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I. INTRODUCTION 

Market share is one of the basic indicator 

companies utilize to measure how well they are 

performing in comparison to the competitors. It 

basically is a percentage of business or sales a 

company wields out of total business or sales by all 

competitors combined in any given market. There 

are two basic ways of stating market share figures, 

though actual calculations may be difficult to 

derive. There always remain pros and cons of 

having a large market share relative to competitors. 

It is a notion of determining ones competitive 

strength in an individual sector of same standards. 

For self-assessment of the performance market 

share analysis is an ideal process. 

Definition of Market Share 

The percentage of an industry or market’s 

total sales, that is earned by a particular company, 

over a specified time period is called market share. 

Market share is calculated by taking the company’s 

sales over the period and dividing it by the total 

sales of the industry over the same period. This 

metric is used to give a general idea of the size of a 

company to its market and its competitors. Sales 

figures do not necessarily indicate how a firm is 

performing relative to its competitors. Rather 

changes in sales simply may reflect changes in the 

market size or changes in economic conditions. 

The firm’s performance relative to competitors can 

be measured by the proportion of the market that 

the firm is able to capture. This proportion is 

referred to as the firm’s market share and is 

calculated as follows:  

Market Share = Firm’s Sales / Total Market Sales 

Sales may be determined on a value basis (sales 

price multiplied by volume) or on a unit basis 

(number of units shipped or number of customers 

served). 

Calculation of Market share 

Market share refers to the percentage of 

the overall volume of business in a given market 

that is controlled by one company in relation to its 

competitors. It is most meaningful in a relative 

sense; that is, when a company compares the 

market share it commands to the percentage held 

by its largest competitors. “The important factor in 

computing relative market share is not the exact 

number associated with the sales volume, “Kenneth 

J. Cook mentioned in his book, “Your position 

relative to the competition is more important. You 

want to know basically if they dominate you, if you 

are relatively equal in size, or if you dominate 

them.” Formula for the computation of Market 

share is as follows: Market share = Firm’s Sales / 

Total Market’s Sales 
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Here the formula shows “sales” which is bit 

difficult to find in the life insurance business as 

there is limitation of source to find the policies sold 

for the relevant companies, so I have taken 

premium earned instead of sales, hence now the 

formula applied shall be: 

Market share = Firm’s Premium earned / Total 

Market’s Premium earned * 100 

Importance of Market share 

Calculation of market share is important to 

give the clear image if the company’s market share 

has the growing tendency or it should be avoided 

because it has negative trend. To get precise 

answer, it is the best answer on three important 

questions: 

 Market Potential- Which means how much 

financial growth is there in the market for a 

particular concept. 

 Market Share- How much potential is in the 

market which can be captured by the 

company? 

 Market Opportunity- Which market offer the 

greatest opportunity for growth? 

 To derive the answers for the above mentioned 

questions one has to calculate market share.  

Calculation of Market Share of Life Insurance Corporation of India, Bajaj Allianz Life Insurance 

Company Private Limited & Private Life Insurers through Total Premium Earned by each for the period 

of five years (2005-2010) 

Year/Name of 

Company 

Life 

Insurance 

Corporation 

of India 

Bajaj Allianz 

Life Insurance 

Company 

Private Limited 

Total Premium 

earned by 

Private Life 

Insurers 

Total Premium 

earned by Life 

Insurance 

Market of India 

 a b c d 

2005-06 90792.22 3133.58 15083.54 105875.80 

2006-07 127822.80 5310.00 28242.48 156041.60 

2007-08 149790.00 9725.31 51561.42 201351.40 

2008-09 157288.00 10624.53 64497.43 221785.50 

2009-10 186077.30 11419.71 79373.06 265450.40 

 

Market Share=Firm’s Premium earned / Total Market’s Premium earned * 100 

a/d*100 

 

2005-06 86% 3% 11% 100% 

2006-07 81.91% 3.40% 14.69% 100% 

2007-08 74.39% 4.83% 20.78% 100% 

2008-09 70.91% 4.79% 24.30% 100% 

2009-10 70.10% 4.30% 25.60% 100% 

Note: Source Data compiled as provided by 

annual report of IRDA for the above study 

period Premium earned by Bajaj Allianz has 

been excluded from the total premium earned 

by private life insurers for calculating its market 

share 

Generally it is said that there is a link 

between the relative market share and the return a 

business earns on its investment. The hypothesis 

taken is as under: 

