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                               PROJECT ABSTRACT
        In India life insurance sector plays a major role in savings of a person. There are many players in life insurance sector, and LIC is leading as it has roots in India from more than 50 years. To purchase any thing in this world the customer has his/her own choice of preferences according to those preferences only, one can purchase the require product. The project study of ING VYSYA LIFE INSURANCE linked with CRM (CUSTOMER RELATIONSHIP MANAGEMENT).

         The aim of study to examine and make the company enable to the track customer sell the appropriate product understanding their needs and wants and to insure a long term retention of customers through the application of CRM in a comprehensive manner monitoring the performance of CRM to take corrective actions necessary to assure the results match the plan projections.

            Coming to ING VYSYA LIFE INSUARANCE in India its making effort to attract customers and tap the life insurance market. So this study is also intended to find customers and the retention value through the application of CRM in ING VYSYA LIFE INSURANCE.

          The method of this study is based on marketing research with structured questionnaire consisting of multiple choice questions.

         The sample survey is conducted on 100 customers belonging to different categories .private insurance companies are unable to create enough brand value and trust in customers.
  Most of the companies have only 28% of market share in life insurance sector when compare LIC.  So CRM makes suggestions to ING VYSYA LIFE INSURANCE sector how to make trust of customers and hoe to make the retention value. 
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INTRODUCTION OF CUSTOMER RELATIONSHIP MANAGEMENT

Several commercial CRM insurance packages are available which vary in their approach to CRM. How ever, as mentioned above, CRM is not just a technology, but rather a comprehensive customer-centric approach to an

organization’s philosophy in dealing with its customers. This includes policies and process, front-of-house customer service, employee training, marketing systems and information management. Hence it is important that any CRM implementation considerations stretch beyond technology, towards the broader organizational requirements.
    The objective of a CRM strategy most consider a company’s specific situation and its customers needs and expectations. Information gained through CRM initiatives can support the development of marketing strategy by developing the organization’s knowledge in areas such as identifying customer segments, improving customer retention, improving product offerings(by better understanding customer needs),and by identifying the organization’s most profitable customers.
        CRM strategies can vary in size, complexity and scope. some companies consider a CRM strategy to only focus on the management of a team of sales people. How ever, other CRM strategy can cover customer interaction across the entire organization .many commercial CRM insurance packages that are available provide features that serve sales, marketing event management, and project  management  and  finance.

       Successful  CUSTOMER RELATIONSHIP MANAGEMENT  requires marketing, sales and service agility of a star company to enable today’s business to out pace their competitors in the race for customers.
        Managing the customer experience, maintaining a more reliable data base, improving service operations. fostering customer loyalty, embracing the characteristics of high performance marketing and other related subjects.

          Making such a pivot in CRM to create customer interactions that produce optimal experiences and LONG TERM relationships must be the top mission. Above all, those experiences must be consistent with a company’s brand promise.

CRM  DEFINITION :
          CRM defines the process of the company are fully occupied with acquiring customers ,selling the product to the customers, and maintaining a LONG TERM RELATIONSHIP to a customer.
           CRM is actually a tremendous step forward in creating a system that can provide a means for retaining individual loyalty in a world of nearly seven billion souls. CRM  helps in order to understand changing nature of the customer because customer are not what they used to be.

FINANCIAL SECTOR OVERVIEW –INDIA
             The financial institutions are playing a vital role for providing financial assistance, these should be fulfilling by the financial institutions. Generally the financial services, contains banking services, mutual funds, chits, financial institutions and insurance etc.

             The people are attracted towards insurance because of their attractive benefits and which provide maximum security to the people and their families or their assets that helps face the uncertainties because “where there is a  uncertainties there is risk”. Due to these reasons maximum number of persons are diverting or preferring or attracting towards insurance sector. By observing this reason most of the organizations are entering into the insurance sector. It is not  possible for every organization to rule the market or to become market leader .To compete with the competitors or to be stable in the market or to become a market leader we have to concentrate on consumer ,because consumer /customer is the ultimate person who gets the benefits provided by the organization. For that, those organizations who prepare  the plans according to the minds or attitudes of the consumer by providing attractive benefits will get  more success.   
 WHAT IS INSURANCE :
               Insurance is a CONTRACT BETWEEN TWO PARTIES where by one party called insurer undertakes in exchange for a fixed sum called premiums, to pay the other party called insured a fixed amount of money n the happening of a certain event .

              Insurance is a protection against financial loss arising on the happening of an unexpected event. Insurance companies collect premiums to provide for this protection. A loss is paid out of the premiums collected from the insuring public and the insurance act as trustees to the amount collected.
              For  example in a life policy by paying a premium to the insurer, the family of the insured person receives a fixed compensation on the death of the insured. Similarly, in a car insurance, in the event of the car meeting with an accident, the insured receives the compensation to the extent of damage.

             It is a system by which  the loses suffered by a few are spread over many exposed to similar risks. 
WHY TO BUY LIFE INSURANCE :

· To protect and support your beneficiaries home and livelihood.

· To replace your income and minimize the debt load for your heirs.
· To provide beneficiaries with income tax free proceeds.

· To provide heirs with benefits to pay the tax on your estate.

· To help protect the value of your estate.

                 Life insurance helps protect the financial security of your family in the event of your on timely death. This is especially important when you are the primary wage earner. The owner of the policy pays the insurer premiums in exchange for a promise to pay the beneficiaries a death benefit upon the death of the insured.

WHO PROVIDES IT :
INSURANCE REGULATORY AND DEVOLOPMENT                     AUTHORITY
               Reforms in the insurance sector were initiated with the passage of the IRDA bill in parliament in DEC 1999. The IRDA since incorporation as a statutory body in APRIL 2000  has fastidiously stuck to its schedule of framing regulations and registering the private sector insurance companies.

The other decisions taken simultaneously to provide the supporting systems to the insurance sector and in particular the life insurance companies were the launch of the IRDA’S online service for issue and renewal of licenses to agents.

             Since being set up an independent statutory body the IRDA has put in a frame work of globally compatible regulations. In the private sector 12 life insurance and 6 general insurance companies have been registered.

             By passing of the IRDA bill, the insurance sector has been opened up for private companies to carry on insurance business. Insurance contracts are based on good faith i.e the details furnished by the proposer are accepted   in good faith and this will form the basis of the contract.

WHAT ARE YOUR OPTIONS ?
           Essentially, insurance companies offer two different types of life insurance policies :

· Permanent
· Term

PERMANENT POLICY :
             Permanent insurance coverage such as whole life, universal  life and variable life have the potential to provide coverage to a specified maturity date.

TERM INSURANCE :
       Coverage  that  lasts for a specific time period and has two components.
1. Premium and
2. Death benefit

OTHER  FACTS ABOUT LIFE INSURANCE THAT      YOU NEED TO KNOW
· Life insurance is an essential part of financial planning.
· Income tax-free death benefit proceeds payable to your beneficiaries.
· Needs and goals determine the amount to own.

