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ABSTRACT
Customer satisfaction is the appraisal of how the needs and response are jointly and delivered to excel customer expectations. It can only be achieved if the customer has a good relationship with the businessman. In today’s competitive business market, customer satisfaction is a vital performance exponent and basic differentiator of business strategies. Hence, the more is customer satisfaction; more is the business and the bond with customers. Customer loyalty is the important factor to remain in business with a particular business and buy the products regularly. This usually seems when a customer is very much satisfied with the supplier and revisits the place for business deals, or when he intends towards re-buying a product or brand by that supplier.
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INTRODUCTION

  The primary object of any CRM is to enable the business entity to make and retain the profitable customers. Most strategies include around three aspects, namely customer profitability, customer acquisition and customer retention, due to the decreased costs associated with retaining customers rather than obtaining fresh customers.

Profitability

Customer profitability paths the financial performance of customers with respect to all the costs related with transactions. Profitability is dogged in the light of the lifespan value of the customer to the business entity, taking into account the income and expenses connected with each customer over time the tracing of profitability is made more perfect through the use of technology.

Acquisition
A great deal of time and money is spent on charming new customers, but few resources are intensive on holding customers. The cost of attracting a fresh customer is projected to be five times the cost of possession a current customer happy. The charge of attracting a new customer is often greater than the customer’s lifetime value with the business entity. It is clear from the above thatprominence on customer acquisition without aiming on the resulting relationship with the customer is a discarded of money to the business entity.

  
  Retention
Retention includes ensuring that the customer remains faithful to the business entity and, in so exploit both parties are able to receive significant benefits. Business entity can increase their profitability by among 20% and 125% if they lift their retention rate by 5 per cent. Customers who receive admirable service remain loyal and provide free publicity by talking about the business entity’s goods and services. Abusiness entitywith a primary focus on customer holding should have information about the customer retention rate and the traits that affect possible customer defection and relocation.




OBJECTIVE OF THE STUDY

To study customer relationship management and its implementation in Insurance sectors

METHODOLOGY

The present study is based on secondary data. The secondary data are collected from various sources namely newspapers, books, insurance journals,LIC annual reports, IRDA journals, government library and information Centre, numerous insurance related websites and the like.

CHALLENGES AND FUTURE OF CRM

CRM has come on the business agenda in a big way but it has come with its own tests. CRM is on the administration agenda for the past several years. Forrester Research Inc, in May 2001, stated that 20% of the global 3500 leading companies had employed CRM programs and 61 per cent anticipatedto invest in CRM software. Software sellers and their allied system integrators have a profitable stake in CRM and some research hardens have predicted that new technology might improve CRM implementations. To study the value of CRM is tough because the exact definition of CRM is not clearly recognized. Though most firms are doing some CRM, numerous are employing only the tactical solicitations such as database marketing. Call center, online information sites or sales automation. Very rare firms have fully comprised a strategic, enterprise wide concept of CRM. Research firms and consultancies attempt to appraise the success of CRM programs. Though the procedures are not always given they appeal on the manager valuations of the extent to which the purposes have been achieved. This may introduce some bias.

PROCESS OF CRM

CRM is a composite, a three-step process with far reaching special effects on the very way of piloting the business.

1. Customer-centric Business Strategy
Finding the win-win chances with customers are the emphasis of any company chasing business. Do more that profits customers and so they will do extrathose benefits the company. The preparation of customer relationship is comparatively simple. Plan around customer desires but not company goals attention on listening to customers but not compelling them to listen to you and stimulate communication of marketing including database marketing (e-database marketing, e-database, e- marketing, etc).

 
2. Redesign Functional Activities
The function of insurance extent is a broad range from marketing automation on single side to the pitch service on the other. To get more in associate with customers, reform the functional activities on executing CRM while working at cross-purposes with dominant functional Departments like Accounting and Information Technology.

 3. Select Right Software
Select only software of CRM that maintenances new workflow and work procedureresilient better information for decision-making deliberately. The end-to-end functionalities are so disparate and therefore select the software bundle of sweet spot which does everything providing the greatest functionality.




IMPLEMENTATION OF CRM IN INSURANCE SECTOR

Customer Relationship Management is a technology. Execution of this technology contains collection of valuable information of the customers over previous contacts, surveys and queries. The data is collected through telephone, e-mail, fax and call centers. It is finest fit for providing quality service to policyholders. Over the implementation of CRM, the insurer acquires the rewards of innovative development of product, improved operational efficiency and hastened customer satisfaction. The customers are flattering harder to convince and gratify. They are more trying, price and service-conscious, less merciful and are approached easily by participants with same or higher offers. This trial is not to develop satisfied customers but to produce very much elated, loyal and committed customers. The most general definition of customer satisfaction and dissatisfaction is that it is a contrast of customer expectations to observations regarding the actual service meet. Comparing customer expectations with their perceptions is founded on what marketers denote to as the expectancy model. If customer perception lights expectations, the expectations are supposed to be confirmed and the customer is happy. If perceptions and expectations are varies, then the expectation is said to be dis-confirmed. CRM has proved to be anreal tool in the quest for better customer relationships for the insurance companies. 

