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NEED OF THE STUDY

To analyze the concept of insurance better and for making customer awareness analysis towards insurance. First a sample survey should be done on these things to know the awareness level of customers in this regard and by this the satisfactory levels of the existing investors who have already invested in life insurance.

There is more competition in this industry so there is a need to retain the customer with the organization. So to sustain in the market the company has to follow various strategies by attracting new investors and to retain the existing investors.

Value addition to Organization

1) The organization can estimate the satisfactory levels of existing customers in life insurance.

2) The Organization can know about the potential investors, who are interested and going to invest in life insurance in the near future.

3) They can know about Asset Management Companies, which people prefer to invest.

4) The Organization can do more business with this

Value addition to myself:

 1) We will get Industry exposure.

 2) We can know about level of awareness about life insurance in people.

     3) We can know about the satisfactory levels of existing investors

     4) We can trace out the future investors

Objective:

· Our main objective is to selling the various life insurance policies and creating need to the customer to save their amount. 

· To create aware

· Less among the customers about different products of Centrum direct.

Objectives
The main aim of the present study is to accomplish the following objectives:

Primary Objective:

   To study and analyze the Perception of people towards life insurance in the current Financial Market.

Secondary Objective:

1) To know the present satisfactory levels of existing policyholders.

2) To know the reasons for preferring life insurance.





Limitations of the study

1) The time is not sufficient to meet all the investors.

2) Respondent’s suggestions may or may not be correct.

3) Researchers don’t have experience.

4) Factors considered in the questionnaire may or may not be Sufficient.

5) Sample size is too low to get the proper information.

6) As many customers are not willing to give their opinions, we are unable to 

      get Proper information.

7) Opinions of investors may vary by time.

METHODOLOGY

The objective of the present study can be accomplished by conducting a systematic market research. Market research is the systematic design, collection, analysis and reporting of data and findings that are relevant to different marketing situations facing the company. The marketing research process that will be adopted in the present study will consist of the following stages:

a. Defining the problem and the research objective: 
The research objective states what information is needed to solve the problem. The objective of the research is to derive the opinion of the users and opinion of the potential customers.

b. Developing the research plan: 

Once the problem is identified, the next step is to prepare a plan for getting the information needed for the research. The present study will adopt the exploratory approach wherein there is a need to gather large amount of information before making a conclusion. If required, the descriptive and casual approaches may also be used.

c. Collection and Sources of data: 

Market research requires two kinds of data, i.e., primary data and secondary data. Being a firm in financial services, data gathering will involve usage of both primary and secondary data though there 

         Will be an extensive usage of primary data. Well-structured questionnaires will be prepared for both the existing and potential customers. There will be personal interview surveys mostly in-home (door-to-door) surveys. The questionnaires will contain both open-ended and close-ended questions. Here, open-ended questions will be more useful, as it is an exploratory research being conducted, wherein the main objective is to get an insight into how investors think. Secondary data will be collected from various journals, books and web sites.

d. Analyze the collected information: This involves converting raw data into useful information. It involves tabulation of data, using statistical measures on them for developing and calculating the averages.

e. Report research findings: 

This phase will mark the culmination of the marketing research effort. The report with the research findings is a formal written document. The research findings and personal experience will be used to propose recommendations to develop the performance of the organization.

RESEARCH DESIGN:   

“A research design is arrangement of conditions for collection and analysis of data in a manner that aims to combine relevance to the research purpose with economy in procedure”.

   Descriptive research studies are those studies, which are concerned with describing the characteristics of a particular individual

SAMPLE DESIGN:

A sample design is a definite plan for obtaining a sample from a given population. It refers to the technique or procedure that the researcher would adopt in items for the sample.
Type of sample design:  

             I have selected my sampling design as Non- Random Sampling in that also my sampling type is convenience sampling this is based on the convenience of the researcher. It is not that much easy to identify potential customer, I need to go their, communicate with them and then sell the concept of the and life insurance to the customers who require the products

   Summary
AN IMPACT STUDY OF PROMOTIONAL EVENTS ORGANIZED ON THE LAUNCH OF CHILD GAIN POLICY OF BAJAJ ALLIANZ

       Promotional Mix

Marketing managers use different components of the promotional mix as tools for achieving company objectives—advertising, personal selling, public relations, and sales promotion. Each of these elements can be further divided into additional subcomponents or strategies. The majority of a company's promotional resources are usually spent on these four elements for a simple reason: Companies perceive these methods as the most effective means to promote their products. Other specialized promotional techniques, however, are also used to enhance promotional objectives.

Advertising: Advertising is often thought of as the paid, no personal communication used in the promotion of a cause, idea, product, or service by an identified sponsor. The various advertising delivery methods include banners at sporting events, billboards, and Internet Web sites, logos on clothing, magazines, newspapers, radio spots, and television commercials. Among the common forms of advertising are advocacy, comparative, cooperative, informational, institutional, persuasive, product, reminder, point-of-purchase, and specialty.

Personal Selling: Personal selling is considered one of the most effective promotional techniques because it facilitates interaction between consumer and seller. With personal selling, a salesperson can listen to and determine a consumer's needs by asking questions and receiving feedback from the consumer. Furthermore, personal selling activities can generate long-lasting friendships between consumers and sellers that typically generate many repeat purchases. Personal selling can also occur by means of interactive computers, telephone conferences, and interactive videoconferencing. A drawback of personal selling, however, is its high cost. Examples of products promoted through personal selling include automobiles, life insurance, real estate, and many industrial products.

Public Relations: Public relations has been de scribed as building goodwill with a company's various publics, including consumers, employees, government officials, stockholders, and suppliers. The overall goal of any public relations effort is to project a positive company image when dealing with such issues as community and government relations, employment practices, and environmental issues.

