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Abstract – Consumers attitudes are both an impediment and an advantage in the decision proccess. 
Limiting or disregard consumers' attitudes of a specific item or service, while building up a marketing 
strategy, guarantees restricted achievement of a campaign.Differences in attitudes dependes likewise 
by the gender of decidents. the distinctive highlights among people in the perception of risk and 
decisional process of making an insurance. Insurance companies is immaterial in its temperament 
consequently larger part of the Indian population can't comprehend its importance. After history of in 
excess of two hundred years of life insurance sector in India it is still under entered with 27 percent. 
Practically every one of the insurers realizes that it isn't purchased and it must be sold, even still there 
are parcel of confusions in the psyches of Indians towards the idea of insurance subsequently it caused 
complexities in marketing its products. Marketing exercises of life insurance companies is going to 
educate, bringing mindfulness, create conviction, to shape positive attitude, to fortify trust and so forth 
in the brains of the consumers by utilizing devices, for example, publicizing, advertising, shows, 
informal, sales advancement, individual selling and so on. Insurers may frame positive attitude or may 
cause negative attitude so knowing the sentiments of respondents discovered fundamental. 

The present research is an endeavor to show the attitudes of Indian consumers towards the insurance 
services. The examination has been made by gathering the reactions of consumers through structured 
questionnaire on five point Likert scale. An absolute 377 reactions were collected to survey the level of 
mindfulness about the insurance services and their attitude towards insurance services. Findings of the 
research demonstrate that essential socio demographic and financial variables have critical effect on 
consumers' attitudes towards insurance services in Indian situation. The findings of the present 
investigation may go about as contribution for the insurance companies in Indian market to outline 
marketing strategies dependent on socio demographic and monetary variables. 

- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - X - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -

INTRODUCTION 

Insurances are impalpable products that have some 
uncommon highlights separated from the material 
great. Insurances speak to a service that can't be 
contacted, value institutionalization is beyond the 
realm of imagination, there is no proprietorship 
exchange and generation and utilization are indivisible. 
The consumer is a piece of the generation process so 
the conveyance system must go to the market or the 
consumer must go to the conveyance system. Since 
the insurance is connected likewise to the value of risk 
is vital to dissect if consumer of insurance is risk 
opposed or not. The risk is assessed before insuring to 
charge the measure of offer of a safeguarded, thought 
or premium. There are a few techniques for 
assessment of risks. On the off chance that there is 
desire for more misfortune, higher premium might be 
charged. Along these lines, the likelihood of misfortune 
is determined at the season of insurance. 

The insurance serves in a roundabout way to expand 
the profitability of the network by disposing of stress 

and expanding activity. The vulnerability is changed 
into sureness by insuring property and life in light of 
the fact that the insurer guarantees to pay a positive 
whole at damage or passing. 

From a family and business perspective all lives 
have a financial value which may whenever be 
snuffed out by death, and it is as sensible to 
guarantee against the loss of this value for what it's 
worth to secure oneself against the loss of property. 
Without insurance, the property proprietors could, 
best case scenario practice just some type of self-
insurance, which may not give him supreme 
assurance. 

Having into thought this perspectives we can say 
that, a definitive level next to the genuine utility of 
the insurance item in the decision process, is 
played by the perception of the insurance item. 

Consumers can assess an item along a few levels. 
Its essential qualities are natural to the conventional 
rendition of the item and are characterized as the 
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key advantages it can offer to a customer. 
Nonexclusive products can be made unmistakable by 
including value through additional highlights, for 
example, quality or performance upgrades. The last 
level of consumer perception includes enlarged 
properties, which offer less substantial advantages, for 
example, customer help, support services, preparing, 
or engaging installment choices. As far as rivalry with 
different products and companies, consumers 
extraordinarily value these additional advantages 
when settling on an obtaining decision, making it 
imperative for makers to comprehend the idea of an 
"all out package" when marketing to their 
customers.For model when getting an insurance, the 
consumer don't get just the risk assurance spoken to 
by the whole of cash payed if there should be an 
occurrence of a catastrophe yet in addition the 
sentiment of security and the mental confort that can 
be offered by this trade through the insurance policy. 

An attitude in marketing terms is characterized as a 
general assessment of an item or service framed after 
some time (Solomon, 2008). An attitude fulfills an 
individual intention and in the meantime, affects the 
shopping and buying propensities for consumers. Dr. 
Lars Perner (2010) characterizes consumer attitude 
just as a composite of a consumer's beliefs, emotions, 
and behavioral goals toward some article inside the 
setting of marketing. A consumer can hold negative or 
positive beliefs or emotions toward an item or service. 
A behavioral aim is characterized by the consumer's 
conviction or feeling as for the item or service. 

