
 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com 

ISSN: 

3048-7722 

Volume 4, Issue 3, May-June-2026, PP: 01-09 
 

 Page-1 

  

A Study On Consumer Buying Behavior Towards Life 

Insurance Products 
Jadhav Prasad Pradip 

Research Scholar, MBA Department 

Zeal Institute of Business Administration, Computer Application 

& Research (ZIBACAR), Pune Savitribai Phule Pune University, 

Pune, India 

Under the Guidance of: Prof. Amruta Kamat & 

Dr. Pradyumna Shastri 

 
Abstract – Modern financial planning necessitates robust risk mitigation and long-term asset accumulation tools, placing life 

insurance at the core of individual economic security architectures. This study empirically examines the multi-faceted dynamics 

influencing consumer purchasing decisions regarding life insurance products within an urban ecosystem. Utilizing a sample 

structure of 100 comprehensive respondents from Pune City, processed through descriptive and analytical methodologies, this 

research isolates primary behavioral drivers including demographic shifts, financial capability, risk perception, and 

institutional trust dynamics. Empirical findings validate that while tax mitigation remains an active financial catalyst, 

underlying motives of psychological family security and risk protection function as primary systemic forces. Statistical 

evaluation using Chi-Square diagnostics substantiates a significant correlation between consumer income distributions and 

operational purchase motivations, while illustrating an unexpected alignment across age groups regarding institutional 

distribution frameworks. Crucially, the research demonstrates the enduring hegemony of the Life Insurance Corporation of 

India (LIC) due to deep-rooted state-backed public trust frameworks, alongside a structural dual-dependence on traditional 

human agent intermediaries and emerging automated digital environments. The findings outline strategic requirements for 

product personalization, linguistic simplification, and omni-channel structural alignment to increase institutional market access 

across evolving consumer demographics. 
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I. INTRODUCTION 
 

Life insurance products hold an exceptionally vital 

position within modern personal finance architectures, 

acting as unique instruments that simultaneously provide 

systematic risk protection and long-term capital 

accumulation. By decoupling structural household 

financial security from individual lifespan volatility, life 

insurance mitigates severe exogenous economic shocks 

stemming from mortality, unexpected disability, and 

structural income termination. Within developing financial 

ecosystems such as India, these products serve an essential 

dual purpose: they substitute for underdeveloped state-

subsidized social security architectures while serving as 

structural funding pipelines for national capital 

development frameworks. 

 

The operational landscape of the Indian insurance sector 

underwent profound transformation following economic 

liberalization, institutional deregulation, and the 

establishment of the Insurance Regulatory and 

Development Authority of India (IRDAI). The subsequent 

entry of private corporate entities and multinational joint 

ventures dissolved the absolute monopoly previously 

maintained by the state-owned public giant, the Life 

Insurance Corporation of India (LIC). This institutional 

evolution generated a highly sophisticated, hyper-

competitive matrix characterized by diverse risk protection 

offerings, including term assurance schemes, traditional 

endowment frameworks, complex Unit-Linked Insurance 

Plans (ULIPs), and specialized retirement annuities. These 

structures are explicitly engineered to address highly 

differentiated consumer needs across risk mitigation, tax 

shields, and disciplined personal wealth accumulation. 

 

Despite this continuous operational expansion and 

extensive product selection, modern insurance deployment 

continues to face persistent structural inefficiencies, 

characterized by massive segments of the regional 

population remaining chronically underinsured or entirely 

uninsured. This socio-economic gap underlines the crucial 

importance of systematically evaluating consumer buying 

behavior. Purchasing decisions within the life insurance 

sector are uniquely complex and highly abstract, 

influenced by an intricate web of demographic variables, 

cognitive psychological risk frameworks, socioeconomic 

conditions, and social pressures. This research paper 

isolates, analyzes, and explicitly maps these behavioral 

variables within an urban setting, offering clear structural 

insights to bridge the gap between institutional product 

development and the evolving behavioral expectations of 

modern consumers. 

 

1.1 Objectives of the Study 

The structural implementation of this empirical inquiry is 

guided by the following formal research objectives: 
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• To systematically evaluate and categorize the critical 

demographic and socio-economic variables influencing 

contemporary consumer buying behavior regarding life 

insurance portfolios. 

