found
that for many products and services, purchase decision is the result of a long, detailed process while sometime it is more incidental
and may result from little more than seeing a product prominently displayed at a discount price in a store. Schiffman and Kanuk,
(2000) defined consumer behavior as the behavior displayed by consumers in the search for purchasing, evaluating and disposing
of products, and services. Consumer behavior is concerned not only with what consumers buy, but how they buy, and how often
they buy it.

In simple words Consumer behavior is defined as “all psychological, social & physical behavior of potential customers as they
become aware of, evaluate, purchase, consume, & tell others about product & services”.

In particular, Exploratory Factor Analysis has been applied in this work. A set of 30 statements measured on a five point Likert
scale (where 5 is strongly agree and 1 strongly disagree) regarding the opinion of respondents (derived through a survey) who
owns the life insurance policies were coded. Each statement with its code, average score and standard deviation has been given in
Table 1

Il. REVIEW OF LITERATURE

J. Stadvkova, L. Stejskal, Z. Toufarova (2007)11 analyzed following 14 factors and its impact on consumer behavior : tradition
and habit, necessity of need, former experience, recommendation of friends and relatives, recommendation of specialists,
products’ characteristics and parameters, product or services quality, brand, price, discount action, inspiration by an advertisement,
endeavor to try out novelties, fashion trends, and design of product for different product when they purchase Food and non-
alcoholic drinks, Alcoholic drinks and tobacco, Clothing and footwear, Health, pharmaceuticals and vitamins, Transport, Post and
telecommunications, Recreation and culture need, Education, Boarding and accommodation, Other goods and services, and
Housing equipment. Percentages of expenses on different commodity factor are as follow: Housing equipment-6.6% of the
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expenses per one household’s member. Transport- forms 13.5% of the households’ expenses. Postage and telecommunication-
constitutes 2.8% of the expenses, Boarding and accommodation-9.0% of the consumers ‘expenses., Other goods and services-
9.9%, Health, pharmaceuticals, vitamins: constitute 3.5% of the expenses per one households member ,Recreation and
culture :9.4% of the general expenses and Education presents only 1% from the general households” expenses thus we can see that
transportation is major reason for expenses. From above factor major five factors influencing during buying decision are quality,
price, former experience, need and product characteristics.

Oriah Akir and Md. Nor Othman (2008) study integrates several dimensions affecting consumer decision making like attributes
importance, demographic variables, and interpersonal influence and repurchase intention as well as the possible relationship
among variables is developed. The findings revealed that purchasing high involvement products was regarded as a very important
decision in comparison to purchasing low involvement products. Second, quality, price, brand name and product information had
significant direct relationship on repurchase intention for high involvement products. While for low involvement products, price
and brand name significantly predict consumers’ repurchase intention.

Huihui Wang (2010) stated that increased levels of income, higher education levels, and demographics (such as family structure
and the number of dependent children) were important factors in determining life insurance demand in China. Consumers with a
broader knowledge of life insurance have a higher probability of owning life insurance. Moreover male Chinese consumers are
having higher probability to own life insurance than a female.

Soumya Saha and Munmun Dey (2011) found that savings objective of majority of individual investors is ‘to provide for
purchase of assets’ followed by the objectives ‘to meet contingencies’ and ‘tax reduction’ for which bank deposits are the most
popular savings instrument among individual investors of Kolkata, as they are unique financial products which enable an average
salaried person to get a balanced proportion of reasonable returns, along with safety of capital and liquidity. The liquidity
provided will help investors meet the contingencies, which is one of their primary objectives of saving. This is followed by life
insurance which again ensures safety of the capital along with reasonable returns and also provides tax savings. UTI MF occupies
the third position highlighting its growing popularity among retail investors. The other saving instruments are not so popular due
to the lack of awareness among investors. In the turbulent market conditions, MFs have been rated as the ‘Most Favored
Instrument’ followed by bonds and shares. The investors are interested in earning higher return rather than regular safe returns.
Investors’ need for safety is foremost, followed by good return, liquidity, flexibility, tax benefit, capital appreciation,
diversification benefits and professional management. Most influencing sources that investors attach high priority to reference
groups, closely followed by published information, thereby preferring newspapers (general and business), and financial magazines
prior to their purchase decision. Awareness about MF among respondents is dependent on age and income while independent of
gender.