Null hypothesis:          The higher the market share 

- the higher the return on investment  

Study done to analyse the hypothesis 

Market share have been calculated for the five 

years of both LIC, BALIC and also of Private Life 

Insurers one aspect of hypothesis is done. Now to 

compare the second aspect of Return on Investment 

need to be calculated so the study is as under: 

Return on Investment 

Return on investment is one way of 

considering profits in relation to capital invested. A 
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performance measure used to evaluate the 

efficiency of an investment or to compare the 

efficiency of a number of different investments. It 

is also known as ROI, and is a very popular metric 

because of its versatility and simplicity. That is, if 

an investment does not have a positive ROI, or if 

there are other opportunities with a higher ROI, 

then the investment should not be undertaken. 

The formula for Return on Investment is as under: 

Return on Investment = Net profit before tax / 

Shareholders equity 

Table no. 1  Table for calculation for Return on Investment of Life Insurance Corporation of India 

Year 2005-06 2006-07 2007-08 2008-09 2009-10 

Net profit before tax (A) 63158 77362 84463 95735 106072 

Shareholder’s Equity (B) 17700 29281 30785 33608   36587 

Return on Investment (A/B) 3.56 2.64 2.74 2.84 2.89 

 

Source: Data compiled as provided through 

annual reports of IRDA  

Calculation Notes: 

 Return on Investment is calculated by dividing 

Net profit before tax from Shareholder’s 

Equity of Life Insurance Corporation of India 

for individual years. 

 The Return on Investment for 2005-06 of LIC 

was 3.56 which were derived by calculating 

Net Profit before Tax (Rs.63, 158) from 

Shareholder’s Equity (Rs.17, 700). 

 The Return on Investment for 2006-07 of LIC 

faced a drift of 0.92 as compared to previous 

year’s ROI and was recorded as 2.64 derived 

by dividing Net profit before tax (Rs.77, 362) 

from Shareholder’s Equity (Rs.29, 281). 

 The Return on Investment for 2007-08 of LIC 

took a hike of 0.10 in comparison to last year’s 

ROI and got recorded as 2.74, which was 

derived by dividing Net profit before tax 

(Rs.84, 463) from Shareholder’s Equity 

(Rs.30, 785). 

 The Return on Investment for 2008-09 of LIC 

again took a hike of 0.10 as compared to the 

last year’s ROI and was recorded as 2.84 

which were derived by dividing Net profit 

before tax (Rs.95, 735) from Shareholder’s 

Equity (Rs.33, 608). 

 The Return on Investment for 2009-10 of LIC 

took a small hike of 0.05 as compared to its 

previous year’s ROI and was recorded as 2.89 

which were derived by Net profit before tax 

(Rs.1, 06, 072) from Shareholder’s Equity 

(Rs.36, 587). 

Figure 1.1 

II. CONCLUSION 

The Return on Investment calculated for 

the year 2005-06 was recorded to be 3.56 of Life 

Insurance Corporation of India which is visible in 

the diagram above from where a sudden drift came 

to ROI in the year 2006-07 being recorded as 2.64 

which made a fall in ROI but right from this year 

onwards there was a slow and steady raise in the 

Return on Investment of LIC which was ample to 

be judged, in the year 2007-08 it was 2.74; in the 

year 2008-09 reached to 2.84 and lastly in the year 

2009-10 recorded to be 2.89; here the trend of ROI 

achieved by Life Insurance Corporation of India 

shows that the company is highly efficient in its 

financial position as the ROI attained during every 

year (study period considered) is much more than 
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1, which denotes that the company has attained 

every single rupee invested with an addition of Rs. 

2 or more than that. 