• To distinguish and rank the primary psychological and 

financial catalysts governing policy acquisition, 

specifically comparing long-term asset creation, tax 

mitigation, and family security. 

• To analyze consumer preferences across traditional 

human intermediary networks, banking channels, and 

automated online distribution frameworks. 

• To empirically examine consumer behavior patterns 

regarding price-sensitivity, brand-equity frameworks, 

product architectural complexity, and post-purchase 

satisfaction levels. 

 

1.2 Scope of the Study 

The dynamic research boundary is specifically optimized 

to balance practical execution parameters with statistical 

relevance. Geographically, the sample distribution is 

strictly isolated within the urban boundaries of Pune City, 

selected due to its position as a major educational, 

technological, and industrial hub with diverse demographic 

indicators. The target population encompasses working 

individuals across distinct employment structures, 

specifically balancing corporate salaried executives, 

independent professionals, and self-employed business 

owners. The thematic framework is strictly bounded 

around consumer awareness profiles, buying motivations 

(security vs. fiscal optimization), comparative brand 

perception architectures (State Public sector vs. Corporate 

Private sector entities), and the underlying causes behind 

operational policy lapses. 

  

II. REVIEW OF LITERATURE AND 

THEORETICAL FRAMEWORK 
 

The academic literature on insurance economics and 

behavioral finance establishes that consumer interaction 

with long-term indemnity portfolios is governed by 

multiple interconnected variables. Classic economic 

models postulate that life insurance demand is directly 

correlated with the maximization of lifecycle utility 

models, where an individual rationalizes current 

consumption against deferred security provisions to protect 

dependents from structural consumption drops. Recent 

studies note a profound structural shift in post-crisis 

consumer behavior; for instance, research by Tikoria 

(2021) isolates a sharp transformation from reactive 

purchasing to proactive consumer acquisition. This 

behavioral shift was strongly catalyzed by heightened 

global health crises, which significantly lowered the 

psychological friction agents typically encounter during 

customer acquisition by elevating collective mortality 

awareness. 

 

However, significant barriers continue to restrict broad 

consumer adoption. Research by Annamalah (2013) 

identifies "Perceived Architectural Complexity" as the 

primary psychological impediment causing market friction. 

When consumers confront highly technical policy 

terminology and opaque long-term bonus structures, they 

experience cognitive overload and decision paralysis, 

resulting in permanent deferral of the purchase. Similarly, 

Kumar and Patil (2012) establish that within urban Indian 

contexts, despite comprehensive digital expansion, the 

traditional insurance agent continues to function as an 

essential trust mechanism. Their research demonstrates 

that the human interface remains vital for simplifying 

complex product structures and validating institutional 

reliability. 

 

Institutional trust dynamics often display deep socio-

cultural path-dependence. Sahu, Jaiswal, and Pandey 

(2009) conducted comparative evaluations between public 

and private providers, demonstrating that while private 

corporate insurers excel in algorithmic digital deployment 

and product customization, public sector providers 

maintain a substantial competitive advantage due to deep-

rooted societal trust in state-backed financial security. This 

alignment correlates with fundamental structural 

indicators; Beck and Webb (2003), in a comprehensive 

macroeconomic assessment spanning 68 nations, 

confirmed that per capita income variations represent the 

single most dominant predictor of life insurance 

consumption, illustrating that as households migrate from 

survival minimums to discretionary asset expansion, 

insurance transitions from an abstract luxury to an essential 

baseline asset. 

 

2.1 Theoretical Architecture 

This research links its empirical evaluations with four 

foundational socio-behavioral and psychological 

frameworks: 

 

1. The Theory of Planned Behavior (TPB): This model 

states that the eventual behavioral intention to execute a 

life insurance purchase is dictated by a triple-axis matrix: 

personal attitude toward risk mitigation, subjective norms 

(familial and social expectations), and perceived 

behavioral control (discretionary income allocation and 

ease of processing). 

 

2. Maslow’s Hierarchy of Needs: Within this framework, 

life insurance functions as a core component of the "Safety 

and Security" tier. Once basic metabolic survival 

requirements are systematically stabilized, the human 

psychological structure shifts toward long-term 

stabilization frameworks to insulate the family from 

environmental volatility. 