Dharmendra Singh (2011) reveals that product features, accessibility, low premium amount, advertising, proper redressal of
complaints and better claim settlement are some of the factors that drastically influence the choice of a company. Most people
admitted that their purchase decision was affected by the agents/brokers suggestions and advices of friends. While buying an
insurance policy, most important criterion is whether a company is public or private. Older people consider life coverage as the
most important reason while youngsters consider tax rebate as most prominent factors. Peoples regard word of mouth as very
relevant factors for selecting a company.

Jordan Kjosevski (2012) researched results show that higher GDP per capita, inflation, health expenditure, level of education
and rules of law are the most robust predictors of the use of life insurance. Real interest rates, ratio of quasi-money, young
dependency ratio, old dependency ratio control of corruption and government effectiveness do not appear to be robustly associated
with life insurance demand. Protection and enforcement of property rights will facilitate the demand of life insurance policies.

Dr. Dipin Mathur, Mr. Ashish Tripathi (2014), in their findings revealed that according to the ranks given the most important
factors that influence customers for selecting a insurance companies are computerization and online transactions, connectivity
with bank , speed and efficiency in transactions, clear communication and the least important factors are influential marketing
campaign, free gifts for customers, peer group impression etc.

Mistry D. and Singh G. (2015), implied from the results of their study that for investors and insurance companies. Risk
coverage, benefits, price/premium and associated services form the key components of core features of an insurance product.

Sandeep chaudhary(2016), whose main finding of the study reflected that there are six factors i.e. customised and timely
services, better company reputation, effective service quality , customer convenience , tangible benefits and healthy customer
client relationship that influence the consumer perception towards life insurance policy.

Dr. B. R. Patil (2016) believes that the purchasing decision of the consumer depends on quality, accessibility and promptness
of services, which may lead a company acquire the top rank with a huge market share.

Mahdjour M and Benhabib A (2017) concludes that the “religious factor” has negatively affected the attitude of Algerian
consumer towards insurance products, were some insurance products conflict with religious values and beliefs of the Algerian
consumer, while the (reference of family/friends) factor did not have an influence on the Algerian consumer attitude towards
insurance services.
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I1l. OBJECTIVES OF THE STUDY

To identify major influencing factors affecting purchasing decision of customer when purchasing any life insurance product.

IV. RESEARCH METHODOLOGY

The study is Quantitative & descriptive in nature. The researcher adopted this research design to gather information from the
respondents to identify major factors affecting the preferences and purchase decision of consumers when buying life insurance.
The study was conducted with 1505 samples from Guijarat state. The sampling method adopted for the study was non-probability
convenience where the researcher can select the sample elements based on the ease of researcher. Structured questionnaire was
prepared to survey the respondents. The primary data has been collected through a structured questionnaire. The secondary data
has been collected from the books, journals, magazines, online databases and websites.

With the help of literature reviews of previous studies

decision of customers while purchasing life insurance products.

V. RESEARCH ANALYSIS

Table 1

Each statement with its code, average score and standard deviation

researcher found out 30 major variables which affect the purchase

Descriptive Statistics of Statements
Code Statements Average Std. Deviation
score
X1 Beturn iz an imporfant factor when I 3 80 1 103
- - 3. . -
purchaze any life insurance product.
X2 Ability of the life insurance product to
fulfill my needs influences mv decision 410 852
to purchasze that product.
X3 I always leok for the amount of sum
assured when I purchase life insurance 3.78 895
product
X4 I always look for Bguidity options of my
savings, before purchasing a life 408 847
insurance product
Xs The decizion of purchazng mvy life
insurance depends on my awareness 3.76 1.104
regarding product
X6 The dscision of purchasing my life
insurance depends on my affordability 3.04 1.036
to pay premium.
X7 I always do price comparison befors 473 238
. T 23 .
purchazing any life insurance product
X8 Availability of choices for modes
(monthly, quarterly, half wyearly and 374 1163
wearly) premium payment influences my = S
decizion to purchase life insurance.
X9 I alway= purchase i insurance keeping 3 60 1161
in mind my beneficiary than my=elf. ' '
X100 | Advertisement in media (news papers,
Channels, Brochures) mfluences my 3.80 1.121
decizion to purchase life insurance.
X111 (T porchaze life insurance bazed on 281 1 188
agent’s recommend ations. - ’
X1? | Fecommendationsof my  relatives,
influences my decision to purchase life 3.08 1.223
insurance.
X113 Eecommendation=of Ly friemd 5.
influences my decizion to purchase life 3.13 1.122
s .
X14 | Fecommendationsof my family
members, influences mv decision to 321 1.144
purchaze life insurance.
X15 | Fescommendationsof my  colleagues,
influences my decizion to purchase life 3.53 1.073
HISTTATICE .
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XI10 | VOLE DUICHaze NIt LOSUrance, I arwane 324 1117
kezep the image of the company in mind. - T
X17 | I gothrough the pamphlets/brochure of

the life insurance product before 408 0385
purchasing it

X138 (I go through the internet'website of the
life insurance company before purchasing 3.76 1.092

life insurance product.