· Helps ensure that your dependents are not burdened by debt.

· The younger and healthier you are when you purchase life insurance, the less it will be cost you to own a life insurance, the less will be cost you to own a life insurance policy.

· Life insurance needs should be revaluated when major events occur in life such as marriage, the birth of children or a business startup. 
HISTORY OF INSURANCE SECTOR :
     The business of life insurance in India in its existing from started in India in the year 1818 with the establishment of the oriental life insurance company in Calcutta.

Some of the important mile stones in the life insurance business in India are:
· 1912 : The Indian insurance companies Act enacted as the first statute to regulate the life insurance.
· 1928 : The Indian insurance companies Act enacted to enable the  govt. to collect statistical information about both life and non-life insurance business.

· 1938 : Earlier legislation consolidated and amended to by the insurance act with the objective of protecting the interests of the insuring public.

· 1956 : 245 Indian and foreign insurers and provident societies taken over by the central govt. and nationalized. 

INSURANCE  IN  INDIA – A  BRIEF  REVIEW

               The insurance sector in India has come to a full circle from being an open competitive market to nationalization and back to a liberalized market again. Tracking the developments in the Indian insurance sector reveals the 360-degree turn witnessed over a period of almost two centuries.

               The insurance industry is totally dependent on the ability to convert raw data in to intelligence –intelligence about customers, marketers, competitors, and business environment. Over the years data processing technology has progressed phenomenally and tools like data ware hosing, OLAP and data mining, which constitute the corner stone of effective business intelligence environment, have been widely accepted across industries. How ever, insurance companies have been relatively slow in adapting these tools, primarily because of lack of competition due to protective regulations. But now, they can no longer afford to be complacement as the internet, deregulation, consolidation, and convergence of insurance with other financial services are fast changing the basic structure of the industry.

               The insurance industry is quite diverse in terms of portfolio of  products provided by diff. companies. The products can be broadly classified in to two product lines. property  and casually (P&C) and life insurance .life insurance product line can be further sub-divided into

· LIFE INSURANCE 
· HEALTH INSURANCE 
 THE LEADING INSURANCE COMPANIES IN INDIA  ARE
· LIC OF  INDIA 
· ICICI LIFE INSURANCE 
· ING VYSYA LIFE INSURANCE
· HDFC LIFE INSURANCE
· MAXLIFE INSURANCE 
LIFE INSURANCE CORPORATION OF INDIA
             The parliament of India passed the Life insurance Corporation Act on the 19th September, 1956, with the objective of spreading life insurance much more widely and in particular to the rural areas with a view to reach all insurable persons in the country, providing them adequate financial cover at a reasonable cost. 
      LIC had 5 zonal offices, 33 divisional offices and 212 branch offices, apart from its corporate office in the year 1956.since life insurance contracts are long term contracts and during the currency of the policy it requires a variety of services need was felt in the later years to expand the operations and place a branch office at each district headquarter. Re-organization of LIC took place and large numbers of new branches were opened. As a result of re-organization servicing functions were transferred to the branches, and branches were made accounting units. It worked wonders with the performance of the corporation. It may seen that from about 200.00 crores of New business in 1957 the corporation crossed  1000.00 crores mark of new business. But with re-organization happening in the early eighties, by 1985-86 LIC had already crossed 7000.00 crore Sum Assured on new policies.
  Today LIC functions with 2048 fully computerized branch offices, 100 divisional offices, 7 zonal offices and the corporate office. LIC’s wide Area Net work covers 100 divisional offices and connects all the branches through a metro network .LIC has tied up with some banks and service providers to offer on-line premium collection facility in selected cities.LIC’s ECSand ATM premium payment facility is an addition to customer convenience. Apart from on-line kiosks and  IVRS, info centers have been commisoned at Mumbai, Ahmedabad, Bangalore, Chennai, Hyderabad, kolkata, New delhi, Pune and many other cities. With a vision of providing easy access to its policyholders, LIC has launched its SATELLITE SAMPARK offices. The satellite offices are smaller, leaner and closer to the customer. The digitalized records of the satellite offices will facilitate anywhere servicing and many other conventions in the future.

         LIC continues to be the dominant life insurer even in the liberalized scenario of India insurance and is moving fast a new growth trajectory surpassing its own past records. LIC has issued over one crore policies during the current year. It has crossed the mile stone of issuing 1,01,32,955 new policies by 15th oct, 2005, posting a healthy growth rate of 16.67% over the corresponding period of the previous year.
         From then to now, LIC  has crossed many milestone and has set unprecedented performance records in various aspects of life insurance business. The same  motives which inspired our forefathers to bring insurance into existence in this country inspire us at LIC to take this message of protection to light the lamps of security in as many homes as possible and to help the people in providing security to their families.

ICICI PRUDENTIAL LIFE INSURANCE COMPANY
     India’s Number One private life insurer, ICICI prudential Life insurance company is a joint venture between ICICI Bank-one of india’s foremost financial services companies-and prudential plc- a leading international financial services group headquartered in the United kingdom. Total capital infusion stands at Rs.18.15 billion, with ICICI Bank holding a stake of 74% and prudential plc holding 26%.

         ICICI  Bank(NYSE:IBN) is  India’s second largest bank and largest private sector bank with assets of Rs. 2958 billion as on December 31,2006. ICICI bank provides   a broad spectrum of financial services to individuals and companies. This includes mortgages, car and personal loans, credit and debit cards, corporate and agriculture finance. The Bank services a growing customer base through a multi-channel access network which includes over 695 branches and extension counters, 3051 ATM’S call centers and internet banking.

          Established in London in 1848, prudential plc through its business in the UK and Europe. US and Asia, provides retail financial services products and services to more than 21 million customers, policy holder and unit holders world wide. Today, prudential has millions of customers world wide and over 238 billion (as of 30 June 2006) of funds under management. In Asia ,prudential is the leading European life insurance company with a vast network of life and fund management operations in thirteen countries- China Hong kong, India, Indonesia, Japan, korea, malaysia, the Philippines, 

Singapore, Taiwan, Thailand, Vietnam and united Arab Emirates. 
       ICICI prudential began its operations in December 2000 after receiving approval from insurance Regulatory Development of Authority(IRDA). Today, the nation-wide team comprises, about 500 offices, over 200,000advisors; and 22 banc-assurance partners.

        ICICI prudential was the first life insurer in India to receive a National insurer Financial Strength rating of AAA (ind) from Fitch ratings. For three years in a row, ICICI prudential has been voted as India’s most trusted private life insurer, by the economic tomes –AC Nielsen ORG Marg survey of ‘Most Trusted Brands’. As we grow our distribution, product range and customer base, we continue to tirelessly upload our commitment to deliver world-class financial solutions to customers all over India.

        The ICICI prudential edge comes from the commitment to customers, in all that is done-be it product development, distribution, the sales process or servicing.