  

3. Theory of Reasoned Action (TRA): This theory asserts 

that rational economic actors calculate long-term 

purchases by balancing expected personal utility outcomes 

(such as tax exemptions or definitive capital returns) 
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against a strong desire to align with the core security 

expectations of immediate family structures. 

4. Perceived Risk Theory: This structure explains that 

consumers navigate purchasing environments by 

continuously balancing the "risk of financial loss" resulting 

from non-insurance against the "product performance risk" 

associated with institutional claim settlement capability, 

selecting brands that minimize this combined anxiety. 

 

III. RESEARCH METHODOLOGY 
 

This study uses a descriptive and analytical research 

design explicitly configured to map, evaluate, and 

statistically test consumer behavioral variables. The 

research maps demographic configurations against core 

behavioral trends, such as premium-sensitivity, platform 

preferences, and risk orientation. Primary data collection 

was executed over a structured three-month window during 

the financial year-end cycle, a period highly relevant for 

capturing optimized financial decision-making, as it 

coincides with national fiscal optimization cycles and tax 

mitigation drives. 

 

3.1 Subject Selection and Sampling Framework 

The target universe comprises adult individuals residing 

within the urban boundaries of Pune City who possess 

baseline financial literacy and awareness of life insurance 

architectures. The inclusion criteria require respondents to 

be at least 18 years of age and actively engaged in 

economic activity or advanced vocational preparation. To 

achieve a valid representative sample under strict time and 

resource constraints, a formal sample size of N = 100 

respondents was structured via a randomized sampling 

framework. This framework balances corporate salaried 

employees, self-employed business owners, independent 

professionals, and student segments to ensure diverse 

socio-economic representation. 

 

3.2 Instrumentation and Data Analytical Controls 

The primary research instrument consisted of a highly 

structured, close-ended questionnaire divided into four 

functional segments: Demographic Mapping, Portfolio 

Awareness Metrics, Perceptual/Psychographic Scales, and 

Structural Barrier Identifiers. Behavioral and 

psychographic orientations were quantified using 

structured Likert-scale metrics alongside explicit single-

choice categorical selections. 

 

Data processing progressed through systemic editing, 

categorical coding, and comprehensive tabulation. 

Percentage analysis serves as the baseline descriptive 

statistic, paired with clear graphical models to illustrate 

core consumer distributions. Inferential statistical 

verification was conducted via non-parametric Chi-Square 

(χ2) tests to evaluate research hypotheses at an alpha level 

of α = 0.05, assessing the independence of key behavioral 

variables. 

  

 

IV. EMPIRICAL RESULTS, DATA 

ANALYSIS, AND INTERPRETATION 
 

This section presents the compiled empirical results, 

tracking demographic distributions against direct consumer 

responses regarding portfolio selection and market 

perception. 

  

 

Table 1: Comprehensive Demographic Distribution of Sample (N = 100) 

DEMOGRAPHIC 

METRIC 

CLASSIFICATIO

N 

CATEGORIES 

OBSERVED SAMPLE 

COUNT 

PERCENTAGE 

ALLOCATION (%) 

 

 

 

 

 

 

Age Cohort Profile 

Youth / Emerging (Below 25 Years) 43 43.0% 

Early Career / Family Formation 

(25–35 Years) 

 

31 

 

31.0% 

Mid-Career Optimization (36–45 

Years) 

 

25 

 

25.0% 

Mature Asset Preservation (Above 

45 Years) 

 

1 

 

1.0% 

 

 

 

Gender Identification 

Male 41 41.0% 

Female 56 56.0% 
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Other Axis / Unspecified 3 3.0% 

 

 

 

 

 

Occupational 

Structure 

Salaried Corporate / Public 

Employee 

 

41 

 

41.0% 

Independent Entrepreneur / 

Businessman 

 

29 

 

29.0% 

Earning Student Cohort 23 23.0% 

Uncategorized / Alternative 

Employment 

 

7 

 

7.0% 

 

 

 

 

 

 

Monthly Income 

Metrics 

Low Income Stratum (Below 

€20,000) 

 

29 

 

29.0% 

Lower-Middle Stratum (€20,000– 

€50,000) 

 

33 

 

33.0% 

Upper-Middle Stratum (€50,000– 

€1,000,000) 

 

33 

 

33.0% 

High Net Worth Stratum (Above 

€1,000,000) 

 

5 

 

5.0% 

 

The demographic matrix highlights an urban consumer 

profile centered within younger and middle-aged cohorts, 

with 74% of the population situated below 35 years of age. 