The customer usually imposes marvelous faith in the agent. The illuminations regarding the customer’s queries should be answered in a correct and positive manner by the agent. With customer abrasion rates hitting the roof, the main challenge for CRM is to confirm customer satisfaction and retention. The crucial to customer satisfaction is to understand the individual customer’s comportment and predict their needs and demands. In spite of the finest intentions of the organization, customer might become dissatisfied with some aspect of his practice with the organization. Levels of dissatisfaction can choice from displeasure to anger. To ensure higher incentive on CRM initiatives, sales potency automation is of great help. All monotonous data entry tasks are automated or contract out. Online access to all compulsory data and information helps sales people find current information as and when they require. This fallouts in integration of both frontend and back-end data.

With passionate competition and at the same time falling customer loyalty in the insurance industry, the insurers have also to address not only potential and existing customers but also the mislaid ones as the distinctive target group for their CRM initiatives through carefully planned restorationprogrammes. Many insurers have obtained the profit of CRM. They have retained and satisfied the customers with their newly designed products, gained frequent purchases of the insurance products and enlarged profitability. Insurance companies need to focal point on customer driven policies to gratify the diversified needs of policyholders in the best feasible manner. LIC and other private insurance companies depend extensively on the technology for carrying out the regular tasks like online payment, online claim settlements, e-business and internet marketing. As fresh insurers are entering into the market and are offering different innovative products, they have to give more importance to CRM. The life insurance agents also have to play an important role in building up the relationship with the policyholders. Relationship management is a suitable strategy for better taking care of the customers.














CRM PRACTICES IN LIFE INSURANCE SECTOR

It is known fact that LIC of India is the only public sector corporation operating life insurance business in India having monopoly in the market until the insurance sector is liberalized in 1999. After the liberalization of the sector now 24 life insurance companies are contribution life insurance products in India, most offers across the industry are difficult to discriminate on the basis of offer quality, pricing, distribution or promotion for that affair. All products are soaked on the basis of certain parameters. In a nut shell, there is a cut-throat opposition in the market and the companies have realized the consequence of the superior customer service as the key for their continued existence. To face the competition almost all the companies working in the life insurance market of India are forever in the fore front of manipulative and implementing various CRM practices. The effort in recent times has been to fetch the services as close as possible to the customers and initiating to get better the quality in services as well. All of them have made to order different CRM practices to attract, retain and satisfy the customers. The nature and realization of some of the CRM practices of the life insurance companies are discussed in short as follows:

Front End Services
With a view to improve the customer awareness and services, organizations have ongoing the online services to policyholders through computers. This service enabled policyholders to do all types of dealings relating to the policy. To afford the policy related services, all the branches of insurance companies all over the country were almost off cent percent branch computerization.


Organizations’ Website Services
The organizations was given its policyholders aexclusive facility to operate the policy through the internet completely free and also to view their policy details on the internet. Detach login portal for the customers is provided in each organization’s website. This portal was a solo outlet for an array of services.

Customer Relationship Revival Programmes (CRRP)
If the policy has lapsed within the due date, the terms and conditions of the policy contract are rendered invalid, till the policy is revived. A former policy has to be revived by payment of the accumulate premiums with interest as well as giving the health chuck as required. By implementing CRRP, some of the organizations identify the customers who are having drop policies and motivates them for the revival of the drift policies. These special renewalprogrammes are conducted every year within a specific month.


Services for the Payment of Policy Premium
The customers would choose to pay the premium through a variety of channels. Policy premium can be paid in cash at the service counter of several of the branch offices of the insurance companies. The different channels available to pay the premium are: In Banks, On-line Centers, Automated Teller Machines (ATM), Portal payment entry, Organization’s online overhaul centers, and Sales agent of the organizations.

Claims Settlement Services

The companies have laid great importance on expeditious resolution of maturity as well as death claims. Only in the case of fraudulent suppression of substance information was the claim repudiated. This is to make sure that claims are not paid to fraudulent persons at the rate of honest policyholders. Even in these cases, anchance is given to the claimant to make a representation for concern by the Review Committees of the organizations. As a result of such appraisal, depending on the merits of each case, proper decisions are taken.
 (
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CONCLUSION

CRM has got an integrated loom which helps the manager, the agent and officials to understand the current status of clients facilitate downy and continuous flow of information and appropriate care of the consumer. Relationship management is the key cause for the success of an organization as it builds a base of reliable customers. In view the challenges of CRM, implementation of CRM and mechanism of CRM. The selected life insurance companies operating in India, valuation of select life insurance companies and expansion and development of select life insurance companies.
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