X19 [ Faying premivm through my emplover

(Salarv Saving Scheme) influsnces my 3.70 1.082
decizion fo purchasze life insurance.

X210 The ‘location of the branch office

influences my decizion to purchase life 3.86 1.025
MEUTANCe.

X121 | Claim settlement process by insuring
company,  influences my decizion to 3.60 1.056
purchaze life insurance.

X212 | Complaint redressal process by
insuring  company, influences my 304 L.000

decision to purchase life insurance.

X23 | Medical check- up process adopted by
ISUring company

X24 | Documentation work required for
purchazing the life insurance product, 297 1.238
mfluences mypurchase decision.

X225 |Long term commitmentgiven by the

company affects my decizion to purchase 3.87 1.028
life insurance.

X26 | Trustworthiness of the company affects
my decision to purchasze life insurance.
X217 | Professiomal management of mvy
premium by the company affects mvy 3.56 1.075
decision to purchase life insurance.

X283 | After sales service provided by the

3.76 1.047

company affects my decision to purchase 3.33 1.156
life insurance.
X219 | Techmology adopted by insurer, affects e
. S 3.77 1.024
my decision to purchasze life insurance.
X30 | Former experience with insursr, affects 373 1 011

my deciszion fo chaze life insurance.

After ensuring the reliability of scale and testing the adequacy of data, the set of 30 statements regarding a study on factors
influencing decision of customers purchasing life insurance product in Gujarat were subjected to Factor Analysis. From above
table communalities of some variables was found below 0.5, so starting from lowest communality value variables were removed
one by one till communalities found is more than 0.5 after 8th iteration 22 variable having communality value more than 0.5 was
considered for factor analysis.

Table 2
KMO and Bartlett’s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. | .863

Approx. Chi-Square | 8293.684
Bartlett's Test of Sphericity df 231
Sig. .000
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Table 3

Detail of variables removed during each Iteration so get communality extraction greater than 0.5

KMO value

0.902

Total
Variance
explained

49.3762449464875

Variable
having

lowest value
removed

X25: Long term commitment
given by company affect my
decision to purchase life
insurance.

(=)
= 1
2

§E | 382
® Z5 5
S > -
1 30th
2 29th
3 28th
4 27th
5 26th
6 25th
7 24th
8 23rd

2016, RHIMRJ, All Rights Reserved

0.898

0896

0.891

0.885

0.879

0.874

0.873

50.0658109460358

50.8523405786106

51.70479685811248

52.5596585858837

53.4751626595129

54.5667253772684

55.8105470263013

Page 5 of 13

X23: Medical check- up process
adopted by insurance company
Anfluences my decision fo
purchase life insurance.

XS: The decision of purchasing
my life insurance depends on my
awareness regarding product.

X16: While purchase lLife
insurancel always keep the
Image of company in mind.

X24: Deocumentation  work
required for purchasing life
insurance product ., influences my
decision to  purchase life
insurance.

X4: I always look for liquidity
options of my savings before
purchasing a life insurance
product.

X8: Awailability of choices for
mode(monthly.quarterly half
yearly and yearly) premium
payment influences my decision
to purchase life insurance.