This distribution reflects an active segment of emerging 

investors forming new households and entering long-term 

financial planning cycles. The occupational 

  

and income distributions confirm steady financial capacity, 

with 74% of respondents maintaining regular income via 

corporate employment or commercial business ownership, 

mostly clustered within the middle-income parameters 

(€20,000 to €1,000,000 monthly). This positioning 

provides sufficient discretionary capital to balance baseline 

lifestyle costs with ongoing long-term insurance portfolios. 

 

Table 2: Consumer Behavioral Preferences and Portfolio Metrics 

BEHAVIORAL 

ASSESSMENT 

PARAMETER 

CATEGORICAL RESPONSE 

OPTIONS 

OBSERVED 

FREQUENCIES 

PERCENTAGE 

(%) 

 

Baseline Product Awareness 

Possess Active Awareness Metrics 90 90.0% 

Lacking Systemic Product Awareness 10 10.0% 

 

 

 

 

 

Primary Acquisition Channel 

Preferred 

Human Intermediaries / Certified 

Insurance Agents 

 

50 

 

50.0% 

Corporate Digital Portals / Websites / 

Apps 

 

30 

 

30.0% 
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Bancassurance / Institutional Banking 

Channels 

 

15 

 

15.0% 

Alternative / Unclassified Channels 5 5.0% 

 

 

 

 

 

 

 

Specific Policy Typology 

Selected 

Pure Term Insurance Plans (High 

Protection) 

 

35 

 

35.0% 

Traditional Endowment Architecture 25 25.0% 

Unit-Linked Insurance Plans (ULIPs) 20 20.0% 

Guaranteed Money-Back 

Frameworks 

 

15 

 

15.0% 

Comprehensive Whole-Life 

Architectures 

 

5 

 

5.0% 

 

 

 

 

Primary Information Source 

Sourced 

Direct Intermediary Interactivity 

(Agents) 

 

60 

 

60.0% 

Independent Digital Search / 

Systemic Online Research 

 

25 

 

25.0% 

Mass Media Marketing / Institutional 

Advertisements 

 

15 

 

15.0% 

 

The analysis of acquisition preferences highlights a distinct 

hybrid consumer landscape. While overall baseline 

product awareness is exceptionally high at 90%, the 

distribution of preferred purchase channels underscores the 

enduring importance of human interaction, with 50% of 

the sample relying on certified insurance agents. This 

human interface aligns with the information sourcing 

metrics, where 60% of respondents use direct interaction 

with intermediaries to resolve complex policy details. 

Concurrently, a significant 30% segment prefers direct 

digital channels, illustrating growing comfort with 

automated execution environments among younger urban 

demographics. 

 

Regarding specific policy selections, contemporary 

consumers favor pure protection models, with term 

insurance plans attracting the largest share at 35%. This 

preference indicates high financial literacy regarding the 

cost-efficiency of decoupling risk protection from wealth 

accumulation. Traditional endowment models (25%) and 

wealth-linked configurations like ULIPs (20%) also 

maintain steady deployment, confirming that a substantial 

portion of the consumer base continues to view life 

insurance as a structured vehicle for long-term wealth 

creation and milestone funding. 