· The products have been developed after a clear and thorough understanding of customers, needs. It is this research that helps in developing Education plans that offer the ideal way to truly guarantee for Child’s education, Retirement solutions that are a hedge against inflation and yet promise the customers with the funds that might need to recover from a dreaded disease.

· Having the right products is the first step, but equally importance to ensure that the customers can access them easily and quickly. To this end, ICICI prudential has an advisor base across the, length and breadth of the country, and also partners with leading banks, corporate agents and brokers to distribute their products.
· Robust risk management and underwriting practices from the core of the business. With clear guidelines in place, they ensure equitable costing of risks and thereby ensure a smooth and hassle-free claims process.

· Entrusted with helping customers meet their long-term goals, they adopt an investment philosophy that aims to achieve risk adjusted returns over the long-term.
· Last but definitely not the least, the 15,000 plus strong team is given the opportunity to learn and grow, every day in a multitude of ways. It is believed that keeps them engaged and enthusiastic, so that they can deliver on the promise to cover customer, at every step in life.

MAX NEW YORK LIFE INSURANCE COMPANY
  Max New York life insurance company Ltd. Is a joint venture between New York Life, a fortune 100 company and Max India limited, one of india’s leading multi-business corporations. The company has positioned itself on the quality plat form. In line with its vision to be the most admired life insurance company in India, it has developed a strong corporate governance model based on the core values of excellence, honesty, knowledge, caring, integrity and team work. The strategy is to establish itself as a trusted life insurance specialist through a quality approach to business. 
   In line with its values of financial responsibility, Max New York Life insurance has adopted prudent financial practices to ensure safety of policy holders  funds. The company’s paid up capital is Rs.657 crore, which is more than the norm laid down by IRDA.
    Max New York life has identified individual agents as its primary channel of distribution. The company places a lot of emphasis on its selection process, which comprises four stages- screening, psychometric test, career seminar and final interview. The agent advisors are trained in-house to ensure optimal control on quality of training.

    Max New York Life invests significantly in its training program and each agent is trained for 152 hours as opposed to the mandatory 100 hours stipulated by the IRDA before beginning to sell in the market place. Training is a continuous process for agents at Max new York life insurance 

development of skills and knowledge through a structured program spread over 500 hours in two years.
         This focus on continuous quality training has resulted in the company having amongst the highest agent pass rate in IRDA examinations and the agents have the highest productivity among private life insurers.

          Having set a best in class agency distribution model in place, the company is spearheading a major thrust into additional distribution channels to further grow its business. The company is using a five-pronged strategy to pursue alternative channels of distribution. These include the franchisee model, rural business, direct sales force involving group insurance and telemarketing opportunities bank assurance and corporate alliances.
           Max New York Life insurance offers a suite of flexible products. It now has 26 life insurance products and 8 riders that can be customized to over 400 combinations enabling customers to choose the policy that fits their need.

HDFC STANDARD LIFE INSURANCE
              HDFC Standard Life insurance Company Ltd. Is one of india’s leading private life insurance companies, which offers a range of individual and group insurance solutions. It is a joint venture between Housing Development Finance Corporation Limited  (HDFC Ltd.) india’s leading providers of financial services in the united kingdom. Both the promoters are well known for their ethical dealings and financial strength and are thus committed to being a long-term player in the life insurance industry –all important factors to consider when choosing your insurer.

            HDFC is india’s leading housing finance institution and has helped build more than 23, 00,000 houses since its incorporation in 1977.In the financial year 2003-04 its assets under management crossed Rs.36,000cr.As march 31, 2004 outstanding deposits stood at Rs. 7,480 crores. The depositor base now stands at around 1 million depositors. Rated ‘AAA’ by CRSIL and ICRA for the 10th consecutive year.

           The Standard Life group has been looking after the financial needs of customers for over 180 years. It currently has a customer base of around 7 million people who rely on the company for their insurance, pension, investment, banking and health-care needs. Its investment manager currently administers 125 billion assets. It is a leading pension provider in UK, and is rated by standard & poor’s as ‘strong’ with a rating of A+ and as ‘good’ with a rating of A1 by moody’s Standard Life was awarded the Best pension 
provider’ in 2004, 2005 and 2006 at the money marketing Awards, and it was voted a 5 star life and pensions providers at the Financial Advisor service Awards for the last 10 years running. The ‘5’star accolade has also been awarded to standard Life investments for the last 10 years, and to standard Life bank since its inception in 1998.standard Life bank was awarded the ‘best flexible mortgage lender ‘at the mortgage magazine Awards In 2006.    

OBJECTIVES
OBJECTIVES

· To quickly identify, contact, attract and acquire new customers.
· To obtain a better understanding of the customers, and their wants and needs.
· To define appropriate product and service offering and match it to the customers unique needs.
· To identify cross selling and up-selling opportunities .
· To increase retention of existing customers through improved after sales, service, & support.   
NEED OF CRM
NEED OF CRM

· Companies have to increasingly pursue a customer centric competitive strategy rather than a product centric one.

· Customers demand constant access, immediate response & a personalized touch.

· Focus is shifting from supply chain to demand chain effectiveness.

· Better understanding & intelligent management of customer relation ship is essential for survival.
RESEARCH METHODOLOGY
RESEARCH METHODOLOGY
The methodology followed for the fulfillment of the above-mentioned goals is as follows:

SOURCE OF DATA
There are basically two sources of data : A) Primary data. 

                                                                  B) Secondary data. 

PRIMARY DATA : It is not recorded data. It is collected personally interviewing the respondents through experience, observation and survey methods. It is collected specially for a particular purpose with certain objectives in mind.

SECONDARY DATA : It is already collected and recorded data by some other person for some purpose and is available for present study.

              Example: internet, textbooks, organizations annual report etc.

SAMPLE SURVEY

             At the period of research work, it is necessary to collect a certain data from the people but it is not possible to survey each every person who can give information on the issue.

SAMPLE CHARACTERISTICS :

               sample size:                 100 clients.

               Nature of sample :     Highly representatives of the population. 
   TOOLS OF DATA COLLECTION  

                 The tools of data collection used in the project are questionnaires. There are basically two types of questionnaires.

Open-ended : Here the respondents can answer the questions in their own way.
Close-ended : Here the choices of answers are given and the respondents have to choose from the choices, the answer closest to this.

TECHINIQUES OF INTERPRETATION AND ANALYSIS

· Percentage method has been used to analyse the effect of brands on respondents.

· Bar, pie diagrams had been used for better presentation and better understanding data.

· The information collected is calculated in the forms of percentage to make interpretation easy.

LIMITATIONS
LIMITATIONS OF STUDY

· The information collected and opinions are of customers as to what they feel. Thus the accuracy and information colleted depends upon the perception of each respondent and circumstances involved.
· The study has been conducted by including 100 customers. Though the sample is highly representative of the population, it does not cover the entire market of customers having insurance policies.
· Analysis could not draw for the entire questionnaire, only specific questions have been analyzed and interpreted.
· Due to time constraint more information can not be collected.
LITERATURE
THE NEED FOR MARKETING 

           A popular notion in many organization remains that marketing is a function of the sales department only and they are solely responsible for it. Nothing could be further from the truth.