X30: Former expenence with
insurer, affects my decision fo
purchase life insurance.
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Table 4
Correlation Matrix

Correlation Matrix*

XU [ X2 | X3 | X6 | X7 | X9 | X10 | X101 [ X12 | XA3 | X414 | X45 | X197 | X18 | X19 | X20 | X21 | X22 | X26 | X2T | X28 | X29
X1 [1000) 342 292) 224\ 108 078 66| 150) 156| 20| .194| 118| .126| .159| .258| 137| 138| 113| 156 .164| 199| 157
X2 2342|1000 287 282 173 AG5| 070| .070) 03| 154| 148 119] 195 203 120| (064| 225 241| 314 290 264| 243
X3 292| 287|1.000{ 316 204| 199| 048| 0BG| .009| 080 .172| 089( 156 182 108| 057| 257| 227| 242\ 200 241 181
X6 224 252 3161.0000 241 237|-034| 058| 075) 092 196 078 190 .183| 16| 057| 302 264| 321| 216) 272 249
X7 08| 173 204 241(1.000{ A73| 132| -006) O78| 21| .149| 152| 264 385 17| 159| 241 278) 210 238 .209| 197
X9 078 165 199 237 173{1.000( 13| 0B3| 054 109 110 .110{ .169| 182 118| 136| 188| 202| 222\ 158| .14 .178
X10 66| 070| .048| -034| 132| 113{1.000| 328) 204| 200| 198 247| 187 079 280 301| 069| 121) 015 085 095 .095
X1 50| .070| .086| .058| -006| 083 328)1.000) 428) 300 285 293 .033|-081| 156| 248| 075) .104| 058 117| .0%8| 104
X12 J56) 103 .099] 075 .078| 054| 294| 428)/1000) 615 502\ 507| 061 .051| 148 174| 088| 128) 112 126 .108| .118
X13 J20) 154| .080| 092 121 109 208| 300| 615)1.000| 506\ G612 067 .104| 42| A71| 105 114) 118 177 088 .126
X14 A94) A48 A72| 196 149 110 198| 2B5| 502| 506|1.000| 439 116 .085 196 151| 147 A60| 137| 203 116 136
X15 18] 119) .089] 078| 182| 10| 247| 293| AO7| 612 4391000 .073| 122 150| 61| 089 A71) 01| .188| .116| .159
X7 26| 195 186| 190 264 169 187| 033] 061) 067 116 .073{1.000) 397 217| 158| 247| 233| 202| 223| 231 .208
X18 A58 203 182 183| 388| A152| (79| -081| 051| 104| 085 122 397(1.000 28| 143| 252| 271| 225 247 226 251
X19 258 1200 108 16| 17| 18| 280| 56| 48| 142 196 150 217 .219(1.000 366| 165 183| 118 .180| .141| .160
X20 J37) 064 057 087 189 36| 01| 240) AT4) AT1| 51| 161| .158) 143| .366(1.000 261 248) 072 193] 67| 179
XN 38 225 257 302 241| 198| 068| 075| 058 105 147 099| 247 252 165| 2681|1000 542| 316 322| 392 302
X22 3| 241 227 264 279 202\ 12| 04| 126) 14| 160 71| 233) 271| 53| 249| 542\1.000) 344| 351| 418 298
X26 J56) 34| 2420 31| 210 222 015| 088 M2| 18| 137 101| 202 225 18| 072 16| 344)1.000| 424 435 307
X 64| 290 2000 216 238 158| 085 7| A28) AT7| 203| 188 223 247 180| 193| 322 351 424{1.000| 441| 386
X28 99| 264 241 272 209 145 085| 058| 108| 08&| 116 116 231 226 141 167| 382 418) 435 441)1.000| 480
X29 J57 243 181 249 197 78| .095| 04| 118 26| 136 .159| .208) .251| .160| 79| 302| 298| .307| .386| .480|1.000
a. Determinant =004 (It must be greater than 0.0001 according to Babin and Anderson)

Correlation Matrix

2016, RHIMRJ, All Rights Reserved Page 6 of 13 ISSN: 2349-7637 (Online)



<(. RESEARCH HUB - International Multidisciplinary Research Journal
oy Volume-4, Issue-09, September-2017

Table 5
Anti — Image Correlation Matrix

Anti-lmage Matrices (After deleting variable X25,X23,X5,X16,X24,X4,X8 X30 one by one in each lteration 1 to 8)