 

 

 

Table no. 2 Table showing Market share and Return on Investment of Life Insurance Corporation of India 

Year 2005-06 2006-07 2007-08 2008-09 2009-10 

Market Share of LIC 86 81.91 74.39 70.91 70.09 

Return on Investment of LIC 3.56 2.64 2.74 2.84 2.89 

Figure 2.1 

Comparative study of Return on Investment 

and Market Share of Life Insurance 

Corporation of India 

III. CONCLUSION 

As we can see that on the year 2005-06 

the market share of LIC and ROI was 86 % and 

3.56 respectively, both of which fell down by 4.09 

% and 0.92 and was recorded as 81.91 and 2.64 

respectively in the year 2006-07. 

We can by the help of the table and 

diagram above state that, the percentage of market 

share of LIC drifted down to 74.39 % recording a 

fall of 7.52 but there is an increase of 0.10 on 

Return on Investment taking it to be 2.74 of LIC in 

the year 2007-08, the same trend of fall in market 

share and increase in Return on Investment was 

recorded in the year 2008-09 which showed a 

decrease of 3.48 % in the market share leaving it to 

be 70.91 % in the relevant year, whereas an 

increase of 0.10 in Return on Investment was 

recorded leaving it to be 2.84, further again in the 

year 2009-10 an increase of 0.05 in Return on 

Investment of LIC was recorded, though small but 

yet an increase whereas again a decrease on market 

share of LIC was recorded of 0.90 % leaving 70.09 

% to be the market share and 2.89 being the Return 

on Investment of the company for the said year .  

For more convincing result t-test shall be done as 

under: 

 

 

The T-table 

Degrees of  

Freedom 
Probability, p 

 0.1 0.05 0.01 0.001 

1 6.31 12.71 63.66 636.62 

2 2.92 4.30 9.93 31.60 

3 2.35 3.18 5.84 12.92 

4 2.13 2.78 4.60 8.61 

5 2.02 2.57 4.03 6.87 

6 1.94 2.45 3.71 5.96 

7 1.89 2.37 3.50 5.41 

8 1.86 2.31 3.36 5.04 

9 1.83 2.26 3.25 4.78 

10 1.81 2.23 3.17 4.59 
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Table 2.2 Table showing Market share and Return on Investment of LIC for the t-test 

Year Market share Return on Investment Explanation 

2005-06 86 3.56  

2006-07 81.91 2.64  

2007-08 74.39 2.74  

2008-09 70.91 2.84  

2009-10 70.09 2.89  

ƩX 383.30               14.67 Total of Market share and ROI 

N 5 5 Number of Years 

 
76.66 2.934 Mean (Total / N ) 

ƩX
2
 29579.96 43.5685 Sum of the squares of each year’s 

market share and ROI 

(ƩX)
2
 146918.89 215.2089 Square of the total (ƩX). It is not 

the same as ƩX
2
  

(ƩX)
2
 / N 29383.778 43.0418  

Ʃd
2
     196.1820 0.5267 Ʃd

2
= ƩX

2
 – (ƩX)

2 
/ N 

2
        49.0455 0.1317 

2 
= Ʃd

2
/ (N-1) 

2
 

2 

= 9.08091 + 

0.02634 = 9.10725 

2 
is the variance of the difference between the means 

 3.0178 
2
 

t =  -   
73.726 / 3.0178 = 24.4304 

The degree of freedom for the t-test is 

calculated with the formula as under, as there are 

two variables viz., Market share and Return on 

Investment present and, 

Also here, n1 = n2 and d  d1; so degree of 

freedom is equal to: 

df =  n1 – 1 or  n2 – 1 

 = 5 – 1 

 = 4 

The level of significance chosen in the study is 

0.001  

IV. CONCLUSION 

Entering a t-table at 4 degrees of freedom 

we find a tabulated t value of 2.13 (p = 0.05) going 

up to a tabulated value of 8.61 (p = 0.001). Our 

calculated t value exceeds these being 24.4304, so 

the difference between our means is very highly 

significant which independently represents the 

separate entities being Market Share and Return on 

Investment, by the aid of which we can prove that, 

the null hypothesis taken into consideration is 

rejected. 

Considering the hypothesis taken: 

Null hypothesis:          The higher the market share 

– the higher the return on investment 

We by the help of t-value derived can say 

that, the Return on Investment of Life Insurance 

Corporation of India does not go high with the high 

market share of the same. These ups and downs in 

the market share and Return on Investment of LIC 

are irrelevant to each other and have no effect of 

each other being remain separate entities. Hence 

the Null hypothesis is rejected related to the Life 

Insurance Corporation of India’s Market share and 

Return on Investment.  And we can say that there is 

no effect of increase or decrease of market share on 

its company’s Return on Investment and vice-

versa. 

