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ABSTRCT

It seems wery care fo find sm empirical smdly between satisfaction and switching
bamer on lapsed customer relention especielly m the S Lanksm omifext. B s also
‘equally true thet whatever the insurance cempany that wewly established or expand
their branches in mary places, the common of the problem for the imsuramce
company, agemis as well as cusiomers s lapse. However this isspe still not
comprehensively ressarched by respective orgamizations in S Lamka This is the
reseanch gap in the [Herature thet will be addressed in this empirical study. The
prozlem: statement clearly defimed in Sri Lamka the insurance compamies are necling
frem: lapse policies. Hewever previous findings confirm that, to the insurance industry
kas to retaim the existing costemer as much as possible (customer IEEDﬁGﬂ‘i‘EI@]IIEh).
However, lepsed policies become chellenpe fo imsurance companiss im cnstomer
retention appreach. Thereffore, this smdy exsmines whether the lapsad costomers do
prefer to comtizue their palicy or not

The conceptual frame work develops besed on Kim et al, 2004 and hypoteses are
formulated based on previows study with considerztion of objective of this study. The
methodology comsists of 200 samples of lageed “life imsuramce policy znd
questionnaire is used fo collect primery data from respendenss. By using Likert's
Scale, satisfactiom is asszssed in torms of Safisfactign with comtact person.
Satisfection with core service (Pelicy) and Satistaction witly Institution ke wise for
Switching barsier is assessed in temms of Switching cost, fnterpefsonal relationship
and Attrzctivencss of altematives and Recovery of lapsed policy is asssssed in terms
af renew policy. loyalty, convince aznd perception change. For data evaluation,
descripiive analysis is performead with the measmres of percemzge, mear. and standard
deviation. Comelation analysis took place to werify the association of one varizble
vith anather and to test the hypothesis.

The imposiance of this empirical study lizs in assessing lapsed customer retention
through the affects of salisfaction smd switching baster. The resnlts show it has
acceplalbly proved as expected, ithat lapse customer retestion positively affected by
satisfaction z2md swiiching bamser.
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