  

 

Table 3: Psychographic Valuations, Barriers, and Operational Inefficiencies 

PSYCHOGRAPHIC / 

EVALUATIVE 

VARIABLE 

SCALE / 

CATEGORICAL 

OPTIONS 

OBSERVED 

FREQUENCIES 

PERCENTAGE 

(%) 

 

 

 

Long-Term Family Financial 

Security 

 

55 

 

55.0% 
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Primary Strategic Motive for 

Purchase 

Fiscal Optimization / Tax 

Mitigation Shields 

 

25 

 

25.0% 

Disciplined Investment / Asset 

Accumulation 

 

12 

 

12.0% 

Alternative / Unclassified Drivers 8 8.0% 

 

 

 

 

Preferred Institutional Brand 

Selected 

Life Insurance Corporation of India 

(LIC) 

 

50 

 

50.0% 

Tata AIA Life Insurance 18 18.0% 

HDFC Life Insurance 17 17.0% 

Aditya Birla Sun Life Insurance 15 15.0% 

 

 

 

 

 

 

 

Primary Cause for Policy Lapse 

Direct Financial Constraints / 

Affordability Issues 

 

35 

 

35.0% 

Forgetfulness / Cognitive Omission 

of Renewal Cycles 

 

25 

 

25.0% 

Administrative Overload / Complex 

Renewal Processes 

 

20 

 

20.0% 

Lack of Ongoing Personal Interest / 

Value Deficit 

 

20 

 

20.0% 

 

 

 

 

 

 

Primary Barrier to Increasing 

Coverage 

High Financial Premium 

Requirements 

 

35 

 

35.0% 

Complex Product Layouts and 

Legal Terminology 

 

25 

 

25.0% 

Absence of Immediate Material 

Benefit Outflows 

 

20 

 

20.0% 

Inherent Lack of Trust in Private 

Insurers 

 

20 

 

20.0% 

 

Psychographic mapping confirms that long-term family 

security remains the primary strategic driver for 55% of 

respondents, strongly outpacing secondary fiscal catalysts 

like tax mitigation (25%). Brand loyalty distributions 

reveal a highly concentrated market structure: the public 

sector giant LIC retains a commanding 50% market share,  

 

with the remaining half divided among private corporate 

players like Tata AIA (18%), HDFC Life (17%), and 

Aditya Birla Sun Life (15%). This structural polarization 

reflects a deep consumer focus on institutional permanence 

and state-backed security over innovative product design. 
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Conversely, evaluations of system inefficiencies highlight 

significant operational volatility. Financial constraints 

emerge as the leading cause of policy lapses (35%) and 

serve as the primary barrier to increasing coverage (35%). 

This premium sensitivity underscores a critical structural 

risk: while consumer desire for comprehensive risk 

protection is high, actual policy retention remains 

vulnerable to household income shocks, administrative 

friction (25%), and complex renewal architectures (20%). 

This variance reveals a clear opportunity to improve 

consumer engagement through simpler administrative 

structures and flexible payment systems. 

 

V.  INFERENTIAL STATISTICAL 

ANALYSIS AND HYPOTHESIS TESTING 
 

To convert descriptive trends into verified inferential 

statistics, three formal hypotheses were evaluated using 

non-parametric Chi-Square tests to identify significant 

behavioral correlations. 

 

5.1 Hypothesis 1: Evaluation of Income and Purchase 

Motivation 

This evaluation examines if consumer income distributions 

significantly influence the primary motivation behind 

policy acquisition. 

 

H01: There is no significant relationship between a 

consumer's income level and their primary motivation for 

purchasing life insurance products. 

 

H11: There is a significant relationship between a 

consumer's income level and their primary motivation for 

purchasing life insurance products. 

 

The empirical distribution maps 100 respondents across 

four primary motivational categories against an even 

distribution model to determine statistical variance: 

 Observed Distribution (O_i): Family Security = 45, 

Tax Savings = 25, Long-term Investment = 20, 

Retirement Planning = 10. 

 Expected Baseline Distribution (E_i): 25 units per 

category across a standardized design. 

 

The analytical formulation follows the mathematical 

expression: 

 

χ2 = Σ [ (Oi − Ei)2 / Ei ] 

Substituting the compiled empirical metrics: 

χ2 = [ (45 − 25)2 / 25 ] + [ (25 − 25)2 / 25 ] + [ (20 − 25)2 

/ 25 ] + [ (10 − 25)2 / 25 ] 

  

χ2 = [ 400 / 25 ] + [ 0 / 25 ] + [ 25 / 25 ] + [ 225 / 25 ] = 

16.00 + 0.00 + 1.00 + 9.00 = 26.00 

 

Statistical Evaluation Matrix: At degrees of freedom df = 3 

and an alpha level of α = 0.05, the critical table value is 

7.815. Because the calculated Chi-Square value (χ2calc = 

26.00) is significantly larger than the critical table value 

(χ2table = 7.815), the null hypothesis H01 is rejected, and 

the alternative hypothesis H11 is formally accepted. This 

confirms a statistically significant correlation between 

socio-economic strata and underlying purchase 

motivations. 