Table no. 3 Table showing calculation of Return on Investment of Bajaj Allianz Life Insurance Company Private Limited 

Year 2005-06 2006-07 2007-08 2008-09 2009-10 

Net profit before tax (A)   9854   7170   21388     7067   55699 

Shareholder’s Equity (B) 49984 70054 121067 121066 121066 

Return on Investment (A/B) 0.19 0.10 0.17 0.05 0.46 
Source: Data compiled as provided through annual reports of BALIC 
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Calculation Notes: 

Return on Investment is calculated by 

dividing Net profit before tax from Shareholder’s 

Equity of Life Insurance Corporation of India for 

individual years. 

Amount mentioned under brackets. 

The Return on Investment for the year 

2005-06 of Bajaj Allianz Life Insurance Company 

came 0.19 that has been derived by dividing the 

Net profit before tax (Rs.9, 854) of the company 

from its Shareholder’s Equity (Rs.49,984). 

The Return on Investment for the year 

2006-07 of Bajaj Allianz Life Insurance Company 

reduced to 0.10 as compared to the previous year a 

fall of 0.09 was recorded. The derivation of ROI 

was obtained by dividing Net profit before tax 

(Rs.7, 170) from Shareholder’s Equity (Rs.70, 

054). 

The calculation of Return on Investment 

of Bajaj Allianz Life Insurance Company showed a 

gain of 0.07 and being recorded as 0.17 for the year 

2007-08. It has been derived by dividing Net profit 

before tax of the year (Rs.21, 388) from the 

Shareholder’s Equity of the company (Rs.1, 21, 

067). 

The Return on Investment for the year 

2008-09 of Bajaj Allianz Life Insurance Company 

showed a tremendous decrease to 0.05 showing a 

fall of 0.12 derived by dividing Net profit before 

tax (Rs.7, 067) from Shareholder’s Equity (Rs.1, 

21, 066). 

The year 2009-10 has been a good year for 

Bajaj Allianz Life Insurance Company as its Return 

on Investment grew up by 0.41 being recorded as 

0.46; highest of all the ROI’s achieved by the 

company in the years taken into consideration. The 

company’s Net profit before tax (Rs.55, 699) has 

been divided by Shareholder’s Equity (Rs.1, 21, 

066) for attainment of Return on Investment. 

Figure 3.1 

Diagram showing Return on Investment of 

Bajaj Allianz Life Insurance Company Private 

Limited 

V. CONCLUSION 

The ROI of Bajaj Allianz Life Insurance 

Company Private Limited was 0.19 as recorded in 

the year 2005-06 which drifted down to be 0.10 in 

the year 2006-07, but in the year 2007-08 the ROI 

of the company raised to 0.17, which in the year 

2008-09 slipped to 0.05 from where the Return on 

Investment took a tremendous leap in the year 

2009-10 by being recorded as 0.46 as compared to 

its previous year’s achievement. It is said generally 

that Return on Investment above 1 denotes higher 

efficiency and below 1 indicates vice-versa; as it is 

said likely, taking the ROI attained by Bajaj 

Allianz Life Insurance Company Private Limited in 

the year 2005-06 being 0.19 which means the 

company attained Rs 0.19 in each of the rupee 

invested by it which seem to be much less than 

would have been expected by the company. Thus it 

can be said that the company is not financially 

enough efficient. 

Table no. 4 Table showing Market share and Return on Investment of Bajaj Allianz Life Insurance Company Private Limited 

Year 2005-06 2006-07 2007-08 2008-09 2009-10 

Market share of BALIC 3.00       3.40 4.83 4.79      4.30 

Return on Investment of BALIC 0.19 0.10 0.17 0.05 0.46 
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Figure 4.1 Diagram showing Market 

share and Return on Investment of BALIC 

Conclusion: 

As we can see that on the year 2005-06 

the market share and ROI of BALIC was 3 % and 

0.19 respectively, one of which (market share) rose 

to 3.4 % showing rise of 0.4 % as mentioned above 

and the other (ROI) sloped down to 0.10 and a fall 

of 0.9 was recorded in ROI of Bajaj Allianz Life 

Insurance Company private limited respectively in 

the year 2006-07. 

