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Abstract- — Customer Relationship and Service Management in digital insurance platforms has become a critical area of study 

due to the rapid digital transformation of the insurance industry. This study focuses on how digital platforms enhance customer 

engagement, streamline service delivery, and improve overall customer satisfaction through the use of advanced technologies 

such as artificial intelligence, chatbots, and data analytics. It examines the effectiveness of digital tools in managing customer 

relationships, addressing grievances, and ensuring seamless communication. The study also highlights the challenges faced by 

insurers in maintaining personalized interactions while operating in a digital environment. Overall, it emphasizes the growing 

importance of technology-driven service management in building long-term customer loyalty and competitive advantage in the 

insurance sector. 
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I. INTRODUCTION  

 
 

The insurance industry has undergone significant 

transformation with the integration of digital technologies, 

leading to the emergence of digital insurance platforms that 

facilitate efficient customer interaction and service delivery. 

Customer relationship management (CRM) in this context 

focuses on maintaining strong relationships with policyholders 

by providing timely support, personalized services, and 

transparent communication. Digital platforms such as mobile 

applications and websites enable customers to purchase 

policies, file claims, and access support services conveniently. 

As competition intensifies, insurance companies are 

increasingly leveraging digital tools to enhance customer 

experience and satisfaction. This shift towards digitalization 

has redefined traditional service management practices, making 

them more customer-centric, responsive, and data-driven. 

 

II. STATEMENT OF THE PROBLEM 
 

Despite the advancements in digital insurance platforms, 

several challenges persist in effectively managing customer 

relationships and service quality. Many customers face issues 

such as lack of personalized interaction, technical glitches, 

delayed claim settlements, and inadequate customer support. 

Additionally, the over-reliance on automated systems may lead 

to dissatisfaction among customers who prefer human 

interaction for complex queries. There is also a growing 

concern regarding data privacy and security in digital 

platforms. These challenges highlight the need to evaluate how 

well digital insurance platforms manage customer relationships 

and deliver services, and to identify gaps that hinder customer 

satisfaction and trust. Addressing these issues is essential for 

improving service efficiency and strengthening customer 

loyalty. 

 

Objectives of the Study 

• To analyze the effectiveness of customer relationship 

management practices adopted by digital insurance 

platforms in enhancing customer satisfaction and 

engagement. 

• To evaluate the quality of service management in digital 

insurance platforms with respect to responsiveness, 

reliability, and overall user experience. 

• To identify the key factors influencing customer trust, 

loyalty, and retention in the context of digital insurance 

services. 

 

III. DATA SOURCES AND METHODOLOGY 
 

• 1.Nature of the Data: This study will be based on both 

primary data and secondary data 

• 2. Data source: Primary data will be collected through 

questionnaire 

• 3.Tools of Analysis: Some of the statistical tools of 

analysis like simple percentage and Regression were used. 
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• 4. Sample Size of the Study: Based on simple random 

sampling method, 100 samples were collected for the 

analysis. 

 

Limitations of the study 

• The study is limited to a specific sample size, which may 

not fully represent the entire population of digital 

insurance users. 

• The use of convenience sampling may lead to sampling 

bias, affecting the generalizability of the findings. 

• The study relies on respondents’ opinions and perceptions, 

which may be subjective and influenced by personal 

experiences. 

• Time constraints of the study (2–3 months) may limit the 

depth of analysis and data collection. 

. 

IV. REVIEW OF LITERATURE 
 

• Satyam Kumar & Ravi (2022), arXiv: This paper applies 

causal inference to analytical CRM in insurance and 

banking, showing how AI-driven models improve 

decision-making and customer relationship strategies. 

• Kate et al. (2022), arXiv: The study introduces AI 

techniques such as GANs to improve CRM analytics in 

insurance, particularly for fraud detection and customer 

retention strategies. 

• Huang et al. (2024), arXiv: This research focuses on risk 

analysis in CRM using deep learning models, 

demonstrating how advanced analytics can enhance 

customer service management and decision-making. 

• Eckert & Osterrieder (2020), Insurance Research Review: 

This study highlights digital transformation in insurance, 

emphasizing the role of AI, big data, and automation in 

improving customer satisfaction and operational 

efficiency. 

