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Abstract

This article aims at demonstrating and applying marketing concepts relating to customer value in
life assurance. It discovers the value of life assurance to maximize customer benefits and satisfaction.
Also, it creates a competitive advantage by setting strategies which align with customer needs based
on resources and capabilities. It emphasizes on delivering value to customers. The process begins with
segmenting customers, targeting customers, and proposing customer value. The life insurance policies
are suggested according to the types of customer value. Value buildup framework was applied for the
analysis. The analysis reveals that appropriate targeted customers are 31-40 years old. They are in the
age of starting family. The qualified insurance policy is for protecting existing income and property by
investment through mutual funds, self-defined sum insurance coverage limits and retirement plan which
focuses on long-term savings and tax deduction. The competitive strategies chosen are differentiation
and focus resulting in life assurance business growth and long term sustainable income generation.

Keywords: Insurance, Customer Value, Value Proposition, Value Buildup, Competitive Advantage
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