
 

1983 

ResMilitaris,vol.12,n°5, ISSN: 2265-6294 Spring (2022) 

Study on the Utilization of Segmentation Strategies in CRM in Life 

Insurance Sector in Raipur city of Chhattisgarh 

Tanu Bhatnagar 

Research Scholar, Bhilai Institute of Technology, Durg 

bhatnagartanu89@gmail.com 

Dr Daljeet Singh Wadhwa 

 Professor, Bhilai Institute of Technology, Durg 

daljeetsingh.bit@gmail.com 

 

 

Abstract 

In the life insurance industry, effective Customer Relationship Management (CRM) depends 

on effective segmentation tactics suited to specific customer preferences. This study 

examines how gender affects life insurance customer satisfaction using segmentation 

strategies to improve processes and meet various customer needs. Life insurers need 

customer segmentation to provide tailored, policyholder-friendly services. This study 

analyses how demographic categorizations and sophisticated analytics-driven segmentation 

methodologies might improve life insurance CRM marketing, sales targeting, and service 

delivery.  

Keywords: Customer Relationship Management (CRM), life insurance, customer 

segmentation, customer satisfaction, data analytics 

 

1. Introduction 

Efficient Customer Relationship Management (CRM) is crucial for the growth and 

profitability of life insurance in the dynamic and competitive business environment. 

Customer segmentation in CRM systems enables targeted marketing, enhanced sales 

methods, and personalized execution of services. Effective CRM deployment requires 

segmentation methods that customize interactions and offerings to customer demands. Life 

insurance CRM has adopted increasingly complex segmentation strategies as customers and 

data have become more important. Insurers are using sophisticated analytics and machine 

learning to improve segmentation and customer behaviour insights.  

 

The study aims to explore the influence of gender on policyholders' impressions of 

segmentation techniques, with the goal of providing insurers with important information to 
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enhance their segmentation strategies. This study aims to provide insurers with practical 

solutions to improve customer happiness and increase retention rates in a highly competitive 

industry by thoroughly analysing gender discrepancies in segmentation satisfaction. 

2. Review of Literature 

Bean (1990) examines consumer targeting methods in the insurance sector, highlighting the 

significance of identifying and engaging with distinct client categories in the literature 

analysis.  

Peppers and Rogers (1993) promote the use of relationship-building tactics in the insurance 

industry, emphasizing the advantages of customized communication and direct contact with 

customers. 

Bauer and Kunstmann (1995) examine the impact of customer relationship management 

(CRM) on the insurance sector, emphasizing its ability to improve customer happiness and 

loyalty by providing customized services and focused marketing campaigns. These studies 

highlight the need of understanding client requirements, cultivating connections, and using 

CRM strategies to attain success in the insurance industry. 

Kamakura, Luo, and Park (1999) conducted an investigation that focused on segmenting life 

insurance consumers according to their requirements and habits. The objective of the study 

was to get valuable insights into successful targeting techniques within the business.  

Park, Lee, and Kim (2003) investigated the use of data mining techniques in the insurance 

industry to divide customers into different groups based on their characteristics. They 

emphasized the effectiveness of data-driven methods in effectively identifying and targeting 

certain consumer segments.  

In their study, Verhoef et al. (2007) examined the customer experience needs in a 

personalized communication setting. They highlighted the significance of customized 

communication methods in improving customer happiness and loyalty in the insurance sector. 

These studies jointly enhance our knowledge of the importance of segmentation, data mining, 

and targeted communication in maximizing client engagement and happiness in the insurance 

industry.  
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Kamakura, Luo, and Park (1999) performed research that focused on segmenting life 

insurance consumers according to their requirements and habits. The objective of the study 

was to get a better understanding of successful targeting techniques within the business.  

According to Park, Lee, and Kim (2003), data mining is a beneficial tool for the insurance 

sector since it allows for customer segmentation and targeting. Insurers may use data mining 

to segment and sell to distinct customer segments by extracting insights from customer 

segments. 

Verhoef et al. (2007) examined customer experience needs in a customized communication 

environment and stressed the necessity of tailored communication methods in insurance 

client happiness and loyalty. These studies jointly enhance our knowledge of the importance 

of segmentation, data mining, and targeted communication in maximizing consumer 

engagement and happiness within the insurance industry. 