Maybe the attitude framed as the aftereffect of a 
positive or negative individual experience. Perhaps 
outside impacts of different people convinced the 
consumer's conclusion of an item or service. Attitudes 
are generally suffering (Oskamp and Schultz, 2005, p. 
8). Attitudes are a scholarly inclination to continue for 
or contradicted to a given article. With regards to 
marketing, an attitude is the channel to which each 
item and service is examined. 

The useful hypothesis of attitudes, created by Daniel 
Katz, offers a clarification with regards to the utilitarian 
intentions of attitudes to consumers (Solomon, 2008). 
Katz conjectures four conceivable elements of 
attitudes. Each capacity endeavors to clarify the 
source and reason a specific attitude may have to the 
consumer. Understanding the motivation behind a 
consumer's attitude is a basic advance toward 
changing an attitude. In contrast to Katz's clarification 
of attitude—as it identifies with social brain research, 
explicitly the ideological or emotional side of man—
consumer attitudes exist to fulfill a capacity (Katz, 
1937). 

The utilitarian capacity is a standout amongst the most 
perceived of Katz's four characterized capacities. The 
utilitarian capacity depends on the moral hypothesis of 
utilitarianism, though an individual will settle on 
decisions dependent on the creating the best measure 

of satisfaction in general (Sidgwick, 1907). A 
consumer's attitude is plainly founded on an utility 
capacity when the decision rotates around the 
measure of torment or joy in brings. In insurances 
case, we can expect that the consumer is thinking at 
and balance the odds that exists that a risk happen in 
his/her field of movement and the results it brings. 

Changing a consumer's attitude towards an item, 
service or brand it very well may be a test. Three 
attitude change strategies include: changing affect, 
changing behavior, and changing beliefs (Perner, 
2010). Established molding is a technique used to 
change affect. In this circumstance, a marketer will 
some of the time pair or partner their item with a loved 
upgrade. The positive affiliation makes a chance to 
change affect without fundamentally modifying the 
consumer's beliefs. Modifying the cost or situating of 
an item commonly achieves changing behavior. In 
insurance, the deductibles and the marketing 
strategies in the space have adapted customers to 
be increasingly opened to get a policy of insurance 
that is less expensive or is far reaching and 
incorporate more rosk in a solitary insurance and this 
brings down the cost making the consumer 
progressively slanted to buy in to such contract. 

Attitudes are commonly considered as decisions and 
these are aftereffects of either direct understanding 
of the social condition or through perceptions. So 
attitude can be considered as a speculative build, 
which speaks to level of enjoying or despising of a 
person towards a specific article. Winning and losing 
are twp inverse sides of an equivalent coin and that 
coin is attitude. Attitude is made out of beliefs about 
the results of playing out the behavior and an 
assessment of how the consumer will feel about 
those outcomes. Attitude might be characterized as 
a suffering association of inspirational, passionate, 
perceptual, and intellectual process as for some part 
of our condition (Best et.al, 2003). While with regards 
to consumer behavior, attitude is a scholarly 
inclination to carry on in a reliably good or negative 
route as for a given item (Kanuk and Schiffman, 
2000). As educated inclinations, attitudes have an 
inspirational quality; that is they may impel a 
consumer toward a specific behavior or repulse the 
consumer far from a specific behavior. Different 
characteristics and advantages of the item marks 
affect the attitudes of the consumers towards these 
item marks. On this premise it tends to be contended 
that what are the advantages, which can be seen by 
the consumers from the insurance services for 
themselves, and furthermore they can enquire about 
the best approach to get those advantages from 
insurance services. These kinds of inquiries need 
consideration as consumers are less mindful about 
the advantages of insurance services in their lives. 
Purpose behind this sort of issue might be poor data 
given by the insurance companies. The issue 
happens when the consumers face verification about 
nature of the insurance services. Accordingly it is 



 

 

 

Malvika Dhawan* 

w
w

w
.i
g

n
it

e
d

.i
n

 

687 

 

 Journal of Advances and Scholarly Researches in Allied Education 
Vol. XIV, Issue No. 2, January-2018, ISSN 2230-7540 

 

very surely knew that those consumers who don't 
know about these kinds of insurance services will fall 
into inconveniences over the span of assessment of 
relative contributions by various focused insurance 
companies. Different demographical factors assume 
essential job in the improvement of connections 
among various insurance service providers and 
consumers. Consumers originate from various social 
foundations. They may have distinctive needs and 
requests as indicated by their social and social life. As 
India is a tremendous assorted nation as far as social 
and different angles, so different insurance service 
providers need distinctive strategies to cook the 
necessities of various consumers in the insurance 
market. Insurance entrance in creating nation like 
India, where social and social decent variety exists 
differs from provincial to urban zones. In the event of 
needy people who are living beneath destitution line, 
there insurance infiltration should be low. The prior 
subsequently recommends that there will be distinction 
between the normal behavior reaction to insurance 
services and strategies and what gets in Indian 
business condition. In this way, by thinking about 
essential demographical variables, the present 
examination will explore the attitudes of Indian 
consumers towards insurance services. 