Consumers. Public relations efforts are extremely important for maintaining a company's consumer base. Consumers must believe that they are buying from a caring, honest, and trustworthy company. Negative media stories about, for example, exploiting workers or producing substandard products can do enormous damage to a company in the eyes of consumers. Erosion of a company's client base is likely to result in both lost sales and lost market share.

Employees. The most valuable asset a company has is its employees. Therefore, it is essential that employees believe in their company. Public relations communications are extremely important in ensuring that employees receive information about the company before outside media receive and report the information. A good example of providing superior public relations would be to inform company employees that a small reduction in the work force is required but that a full severance package will be provided for laid-off employees. Although this news is not positive, the employees are hearing about it first from the company and are also aware that they will be receiving assistance from the company. If employees read or see negative reports about the employer without a credible public relations explanations, they may find other work or reduce their productivity because of low morale.

Government officials. Maintaining a positive public image is also important because government agencies and offices (e.g., Federal Trade Commission, Federal Communication Commission) monitor the media and have regulatory oversight over company activities. Positive stories in the media obviously help promote a positive image to government regulators, which reduces the chance of being investigated and possibly fined. The opposite is also true: Stories about client complaints or other dishonest practices or potentially illegal actions will draw the government's attention and probably some sort of investigation—something that no company wants. An investigation can drag on for months, even years, providing even more negative publicity. Even if the government regulators find no wrongdoing, the public is still likely to be skeptical because the company was investigated. Therefore, every company must make its best effort to answer any questions that regulators have regarding negative media stories or consumer complaints. A strong, well-organized public relations department will ward off potential trouble by being honest, friendly, positive, and helpful to government regulators and members of the news media.

Stockholder: Another key interest group for any company that offers publicly traded securities are the stockholders. If company stockholders generally receive positive news about a company, they are more likely to maintain investment, which helps keep the stock price up. Negative news that is not countered with positive public relations can create uncertainty about how the company is running and encourage stockholders to sell and to invest in other companies. This action can cause the stock value to decrease, making it difficult to attract new investors.

Suppliers: Positive public relations are essential for a company's relation with its suppliers. Suppliers are most concerned about being paid for the product they are selling to a company. Since most suppliers are generally not paid until ten to twenty days after delivery of their product, they must have faith in the ability of a company to pay its bills. Any negative news regarding a company's financial position in the absence of a full and complete explanation from the public relations department may result in a damaged reputation with suppliers. Suppliers could stop shipping their products or demand that payment is made at the time of delivery. Neither option is appealing to a company, and both could cause critical delays in getting its products to market.

Sales Promotion Sales promotions are marketing practices designed to facilitate the purchase of a product that do not include advertising, personal selling, or public relations. Companies use sales promotion for a variety of reasons; (1) to attract new product users who will hopefully turn into loyal consumers who keep buying the product; (2) to reward existing consumers with a price reduction, thereby maintaining their loyalty; and (3) to encourage repeat sales from occasional consumers.

Special Promotional Activities

Companies use a variety of sales promotion tactics to increase sales, including advertising specialties, cash refund offers/rebates, contests and sweepstakes, coupons, patronage rewards, point-of-purchase displays, premiums, price packs/cents-off deals, samples, and trade shows.

Advertising specialties. Companies frequently create and give away everyday items with their names and logos printed on the items such as bottle/can openers, caps, coffee mugs, key rings, and pencils. Companies prefer to use inexpensive handouts that will yield constant free advertising when used by the recipient.

Cash refund offers/rebates. A cash refund or rebate is similar to a coupon except that the price reduction comes after the product is already purchased. In order to receive the cash refund/rebate, the consumer must send in a "proof of purchase" with the company offer in order to obtain the refund. Rebates are often an excellent form of sales promotion for a company to use because a high percentage of consumers will not send in the forms for the refund.

Contests and sweepstakes: Many companies use contests and sweepstakes to increase the sales of a product. As a reward for participating, consumers might win cash, free products, or vacations. With a contest, participants are required to demonstrate a skill; for example, entrants might be asked to suggest a name for a new product, design a company logo, or even suggest a company name change. Contest entries are then re viewed by a panel of judges; the originator of the winning entry receives a prize, usually in the form of cash or a vacation. In contrast to the skill required with contests, a sweepstakes winner is determined by chance. For example, consumers maybe given a scratch card in fast-food restaurants; if three-of-a-kind or another predetermined criterion is achieved, the consumer would be given a free hamburger or some other selected prize.

Coupons. Coupons are certificates that give consumers a price savings when they purchase a specified product. Coupons are frequently mailed, placed in newspapers, or dispensed at the point of purchase. In addition, some companies have coupons generated when an item is scanned at the register. Companies can promote both new and mature products through the use of coupons.

Patronage rewards. Awards provided by companies to promote and encourage the purchasing of their products are called patronage rewards. Airlines use this strategy by awarding frequent-flyer miles to consumers who use their services often. When a consumer has earned enough frequent-flyer miles, he or she can redeem a free ticket. Credit card companies also use patronage rewards by providing a list of free products a person can order based on the number dollars charged in a specified time period.

Point-of-purchase displays. Point-of-purchase promotions can include displays and demonstrations that take place at the point of purchase. The cardboard cutouts of popular movie stars that are put next to merchandise are excellent examples of this method. One drawback to point-of-purchase displays is that stores do not have time to set up all the ones that are offered, so only a handful of them are used. Companies frequently offer assistance in assembling and removing promotional displays to encourages storeowners to use their point-of-purchase displays.

Premiums. A premium is a good offered free or at a low cost to encourage consumers to buy a particular product. Companies can also offer premiums in the form of reusable containers bearing names and logos in order to help promote other products. In addition, a company may also decide to use a self-liquidating premium. The costs associated with self-liquidating premiums are passed along to consumers through the cost of product.

Price packs/cents-off deals. Price packs provide consumers with a reduced price that is marked directly on the package by the manufacture. Companies can offer price packs in the format of two for the price of one or offer products such as a tube of toothpaste and a toothbrush in one package for a lower price than that of the two items purchased separately. Consumers generally react favorably to price packs because they are perceived as a real bargain.