3. Objective of the Study 

• To analyse significant difference in customer satisfaction regarding segmentation 

practices between male and female respondents in life insurance sector. 

4. Hypothesis for the Study 

Null Hypothesis (H0): There is no significant difference in customer satisfaction regarding 

segmentation practices between male and female respondents. 

Alternative Hypothesis (H1): There is a significant difference in customer satisfaction 

regarding segmentation practices between male and female respondents. 

5. Methodology 

The research used an independent samples t-test to assess the average levels of customer 

satisfaction in relation to segmentation procedures across male and female participants. A 

total of 279 male and 171 female participants from the life insurance industry were included 

in the data collection. The Levene's test was performed to evaluate the homogeneity of 

variances, and the proper t-test was chosen based on the findings. 
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6. Data Analysis 

The t-test findings revealed a significant disparity in customer satisfaction ratings for 

segmentation techniques between male and female participants (t = 5.363, df = 448, p < 

.001). 

 

Table 6.1 Group Statistics 

 

 
Gender N Mean Std. 

Deviation 

Std. Error 

Mean 

Customer 

Satisfaction 

regarding 

Segmentation 

Practices 

Male 279 20.49 4.397 .263 

Female 

171 18.21 4.329 .331 

 
 

Table 6.2 Independent Samples Test 

 

 Levene's Test 

for Equality of 

Variances 

t-test for Equality of Means 

F Sig. t df Sig. 

(2-

tailed) 

Mean 

Difference 

Std. Error 

Difference 

95% 

Confidence 

Interval of the 

Difference 

Lower Upper 

Customer 

Satisfaction 

regarding 

Segmentation 

Practices 

Equal 

variances 

assumed 

1.273 .260 5.363 448 .000 2.277 .425 1.443 3.111 

Equal 

variances 

not 

assumed 

  5.383 363.967 .000 2.277 .423 1.445 3.109 

 

 

Interpretation- 

This table summarizes the results of the independent samples test, including Levene's test for 

equality of variances and the t-test for equality of means, under assumptions of equal and 

unequal variances. 
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These findings indicate that gender has a substantial impact on how consumers perceive 

segmentation techniques in the life insurance industry. Male respondents demonstrated much 

greater levels of pleasure in comparison to their female counterparts. This discovery 

highlights the need of taking into account gender dynamics when creating and executing 

segmentation strategies, as they may greatly influence consumer happiness and engagement. 

Additional investigation into the fundamental variables that contribute to this gender 

discrepancy might provide significant insights for insurers aiming to customize their 

strategies in order to better address the varied requirements of their customer base. 

7. Suggestions and Recommendations 

• Male and female policyholders have different tastes and demands, thus life insurance 

businesses should consider gender-sensitive segmentation. Customer happiness and 

engagement may be improved via gender-specific segmentation. 

• Customer satisfaction, especially segmentation, must be monitored regularly. 

Feedback and data analytics should be used by insurers to monitor client preferences 

and alter segmentation methods to meet changing customer expectations. 

• Gender-inclusive marketing may improve consumer diversity. Insurers may 

strengthen relationships with policyholders and boost brand image by avoiding gender 

stereotypes and supporting diversity in marketing. 

8. Limitations 

• The study's samples and location may restrict its applicability to other life insurance 

industry demographics and geographies. 

• Self-reported data and the lack of qualitative insights may skew responses and neglect 

consumer satisfaction and segmentation preferences. 

• Socioeconomic position and cultural influences were not accounted for in the study, 

which may have confounded the gender-segmentation satisfaction. 

9. Conclusion 

Ultimately, the use of segmentation strategies in CRM within the life insurance industry 

signifies a significant change towards customized client interaction and focused service 

offerings. Although there are recognized limitations, this study provides useful insights on 

segmentation tactics unique to gender in the life insurance industry. Insurers may enhance 

their ability to meet the different demands of policyholders by analysing how gender 
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discrepancies impact customer satisfaction and adjusting their strategies accordingly. 

However, in order to strengthen these results and guarantee that they can be applied to a 

wider range of people, additional studies should be conducted with bigger sample sizes and 

greater geographical coverage. These efforts will not only confirm but also improve the 

comprehension of gender dynamics in insurance customer segmentation, hence enabling 

more customized and inclusive practices in the insurance sector. 
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