             Marketing is more than advertising, sales and promotion. No doubt the sales department directly interacts with customers in the market place, still they are only front-ending the organization.

              Basically, whatever an organization does, with its end goals of customer delight, enhancement in share value and ROI, is marketing. An end-to-end, customer-centric approach requires all segments of the organization –viz production, finance,  HRD and administration –to align them and evolve a customer-driven approach and understand the meaning of marketing.

              They must become an integral part of the marketing team and assist in the company’s marketing efforts. Employees of successful 

Organizations, while carrying out their day-to-day roles, cannot isolate themselves from the gamut of marketing. The entire organization must orchestrate itself in a cohesive manner, keeping the marketing at the forefront.

              In a successful publishing organization, when the production-in-charge works through the night to print a news paper and meet his schedules, he is deeply involved in marketing. Here his primary concern is commitment to his reader for the product’s timely delivery. Editors who burn the midnight 
oil to maximize value are keeping the marketing function in focus and striving for customer delight.         

  In today’s globally competitive environment involvement in marketing cohesiveness is necessary for every segment of the organization and best practices can evolve only by understanding the true meaning of marketing.

MARKETING :

               Marketing is indeed an ancient art. It has been practiced in one way or the other since the days of Adam and eve. Its emergency as a management discipline, how ever, is of relatively recent origin. And with in this relatively short period, it has gained a great deal of importance and stature, in fact today most management thinkers and practitioners the world over, regarding marketing as the most important of all management function in any business.
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 THE MARKETING CONCEPT :
         The marketing concept was born out of the awareness that marketing starts with the determination of the consumer wants and ends with the satisfaction of those wants the concept puts the consumer both at the end of the business cycle. A business can not succeed by supplying products and services at are not properly designed to serve the needs of the customers. it proclaims:
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MARKETING RESEARCH :

              Marketing research is a dynamic subject it has a wide coverage including marketing studies relating to market product policies mean and methods etc. Marketing research begins even when production is in planning stage, it is also continues through out of the life time of an enterprise. It is thus a continuous operating although here may be some ad-hoc projects taken up for solving specific problems of enterprise.

               Marketing research is the collection and interpretation of facts that help marketing management to get production mix efficiently to the hands of the consumers.

                 Marketing research encompasses all information pertinent to this task. It is the systematic objective and exhaustive search for and study of facts relevant to any problem in the field of marketing.      
`

[image: image4]

[image: image5]
IMPORTANCE OF MARKETING RESEARCH :
· Marketing research perform two functions. It provides information for decision making and it develops new knowledge (creative thinking.)

· The information gathered by the marketing reduces the risks involved in decision making .it is very in developing strategies. 

· It influences decision on the pricing of the product and scale of advertising etc.

· The information collected directly effects the planning of the product.

· Marketing research is greatly used with other brands to know and maintain the popularity of their products among consumers.

COMPANY PROFILE
ING VYSYA LIFE INSURANCE 
  ING VYSYA LIFE INSURANCE company limited (the company entered the private life insurance industry in India in SEPTEMBER 2001,and in a span of 5 years has established itself as a distinctive life insurance brand with an innovative, attractive and customer friendly product portfolio and a professional advisor sales force.

      It has dedicated and committed advisor sales force of over 21,000 people, working from 140 braches located in 74 major cities across the country and over 3,000 employees. It also distributes products in close cooperation with the ING VYSYA BANK network. The company has a customer base of over 4,50,000 &is headquartered at Bangalore .In 2005 ING Vysya Life earned a total income in excess of Rs. 400crore and also has a share capital of Rs.440 crore.

       ING  Vysya (a group terminology) has 3 business in India, ING Vysya life insurance, ING Vysya Bank, and ING Vysya Mutual fund .ING Vysya Bank is a premier private sector bank with a 70-year heritage and 1.5 million satisfied customers. ING Vysya Mutual Fund is a mid sized asset management company with a retail investor focus.
    ING is a global financial institution of Dutch origin. It has 150 years of experience, and provides a wide array of banking, insurance and asset 
management services in over 50 countries and is trusted by over 60 million customers. Its 1,13,000 employees work daily to satisfy a broad customer base-individuals, families, small business, large corporations, institutions and governments. The ING Group has gone from strength year after year and is the world’s largest financial institution with over US $8.5 billion in 2005#.
           Other parterners in joint venture are Exide industries, GUJARAT AMBUJA CEMENTS LIMITED AND ENAM GROUP.   

PRODUCTS OF ING VYSYA LIFE INSURANCE
*Tax benefit which covers sec 80 C, 10(10 D)
*Enjoy payment modes: Yearly, Half yearly, Quarterly, Monthly

*payments accepted either by cash, cheque, ECs, and Credit card


:New Fulfilling Life  :
(1) This is the double sum assured plan.

(2)  Available loan up to 80%(Interest is low).
(3) Under Sec.80C 10D Tax Benefit.

(4) Insurance will cover up to 85 years.

(5) We have terminal bonus.

(6) Minimum premium is Rs.8000/-.

:Creating Life Child Protection Endowment Plan (CER) :


(1) It is a child protection plan which gives savings and it also fulfils the object of the parents. (E.g. Higher education, marriage)

(2) This plan will be given to those people, who have potentially with income proof.

(3) Waiver of premium available. i.e 1 sum assured will be given to the child as a financial support and future premiums are waived off (company will pay the premiums).

(4) On maturity you will get appx. Triple sum assured.

(5) Raiders available.

(6) Minimum premium is Rs. 8000/-.

: Creating  Life Child Protection Money Back Plan :

(1) payouts are given to the customers depending on term every 3rd year,4th ,5th year 20% from the sum assured.
(2) In case of any unfortunate death, one sum assured will be given to the nominee and also future premiums are waived off and the plan continues keeping the future of your child’s ,on maturity the balance payment is done along with bonus increased during the policy term.

:Creating Star :
(1)  It is guaranteed educational plan.

(2)  Pay out benefits are given to the child from 

           18th year        -       20% from the fund value.

           19th year        -       30% from the fund value.

           20th year        -       50% from the fund value.

           21st  year        -        Maturity benefit +fund value.
(3) Minimum premium is Rs. 12,000/-

:Reassuring Life Endowment Plan With Reversionary Bonus :


(1) On maturity    : sum Assured + Bonus will be given.

(2) Loan Facility  : Up to 90%.

(3)  Non medical option is available .
(4) Minimum  is Rs.8000/-. In policy term if death occurs :

(5) Sum Assured + bonus will be given to the nominee.

:Conquering Life Critical Illness Plan (TCI) :
· Minimum age entry is 18 years. 

· Maximum age entry is 50 years .

· Maturity age is 65 years.

· Minimum premium is Rs. 2,500/-

· In policy term if death occurs:

        Sum Assured + (Less CI pay out, if any).