CUSTOMERS‘ ATTITUDE 

Customer attitudes are both a hindrance and an 
advantage to a marketer. Limiting or disregard 
customers' attitudes of a specific item or service while 
building up a marketing strategy guarantees 
constrained achievement of a battle. Conversely, keen 
marketers leverage their comprehension of attitudes to 
foresee the behavior of customers. These shrewd 
marketers know precisely how to recognize the 
contrasts between beliefs, attitudes, and behaviors 
while utilizing every one of the three in the 
improvement of marketing strategies. 

Customer attitude is an intricate, dynamic, 
multidimensional process, and all marketing decisions 
depend on suspicions about consumer behavior. 
Customer behavior can be characterized as the 
decision-production process and physical movement 
associated with obtaining, assessing, utilizing and 
discarding merchandise and enterprises. 

Measuring the condition of a customer's psyche 
through a sample study is dependably a problematical 
exercise, every now and again loaded up with 
dubiousness and perplexity with respect to both the 
customer and surveyor. Customer attitudes might be 
inexplicit or genuinely unformed, and marketing 
knowledge needs are not rarely foggy, different, and 
dubiously identified with customer perceptions. 
Accordingly, study things coordinated at customer 
attitudes may extend from obscure, unreferenced 
inquiries regarding a service's quality, to explicit 
inquiries concerning such future behavior as 

proceeded with membership. Accordingly, the 
customer may display a scope of abilities to react to 
such things, extending from small processing of their 
communication with a service or an absence of data 
on which to base a reaction, to an attentive and 
contemplated sign of their perspective. 

Changing a customer's attitude towards an item, 
service or brand is a marketer's Holy Grail. Three 
attitude change strategies include: changing affect, 
changing behavior, and changing beliefs (Perner, 
2010). Traditional molding is a technique used to 
change affect. In this circumstance, a marketer will 
now and then pair or partner their item with a 
preferred upgrade. The positive affiliation makes a 
chance to change affect without fundamentally 
modifying the customer's beliefs. Modifying the cost 
or situating of an item commonly achieves changing 
behavior. It will prompt increment closeout of the 
products. 

LITERATURE REVIEW 

Personal satisfaction comprises of different 
components including wellbeing, network life, 
gender balance, political opportunity, political 
steadiness and security, material prosperity, family 
life, and professional stability. Notwithstanding it, 
insurance against sickness or passing is 
additionally considered as pointer for personal 
satisfaction in creating nations. Being a pointer of 
personal satisfaction, insurance has essentialness 
in human life. The writing of attitude and perception 
of life insurance policyholders have to a great extent 
concentrated on variables foreseeing these 
attitudes. Factors, for example, consumers' 
apparent value (Smith, 2006) fulfillment and buy 
decision-production duty have been considered as 
most imperative them of the writing on attitude and 
perception of life insurance policyholders. For 
instance, in a study of 1,462 families, Skinner and 
Dubinsky discovered that work status of the spouse 
and education of the husband separate for the most 
part between which family member(s) is in charge 
of insurance obtaining decision. Other huge 
variables incorporate spouse's educational level, 
husband's work status, family income, and 
husband's occupation. Kruse and 

An investigation led by Patil (2003) uncovered that 
the insurance coverage of agrarian groups and rural 
work is low. The performance of youngsters related 
arrangements, for example, Jeevan Kishore, 
Jeevan Balya, and so forth., is poor with the 
exception of the kids cash back policy, which has 
likewise not been contributing essentially. The 
exhibit of item includes by the agents isn't palatable. 

Ozdemir (2004) investigate the connection between 
person's risk perceptions and their ability to-pay for 
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expanded security in a low-likelihood, high-outcome 
occasion. 

Raman and Gayatri (2004) have watched the 
customers' mindfulness towards new insurance 
companies. They found that 53% of the respondents 
have a place with the age group beneath 30, 24% to 
the age group 31-40, 2% have a place with the age 
group of 41-50 and whatever remains of the 
respondents have a place with the group of 'over 50'. 
They likewise seen that a vast percentage of the 
guaranteed respondents (32%) are proficient, and 
56% of the respondents are hitched. It is likewise 
discovered that 52% of the respondents have gone out 
on a limb a policy to cover risk and 44% of them to 
keep away from duty and the staying to contribute their 
surplus sum. 