Samples. Some companies offer free samples of their products. The rationale for offering a free product sample is to achieve immediate consumer introduction to the product. Companies have several ways to introduce potential consumers to product samples. Commonly used delivery methods include mailing the product, passing the product out in stores, or door-to-door delivery of the product. The largest drawback of free samples is their high cost. However, it is expected that the associated sales will offset the initial cost of the free samples.

Trade shows. Most industries hold conventions and trade shows each year to show off new technology, assess consumer trends, and review other issues important to the industry. Trade shows provide firms that sell to a particular industry an excellent opportunity to promote new products, make new contacts, renew existing business relationships, maintain or build a reputation, and distribute promotional materials.

Promotional Objectives

There are a number of promotional objectives, some of the most common being information dissemination, product demand, product differentiation, product highlights, and sales stabilization. Regardless of the promotional objective selected, the company's goal is to inform and convince consumers to buy the product.

Information Dissemination One of the most basic desires of a company is to provide information about a product to potential consumers. Tools available to an organization for informing potential consumers about a product include billboards, flyers, Internet Web sites, magazines, newspapers, radio spots, and television commercials. Normally a variety of these promotional tools are used to communicate a single, coordinated message to potential consumers. These different promotional tools can provide potential consumers with an array of information about a product, such as features, quality, and/or price. The informational focus depends on the makeup of the target audience that the company is trying to reach with its message.

Product Demand Another organizational goal of promotional activities is to create product demand. A company has several promotional options for fostering product demand. For example, a company may focus on using a primary demand strategy that concentrates on trying to increase demand for a general product or service line. Large companies or cooperatives that have well-known and large product lines normally use the primary demand strategy. Advertisements for these companies carry over to all product categories and, as a result, may improve sales in several product areas. Companies also use another marketing strategy, known as selective demand, which concentrates on promoting a specific brand within a company's product line. Selective demand is often used to help promote a new product so that consumers are aware of the new addition to a large company's product line. A company may also utilize a selective demand strategy when it wants to sell a product that has a high profit margin. A good example of this strategy is the active promotion of sport utility vehicles by major automobile companies.

Product Differentiation A common challenge faced by companies is increased competition, which often results in the market being flooded with similar products. Consumers may conclude that no substantial difference exists between the products (homogeneous demand) and, therefore, look for the lowest-priced product to purchase. An industry that has experienced the problem of homogeneous demand is the soft-drink industry. With few exceptions, most consumers do not make a distinction among the numerous beverages that are offered. A company that excels at product differentiation can normally demand a higher price for a product because of its perceived higher quality.

Product Highlights Companies have another tool to employ in order to justify a higher-priced product: A firm can accentuate the product's exceptional quality in detail to convince consumers that the extra cost is worthwhile. Highlighting a product's quality might sound easy, but a company must first develop superior advertisements to promote the product. Moreover, the firm must develop a reputation for making a superior product that is well known to the average consumer. Volvo is one company that has done an excellent job of creating the image of producing only high-quality, safe cars. Thus. Volvo can charge an extra premium for its cars. Caterpillar has also nurtured and promoted a reputation for producing only the best heavy earth-moving equipment in the world. It, too, charges an increased price for its products.

Sales Stabilization A challenge that companies face is inconsistent demand for their products throughout the year. Reasons for this fluctuation can range from seasonal demand to changing economic conditions. Most companies would rather have a consistent demand for their products throughout the year, since this would allow them to have steady production and distribution facility operations. Ice cream manufacturers often face this dilemma because in the summer months demand for ice cream normally reaches its highest levels while sales decrease substantially in the winter. In order to combat these shifts in product demand, ice cream companies might offer coupons to encourage the purchase of their products during slow sales seasons.

What is Child Gain?
Taking care of a child is perhaps the most important job a parent can have. It is but natural that you would like to give your child your best, and therefore, this is the time when careful financial planning can help you fulfill the aspirations that you have for your children. The Bajaj Allianz Childgain solutions help you to enjoy the joys of parenthood responsibility, with the reassurance of a secure future for your child.

Common features in the 4 Options of Bajaj Allianz "Child Gain” Solutions
1. Limited Premium Payment Term which means that the premiums are payable till your child attains age 18 years.

2. Your contributions grow by the way of compounded annual bonuses, which will be paid to you with the first guaranteed payout (policy anniversary following age 18 of your child), for in-force policies. In addition to the annual bonuses, a terminal bonus may also be paid.

3. You are also eligible for Tax Benefits under Section 88 and Section 10 (10 D) of the Income Tax Act.

4. Assuring Your Child's Future: In an uncertain world, the prime interest of your child cannot be jeopardized in any way. Which is why we have built in some added benefits in all our plans to protect the interests of your child's future, by counter insuring you – the policyholder. 


Premiums
For your convenience we have provided three Premium Payment Modes that can be Yearly, Half yearly or Quarterly. We also offer a Monthly Premium Payment Mode under salary deduction schemes.

Surrender
we offer you the choice of surrendering the policy provided three full years premiums have been paid (Two years for premium payment terms of 5 and 6 years).
The guaranteed minimum surrender value is 30% of all premiums paid excluding the first year premium and excluding the premiums for premium waiver benefit and Family Income benefit and additional benefit opted for. The guaranteed minimum surrender value after the premium payment term will be the discounted value of the outstanding installment payments discounted at 10% p.a. rate of interest.

Loans
Loans are not available with Bajaj Allianz “Child Gain” Solutions.

15 days Free Look Period:
Within 15 days from the date of receipt of the policy, you have the option to review the terms and conditions and return the policy, if you disagree to any of the terms & conditions, stating the reasons for your objections. You will be entitled to a refund of the premium paid, subject only to a deduction of a proportionate risk premium for the period on cover and the expenses incurred on medical examination and stamp duty charges.