XU | X2 | X3 | X6 | XT | X9 | X10 | X191 | XA2 | X13 | X414 | X105 | X147 | X18 | X19 | X20 | X21 | X22 | X26 | X27 | %28 | X29
%1 | 819 -.245)|-169|-.097| .022| .048)-074)-051)-030] .031)-060) .005) 028|-054|-158|-021| .011| .064| .016| .008|-.067| .005
X2 |-245] aa73-109|-044|-.009(-037|-002| .005| .027(-081| .011) .013(-054|-025| .021| .052|-.010|-.052|-118|-090|-010(-053
%3 |-169]-109| go4? - 138|-.067|-.090| .020(-035|-020| .042|-058| .004(-002|-034| .009| .050|-.080|-.020|-.033|-003|-047| .012
%6 |-097]-044|-138| gg3-.106|-119] 125(-028| .013| .006|-105| .027(-047| .010(-025| .048|-.097|-.034|-121| 035)-037(-067
¥7 | .022]-009|-067|- 106 gop? -037|-083| .077| .021|-007|-039|-.052(-077|-206| .045|-061|-.015|-.079)-020(-055] .007(-007
X9 | .049]-037|-090|-118|-.037| gg5? -066|-026) .061(-041|-001)-024|-048|-014|-015| - 047 |-026|-.037|-.097| .011| .046|-051
¥101-074(-002| .020| .125|-083|-.066| g14%-188|-108) 026(-002|-073|-128| 027|-142(-140| .038(-025| .055| .035|-.038| 006
¥111-051( .005|-035(-028| 077|-.026|-188| 8247 -240| .001(-040|-058| .004| 152|-004(-134|-.009(-019|-005|-046| .052|-040
¥121-030( .027|-020| .013] 021| .061|-108|-240| gp5? -364(-220|- 126 .008|-007| .015(-.003| .067(-037|-.050| .056/-.044|-006
13| .031(-081| 042| 006|-007|-041| .026| .001|-364| 7og?|-198|-388 .023|-036| .008|-044|-046| .069|-012(-037| .034| 011
¥14]-060{ .011|-.058/-.105|-.038|-.001|-.002|-040|-220|-198| go§?|-.118]|-033| .048)-075| .022|-.030(-010| .013|-069| .038) .010
¥15) .005( .013| .004| .027|-052|-.024|-073|-.058|-126)-389(-118| gre?| .037|-043-010( .019| .038(-074| .033|-.042| .000|-048
¥17| .023(-054|-002-.047|-077|-.046|-128| .004| .008| .023|-033| 037| 8743 -271|-076(-004|-.059(-006|-016|-029|-041|-014
¥18]-.054(-025|-034| .010|-206|-.014| .027| .152|-007)-036| .049|-043|-271| gag? -.109(-.009|-.030/-.068|-030/-.039| .022|-085
¥19]-.158( .021| .009(-025| 045)-015|-142|-004| 015 008(-075|-010|-076|-109] g343-258|-007| .018|-019|-038| .018)-018
¥201-021( 052 050| .049|-061|-.047|-140|-134|-003)-044| 022| 019]-004|-009|-258| g2gd-132(-086| .071|-052|-013)-040
¥21| .011(-010{-080(-.097|-015|-.026| .038)-.009| .067)-046(-030| .038|-.059|-030|-007(-132| a743-.365|-037|-035|-106)-043
¥22| .064(-082|-020-034|-079)-.037|-025-019|-037) .069(-010|-074|-006|-068| .018|-086|-365| 8743 -078|-.066|-147| .002
¥26] .016(-118|-033|-121|-020-.097| .055|-.005|-050|-012| .013| .033|-016|-030]-019| .071|-037(-078| 2087 -.209|-194|-016
¥27] .008(-090|-003| .035|-055| .011| .035|-.046| .056)-037(-069|-042|-029|-039)-038(-052| - 035|-.066| - 209| 9193 -172|-142
¥28]-067(-010|-047(-037| .007| .046|-038| .052|-044| 034| 039| 000(-041| 022| .018[-013|-106(-147|-194|-172| g75? -294
X291 .005(-.053| .012|-.067|-.007|-.051| .006|-040|-006] .011| .010(-048(-014|-085]-018|-.040|-.043| .002|-016|-142|-294| 5023
a. Measures of Sampling Adequacy(M3A) are an the diagonal , partial correlations in the off diagonal.