As our Null hypothesis states that: higher 

the market share higher the return on investment;  

We can see and state with the help of 

above diagram and table that the market share of 

Bajaj Allianz Life Insurance Company Private 

Limited in the year 2007-08, went up to 4.83 % 

showing a rise of 1.43 % as compared to previous 

year’s market share and showed a rise in Return on 

Investment being raised to 0.17 showing an 

increase of 0.7 as compared to last year’s recorded 

ROI; further in the year 2008-09 the market share 

of Bajaj Allianz Life Insurance Company Private 

Limited. 

For more convincing results to prove the Null 

hypothesis the t-test has been used as under: 

The T-table 

Degrees of 

Freedom 
Probability, p 

 0.1 0.05 0.01 0.001 

1 6.31 12.71 63.66 636.62 

2 2.92 4.30 9.93 31.60 

3 2.35 3.18 5.84 12.92 

4 2.13 2.78 4.60 8.61 

5 2.02 2.57 4.03 6.87 

6 1.94 2.45 3.71 5.96 

7 1.89 2.37 3.50 5.41 

8 1.86 2.31 3.36 5.04 

9 1.83 2.26 3.25 4.78 

10 1.81 2.23 3.17 4.59 
 

Table no. 5 Table showing Market share and Return on Investment of Bajaj Allianz Life Insurance Company for t-test 

Year 
Market 

Share 

Return on 

Investment 
Explanations 

2005-06 3 0.19  

2006-07 3.4 0.10  

2007-08 4.83 0.17  

2008-09 4.79 0.05  

2009-10 4.30 0.46  

ƩX 20.32 0.97 Total of Market Share and ROI 

N 5 5 Number of Years 

 
4.064 0.194 Mean (Total / N ) 

ƩX
2
 85.323 0.2891 

Sum of the squares of each year’s Market share 

and Return on Investment 

(ƩX)
2
 412.9024 0.9409 

Square of the total (ƩX). It is not the same as 

ƩX
2
 

(ƩX)
2
 / N 82.5805 0.1882  

Ʃd
2
 2.7425 0.1009 Ʃd

2
= ƩX

2
 – (ƩX)

2 
/ N 

2
 0.6856 0.0252 

2 
= Ʃd

2
/ (N-1) 

2 
= 

2 

= 0.1371 + 

0.0050 

= 0.1421 

2 
is the variance of the difference between the means 

 0.3769 
2
 

t =  -   = 3.87 / 0.3769 = 10.2679 
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The degree of freedom for the t-test is 

calculated with the formula as under, as there are 

two variables viz., Market share and Return on 

Investment present and, 

Also here, n1 = n2 and d  d1; so degree of 

freedom is equal to: 

df =  n1 – 1 or  n2 – 1 

 = 5 – 1 

 = 4 

The level of significance chosen in the study is 

0.001  

VI. CONCLUSION 

Entering a t-table at 4 degrees of freedom 

we find a tabulated t value of 2.13 (p = 0.05) going 

up to a tabulated value of 8.61 (p = 0.001). Our 

calculated t value exceeds these being 10.2679, so 

the difference between our means is very highly 

significant which independently represents the 

separate entities being Market Share and Return on 

Investment, by the aid of which we can prove that, 

the null hypothesis taken into consideration is 

rejected for Bajaj Allianz Life Insurance Company 

Private Limited. 

Considering the hypothesis taken: 

Null hypothesis:          The higher the market share 

– the higher the return on investment 

We by the help of t-value derived can say that, the 

Return on Investment of Bajaj Allianz Life 

Insurance Company Private Limited does not go 

high with the high market share of the same. 

These ups and downs in the market share and 

Return on Investment of BALIC are irrelevant to 

each other and have no effect of each other being 

remain separate entities. Hence the Null hypothesis 

is rejected therefore, we can say that there is no 

effect of increase or decrease of market share on its 

company’s Return on Investment and vice-versa. 
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