Exclusions
The Death Cover is subject to the following Exclusion:
Suicide within one year from commencement of risk, whether sane or not.
This product brochure gives the salient features only. The relevant policy document is the conclusive evidence of the contract, and provides in detail all the conditions, exclusions related to each of plans under the Bajaj Allianz "Child Gain" Solutions. VIJAY 

               This product is only for the children’s it helps full for their carrier and the people know the life insurance. It is insurance come saving policy 

Bajaj Allianz ‘Child Gain’ Plan

Taking care of a child is perhaps the most important job a parent can have. It is natural that you would like to give your child your best, and therefore, this is the time when Careful financial planning can help you fulfill the aspirations that you have for your Children. The Bajaj Allianz Child Gain Solutions help you to enjoy the joys of parenthood responsibly, with the reassurance of a secure future for your child.

What does Bajaj Allianz ‘Child Gain’ Plan offer you?

Bajaj Allianz Child Gain offers a wide array of solutions that allows you to plan for

Your child’s future by providing you with as many as 4 distinct and unique options.

Option 1: Child Gain 21

Option 2: Child Gain 24

Option 3: Child Gain 21 Plus

Option 4: Child Gain 24 Plus

Common features in the 4 Options of Bajaj Allianz ‘Child Gain’ Plan

1. Limited Premium Payment Term which means that the premiums are payable

Till your child attains age 18 years.

2. Your contributions grow by the way of compounded annual bonuses, which will

Be paid to you with the first guaranteed payout (policy anniversary following

Age 18 of your child), for in-force policies. In addition to the annual bonuses, a

Terminal bonus may also be paid.

3. You are eligible for Tax Benefits under Section 80C and Section 10(10) D of the

Income Tax Act.

4. Assuring Your Child’s Future: In an uncertain world, the prime interest of your

child cannot be jeopardized in any way. Which is why we have built in some

added benefits in all our plans to protect the interests of your child’s future, by

counter insuring you - the policyholder.

Death Payout:

In the event of unfortunate death of the child during the policy term, the payouts shall be as under:

Age Payout

Below 7 years Premiums paid will be refunded without interest and

The policy will terminate.

Above 7 and Sum assured with accrued bonuses will be paid and

Below 18 years the policy will terminate.

Above 18 and Outstanding payouts will be paid as one lump sum

Below 24 years and the policy will terminate.

Important details of Bajaj Allianz ‘Child Gain’ Plan

Eligibility Conditions Child Gain 21 and Child Gain and

Child Gain 21 Plus Child Gain Plus

Maximum age of the policyholder 20

Minimum age of policyholder 50

Minimum age of child 0

Maximum age of child 13

Minimum Premium Payment Term 5

Maximum Premium Payment Term 18

Maximum Policy term 21 less age at 24 less age at

Entry of LA (Child) entry of LA (Child)

Maximum age of child at maturity 21 24

Minimum Sum Assured Rs. 100000 

Maximum Sum Assured Rs. 5000000 

Minimum Premium Minimum Premium Rs. 5000 for yearly mode,

Rs. 2,500 for half-year mode, Rs. 2000 for quarterly mode

and Rs. 700 for monthly mode

(Monthly mode available under salary deduction scheme only and minimum proposal

Deposit should be Rs.2100 i.e. three months payment in advance).

Age = Age on last birthday.

The Policy Term + Age of policyholder should not exceed 70 for all plans.

Inbuilt Benefits

• Premium Waiver Benefit: In case of death or accidental total permanent disability

of the policyholder during the premium payment term, all future premium

Payments are waived. This benefit will not be available in the event of accidental

Permanent total disability after age 65 of the policyholder.

• Family Income Benefit: In case of death or accidental total permanent disability

of the policyholder during the term of the policy, a monthly income benefit of

1% of the sum assured (12% per annum) subject to a maximum of Rs.10,000

p.m. becomes payable till the end of the policy term. This benefit will not be

Available in the event of accidental permanent total disability after age 65 of the

Policyholder.

• Option to Purchase further Insurance at Maturity: For ensuring continuity of the

valuable insurance protection that the child was enjoying, we offer the child an

option to purchase a with profits endowment or an equivalent plan from Bajaj

Allianz Life Insurance Company for twice the amount of face value of this

Policy, without any medical examination, on the premium rates prevailing at

That time (The application must be made at least 6 months prior to maturity of

This policy.

Payout Structures For Child Gain 21 and Child Gain 21 Plus: The minimum guaranteed payouts are as

Follows:

Policy Anniversary following Completion of Age 18 19 20 21 Payout as % of Sum Assured 20% + Accrued 25% 25% 35%* Bonuses For Child Gain 24 and Child Gain 24 Plus: The minimum guaranteed payouts are as

Follows:

Policy Anniversary following Completion of Age 18 20 22 24Payout as % of Sum Assured 25% + Accrued 25% 25% 40%* Bonuses

* Refers to probable increase in payout based on higher interest during the payout

Period. Start of Life Benefit

Unique Feature of Bajaj Allianz ‘Child Gain’ 21 Plus and 24 Plus

These packages offer you the choice of providing a unique Start of Life Benefit for your child. For a nominal amount, an additional Sum Assured subject to a maximum limit of Rs. 10 lakes will become payable to enable the child start his/her professional life smoothly, in case of an unfortunate death or Accidental Permanent Total Disability of the Policyholder during the term of the policy. This benefit will not be available in the event of accidental permanent total disability, after age 65 of the policyholder.

Bajaj Allianz Life Insurance Company Limited.

Child Gain

This product brochure gives the salient features of the plan only. The policy documents the conclusive evidence of the contract, and provides in detail all the conditions, exclusions related to the ‘Bajaj Allianz Child Gain’ Plan.

Insurance is the subject matter of the solicitation. For More Information: Kindly consult our “Insurance Consultant” or call us today on the numbers mentioned above. This brochure should be read in conjunction with the Benefit Illustration and Policy Exclusions. Please ask for the same along with the quotation.