Anti-image Correlation

All this confirms the adequacy of data for application of Factor Analysis. Now, after ensuring the reliability of scale and testing
the adequacy of data, the set of 22 statements regarding a study on factors influencing decision of customers purchasing life
insurance product in Gujarat were subjected to Factor Analysis. Principal Component Analysis (PCA) was used for extraction of
factors and the number of factors to be retained was on the basis of Latent Root Criterion (Eigen Value Criterion). An Eigen value
represents the amount of variance associated with the factor. Thus, only the factors having latent roots or Eigen values greater than
1 are considered significant and accepted else disregarded. Perusal of Table 5.6 Indicates that only six components have eigen
values greater than unity and total variance accounted for by these five factorsis 56.708 percent and remaining 43.292 percent was
explained by other factors.
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Table 6

Total Variance Explained
Total Variance Explained

Esxtraction Sums of Squared Rotation Sums of Squared
Initial Eigenvalues Loadings Loadings
Component | Total | % of Variance [ Cumulative % | Total | % of Variance | Cumulative % | Total | % of Variance | Cumulative %
1 5.088 23134 23.134|5.088 23134 23.134| 2,804 13178 13178
2 2546 11.574 34.708| 2546 11.574 34.708(2.801 12734 25912
3 1430 6.501 412081430 6.501 41.209| 1.866 8.480 34,391
4 1.231 5.506 46.805(1.231 5.596 46,805 1.732 7.871 42 262
5 11758 5342 521471175 5.342 52147 1.612 7.325 48 587
6 1.003 4561 56.708| 1.003 4561 56.708| 1.567 7121 56.708
7 875 3977 0685
8 811 3686 64 370
9 753 3421 67.791
10 Td41 3.368 71.158
ikl 700 3.181 74.340
12 663 3.013 77.353
13 B3z 281 80.224
14 593 2.695 82.918
15 it 2 BR8 85 487
16 547 2488 87974
17 519 2357 80332
18 498 2264 92506
19 459 2.085 94,681
20 439 1.995 96.676
21 413 1.877 98552
22 318 1.448 100.000
Esxtraction Method: Principal Compaonent Analysis.
Figure 1
Scree Plot
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Table 7
Component Matrix

Component Matrix®

Component

1 2 3 4 5 li]
[Complaint redressal process by insuring B03[-243 -.305 204
company , influences my decision to purchase
ife insurance.
Professional management of my premium by 50a8(-.188 -.235(-139]-.259
he company affect my decision to purchase life
nsurance.
ifter sales service provided by the company B06(-.316 -240(-262|-.209
pffects my decision to purchase life insurance.
[Zlaim settlement process by insuring company ,| 576 ([ -.295 - 22T (-117| 254
nfluences my decision to purchase life
nsurance.
MNechnology adopted by insurer, affect my 851 -210 -221|-176(-.234

decision to purchase life insurance.
Trustworthiness of company affect my decision | .551(-301]-262|-110(-116
o purchase life insurance.

Recommendation of my Family members 495 488(-222 133
nfluences, my decision to purchase life

nsurance.
phility of the life insurance product to fulfill my 489 -174(-225] 360 -213
needs influences my decision to purchase that
product.
The decision of purchasing my life insurance A7a|-2586(-275H] 230 306
Hepends on my Affordability to pay premium.

go through the pamphlets/brochure of life A801-199( 325 A70|-108
nsurance product before purchasing it.

always look for the amount of Sum Assured A50(-183]-.223| 434 218
SA)when | purchase life insurance product.
FRecommendations of my relatives, influences A448( 668|-178

my decision to purchase life insurance.
Recommendation of my friends, influences my | .469( .624)-243|-114( .210
decision to purchase life insurance.
FReccommedation of my colleagues, influences | 468 .567|-.175|-.1585( .209
my decision to purchase life insurance.

purchase life insurance based on Agent's 333 518 =375 171
recommendations.
The ‘location of the branch office,influences my | 417| 157 .564(-109]-225| 136
decision to purchase life insurance.
Faying premium through my employer (Salary A6 17| 513 234 -1149
Eaving Scheme) influences my decision to
purchase lifeinsurance.

pdvertisement in different 344 382 483 =107
medias{newspaper,Channelx Brochures)
nfluences my decision to purchase life

nsurance.
Return is an important factor when | purchase A16 G4 -214] - 237
any life insurance product.

go through the intermnetwebsite of the life AGG|-262] 228 B23(-219

nsurance company before purchasing life
nsurance product.

always do price comparison before purchasing| . 459(-177] 114 473
Bny life insurance product.
always purchase life insurance keeping in A75-113 hBa8

mind to my beneficiary than myself.
Extraction Method: Principal Component Analysis.
B. 6 components extracted.