· On maturity   : Sum Assured + Bonus will be given.

· Survival: 50% Sum Assured limited to 20 Lakhs paid on diagnosis of any of the 10 CIS.

:Powering Life Limited Endowment Plan(ELR) :

·  In policy term if death occurs:

          Sum Assured + Bonus will be given to the nominee.

· On maturity   : Sum assured +Bonus will be given.

· Loan Facility : up to 90%.

· Simple Reversionary Bonus.

· Non medical option is available.

· Minimum premium is Rs.24,000/- .

 :REWARDING LIFE WHOLE OF LIFE PLAN (WLL) :

· On maturity   : Sum Assured + Bonus will be given.

· Loan Facility :  Up to 90%.

· Compound Reversionary Bonus.

· Non medical option is available.

· Minimum premium is Rs.6000/-.

· Risk coverage up to 85 years.

· In policy term if death occurs  :

          Sum Assured + Bonus will be given to the nominee.

·  Risk coverage up to 85 years.

· In policy term if death occurs  :

          Sum Assured + Bonus will be given to the nominee.

:HIGH LIFE :
· An unit linked plan with limited premium payment period 3,5,10,15,20,25.

· Partial with draw up to 25% from the fund value.

· Tax free with partial withdrawal facility.

· Maturity are also tax free.

· Age entry 0-70 years.

· A best plan which can be gifted to child once they turn to major have an option to withdraw depending on the finance necessity every year.

ING LIFE PLUS
· A (sip) plan with small regular invest of 10000 rs p/a

· A non medical plan and sum assured keep enhancement by 5% every year.

· Option facility of partial with drawer .

· Maturity benefits are as for the market investment 

· Entry 10-45 years.

                           FREEDOM PLANS

· A plan which offers good insurance cover up to 70 years.

· Age entry 18-65.

· Tax free partial with drawer

· U can start up with minimum premium 15000/-

HIERACHIES OF ING VYSYA LIFE INSURANCE
MANAGEMENT TEAM 
Board of Directors (as on January 18, 2008) 

MR. RAJAN RAHEJA                    : CHAIRMAN OF THE BOARD 
MR. KSHITIJ JAIN                         : MANAGING DIRECTOR                                                      
MR. N.N. JOSHI                               : DIRECTOR 
MR. SATISH RAHEJA                    : DIRECTOR 
MR. RAJESH KAPADIA                 : DIRECTOR 
MR. S.B. GANGULY                        : DIRECTOR 
MR. RON VAN OIJEN                    : DIRECTOR 
SENIOR MANAGEMENT TEAM
KSHITIJ JAIN                                         : MANAGING DIRECTOR & CEO 

AMIT GUPTA                                          : DIRECTOR – MARKETING 

HEMAMALINI RAMAKRISHNAN     : APPOINTED ACTUARY OFFICER   
                                         
MARCO FREDRIKS                              : FINANCIAL CONTROLLER 

PRIYA GOPALAKRISHNAN               : DIRECTOR – HUMAN RESOURCES 

RAHUL AGARWAL                               : DIRECTOR - CUSTOMER SERVICES 

RAVISHANKAR SUBRAMANIAN      : DIRECTOR – INFORMATION                                            

RENE VAN DER POEL                         : DIRECTOR – ALTERNATE CHANNELS 

T K UTHAPPA                                        : DIRECTOR – SALES, TIED AGENCY 

Y V D V PRASAD                                   : DIRECTOR – BUSINESS DEVELOPMENT
COMPETETORS OF ING VYSYA LIFE INSURANCE
· Life Insurance Corporation Of India (LIC).
· ICICI.

· HDFC.

· Max Life Insurance.

APPLICATIONS OF OBJECTIVES
1. To quickly identify, contact, attract and acquire new customers.
   Customer relationship is an information industry term methodologies that help an enterprise manage customer relationship in a managed way for example, An ING VYSYA might build a database about its customers, that describes relationships in sufficient detail. So that management, sales people service, people and the customer can directly access their information, match customer needs with product plans and offerings remind customers of service requirements and know what other products a customer had purchased. CRM enables the creation of long term, profitable relationship with customers through increased customer intimacy and improved business process effectiveness.

       CRM links back-office and front-office functions with all of a company’s touch points (for example call centers, the corporate website) with the customer. CRM can refer either business strategy or tools. It defines the front-end tool designed to facilitate the capture, consolidation, analysis, and enterprise wide dissemination of data from existing and potential customers. this process occurs through out the marketing, sales and services stages of the business.

In ING VYSYA, CRM covers all customer touch points, like face-to-face. Internet(the corporate website), or phone(call centers). It supports employee, and customer facing roles and allws all individuals wheather employee, business partners or customers, to collaborate .   

ING VYSYA follows the below techniques :

 DIRECT MARKETING: direct marketing uses mail, telephone, fax, e-mail, and internet to communicate directly with or solicit a direct response from specific customers and prospects. It has its roots in direct marketing and mail and catalog marketing. The direct marketing as an interactive marketing system that uses one or more time from any where. 
CALL CENTER TECHNOLOGY :

           A call center is a group of agents and voice responsive (VRUS) that assist customers with support, inquiry and transaction functions. Some type of call center technology with VOIP (voice over internet protocol). Integrated with intelligent call routing is an absolute must for an interface with the live customers.       

         CRM IN ING provides an integrated view of a company’s customer to every one in the organization and thus, ensures that every one in the ING focused on the customer.

         CRM provides seamless integration between all applications and flexible deployment of solutions, merging front-office and back-office into one office that focuses on increased customer satisfaction.
2. To obtain a better understanding of the customers, their needs and wants.

             The company focuses their attention on how to achieve and then sustain superior organizational performance. The ING VYSYA LIFE INSURANCE wants to know the excellent companion for what the customers wants you to know. Because it helps those in sales and who supervise them, it can be done through the heart of new approach to selling is an intense focus on the prosperity of your customer is through value creation selling (VCS).

             The ING VYSYA LIFE INSURANCE notes that VCS is sweepingly different from how most companies sell today in these five ways.

    FIRST: ING as a seller and your organization devote large amount of time and energy - much more than you do today - to learning about your customers' businesses in great detail.
SECOND:
 ING use capabilities and tools that you've never used before to understand how your customers do business and how you can help them improve that business...

THIRD:
 ING going to make it your business to know not only your customers but also your customers' customers..
FOURTH
 ING have to recognize that the execution of this new approach will require much longer cycle times to produce an order and generate revenue.