Section 45 of the Insurance Act, 1938.

“No Policy of life insurance affected after the coming into force of this Act shall,

After the expiry of two years from the date on which it was effected, be called in

Question by an insurer on the ground that a statement made in the proposal for

Insurance or in any report of a medical officer, or referee, or friend of the insured,

Or in any other document leading to the issue of the policy, was inaccurate or false,

Unless the insurer shows that such statement was on a material matter or suppressed Facts which it was material to disclose and that it was fraudulently made by the Policy-holder and that the policy holder knew at the time of making it that the statement was false or that it suppressed facts which it was material to disclose.”

Prohibition of Rebate: Section 41 of the Insurance Act, 1938 states:

1) No person shall allow or offer to allow, either directly or indirectly, as an

inducement to any person to take out or renew or continue an insurance in

respect of any kind of risk relating to lives or property in India, any rebate of the

whole or part of the commission payable or any rebate of the premium shown

on the policy, nor shall any person taking out or renewing or continuing a policy

accept any rebate, except such rebate as may be allowed in accordance with

the published prospectuses or tables of the insurer.

2) Any person making default in complying with the provisions of this section shall

be punishable with fine, which may extend to five hundred rupees.

Contact Details

For your convenience we have provided 4 Premium Payment Modes that can be Yearly, Half yearly, Quarterly and monthly. We also offer a Monthly Premium Payment Mode under salary deduction schemes.

Surrender we offer you the choice of surrendering the policy provided three full years premiums

Have been paid (Two years for premium payment terms of 5 and 6 years).

The guaranteed minimum surrender value is 30% of all premiums paid excluding the first year premium and excluding the premiums for Premium Waiver Benefit and Family Income Benefit and Additional Rider Benefit if opted. The guaranteed minimum surrender value after the premium payment term will be the discounted value of the outstanding installment payments discounted at 10% p.a. rate of interest.

Loans

Loans are not available with Bajaj Allianz ‘Child Gain’ Plan

15 days Free Look Period:

Within 15 days from the date of receipt of the policy, you have the option to review the terms and conditions and return the policy, if you disagree to any of the terms &

Conditions, stating the reasons for your objections. You will be entitled to a refund of the premium paid, subject only to a deduction of a proportionate risk premium for the period on cover and the expenses incurred on medical examination and stamp duty charges.

Company Profile

ABOUT THE COMPANY

Bajaj Alliance Life Insurance Co. Ltd is a joint venture between two leading

 Conglomerates – Allianz AG, one of the world’s largest insurance companies, and Bajaj Auto, one of the biggest two and three wheeler manufacturers in the world. Bajaj Allianz is one of India’s leading private life insurance companies. It stands 2nd among the private Insurance companies in India and 3rd among the Insurance companies in India. It is one of the fastest growing private life insurance companies in India. Bajaj Allianz currently has over 300,000satisfied customers. They are even backed by a network of 155 offices spanning the country.

Bajaj Allianz General Insurance Company Limited, one of India's leading private general insurance companies, reported a 50 percent increase in gross premium income to 12,850 million rupees (234 million euros) excluding service tax for its business year 2005-6, ending March 31. Net profit grew 9.8 percent to 516 million rupees (9 million euros). 

Bajaj Allianz General Insurance is aiming for accelerated market penetration in future. "Going forward, the company's focus will continue to be on growth with underwriting profits, and preparing ourselves for the free pricing scenario from 2007 onwards," said Kamesh Goyal, CEO.



The company, a joint venture company between Bajaj Auto Limited, a leading Indian manufacturer of two- and three-wheeler vehicles and the Allianz Group, issued 3.9 million policies over the twelve-month period, the highest rate among private insurers. Its claim settlement ratio reached 93 percent.

Bajaj Allianz Life wins new business

Bajaj Allianz Life Insurance, meanwhile, reported a 216 percent increase in new business premium to 505 million euros in its business year 2005-6. The company, which is now Indian's leading life insurance company, said its industry market share grew to 7.6 percent from 3.4 percent in the previous year. It aims to become India's first profitable life insurance company soon, by employing an innovative economic model & keeping costs low. It issued 777,492 new policies in fiscal 2005-6.

Bajaj Allianz Life Insurance is now based in 534 towns, compared with 293 towns in 2004-5. It employed 108,155 agents in its last fiscal year, more than doubling than 47,078 agents in the previous year. 

Growth follows the company's refocus on customer needs, a program which started two years ago. "Our basic promise is 'Jaisi Jaroorat Vaisa Insurance' – insurance meeting the customers' needs," said CEO Sam Ghosh. "We focus on what customers want and not what we want to sell. We let customers decide which channel they are comfortable to buy from."

"Our end objective is to have satisfied customers and satisfied customers are drivers in the life insurance business more than anything else," continued Ghosh. "This focus has brought us so far so rapidly and we are sure this focus will help up maintain our leadership as well."

Diverse range of customers

The company has identified flexible products which are suitable for Indians' needs. It caters for more than 290 segments of consumers, stemming from diverse religious, cultural and educational backgrounds. 

Bajaj Allianz Life Insurance recognizes that its average customers are looking for low-price products, such as its "6-in-1 Healthcare" product, with a premium of just 100 rupees (1.75 euros) per month. It also offers more sophisticated products for astute investors, as well as an ethical fund, which takes into account religious guidelines and environmental concerns. 

It entitled its innovation of the year "Bajaj Allianz Banyan Tree". This expansion model reflects how a branch sets up small sibling satellites, which in turn grow into branches, in the same way that banyan tree branches start another tree when their branches touch the ground.
As with all content published on this site, these statements are subject to our Forward Looking Statement disclaimer, provided on the right.