Thus, a model with these six factors can be considered adequate to represent the whole data. Communalities have also been
shown in the last column.
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Table 8
Rotated Component Matrix

Rotated Component Matrix®

Component

1 2z 3 4 5 G
Afier sales sendce prowdad by the company afects my decision - _
purchass i insuEnoe. 4 45
Professional management of mmy premium by the company afect my . 143 143 | 123

. T |4}
derision to purchass lil insurance. e A Sl
Technology 3 doped by insurer, afiect ny decision o purchase life . - _
INSuranos. Ba3 z ]
Trustworthiness of company afiect deoision to purchase lifs e _ _
INSUrance. FEmY = ™ B ¢ . B1G =107 20 206
Complsintredressal process by insurning company , influsnoss miy -
X i ' £ i is

dercision to purchass il insurance. SEE AT | AET 223
Clzim == tlement process by insuwring company, influsnoss moy - 7a 113 443
decision to purchase lig insurance. = SE :
Recommend stion o f my friends, influenoe=s my dedsion to purchass 24E
lifz insurance. -
Recommend stions of my relatw s, influences my decision to - -
purchase i insumnoe. Bz | 76
Reccommedation of my colleagues, infuences mmy decision o 108 80 113
purchass i insusnoe. : : :
Recommend stion o f mmy Famiby members influences, my decsion to — .
purchass |#2 nsurancs. a0 1] 142
The locaton of the branch oficz, infusnces myd ecision to purchass 00 - - 530
lifz inswrancs, - : A0z
Adwertisement in difzrent mediss{newspapsr, Channeb: Brochures) - -
influences my decision B purchase life insurance. 24% L
Paying pramium throwgh my employer {Salany Saving Schame) 211 a2z | 2mg
- . - T |4
influences my decision © purchase lifzinsurance. - - e
| purchase life insurance based on Agent’s re commendstions. 414 4B4 3;5 131
| go through the inEmetiwebsite of the life insurance company -a7 . 4
before purchasing life inswurance produect. -~ =
| go through the pamphletstrochure of life insurance  preduct beire v m= 21z | g2z 77
purchasng it. - = -
| 3hways do price comparizon before purchasing any lig insurance _ _ -
produnt ¥ - pursnEse S = 149 130 508 292
RFetwrn i= an important Bsctor when | purchase any lig insurance -
FIH:.-'LHL:Q (B g P e 3y a3l 24E TR
Ability of the lil incumnoe product to fulill rmy needs influenoes my - e
decision to purchase that product 2 A2 04
| shways ook or the 3mount of Sum Assured {SA) when | purchase f31 37 473
lif= insurance product : e
| st ays pur chase life inswrance kesping inmind to my bensiciany . . __
than myself e i Bz
The decision of purchasing rmy life insurance depends on mmy o o _
Afrdabiliy i paypramism. Z4 -118 2| .33% 560

Extraction Method: Principal Component Anahysis.
Rotafion Method: Varimas: with Kaiser Normalz ation.
3. Roation converged in T iterafions.
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Table 8
Factors Extracted

Factors Extracted

Factors
o
-— Lo Lap) = L ok
L L L L L —
=] =] = o (=] =)
-— -— -— -— - -
ik} ik} i) ik} ik} =
m m ™ m m ™
L L L L L L
Atfter sales service provided by the company afiectE my decision to aT4
purchase liE nswrancs.
Proissiona | mana gement of moy premiumm by the company afEct mmy B
decision to purchass lifz insusnoe.
Technolsgy adopted by inswrer, sS2ot my decision to purchase lig ]
insuEnNCE.
Trustyorthiness of company affect my decision o purchase ik id L]
insuEnCE.
Complzint redresszl process byinsurning company , infuesnces my decision 588
o purchase li & insurance.
Claim settlement p rocess by inswring company, infuences. my dacision 551
purchase lie nsurance.
Recommendation of my fiends, infuences my decision B purchass lifz B45
insuENCE.
Recommendatons: of e relatives, infuences my decision o purchase life Bz
insuENCE.
Rec:oommed ation o fmy colleagues, influences my decsion to purchase lie TED
insuENCE.
Recommendation of my Family members infusnces, my decision o 101
purchase lie insumnce.
The “location of the branch ofice influences my decision o purchase life TIZ
insw EnCE.
Adwertisement in diferent med iss{newspaper, Channeb: Brochures) BaT
infusnces mydecision to purchase i insurance.
Paying premism trowgh my employer (Salany Saving Scheme) influences i)
myrdecision o purchase liginsuranoe.
| go through the intermet'websie of the li insurance company before TS
purchasing li & inswrance product
| gor through the pamphiets’brochure of lile insurance  produd before B3R
purchasing it.
| always do price comparison beire purchasing any life insurance produect. o]
Feturnis an imporEnt Sciorwhen | purchass any lifs inswranoe produect. TEZ
Abilityof the lie inswrance preduct B wWlfll my needs infuences my 504
decision to purchase that product.
| always ook for th 2 amount of Sum Assured (5A) when | purchase lifs 52z
insuEnce product.
| always purchase lis insurance kesping in mind © my benefican than Sl
nmy=elf.
The decision ofpwrhasing my lii insurance depends on my ASordabilit i
o paypEmilm.

