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ABSTRACT: The behavior of the customers in the service sector has been changing drastically during 
the last several years. The reason is all services firms have improved their existing mechanisms and come 
up with innovative ideas to attract the new clientele and gain the customer loyalty. Therefore, like 
banking and telecom industry, insurance industry need to study their customers and their changing 
behaviors. The very nature of the insurance business necessitates knowing health histories, life histories, 
beneficiary information and more about the demographic profile of the prospective customers. In the 
post-liberalization of insurance market in India; one factor that contributes to the overall performance 
of insurance players is Customer Relationship Management (CRM). Due to the increase in number of 
insurance players and rising awareness among customers about different products, companies in the 
insurance sector realize the importance of CRM. CRM allows insurance companies to enable the 
marketing departments to identify and target their best customers, manage marketing campaigns with 
clear goals and objectives, and generate quality leads for the sales team.  In this paper, author attempts 
to analyze the perceptions of employees and customers of insurance companies and their CRM practices. 
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INTRODUCTION: In today s challenging business environment customer service and more 
importantly customer loyalty are emerging as the key competitive advantages. Customer Relationship 
Management (CRM) is establishment, development, maintenance and optimization of long-term, 
mutually valuable relationships between customers and organizations. In the era of globalization 
because of availability of more products of similar quality, the customers are frequently changing their 
brand preferences. This constitutes a serious problem especially in the services sector. Because, the 
behaviors of the customers in the services sector has been changing drastically during the last several 
years. The reason is all services firms have improved their existing mechanisms and come up with 
innovative ideas to attract the new clientele and gain the customer loyalty. Therefore, like banking and 
telecom industry, insurance industry need to study their customers and their changing behaviors.  
However, insurance services are different from other services. Because, the very nature of the insurance 
business necessitates knowing health histories, life histories, beneficiary information and more about 
the demographic profile of the prospective customers. Even, many insurance companies have large 
customer databases they are unable to turn it into usable knowledge.  With this introduction, this paper 
is divided into five sections, section II briefing the concept of CRM and review of literature, section III 
describes the CRM practices of insurance companies, section IV presents the observations of the study 
and section V has the conclusion. For thorough understanding of the analysis of observations of the 
study, tables are appended last. 
 
CRM PRACTICES IN INSURANCE SECTOR: It is known fact that LIC of India is the only public 
sector organization operating life insurance business in India having monopoly in the market until 
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the insurance sector is liberalized in 1999. After the liberalization of the sector now 21 life insurance 
companies (as of March, 2010) are offering life insurance products in India, most offers across the 
industry are difficult to differentiate on the basis of offer quality, pricing, distribution or promotion for 
that matter. All products are saturated on the basis of certain parameters. In a nut shell, there is a cut-
throat competition in the market and the companies have realized the importance of the superior 
customer service as the key for their survival.  To face the competition almost all the companies 
operating in the life insurance market of India are always in the fore front of designing and 
implementing various CRM practices. The effort in recent times has been to bring the services as close 
as possible to the customers and initiating to improve the quality in services as well. All of them have 
adapted different CRM practices to attract, retain and satisfy the customers. The nature and 
implementation of some of the CRM practices of the life insurance companies are discussed in brief as 
follows: 
 
METHODOLOGY AND OBSERVATIONS OF THE STUDY: The perceptions of the customers and 
employees on CRM practices of insurance companies are mainly studied. A sample of 500 respondents 
represents the stakeholders of the organizations, comprising of 250 employees and 250 customers in the 
historic city of Eluru. Simple random sampling method is used for the selection of sample. The 
perceptions of the customers are analyzed on the basis of their gender, age, area and social status. The 
perceptions of the employees are analyzed on the basis of their job classification and work experience in 
the organizations.  The responses of the customers on the basis of their gender further classified into 
male and female.  The areas of the customers are taken in to account as they belong to urban and rural 
area. Age of the customers classified into four different groups such as below 30 years, 31  40 years, 41  
64 years and 65 years and above.   The social status of the customers considered as employees, 
businessmen and others category include farmers, housewives etc, a n d  the responses of the 
employees are analyzed on the basis of their job classification such as managers, development officers 
and sales agents.  The work experience of the employees in the present study is considered as below 5 
years, 6  10 years, 11  20 years and 21 years and above.  Two types of structured questionnaires were 
constructed and pre-tested. Finalized questionnaires were used for obtaining the needed information. 
Information gathered from the respondents was analyzed by calculating percentages.  Chi-square values 
were computed for notifying the significance of differences among the respondent groups. For thorough 
understanding of analysis, the statistical values of perceptions of customers and employees are shown in 
Table 1 and 2 respectively which are appended last. 
 
PERCEPTIONS OF EMPLOYEES: Out of the total 250 respondents, half of them i.e. 50 per cent are 
sales agents and out of the remaining 50 per cent, 20 per cent are managers and 30 per cent are 
development officers. Classification of respondents based on the work experience, more than 35 per cent 
of the respondents are having 11  20 years of work experience in the organizations, where as nearly 35 
per cent are having the work experience of 6  10 years, nearly 20 per cent are having the work 
experience of below 6 years and the remaining 10 per cent of the respondents are having the work 
experience of more than 20 years. It is also noticed that the majority of the respondents among the 
managers are having the work experience of more than 20 years. The majority of the respondents among 
the sales agents are having the work experience of below 6 years. Nearly equal percentage of respondents 
among the development officers is having the work experience of below 6 years. 
 