FINALLY: Top management in your company will have to reengineer its recognition and reward system to make sure that the organization as a 
whole is fostering the behaviors that will make the new sales approach effective."
            Earlier  ING  focus why traditional sales approaches are unable to satisfy what customers want salespeople to know. That's true but it should be noted that ING views the VCS process - if properly formulated and then effectively implemented - should directly or at least directly involve everyone within the given enterprise. In fact, because the VCS process is information-driven, ING strongly recommends that external sources also be utilized to obtain the information needed about each customer and its business. Those sources include online and electronic business media as well as vendors and research analysts within the given marketplace. Thorough as always, ING even suggests what kinds of questions should be asked to determine specific information needs and objectives.
         Near the conclusion of the ING observes: "Transforming a sales force from transactional selling to one that creates value for the customer is a long journey...Every part of the company has to put the customer first...Virtually every company will have among its customers some who are progressive and fully understand the value of collaborating with their suppliers to the mutual benefit of both. Start there, and don't turn 
back...Above all, value creation selling will spur your ING to come up with new ideas and innovations that will continually differentiate it in the 
highly competitive business environment of the twenty-first century. It is the pathway to a prosperous future."
3.DEFINE APPROPRIATE PRODUCT AND SERVICE OFFERING AND MATCH IT TO THE CUSTOMERSUNIQUE NEEDS.
More than half of all consumers say a negative online experience leads to online and offline abandonment.

With the click of a mouse, a customer who has invested time and effort researching your products and services online, and who may have purchased policy plans  store in the past, will disappear forever because of a single, bad online experience.

Often the issue that caused the customer to abandon his or her transaction could have been resolved easily with help from a live agent. As such, ING realize  can no longer think of their individual channels as self-sustained entities, but as integral parts of an entire brand operation. 

Interactive help options like "click to call" and "click to chat" deliver cross-channel personalization capabilities that allow companies to target and engage customers proactively based on their perceived needs. These technologies can have a profound effect on online sales, provided that the companies implementing them follow certain guidelines. These guidelines include: 

Proactively targeting "engaged" Web site visitors

Offering the most appropriate contact based on context

Moving shoppers seamlessly across channels

Sharing information from one channel to the next

Can you imagine retail stores where nine out of 10 customers left without buying and no one ever asked them what they were looking for? Well that's the state of affairs in the online customer service world. Engaging customers proactively is the equivalent of a sales representative walking up to a customer in a retail store and kindly saying, "May I help you with something?"

Companies that deliver personalized cross-channel experiences for their customers using click to call and click to chat have increased sales conversions, reduced Web site abandonment and improved service efficiency dramatically. This kind of contextualized approach to online customer interaction has increased conversion rates by as much as 20 percent and decreased handling times by up to 20 percent, according to a recent Jupiter Research report. 

The Right Contact at the Right Time 

The reality is that most companies would prefer not to have every customer inquiry result in a phone call or chat, and they invest heavily in providing self-service tools to address basic customer service issues. While many online marketers view this as an effective way to reduce costs, it sometimes exacerbates customer frustration by denying them the personalized service they need to complete a sale. The result is an unhappy customer and a missed opportunity for the company to generate revenue.

"In the future, retailers will need to develop a more balanced view of interactions across channels, optimizing for a combination of cost and satisfaction. Valuable customers, for instance, may require different service options than other customers," according to a December 2006 study by Forrester Research.

In those instances where customer contact is desired or required, click to call and click to chat not only offer quality service and increase contact center efficiency, but also help metamorphose the contact center into a sales center by targeting individual customers based on their perceived needs and potential value. This can be done by evaluating individual customers according to profile or segment information.

For example, companies that segment their customer base into gold, silver and bronze categories can set a rule that presents click to call to gold (high-value) customers throughout their session, but only to silver and bronze customers once their shopping carts reach a certain threshold.

Gold customers get the piece of mind of always having the phone option should they have a questions, while lower-value customers are channeled to less costly service options like FAQs, e-mail or chat (unless they meet the shopping cart
4.IDENTIFY CROSS SELLING AND UP SELLING.
         Cross-sell and up-sell  software typically include the capability to quality prospects, track contracts, and refer them to sales persons when appropriate event driven marketing is one aspect of cross-selling .for example IN ING an event would be a large policy, which would then trigger a sales person to call the customer and ask if he or she would be interested in other plans of policies. Cross -selling and up-selling can also be based on identifying the life-path needs of the prospects. For example ING should recommend money back policy to those of their customers who are approaching retirement. If customers with young children could be identified then ING could cross-sell child life plans , cross sell and up-sell software may be used to schedule sales calls, keep detailed records about sales activities, and check on the status of customer orders. This software may also be integrated with inventory software(to see what products are in stock) or field services /external customer support(to learn how the product is working for the customer.   
5.INCREASE RETENTIION OF  EXISTING CUSTOMERS THROUGH IMPROVED AFTER SALES, SERVICE, AND SUPPORT.
            Successful Customer Acquisition and Customer Retention Marketing Strategies.

Targeted marketing is a critical component of your marketing success. Attracting and retaining profitable customers and turning potential customers into actual customers is a huge challenge – especially when you consider the multitude of consumer data available. Whether it's business-to-business marketing or business-to-consumer marketing, ING need to know your customers. By understanding the demographic characteristics, lifestyle behaviors and purchase preferences that drive your audience's decisions, ING can successfully tailor their marketing strategies to reach those most likely to purchase your product or service, increase your customer loyalty and improve customer profitability.

Powerful Marketing Solutions

Market targeting starts by combining your proprietary customer data with our segmentation systems and the most comprehensive databases available. The result is sound, actionable, intelligent information targeted for your specific industry.

ING VYSYA' targeted marketing solutions provide the tools you need to effectively reach and retain your best customers, while improving customer loyalty and customer profitability. When conducting business-to-consumer marketing, you'll discover your customers' lifestyles, habits, preferences and needs, including:

· Specific product usage 

· Channel preferences 

· Technology adoption 

· Media usage 

· Lifestyle and other consumer behaviors 

· Life cycle data 

Proven Steps to Success

ING VYSYA' established best practices for customer acquisition and customer retention marketing integrates information, analysis and marketing applications for targeting their best customers and prospects and retaining company’s best customers. ING VYSYA Using ' 4-step market targeting process of Discovery, Strategy, Implementation and Measurement, ING VYSYA trained representatives will help company apply Precision Marketing techniques to develop the best customer acquisition and customer retention solutions to tackle your specific marketing challenges:

1. Discovery –ING VYSYA Begin with a complete examination of both your customer base and your market to identify your highest value customer segments and best new sales opportunities. This link between your internal information and the marketplace provides valuable insight into your customers' purchasing behavior and preferences – revealing who is likely to buy more and which products or services they want. With this information in hand, you immediately improve your opportunities to increase customer profitability and improve customer loyalty.

Lifestyle segmentation is a key component of the customer analysis phase and helps to identify life stages, income ranges, education levels and media preferences. Learn which products fit your customers' lifestyles for more precise planning of cross-sell and up-sell promotions.

2. Strategy 
Once your key customer segments have been identified, develop targeting strategies that address customer needs and take full advantage of your new opportunities today and into the future. This strategic phase focuses on the three core areas essential for true customer acquisition and retention success: customers, markets and delivery channels.

3. Implementation – Implement Your Plan
The knowledge gained from the analysis and strategic planning phases allow you to implement a solid targeted marketing plan. Target prospects precisely, choosing segments that match your customer base and media channels that match their preferences. Reaching potential customers with targeted offers has never been easier.