Analysis:

After collecting the data through survey I have done analysis of the information collected. The sample size in the present study is 100 and the total respondents of this survey has well responded in a very interesting manner. The topic on which the survey is conducted is Customer Perception towards Private Life Insurance Companies.  The survey covers only the Hyderabad region. The analysis is based on questionnaire designed.

Allianz Bajaj declares bonus for policyholders 
Pune, 15th March, Allianz Bajaj Life Insurance Company Limited, a joint venture between Allianz AG of Germany and Bajaj Auto and also the fastest growing private life insurance company, announced the compounded reversionary bonus on the Sum Assured up to March 2003-04 for the second continuous year. The Board of Directors of the company also approved a â€œspecial bonus for the policyholders. Bonuses once declared by the company are fully guaranteed.

The compounded bonus is different from simple bonus as in a compounded bonus, the bonuses already attached to the policy also earn through bonuses declared every year. If this declaration of bonus were repeated every year, then at the current level i.e. at 2.3%, the policyholder would receive a return on investment of up to 5.7% on premiums paid in the long term, in addition to the valuable life protection benefits. 

The compounded reversionary bonus would be applicable to all regular premium with-profits policies in-force as on 31.03.2004.The total compounded reversionary bonus rate for the main line of regular premium products like Invest Gain and Cash Gain will be a total 2.3% p.a. of the Sum Assured of which 1.8% p.a. will be compounded reversionary bonus and 0.5% p.a. will be the â€œspecial bonus€�. 

Announcing the bonus rates, Sam Ghosh, Country Manager, Allianz and CEO, Allianz Bajaj Life Insurance said â€œThe total bonus of 2.3% on the mainline products this year compares favorably with the 2.5% declared last year in the current market conditions. This is significantly better if one takes into account that the drop in 10-year gilt rates from 6% to 5% during the course of the year and also the benchmark interest rates dropped significantly during 2003-04. This has put a downward pressure on the bonuses. We are using the process of smoothing our bonus rates for participating policies to provide better bonuses to policyholders. 

The bonus rate for all other types of regular premium policies like Save Care, Cash Care, Lifetime Care and Child Care would be a total of 1.2% of the Sum Assured (inclusive of the special bonus).

Allianz Bajaj Life Insurance Company has developed insurance solutions that cater to every segment and age-income profiles. Its products include Invest Gain (a unique life insurance plan where sustenance of income is combined in the same plan that also pays a lump sum), Cash Gain (Money Back), Child Gain (Childrenâ€™s plan), Risk Care (Pure Term), Lifetime Care (whole life), Term Care (term with return of premium), Swarna Vishranti (Retirement Plan), Protector (Mortgage term insurance plan), Unit Gain (Unit Linked Whole of Life Plan) and Unit Gain Single Premium.

Allianz Bajaj is poised for an accelerated growth in the market and has already become the fastest growing private life insurance company in India. Allianz Bajaj has a wide pan India presence of office network in 56 cities of the country and is aided with a strong and trained Agency network of over 27,000 agents. Allianz Bajaj has also forged strong Banc assurance and Corporate Agency relationships and continues to build on new tie-ups for fast track growth and deep market penetration. 

Allianz Bajaj has launched a slew of need-based products to cater to each varied needs of the customer. Currently Allianz Bajaj has a product portfolio of 18 products and more need-based products are in the pipeline. 

Allianz Group

Allianz Group is one of the world's leading insurers and financial services providers. 

· Founded in 1890 in Berlin, Allianz is now present in over 70 countries with almost 174,000 employees. At the top of the international group is the holding company, Allianz AG, with its head office in Munich. 

· Allianz Group provides its more than 60 million customers worldwide with a comprehensive range of services in the areas of

· Property and Casualty Insurance, 

· Life and Health Insurance, 

· Asset Management and Banking. 

ALLIANZ AG- A GLOBAL FINANCIAL POWERHOUSE 

· Worldwide 2nd by Gross Written Premiums - Rs.4, 46,654 cr.  

· 3rd largest Assets Under Management (AUM) & largest amongst Insurance cos. - AUM of        Rs.51, 96,959 cr. 

· 12th largest corporation in the world 

· 49.8 % of global business from Life Insurance 

· Established in 1890, 110 yrs of Insurance expertise 

· 70 countries, 173,750 employees worldwide 

Bajaj Group

Bajaj Auto Ltd, the flagship company of the Rs. 8000 crore Bajaj group is the largest manufacturer of two-wheelers and three-wheelers in India and one of the largest in the world.
A household name in India, Bajaj Auto has a strong brand image & brand loyalty synonymous with quality & customer focus.  

A STRONG INDIAN BRAND- HAMARA BAJAJ

· One of the largest 2 & 3 wheeler manufacturer in the world

· 21 million+ vehicles on the roads across the globe 

· Managing funds of over Rs 4000 cr.

· Bajaj Auto finance one of the largest auto finance cos. in India

· Rs. 4,744 Cr. Turnover & Profits of 538 Cr. in 2002-03

· It has joined hands with Allianz to provide the Indian consumers with a distinct option in terms of life insurance products.

· As a promoter of Bajaj Allianz Life Insurance Co. Ltd., Bajaj Auto has the following to offer -

· Financial strength and stability to support the Insurance Business.  

· A strong brand-equity.

· A good market reputation as a world-class organization. 

· An extensive distribution network. 

· Adequate experience of running a large organization.

Why Bajaj Allianz Life Insurance

An Impeccable track record across the globe in providing security and cover for you and your family...

We, at Bajaj Allianz, realize that you seek an insurer who you can trust your hard earned money with

Allianz AG with over 110 years of experience in over 70 countries and Bajaj Auto, trusted for over 55 years in the Indian market, together are committed to offering you financial solutions that provide all the security you need for your family and yourself.

Bajaj Allianz brings to you several innovative products, the details of which you can browse in this section

Key Achievements in FY 2005-06: 

• No.1 Pvt Life Insurer FY 2005-06. Leading by Rs. 78 Cr. 

