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Insuramce is & sactor which undergoes: rapidly change and transformation. Hence,
wihal we have today as insurance is completely different from wiiad we had =s
onsurance industry yesterday. Similerly, Insurance tamomow will bz completely
different Insuranoe today. It is only & visionary in [nsurance who is able to comectly
pauge winel is happening and take sppropaate action tw make him ready for the

Sueccess of the [msurance mdustry s in the hand of its cestomers. If customers retain
with the Insuramce throughout their life cycle it is @ grest achievement of that
Insuramce: since msmrance survive with the Imsuramce Policy of ils customers.
Customers willl retzin with the Insuzance only if their satisfaction level high "

The purpose of the particulzr study is to identify the influemce of customer
reletionship marketing om customner petemtion in case of Sti Lamkan [msuramce
indmetry.

Tois research study has identified the key determimants that drive customer
relationship marketing such as Empathy, Resnonsiveness, Effective Canmmumication,
Tonst, and Commitment.

To get an in depti um@en'srtau:vﬁmgmbnm @MMMWﬂw‘Wﬁ
being wsed. The empirical data were gathered through a selif ﬁomp,lfucru questiommaire
Whmmmmzwﬂma e
Finally The level of custemer relationship marketing in Sri Lamh-n;amgme imdmstry
18 shows maederate level where as the lewel of cusiomer E‘Hammtm im S Lanka
msurance indwstry shows: high level. Becanse each of dimensions of the indepemdeni
vanizble have significant positive impact en customrer refention in Sri Lanka inssramos
in Rathnapura district. Moreover, highest commitment is the lhighest it
dimensior on cuslomer retention. Through agalysis tesearcher fypund that cusiomer
velntiomship s net diiffer on the gender and ape where, it is varyhme based on income
fevel, education and professional stztus. And zlso, the customer cetemtion is VATYINE
based om the customer’s gemder, apz level moome level, edecation level amd
prufessional level exozpt merital stans,
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