Extraction Method: Prindpal Component Anahgsis.

Rotation Method ; Warimax with Kassr Normalization.
(Factor loading lessthan 0.52 have not been printed and variables have been sorted by
loadings on each factors.)
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Table 8
Factors Code Factar statement communaliies
Loading
i Afier sales s=rvice sided bythe
F;gglﬁ;; o | xe 774 companyaficts mydecsion b £33

purchase i insurancs.
Frofessions] mansgement o fmy

XIT JEa1 premium by the company aSect my E43
decision o purchass lifs insurancs
- == T echnology adopted by insurer, afiect
K2z ee2 my dedsion to purchase lifs insuranoe. 454
- A T rustworthiness of company aSectmy 457

decision o purchass lifs insusnoe.
Complzint redresssl prooess
HEZ BBE insring company , in fuences my il
decision o purchass life insurancs
Claim setfement process by insuwring
HET 551 company, influenoes my decision o vy
purchsse i insurance.
F2(Socialization %13 . Rimr”feriimr of "f‘:t‘ ‘"EF-T?- " _—
B4E influsnoes my dedsion to purchase life TZ
of customer) e P
Recommendations of mmy relatives,
w12 B0z influences my dedsion to purchase life Jlaiia]
INSUrSnoe.
Reccommedaton of my collesguses,
x15 TED influsnoes my dedsion to purchase lifs 542
inSursnoe.
Recommendation of my Family
x14 T members influsnoes, my decision to
purchsss lifs inswrance.
The lecation of the branch
TEIS;(EIJE:TE r?%:r]? =5 wWa20 TIZ ofice influences my dedsion to EBE
purchase lie insurance.
Adwertisement in difierent
w10 a7 medizs{new spaper, Channel Brochures) mam

T influsnoss my decision to purchass life .
INSUrance.

Fanying premiwm throwgh my emiployer
*19 Rixk? (Zalary Saving Scheme) infeences my 5Z5
decision o purchase lifsinsurancs.

i | go throwgh the internetwebsie of the
F4(Promotions 1B TTE Ii"da ins r.;r:e company beibre BEz
by firmj purchasing li insurance product.
| go throwgh the pamp bl sbrochure of
®AT Rz life inswrance product befos Ei)
purchasing it
WT BOE | s ays do price comparison befors 455

- purchasing sny i insurance product. T
Fa(Product W — Retsrn is an important Sctor when | fEE
Attractiveness) s er_z_I'aa? ary_l_lE: insurance produect. i
: Ability of the lile insurance product to
K2 Rzt fuliill ny neeeds influsnces my decEion 501
to purchase that product.
| sl anys book for the amownt of Swem
X3 GO Assured {SA) when | purchase life 523
insurance product.
FG(Concemfor %g . Lah'.'g.}-s pL.r:_I'aa; lie i{j-t.ra_r;ba -

; i Esping in mind = nefics 3N
family needs by rr1,sE-_|-'.’ my e

in
o
[

customer) The decision of purchasing my lifs 517
X6 580 insuranoe depends on ey Afiorda bi ity
bo D DREMELT.

Naming of factors

VI. CONCLUSION

After analyzing the causes mentioned in table 1 to 9 in terms of variable X1 to X 22 it is concluded that factors influencing
purchase decision of customer while purchasing life insurance are F1( Service Facilities), F2(Socialization of customer), F3(Easy
access for customer), F4(Product Attractiveness), F5(Concern for family needs by customer) and F6(Promotions by firm).

This research may be helpful for the actuaries of Life insurance sector either to launch such a policy in the market, which can

fulfill the said desires of the customers and insurance firm can take care of above mentioned factors and can target their customers
in order to increase their sales and increase the penetration of life insurance.
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