• Brutyan et al. (2019), Insurance Studies: The research 

examines customer satisfaction as a key performance 

indicator in insurance, highlighting the growing 

importance of digital service delivery. 

 

V. THEORETICAL OVERVIEW 
 

The theoretical foundation of customer relationship and service 

management in digital insurance platforms is based on concepts 

such as Customer Relationship Management (CRM) theory, 

Service Quality (SERVQUAL) model, and Relationship 

Marketing theory. CRM theory emphasizes the use of 

technology to manage customer interactions and data 

throughout the customer lifecycle, aiming to improve 

relationships and retention. The SERVQUAL model focuses on 

measuring service quality based on dimensions such as 

reliability, responsiveness, assurance, empathy, and tangibles. 

Relationship Marketing theory highlights the importance of 

building long-term relationships with customers rather than 

focusing on short-term transactions. In the digital context, these 

theories are supported by technological frameworks like 

artificial intelligence and big data analytics, which help insurers 

understand customer behavior, predict needs, and deliver 

personalized services effectively. 

 

VI. ANALYSIS ORINTERPRETING OF THE 

STUDY 
 

1. Do Digital Platforms Provide Timely Updates About 

Your Policies 

 

Table 1. 

Do Digital Platforms Provide Timely Updates About 

Your 

Policies 

Particulars Frequency Percenatge 

Always 51 51.0 

Often 28 28.0 

Sometimes 21 21.0 

Total 100 100.0 

 

The data shows that most respondents receive timely updates 

about their policies always (51%), followed by 28% who 

receive updates often and 21% who receive them sometimes. 

This indicates that digital insurance platforms are generally 

effective in keeping users informed. The high percentage of 

“always” responses reflects strong communication and regular 

updates. 

 

 
Chart 1 
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2. Important Is Personalization in Digital Insurance Services 

 

Table 2 

Important Is Personalization in Digital Insurance 

Services 

Particulars Frequency Percentage 

Very Important 50 50.0 

Important 40 40.0 

Not Important 10 10.0 

Total 100 100.0 

 

The data indicates that personalization is considered very 

important by 50% of respondents and important by 40%, while 

only 10% feel it is not important. This shows that a large 

majority of users value personalized services in digital 

insurance platforms. The high percentage of positive responses 

highlights the growing demand for tailored experiences. 

 

 
CHART 2 

 

 

3. Would You Recommend Digital Insurance Platforms to 

Others 

 

Table 3 

Would You Recommend Digital Insurance Platforms To 

Others 

Particulars Frequency Percenatge 

Definitely 41 41.0 

Probably 30 30.0 

Not Sure 29 29.0 

Total 100 100.0 

 

The data shows that 41% of respondents would definitely 

recommend digital insurance platforms to others, while 30% 

would probably recommend them and 29% are not sure. This 

indicates that a majority of users have a positive attitude 

towards recommending these platforms. The combined 

percentage of definite and probable recommendations reflects 

overall satisfaction and trust. 

 

 
CHART 3 

 

Finding and Suggestions 

• Timely updates show 51% always, 28% often, and 21% 

sometimes, indicating effective communication of policy 

updates. 

• Personalization importance shows 50% very important, 

40% important, and 10% not important, indicating strong 

demand for personalized services. 

• Recommendation intent shows 41% definitely, 30% 

probably, and 29% not sure, reflecting generally positive 

user perception. 

 

VII. CONCLUSIONS  
 

Customer Relationship and Service Management in digital 

insurance platforms plays a vital role in enhancing customer 

satisfaction, loyalty, and overall business performance. The 

study concludes that digital technologies such as artificial 

intelligence, mobile applications, and data analytics have 

significantly improved the efficiency, accessibility, and 

responsiveness of insurance services. These platforms enable 

insurers to provide personalized experiences, faster claim 

processing, and continuous customer engagement. However, 

challenges such as lack of human interaction, technical issues, 

and concerns over data security still need to be addressed. 

Therefore, insurance companies must adopt a balanced 

approach by integrating advanced technologies with human 

support to ensure effective relationship management. 

Strengthening digital infrastructure, improving service quality, 

and focusing on customer-centric strategies will be essential for 
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sustaining growth and maintaining a competitive edge in the 

evolving ins 
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