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PREFACE

The thesis entitled “Image Gap Analysis of Life Insurance Services in Assam” is intended to find
the gaps between Expected and Experienced Service Quality with respect to Life Insurance.
Much of the information has come from fieldwork that I have been involved with in Assam

during the last three years.

Life Insurance is a social security tool as it serves as much needed security when something
unexpected happens to the head of the family or insured, the basic needs are secured and the

family 1s protected to the extent of insurance coverage.

The Government of India has nationalized life msurance mdustry i 1956 by the amalgamating
around 200 private companies and formed LIC of India. Pre liberalization, the LIC of India has
ruled the Indian msurance market, collected high premium income and number of lives but its
spread to rural India was limited to 20% of the insurable public as at 2000. The Government of
India established Malhotra Committee to study and recommend structural reforms in msurance
industry. As per its recommendations, the government has opened up the industry to private
players and established a regulating agency called IRDA in 2000 with an object to regulate and

develop insurance to all the insurable lives.

Here in the study the word Image meant the mental image that exists in an individual's mind

about Life Insurance: attributes one remembers or imagines.

Gap analysis generally refers to the activity of studying the differences between Expectations
and Experience based on ethical service delivery promise. For example, it would be useful for a

firm to document differences between customer expectation and actual customer experiences.



The main reason gap analysis is important to firms is the fact that gaps between customer
expectations and customer experiences lead to customer dissatisfaction. Consequently,

measuring gaps is the first step in enhancing customer satisfaction.

Customer Expectation is what a customer is seeking or what he wants from the product or
service; 1t 1s of importance for marketer to know the expectations of customer and satisty them
by providing at par with the expectations or if possible to surpass the expectation. Customer
Experience 1s the outcome of assessment of the services or product undertaken, experience leads
to expectation- if experience of a product is good, the expectations from the product has build up.
If experience surpasses the expectation than it creates a loyal customer, in other words the
consumer whose experience are greater than or equal to his expectation; surely the customer will
repeat purchase. On the other hand, if expectation surpasses the experience or experience is not

at par with expectation; the customer will switch to competitive brands.

Image Gap is the Gap between the Image one perceived (Expects) and the image one
experienced, in our context image gap is the difference between the Expected and Experienced
services with respect to “CUSTOMER-SOLUTION”, “CUSTOMER COST”, “CUSTOMER-
COMMUNICATION” and “CUSTOMER-CONVENIENCE” dimensions of marketing mix. The
4C marketing mix framework is the most customer centric marketing mix framework than any

other marketing mix framework; here focus is on the customer.

In the present study an attempt was made to understand the standing of Image gap with respect to
Life Insurance services in Assam from the perspective of 4C marketing mix. The elements of 4C
of Marketing Mix considered are Customer Solution, Customer Cost, Customer Convenience

and Customer Communication.
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Current scenario is of tough competition between public sector (LICI) and Private sector as well
as among private sector, all are using Marketing Mix elements 4C to get maximum number of
customers with them. The finding of the study is expected to provide addition to the existing
stock of knowledge by reducing the gap in the existing stock of knowledge, also might be useful
for Life Insurance Companies to understand the gap and design Marketing Mix to reduce the
gaps, as IRDA is trying its level best to enhance the reach and to reduce the frauds and

misleading.

Place: (Pankaj Bihani)

Date: Research Scholar
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