4. Measurement – Measure Your Performance
During the measurement phase of your program, arm yourself with the performance benchmarks and "potential" analysis to assess the effectiveness of your strategies and implementation tactics. The ability to measure against these actions is critical – it is the only way you can gain the insight to make improvements, implement cost savings and accurately assess gains or losses. Measuring your results can increase your response rates for the next campaign and help to allocate your marketing budget more effectively. 
Powerful Customer Acquisition and Customer Retention Solutions

By combining your proprietary customer data with our segmentation systems and the most comprehensive databases available, you get customer acquisition and customer retention solutions targeted for your specific industry. The following customer acquisition and customer retention solutions and platforms are available:

· Data – reveal product usage through primary research and survey data 

· Segmentation – uncover specific lifestyle information 

· Software – map customers and perform in-depth analyses 

· Internet – download additional data for analysis 

· Consulting – gain customized solutions through our analytical services division, Integras 

By combining the business-to-consumer marketing solutions most relevant to you and your business, you will improve your customer profitability and customer loyalty.

Market Segmentation

ING VYSYA' market targeting segmentation research tools excel at uncovering hidden patterns of consumer behavior for you to capitalize on. ING  help you improve the targeting of your specific market segment and audience by understanding the demographic characteristics, lifestyle behaviors and purchase preferences that drive their buying decisions. ING VYSYA has led the industry in analytical marketing segmentation research solutions that generate proven business-to-consumer marketing results for our clients.

ING VYSYA segmentation systems provide a flexible framework for decision-making that is consistent from the individual, to local markets, to the national level – and every level in between. This ability to "upshift" or "downshift" across market segments with total consistency is a unique benefit of working with ING VYSYA
Browse through the comprehensive listing of  ING  targeted marketing segmentation solutions, designed to bring all consumer profiles, market segmentation and facets of your segmentation challenges into focus. Our marketing segmentation research system options allow you to easily locate the best market segmentation solution for your business needs.

Unparalleled primary consumer research

ING VYSYA offers the most extensive links to the nation's leading syndicated surveys and databases of consumer behavior. These consumer profiles provide a powerful targeting tool to accurately segment consumers by lifestyle, media and product preferences. National and local market profiles are available.

· Convergence Audit Survey™ – The Convergence Audit provides market intelligence regarding communication, energy and technology use through actual consumer attitudinal and behavioral information. 

· Insurance Audit Survey™ – The Insurance Audit provides detailed information about consumer behavior of insurance and investment products. 

· Market Audit® Survey – Market Audit is the largest syndicated database of consumer financial behavior – compiled annually from interviews with over 100,000 households, Market Audit covers household use of dozens of financial products, accounts and account balances, where accounts are held and more. 

Extensive segmentation partnerships

ING VYSYA  targeted marketing segmentation systems link to more syndicated product-use surveys, direct mail lists, audience measurement and other key databases in the U.S. and Canada than any other segmentation systems. These links make it possible to use our market segmentation data for a wide variety of business-to-consumer marketing applications, from media planning to database marketing. Our partnerships give you the power and confidence of proven market segmentation research and technology expertise.


Segment your Customers – Target your Prospects
Increasing ING VYSYA market targeting effectiveness is one of your toughest challenges – how do you make the most of your marketing dollars while successfully reaching and retaining your most profitable customers and prospects? Market segmentation helps to easily classify your best customers and find more like them – resulting in improved customer profitability and customer loyalty. With the overwhelming range of data and segmentation offerings available, you need an easy-to-use resource that connects market demographics, consumer segmentation and behavioral survey data in one system.

ING VYSYA Consumer Point provides a comprehensive solution that allows you to link your internal data with the external market perspective, uncovering valuable information about your greatest opportunities. Consumer Point includes the following collection of ING VYSYA well-known and powerful market segmentation and market data systems:

· PRIZM® NE—The New Evolution 

· PRIZM NE 5Y 

· Workplace PRIZM NE 

· P$YCLE® NE 

· P$YCLE NE 5Y 

The Marketer's Complete Online Toolkit
ING VYSYA is a new online targeted marketing experience. Rather than focusing on a single marketing discipline, we have created a toolkit that allows marketers to complete all of their marketing and planning projects from a single resource.

· Market Analysis – Produce reports, maps and data variables for your market areas. Analyze demographic trends, consumer spending and business profiles to choose the best markets and site locations. 

· Customer Analysis – Segment your customers to target your best growth opportunities. Understand customer lifestyles, product preferences, and media habits so you can target customers and prospects more effectively. 

· Business to Business Analysis – Discover your best business to business customers and competitors, plan your strategy and then execute it 

Until now, multiple resources were required to complete robust marketing analysis. This versatile tool provides answers to all your needs:

· Dozens of detailed reports/maps – Demographics, Consumer Buying Power, Retail Market Power, Business Facts and much more! 

· Thousands of data variables offering insight into any US market. 

· Thousands of behavioral profiles that unlock the behaviors of your target customers and prospects. 

· Market leading consumer segmentation – PRIZM NE, P$YCLE NE,  

· Complete business to business matching and discovery tools 

· Consumer and business to business prospect lists 

BusinessPoint™
B2B Marketing, Online in Real Time
ING VYSYA Business point a robust, web-based portal, gives you the ability to discover, plan, evaluate and execute your business-to-business efforts. Use Business Point to gain a better understanding of your B2B customers and get the complete picture of the "B2B" landscape in your market. In short, after using  ING VYSYA  Business Point, you will achieve more successful business-to-business market targeting campaigns!

ING VYSYA  is a cost-effective targeting tool that will answer your toughest marketing questions. The comprehensive information about each business helps you define and target your direct mail, telemarketing, and direct sales efforts. The site offers the flexibility to refine your analysis by using filters to receive exactly the information you're looking for.

PRIZM® NE
The New Evolution in Segmentation
For the fourth time in as many decades, ING has recrafted its targeted marketing segmentation technology to correspond with the largest data collection effort ever undertaken by any entity – the 2000 U.S. Census. The PRIZM NE system captures the essence of the previous PRIZM system, as well as the best-in-class methodology of MicroVision. What's different – and most powerful – about the current development process for PRIZM NE is that it links household and neighborhood-level segment assignments.

Updating segmentation systems to evolve with the times is nothing new for ING  The Census transition from 1980 to 1990 found us updating both PRIZM and Vision, one of ING  former segmentation systems. These updates resulted in the creation of the 62-cluster version of PRIZM and the 95-atom MicroVision system at the ZIP+4 level. This updating process has kept ING  at the forefront of segmentation development.
The Power of Segmentation Where Consumers Work
Effectively identifying and targeting the customers who drift in and out of your market area during their workdays can be challenging, yet this is a critical component of your marketing success. Whether they are eating out for lunch, dropping off dry cleaning, getting cash at the ATM, or picking up a birthday card, consumers like the convenience of buying products and services near where they work. For as many as three shifts a day, 365 days a year, a neighborhood's workplace population constitutes a significant—but often untapped—market of potential customers.