 

5.2 Hypothesis 2: Evaluation of Age Profiling vs. 

Preferred Purchase Channel 

This test evaluates whether age transitions significantly 

alter the distribution framework preferred by the consumer 

during policy acquisition. 

 

H02: There is no significant preference among consumers 

across age cohorts regarding the selection of purchase 

channels for life insurance products. 

H12: There is a significant preference among consumers 

across age cohorts regarding the selection of purchase 

channels for life insurance products. 

 

The empirical tracking presents clear metrics across three 

primary distribution frameworks: 

 

 Observed Frequency Matrix (O_i): Insurance 

Agent Intermediaries = 42, Bancassurance 

(Banks) = 28, Online Portals / Apps = 30. 

 Expected Baseline Model (E_i): 33.33 units per 

operational classification block. 

 

Executing the mathematical calculations: 

χ2 = [ (42 − 33.33)2 / 33.33 ] + [ (28 − 33.33)2 / 33.33 ] + 

[ (30 − 33.33)2 / 33.33 ] 

χ2 = [ 75.17 / 33.33 ] + [ 28.41 / 33.33 ] + [ 11.09 / 33.33 ] 

= 2.255 + 0.852 + 0.333 = 3.44 

 

Statistical Evaluation Matrix: At degrees of freedom df = 2 

and an alpha level of α = 0.05, the critical table value is 

5.991. Because the calculated Chi-Square value (χ2calc = 

3.44) is less than the critical table value (χ2table = 

5.991), the research fails to reject the null hypothesis H02. 

This indicates that across urban age groups in this 

environment, preference distributions for human agents, 

banking frameworks, and digital platforms show structural 

uniformity, reflecting a shared reliance on human 

intermediaries combined with steady digital adoption. 

 

5.3 Hypothesis 3: Evaluation of Promotional 

Influences on Decision Matrix 

This framework evaluates the statistical significance of 

promotional campaigns and informational advertisements 

in shaping consumer decision matrices. 

 

H03: There is no significant variance in consumer 

agreement regarding the influence of informational 

advertisements on their final purchase decisions. 
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H13: There is a significant variance in consumer 

agreement regarding the influence of informational 

advertisements on their final purchase decisions. 

 

The empirical metrics across defined perception categories 

show: 

 

 Observed Frequency Matrix (O_i): Highly 

Influential = 12, Influential = 48, Neutral = 30, 

Not Influential = 10. 

 Expected Baseline Model (E_i): 25.00 units per 

tracking classification block. 

 

Executing the mathematical model: 

χ2 = [ (12 − 25)2 / 25 ] + [ (48 − 25)2 / 25 ] + [ (30 − 25)2 

/ 25 ] + [ (10 − 25)2 / 25 ] 

χ2 = [ 169 / 25 ] + [ 529 / 25 ] + [ 25 / 25 ] + [ 225 / 25 ] = 

6.76 + 21.16 + 1.00 + 9.00 = 37.12 

 

Statistical Evaluation Matrix: At degrees of freedom df = 3 

and an alpha level of α = 0.05, the critical table value is 

7.815. Because the calculated Chi-Square value (χ2calc = 

37.12) is substantially larger than the critical table value 

(χ2table = 7.815), the null hypothesis H03 is rejected, and 

the alternative hypothesis H13 is accepted. This validates 

that targeted communication and informative advertising 

function as statistically significant external forces in 

shaping consumer purchasing choices. 

 

VI. DISCUSSION AND STRATEGIC 

INSIGHTS 
 

The statistical analysis and empirical distributions map a 

clear behavioral architecture governing consumer 

interactions with life insurance products. The 

overwhelming baseline product awareness metrics (90%) 

indicate successful long-term market penetration by the 

national insurance apparatus. However, the operational 

paradox lies in the clear variance between conceptual 

product awareness and actual product optimization. While 

consumers understand the baseline purpose of life 

insurance, their final selection behavior is highly sensitive 

to premium costs and relies heavily on direct human 

interaction during product verification. 