• No.1 Pvt Life Insurer in Retail Business. Leading by Rs. 339 Cr. 

• Whopping growth of 216% for the FY 2005-06 

• Have sold over 20,00,000 policies to satisfied customers 

• Is backed by a network of 900+ offices spanning the country 

• Accelerated Growth 

	Fiscal Year
	No of policies sold in FY 
	GWP in FY 

	2001-2002 (6mths)
	21,376
	Rs 7 cr. 

	2002-2003
	1,15,965
	Rs 69 cr. 

	2003-2004
	1,86,443
	Rs 221 cr.

	2004-2005
	2,88,189
	Rs 1002 cr. 

	2005-2006
	7,81,685
	Rs 3134 cr. 


• Assets under management Rs 3,324 cr. 

• Shareholder capital base of Rs 500 cr. 

Products

   Protector
A Mortgage Reducing Term Insurance Plan

This is the perfect plan to protect the family from the repayment liability of outstanding loans, in the unfortunate case of death of the loaner. There is also an option to cover the co- applicant of the loan at a very nominal cost under this plan...

Child Gain
Children's Policy

Right from providing for your child's education to securing a bright future, this plan is tailor- made to suit your child's needs...

Cash Gain
Money Back Plan

This is the only money back plan that offers quadruple protection, going up to 4 times the basic sum assured, and a family income benefit
Swarna Vishranti
Retirement Plan

In addition to life insurance and attractive tax benefits, this plan enables you to make adequate provisions for your years after retirement as well...

Invest Gain
An Endowment Plan

This savings plan combines high protection (up to quadruple cover) with a unique family income benefit
Term Plan with Return-of-Premium

An economic way of providing life cover, this plan also ensures the return of all premiums at the time of maturity...

Lifetime Care
Whole Life Plan

This whole life plan provides survival benefits at the age of 80 thereby making sure you are financially secure at the time when you need it the most...

KEYMAN INSURANCE
A Promising Business Opportunity

The thumb rule for buying insurance is that your insurance needs are minimal in your early earning years, increase with added responsibilities (Marriage, children, loans etc.) and taper off by the time you retire. It is difficult to find a single

Insurance plan that can take care of all your changing requirements in life – additional protection, more money to invest, sudden requirement of cash or a steady 

Post-retirement income

New Unit Gain Easy Pension Plus

Unit Linked Retirement Plan without life cover 

Bajaj Allianz Unit Gain Easy Pension is a plan that helps you take control of your future and ensure a retirement you can look forward to. This is a regular premium investment linked deferred annuity policy. Available as: Unit Gain Easy Pension Regular Premium & Unit Gain Easy Pension Single Premium

HealthCare
This is a three-year health insurance plan, providing comprehensive health cover with life insurance benefit. You can choose the amount of cover for each benefit separately in multiples of the minimum cover amount, subject to a maximum multiple of 10.

Capital Unit Gain 
• Big Boss of all ULIPS 
• Capital Unit gain is a unit linked endowment regular premium plan that is designed to suit all your insurance & investment needs

Group Plans

GROUP CREDIT SHIELD

Available for Employer - Employee Groups


and Non Employer-Employee Groups


GROUP TERM LIFE

Available for Employer - Employee Groups


and Non Employer-Employee Groups


GROUP TERM LIFE SCHEME

in lieu of EDLI (Employees Deposit Linked [image: image6.png]


Insurance

NEW GROUP SUPERANNUATION SCHEME

Assure your Employees a financially secured, stable and independent post retirement life


NEW GROUP GRATUITY CARE SCHEME

Giving your Employees and their families the    heartening reassurance of your care and financial security

COMPETTITORSOF THE BAJAJ ALLIANZ CHILD GAIN POLICY

· birla sun life insurance

· hdfc standard life
· 
 sbi life insurance

· aviva life insurance
· max new york life
· 
 ing vysya life insurance

· tata aig insurance
· 
 tata aig

· group term insurance

· convertible insurance

· shriram life insurance

· hdfc standard life insurance

· icici prudential

· lic

· birla sun life

· lic india

· money back policy

· pension plan

· lic agent 

· Lic of india

· tata aig life
· max newyork life insurance
· 
birla sunlife

	· 


· tata aig life insurance

· icici lombard
· metlife india life insurance
· 
lic insurance

· Insurance nri

· om kotak mahindra

· new india assurance company

· bharti axa

· ing vysya life

· sahara india insurance

· kotak life insurance

On the Job Training

In the survey conducted on “selling of 3 policies with Rs 45,000 premium per month for Bajaj Allianz life insurance”. I have collected the information from various people and Organizations with the help of a structured Questionnaire.  


In this survey I have collected the information from different people who are having life insurance and their opinion about insurance, their satisfactory levels.


         In the above survey I went with marketing executives and learned about life Insurance. 

Introduction

  Company has given me the target of collecting data base from prospective customers during these 2 months. Our company guides are helping a lot in explaining each and every point regarding in achieving our targets. Till now I undergone training Sections and also participated in their office works and had taught all the manual Works that take place in Centrum direct. .Our job is to collect data base from Prospective customers, and sell policy and give them It to company. I am doing my Project under our company Guide Mrs.Shamala My Company people are Showings the potential areas, we need to go there and Survey that area at last we are supposed to submit the report. My theoretical knowledge’s helping a lot unconvincing the customers to give their details like that; being professional they are allowing us to make a talk with them. By the completion of my project I am surely can say that the person with good communication skills, Patience and a little bit of knowledge is enough to be a marketing manager. While coming to the point of achievements, our Job is to collect database and the finally selling the policy’s still now. So it will take some time to get the results. I am so happy with the OJT and with my work.

Target/tasks:

· Selling of insurance policy worth RS.45, 000 for month.
· And recruiting 10 I.C (insurance consultancy)for 4months.
· Each and every individual has given a target of collecting database of various prospective customers.

· Tele calling.