Now you can target your customers where they work with the same standard segmentation system you use to target them at home. Workplace ING provides marketers with the distribution of INGVYSYA segments carried into a neighborhood by its working population. Once its workers arrive, a geography's ING  profile can be as different from its resident population profile as, quite literally, night and day.
Market targeting segmentation data and products will help you increase your customer profitability and improve your customer loyalty. Contact 
ING to find out how we can help you with market segmentation, targeted marketing segmentation research, consumer profiles, market data and demographic segments data needs.
DATA ANALYSIS AND PRESENTATION
1. Please tick the factor that drives you for the purchase of the insurance.
	CATEGORY
	RESPONDENTS

	Safety 
	35

	Benefits
	23

	Comfort
	22

	Brand
	20
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INTERPRETATION:

Out of 100 people who participated in survey it is found 35 are  giving more importance to safety, and 23 are giving for benefits, and   22 are giving for comfort, and 20 are giving for the brand. The majority of the customers are giving more importance to safety.
2. Do you plan to have a life insurance policy in near future.
	CATEGORY
	RESPONDENTS

	With in 6 months
	38

	With in 1 year
	21

	After 1 year
	28

	Above 1 year
	13
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INTERPRETATION:

Out of 100 people who participated in survey it is found 38 customers are willing to take the policy within 6 months, 21 are  willing within 1 year, and  28 are willing to take after 1 one year and 13 are  willing to take above 1 year. So the majority of the customers are within 6 months.
3. which of life insurance policy do you prefer for your family.
	CATEGORY
	RESPONDENTS

	Traditional Plans
	19

	Money back Plans
	34

	Unit linked Plans
	27

	Market investment Plans
	20
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INTERPRETATION:

Out of 100 people who participated in survey it is found 19 are showing interest for traditional plans , and 34 are interest for money back policy and 27 are interest for unit linked plans,  20 are interest for market investment plans. So  majority of customers will go for the money back policy.
4. which mode of payment do you find more suited to your convenience.

	CATEGORY
	RESPONDENTS

	Quarterly
	29

	Half yearly
	28

	Yearly
	24

	Any other
	19
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INTERPRETATION:

Out of 100 people who participated in survey it is found 29 are willing to pay the amount in quarterly and 28 are willing to their amount in half yearly and 24 are willing to pay their amount in yearly, and 19 are willing to pay their amount in other modes. So majority of the customer are willing to pay amount in quarterly.
5. Are you satisfied with the services and benefits of the insurance company in which you have policy.
	CATEGORY
	RESPONDENTS

	Yes
	74

	No
	26


[image: image10.emf]RESPONDENTS

74

26

0

10

20

30

40

50

60

70

80

Yes No

RESPONDENTS


INTERPRETATION:

Out of 100 respondents who have the ING policy 74 are satisfied with the company service.
Out of 100 respondents  who having the policy in ING 26 are not satisfied with their services. 
6. Do you suggest the insurance  company in which you have policy to your friends?
	CATEGORY
	RESPONDENTS

	Yes
	71

	No
	29
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INTERPRETATION:

Out of 100 respondents who have the ING policy 74 are willing to suggest their friends. 
Out of 100 respondents  who have the policy in ING 29  are not willing to suggest their friends. 
7.  which of the following media in your view is the best seated for the insurance industry.

	CATEGORY
	RESPONDENTS

	News papers
	33

	T.V 
	26

	Hoardings
	23

	Events
	18
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INTERPRETATION:

Out of 100 people who participated in survey it is found 33 are know about the ING VYSYA POLICIES by news papers.26 are know by T.V. and 20 are know by hoardings and 10 are know by events.
ANALYSIS OF CUSTOMER RELATIONSHIP MANAGEMENT IN HYDERABAD

Respondents Profile

Name:





Sex:

Age:





         phone :
(1) Please tick the factor that drives you for the purchase of the insurance.
A) safety                                             B) benefits
C) comfort                                         D) Brand                        
(2) DO you plan to have a life insurance policy in near future.

A) Within 6 months                          B) Within 1 year
C) After one year                              D) Above one year           
(3Which of the life insurance policy do you prefer for your family.
A)Traditional plans                          B) money back plans           
C) Unit linked plans                         D) market invest plns          

4)which mode of payment do you find more suited in your convenience.
A) Quarterly                                     B) Halfyearly

C) yearly                                           D) Any other                         
5) Are you satisfied with the services and benefits of the ING VYSYA LIFE insurance company you have policy.
 A) Yes                                               B) No          
(6) Do you suggest the insurance the ING VYSYA to your friends.
A)  yes                                                 B)No                             

(7) which of the following media in your view is the best seated for the insurance industry.
(A) News papers                                B) T.V.                               

(8) Any expectations that are not fulfilled by the ING VYSYA company and suggestions.---------------------------------------------

-----------------------------------------------------------------------------------.

I THANK TO YOU VERY MUCH FOR YOUR VALUABLE TIME AND COPERATION IN COMPLETING THIS QUESTIONNIRE.
CONCLUSIONS
FINDINGS:
 From the project study and interpretation the findings are s follows :

           Our country india has a population 120 crore and that are only 8 crore people have life insurance policy. Out of 100 samples 65% people have insurance policy in LIC and remaining 35% people have insurance policy In other insurance companies.

          Most people have trust in LIC than any other insurance company and still LIC holds huge market share in life insurance sector in India.

         The reason behind this is LIC is a public sector company and has its roots from 50 years in India.

      82% people are taking insurance policy only if it is within their budget and have flexible payment options and remaining is taking policy if it is not with in budget. But due to benefits is taking policy and reputation of the company.
       Among various factors 55% of people are looking for benefits policy and remaining 20% people are looking for brand name of insurance company. 
RECOMMENDATIONS:
             There is a huge potential market for life insurance companies in India as out put of 120 crore population. Only 8 crore are insured. The insurance companies should educate people about insurance its importance, different policies and benefits of policies.
              The people opt for policy by taking into consideration price of premium of policy and benefits of policy and least importance is given to brand name. the life insurance companies should look over flexible payment options from the point of untapped potential market in India.

               The price of premium of a policy must be within the budget of common man and life insurance companies should provide flexible payment options. By doing so, the private insurance companies can surely capture the untapped market along with creating brand name.
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Marketing is a social and managerial process by which individuals and groups obtain what they need and want through creating, offering and exchanging products of value with others.





Marketing consists of all activities which a company adopts itself to its environment-creativity and profitability”.-philip kotler





“The entire business has to be seen from the point of view of the customer”.





“Marketing research is the systematic problem analysis model building for





 the purpose of improved model building and for improved decision making 





and control in marketing of goods and services.” 





Marketing research serves two major functions, it provides information for decision-making and it intelligence new knowledge.- Philip kotler 

























































































































































































































































