Sharma (2005) played out an investigation on 
'Insurance viewpoint in Eastern-up' with the goal of 
testing into the reasons or the variables behind the buy 
of the insurance item. It was discovered that as 
indicated by 93.86% of respondents insurance 
arrangements are viewed as fundamental for risk 
assurance. Kumar's (2005) article features LIC's rustic 
entrance, intrinsic issues in usage, development 
throughout the years, social plans over the course of 
the year, social plans for the provincial poor and the 
'Bima Gram' program. The investigation demonstrates 
that almost 55% of its new, singular arrangements 
have originated from the provincial sector. Its 
performance stands miles in front of the private 
players. Be that as it may, among the insurance 
products accessible, not very many are customized for 
the rustic population. 

Namasivayam et al., (2006), inspected the 
socioeconomic variables that are in charge of 
procurement of life insurance strategies and the 
inclination of the policyholders towards different kinds 
of approaches of LIC. From the analysis, the 
examination presumed that components, for example, 
age, educational level and sex of the policyholders are 
unimportant, yet income level, occupation and family 
estimate are huge elements. 

Siddhartha Sarkar (2007)18 in his examination 
uncovered that simple presence of medicinal services 
offices does not really imply that they are promptly 
open to the most unfortunate segment in the casual 
economy, watch out for the development of an 
extraordinary medical coverage plot, with commitment 
as indicated by individual limit. This paper analyzes a 
few medical coverage plans taking into account the 
casual sector just as some basic issues with respect to 
stretching out health care coverage to poor 
households as a rule and those working in the casual 
sector specifically. 

Imprint V. Pauly (2008)19 in his investigation intends 
to medical coverage in quickly creating nations, for 
example, India and China should be divided. One test 

is that the primary advantage of medical coverage for 
a family is the financial security the insurance gives, 
which may exchange off against open policy objectives 
of expanding access, since more noteworthy access 
implies higher premiums in respect to the value of 
medical advantages. As India and China proceed on 
their way to improvement, they may progressively 
confront the issue of giving medication benefits, whose 
cost is hard to control or oblige, particularly in a setting 
where the nation is delivering for the world market. 

Lisa Dubay, John Holahan and Allison Cook(2010) in 
their investigation found that the 2005 Current 
Population Survey (CPS) is utilized to assess what 
offer of uninsured Americans are qualified for 
coverage through Medicaid or the State Children's 
Health Insurance Program (SCHIP), need financial 
help to buy health care coverage, and are likely ready 
to manage the cost of insurance. Twenty-five percent 
are qualified for open coverage, 56 percent need 
help, and 20 percent can manage the cost of 
coverage. This fluctuates crosswise over uninsured 
populations: 74 percent of kids are qualified for open 
projects, and 57 percent and 69 percent of guardians 
and childless grown-ups, individually, need help. A 
focal decision is that an extensive percentage of 
uninsured grown-ups need assistance obtaining 
medical coverage. 

Sharma Aparajita (2011) in her examination intends 
to build up the managerial competency framework 
for the center level managers of the general 
insurance sector in India. Optional research gives 
the review of existing conventional competency 
models. The need was watched for a competency 
based framework in the insurance sector in India. 
Study was led among ninety eight center level 
managers of people in general and private sector 
general insurance companies. The outcomes 
uncovered the fourteen managerial capabilities: 
investigative aptitudes, relational abilities, 
inventiveness, decision-production, capacity to 
appoint, adaptability, activity, relational abilities, work 
information, administration, managerial abilities, 
capacity to inspire, capacity to plan and group 
management. Occupation information, managerial 
aptitudes, were the most critical abilities. Other vital 
aptitudes were correspondence ability, between 
close to home expertise and group management. 

Jennifer Wriggins (2012) in his paper found that 
adversaries of the Patient Protection and Affordable 
Care Act of 2010 attest that the 'singular command' 
is exceptional, not simply in the restricted and 
evident sense that the national government has at no 
other time expected people to have medical 
coverage, however in an a lot more extensive sense 
also. They guarantee government even at the state 
level has at no other time expected people to protect 
themselves. 
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Pascale Turquet (2014)38 in his examination found 
that for various years, the Dutch, German and French 
medical coverage systems have been endeavoring to 
contain costs and enhance their wellsprings of finance, 
which customarily have come chiefly from social 
commitments. Enhancement may include more 
extensive based open finance, just as more 
noteworthy plan of action to private assets and 
administrators. On account of the Netherlands and 
Germany, the changes run connected at the hip with 
endeavors to present challenge between medical 
coverage bodies. In France, private correlative 
insurance has turned out to be imperative for sufficient 
access to human services. Be that as it may, these 
measures have repercussions for redistribution, which 
social help programs experience issues in tending to. 