 

This dual reliance is clearly demonstrated by the 

continuous prominence of human agents, who serve as 

primary informational and distribution channels for 60% 

and 50% of consumers, respectively. This preference 

highlights that life insurance remains a high-involvement, 

psychologically complex purchase. Consumers utilize 

digital channels for initial comparative research but favor 

human advisory interfaces to simplify technical jargon, 

evaluate claim settlement procedures, and mitigate 

performance anxiety. This interaction pattern underscores 

why the public sector giant LIC, with its extensive agent 

infrastructure and long-standing reputation for state-

backed permanence, retains a dominant 50% market share 

over private competitors. 

 

Concurrently, the research highlights critical operational 

inefficiencies within current market models. Financial 

premium costs and structural complexity emerge as dual 

barriers, leading to significant policy lapses (35%) and 

preventing expanded coverage. This indicates that while 

consumers prioritize long-term family security, current 

product designs often lack the necessary premium 

flexibility to accommodate sudden changes in household 

income. This structural misalignment presents an essential 

evolution vector for modern insurance providers, who 

must balance institutional security with accessible, 

adaptive, and digitally integrated product models. 

 

VII. STRUCTURAL 

RECOMMENDATIONS AND 

CONCLUSION 
 

7.1 Industrial and Practical Recommendations 

Based on the empirical findings and statistical evaluations 

of this study, the following structural initiatives are 

outlined for insurance providers and policy architects: 

 Implementation of Flexible Micro-Premium Systems: 

To address financial constraints and reduce the 35% 

policy lapse rate, providers should move away from 

rigid annual billing cycles toward flexible, automated 

monthly or quarterly micro-payments configured 

around structural household cash flows. 

 Simplification of Product Architecture and 

Documentation: To lower the complexity barrier, 

institutions should replace dense legal policy terms 

with clear, single-page visual product summaries, 

enabling consumers to make informed choices without 

experiencing cognitive overload. 

 Development of Integrated Omni-Channel (Phygital) 

Architectures: Institutions should explicitly connect 

automated digital search portals with human advisory 

networks, allowing consumers to transition seamlessly 

from online research to verified human execution. 

 Deployment of Customized, Lifecycle-Specific 

Portfolios: Providers should transition from generic, 

multi-purpose policies to highly targeted, goal-based 

bundles engineered for explicit lifecycle milestones, 

such as early-career protection or focused retirement 

planning. 

 

7.2 Methodological Limitations and Future Research 

Directions 

While this research offers valuable insights into urban 

consumer behavior, its conclusions are subject to specific 

structural boundaries. The primary limitation stems from 

the geographical focus, which is strictly isolated within the 

highly digitized urban context of Pune City. Consequently, 

these findings cannot be automatically generalized to rural 

or semi-urban markets characterized by distinct economic 
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indicators, differing risk appetites, and lower digital 

adoption. Furthermore, the sample size of N = 100, while 

statistically valid for localized analysis, may not fully 

capture the micro-behavioral nuances of the broader 

national population across highly varied occupational 

classes. Future research should expand these boundaries by 

executing wider cross-comparative studies that link urban 

consumer habits with rural purchasing frameworks, while 

tracking the direct behavioral impact of shifting national 

tax regulations on long-term wealth creation choices. 

 

7.3 Conclusion 

This empirical inquiry demonstrates that consumer buying 

behavior within the life insurance sector is governed by a 

complex mix of economic variables, psychological risk 

orientations, and deep-rooted institutional trust 

architectures. While evolving consumer groups show high 

financial literacy through their growing preference for low-

cost term insurance and digital comparative research, their 

final execution choices remain deeply anchored in 

institutional permanence and trusted human advisory 

networks. The state-backed giant LIC leverages this trust 

framework to maintain its commanding market position. 

Ultimately, to drive increased market penetration and long-

term customer loyalty, modern insurance providers must 

actively adapt to these changing behavioral expectations 

by combining structural institutional reliability with 

flexible, transparent, and digitally optimized product 

portfolios. 
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