All the respondents were asked to mention whether the present CRM practices of the organizations is 
fulfilling the customer requirements or there is a need for improvement in the CRM practices of the 
organizations. As shown in Table 1, except the proportion of differences with regard to perceptions on 
EDMS services, there are significant differences exist in the perceptions of the proportion of respondents 
among all the three groups of employees on CRM practices of the organizations. However, it is noticed 
that majority of the proportion of respondents among the managers are felt that there is a need for the 
improvement in the CRM practices such as customer relationship revival programmes, customer 
relationship reassurance programme and services of customer clubs. Whereas majority of the proportion 
of respondents among the development officers opined that the CRM practices such are payment of 
policy premium, complaints management system, website services and the services of customer clubs 
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requires to be improved. Majority of the proportion of respondents among the sales agents felt that 
there is a need for improvement in the CRM practices such as claims settlement services, IVRS services, 
front end services and customer contact programmes. 
 
On the basis of work experience of the respondents, significant differences exist in the perceptions of 
the proportion of respondents among the four work experience groups with regard to all the CRM 
practices of the organizations. It is noticed that, majority of the proportion among the respondents 
having below 6 years of work experience felt that there is a need for the improvement in the CRM 
practices such as IVRS services and customer relationship revival programmes. Whereas majority of 
the proportion among the respondents having 6  10 years of work experience felt that there is a need for 
the improvement in the CRM practices such as customers clubs, customer contact programmes, 
complaints management services and services in payment of policy premium. Majority of the proportion 
among the respondents having 11  20 years of work experience opined that there is a need for the 
improvement in the CRM practices such as customer relationship reassurance programme and claims 
settlement services.  Majority of the proportion among the respondents having more than 20 years of 
experience said that there is a need to change the CRM practices such as front end services, website 
services and EDMS services. 
 
PERCEPTIONS OF CUSTOMERS: Out of the total 250 respondents, nearly 78 per cent of the 
respondents are male and the remaining 22 per cent are female. It is very interesting to note that about 
45 per cent of the respondents are in the age of 31  40 years and 15 per cent are of the age below 30 
years. Nearly 38 per cent are in the age of 41  64 years and the remaining 2 per cent are of the age 65 
years and above. Regarding the respondent  areas, nearly 65 per cent of them belong to urban area and 
remaining 35 per cent belong to rural area. Considering the status of the respondents, it can be seen that 
a majority of the respondents i.e. 58 per cent are employees followed by 24 per cent are businessmen and 
remaining 18 per cent consists of other category includes agricultural farmers, housewives etc. 
 
All the respondents were asked whether they are satisfied with the services of CRM practices of the 
organizations or not. The differences in the perceptions of customers are shown in Table 2. It is noticed 
that there are significant differences exist in the perceptions of the proportion of respondents among the 
male and female with regard to CRM practices such as EDMS services, IVRS services, organizatio  
website services, customer clubs and customer contact programmes. However, no significant differences 
exist in the perceptions of the proportion of respondents among the male and female with regard to 
remaining CRM practices such as front end services, premium payment services, customer relationship 
revival programmes, customer relationship reassurance programmes, complaint management services 
and claims settlement services. It is noticed that the majority of the proportion among female 
respondents are not satisfied with the services of organizatio  website services, EDMS services and 
customer clubs and majority of the proportion among the male respondents are not satisfied with the 
services of IVRS and customer contact programmes. 
 
As per the age groups, there are significant differences exist in the perceptions of the proportion of 
respondents among all the age groups with regard to the services of all the CRM practices of the 
organizations. It is noticed in the study that majority of the proportion of respondents among the age of 
31  64 years are satisfied with the services of CRM practices of the organizations. Whereas the majority 
of the proportion of respondents of age below 31 years and 65 years and above told that they are not 
satisfied with the services of CRM practices of the organizations. 
 
As per the area, there are no significant differences exist in the perceptions of the proportion of 
respondents among the two areas with regard to the services of customer clubs and customer contact 
programmes. However, significant differences exist in the perceptions of proportion of respondents 
among the two areas with regard to the services of the remaining CRM programmes. It is noticed that 
the majority of the proportion of respondents belong to urban area are not satisfied with the services of 
CRM practices such as front end services, EDMS services, IVRS services, customer contact programmes 
and claims settlement services.  Whereas the majority of the proportion of respondents belong to rural 
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area is not satisfied with customer relationship reassurance programmes, complaints management 
system and premium payment services. 
 
According to the status of respondents, it is noticed that there exist significant differences in the 
proportion of respondents among the different status groups with regard to the services of all the CRM 
practices of the organizations. It is noticed that the majority of the proportion of respondents who are 
employees are not satisfied with the services of CRM practices such as EDMS services, IVRS services, 
customer contact programmes and website services of the organizations. Whereas the majority of the 
proportion of respondents who are businessmen told that they are not satisfied with the services in the 
payment of policy premium and customer relationship revival programmes.  The proportion of 
respondents who belong to other category told that they are not satisfied with the customer relationship 
revival programmes and claims settlement services. 
 
CONCLUSION: There is a sea change in the Indian insurance services during the last one and half 
decades. The customer has been considered a pivotal factor for the growth and survival of the services 
sector. The present study indicates CRM practices of insurance companies are quite satisfactory, 
regarding several lacunae that need to be reminded. From the findings of the study it is clearly identified 
that the CRM practices of the organizations have partially failed in reaching to all sorts of customer 
segments. Hence, there is an urgent need on the part of the organizations to analyze the existing 
practices, find out the constraints or impediments in meeting the goals of these practices. First, the 
organizations should pay attention for improving the existing CRM practices as well as services and then 
should take-up improvements and new interventions for modifications as quickly as possible. 
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