Srivastava, Samir K. also, Ray, Avishek (2015)39 in 
their paper decides a lot of marketing, financial and 
operational variables to foresee benchmark financial 
quality of general insurance firms in India. It joins 
subjective contributions from rehearsing managers 
and industry specialists before completing quantitative 
displaying and analysis. We gather, aggregate and 
break down the key financial, operational and business 
data of eight Indian insurance firms. The NAIC IRIS 
proportions technique was utilized to acquire an 
underlying risk arrangement. Straight relapse and logit 
techniques were from there on connected to appraise 
the noteworthy components (heading savvy and size 
insightful) which impact insurer dissolvability. The 
outcomes recommend that the variables that most 
altogether impact Indian non-life insurers are lines of 
business, the association's market share, the 
exceptional development rate, the guaranteeing 
performance and the claims caused. Further, the 
elements which have the most grounded impact are 
market share, change in swelling rate, firm size, lines 
of business and claims brought about. The paper gives 
insurers simple to-utilize operational and marketing 
pointers to benchmark their dissolvability risk. It will 
prompt aggressive objective setting for ceaseless 
improvement. Estimation of proper market/monetary 
parameters can be a valuable contribution for 
controllers. 

METHODOLOGY 

The present research work a field based review 
configuration is utilized as data collection technique. A 
sample of 520 respondents in National Capital Region 
(NCR) of India has been collected by utilizing simple 
random sampling technique. The decision of NCR is 
because of its inclination as a metropolitan city where 
most Indian ethnic groups are to a great extent spoken 
to. A lot of structured questionnaire were disseminated 
to the chose respondents utilizing simple random 
sampling technique. The structured questionnaire 
contains 16 inquiries from which 9 addresses 
arrangement with socio demographic and monetary 
variables and seven inquiries estimating attitude of the 

respondents towards insurance services on five point 
Likert type scale. Approval of research instrument was 
dictated by a specialist board. The reaction rate for the 
questionnaire circulated is 72.5%. Totally filled 
questionnaires were utilized for analysis. To test the 
unwavering quality of the arrangement of things 
shaping the scale a proportion of develop 
dependability (Cronbach's alpha) was processed. 
Cronbach's alpha is valuable in estimating how well a 
lot of variables or things measure a solitary, one-
dimensional inert develop. 

The alpha coefficient was observed to be 0.83 for 
present research instrument making the things 
estimating the attitude acceptably. An alpha value 
of 0.70 or above is viewed as satisfactory for 
exhibiting inner consistency of the built up scales. 
Furthermore, Analysis of Variance (ANOVA), and 
Independent t-test have been utilized to test the 
research speculations figured for the present 
research work. 

DISCUSSIONS 

Present examination included nine socio 
demographic and monetary factors namely age, 
gender, marital status, level of education, 
household monthly income, method of business, 
proficient tendency, mortgage property possession, 
and insurance policy proprietorship. Aftereffects of 
Analysis of Variance (ANOVA) demonstrate that 
age has huge effect on Indian consumers' attitude 
towards insurance services. Aftereffects of post hoc 
trial of ANOVA named Least Significant Difference 
demonstrate that respondents with age 45 years or 
more have higher positive attitude towards 
insurance services when contrasted with the 
respondents with age underneath 45 years. In all 
age groups, respondents with age group 54 and 63 
years have the most elevated positive attitude 
towards insurance services when contrasted with 
rest of age groups under investigation, which is very 
clear in light of the fact that at this age people are 
progressively stressed over their life after retirement 
from the services. 

CONCLUSION 

The insurance companies should join such 
marketing exercises which make people mindful 
about the advantages of the insurance services and 
furthermore create enthusiasm about insurance 
business among them. It is prescribed for the 
insurance service providers that in Indian market 
that they have to get ready redone answers for 
various consumers in the market according to their 
necessities and prerequisites. As the present 
examination was centered just to test into the 
attitudes of Indian consumers towards insurance 
services by utilizing essential socio demographic 
and monetary variables. Further examinations can 
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be made in Indian setting to gauge the viability of 
marketing strategies received by the insurance 
companies to exploit the open doors offered by the 
findings of the present investigation about essential 
socio demographic and monetary variables. 
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