· Explaining about the all the investment schemes to walk-ins at customers door.

· Fixing appointments.

· Closing the policy.

  Achievements:

· I had done 40,000 business still now

· I had generated 4 (I.C.) insurance consultancies.

· I have learnt about the different type of mentalities.

· I have done marketing survey Ruler areas

· I have learnt the organization awareness.

· I have learnt the different type of product.

· I have received Rs 8000 incentive in my project.

SUGGESTIONS

· Bajaj Allianz are not concentration on the advertisements that why people don’t know the company name I think company is little bit of amount spending on the advertisement company will be growing very well and they comes lot of profit They know the public Averance.

· Compare to other companies Bajaj Allianz is good growing company in India. They covered only main big cities, towns. Company has don’t know the rural places. Company has concentrate on those rural places. Why because in India rural places has more then the cities.

CONCLUSION:

The M.T. has been very helpful in developing the soft skill area, boosting the confidence and also understanding the application of theory learned in the classroom. Also it has been helpful to enhance knowledge in terms of various functional aspects of organization, products and industry.


A part from given practical exposure to me, OJT is beneficial to organization also as it provides platform to the organization to experiment different low cost activities and enhancing with channel partners

Data Analysis

1. People Interested in insurance Product on their age

	AGE
	% OF INVESTORS

	10-20
	9

	20-30
	17

	30-40
	33

	40-50
	21

	50-60
	20
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This graph represents the perceptions of people towards insurance  according to age factor. People between the age group of 30-40 are more interested to invest in insurance than people in the remaining age groups. People between age group of 40-60 are also interested but in less number. People between age group between 10-20 are not that much interested because they don’t know the insurance. 

2. Opinion of people interested on different type of product 
	OPINIONS OF PRODUCT
	 % OF INTERSTED

	ULIP
	43

	CHILD GAIN
	10

	HEALTH CARE
	23

	GROUP PLANS
	08

	PENSION PLANS
	16
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Interpretation:

 in this survey, I came to conclude that 43% of total investors made their investment  in ULIP product based on the high returns from the mutual funds and, 23 % of investors made their investment in health care based on the safety their health and 10% of investors made their investment child gain based on the their child future and The remaining 24% of investors made their investment objective based up on the tax benefit they get through insurance.

3. Satisfactory levels of people towards Bajaj Allianz

         Satisfactory levels of People




% of People

           Fully Satisfied







25

           Satisfied








37

           Partially Satisfied





           10

          Not Satisfied







28
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Interpretation:

In this survey, I came to conclude that 25% of total investors are fully satisfied by investing in insurance, 37% of investors are satisfied and 10% are partially satisfied, by investing in insurance. The remaining 28% of investors are not satisfied because of various reasons.

4. Investment decision of people towards Bajaj Allianz life insurance
     Investment decision




                  

% of People

     Company/Brand Value






         16


      Fund Performance


    



                     64

       Tax Benefits







                      20
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Interpretation:

In the survey I came to conclude that 12% of people are investing by Tax benefits because only business people invest for their tax benefits. 68% of people are investing due to fund performance because middle class people expect high returns and rest of the people basing on company brand value.

Findings

· Many people between the age group of 25-60 years are interested to invest in insurance.
· People in the age group below 19 years and more than 60 years are less interested to invest in insurance because they don’t want to take any risk.
· Many people are interested to invest in insurance because of high returns, tax benefits. 
· Most of the business people, employees who are working in financial institutions have awareness about mutual insurance than other category of people. People who are in the middle of their careers are more interested in investing.
· To invest in insurance most of the persons prefer a time horizon of one to three years.
· Approximately 95% of the investors opined that investing in insurance is good.
· Persons who earn 10,000 and more interested to invest in insurance.
· More Middle class people who have awareness about insurance are showing interest to invest as systematic investment plan.
· More people are interested to invest in insurance who have good past performance.
Questionnaire

     Name:

     Gender:

    Designation :

1) Age 

    a) 19-25
b) 25-45
c) 45-60
d) above 60

Family members

Children’s          
            male   (   )                          female (   )

Age     (   )           

Age     (   )           

2) Monthly Income


a) 7000-10,000 b) 10,000-15,000 c) 15,000-25000 d) above 25,000

3) In which of the following you would like to invest your money?


a) Shares
b) Mutual funds c) insurance d) if any others (specify)

4) What is your investment objective?

      a) high returns   b) safety   c) regular returns  d) tax benefits   

5) What is your opinion about Bajaj Allianz life insurance?


a) Very good b) Good c) Fair d) Bad

     6)    Do you know the Bajaj Allianz child gain policy?

                     Yes (   )        No (   )

7) Are you an insurance holder?

    a) Yes    b) No

8A) if yes are you satisfied with returns that you are getting from it?

        a) Fully Satisfied   b) Satisfied c) Partially Satisfied   c) not satisfied

9B) If You are not satisfied… why?

a) You are not getting expected returns   b) You get loss 

10) While you are investing in insurance whose advice do you take?

a) Self b) Friend  c) Financial advisor d) Any body who knows about insurance

11) Which influences most while taking investment decision?

      a) Company/ brand value    b) Fund performance c) tax benefits d) if any                

             others specify ….

12) Why do you prefer insurance?

a) Security b) Assured in returns c)Less risk, middle leverage   d) tax benefits
  e) any other     reasons  (specify)

13) What type of insurance you prefer?


a) Short term    b) Long term c) Systematic Investment fund

14) While you are investing in insurance are you able to take any type of risk?

     a) Yes      b) No     c) Some times I can take risk

BIBLIOGRAPHY:

      To update my knowledge in the field of marketing to do my project effectively I referred some of the books like Philip kotler’s marketing ideas. To know about my company I referred to  www.centrum.co.in  and  for concepts of life insurance  I login into www.google.com,  For  daily NAV (Net Asset Values)  I login into    www.valueresearchonline.com.         [image: image10.png]
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