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CUSTOMER RELATIONSHIP MANAGEMENT
IN INSURANCE DOMAIN



Customer Relationship Management is enterprise software that fuels your organization's growth 
by fostering deeper relationships with your customers. CRM software helps you track and manage 
every interaction that occurs between your company and its customers. Tracking those 
interactions helps you to understand what your customers want and to identify potential issues 
with your products. Effective use of CRM software leads to more sales and less customer churn.

A CRM can track customer interactions that occur over any channel. Tracked interactions can 
include calls to your support department, pages viewed on your website, live chats, social media 
interactions, email and postal mail. A staff member who interacts with your customers can retrieve 
a customer's account and see every interaction and every purchase in that customer's history. It's 
a 360-degree view of the customer - and it's available instantly.
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CUSTOMER RELATIONSHIP MANAGEMENT
IN THE INSURANCE DOMAIN
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A CRM uses one database to store all of your customer data. A customer support 
representative who views a customer's account can see case notes written by previous 
representatives, read email correspondence, play recorded phone calls and more. With a 
CRM, it's easy to gain a better understanding of the effectiveness of your customer service 
processes and the satisfaction of your customers. A CRM's ability to automate tasks and 
generate reports on any metric makes it easy to answer questions such as:

Which of our prospects are most likely to become customers?
Which of our customers are we likely to lose if we don't intervene?
Who are our best customer service agents?
Where is our customer service process ineffective or inefficient?
Where should our marketers focus their energy?

2| 

WHAT CAN A CRM DO FOR
YOUR COMPANY?
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WHAT ARE THE FEATURES
OF A CRM?

Marketing
Automation

Sales Force
Automation

A CRM can initiate communication with customers and prospects automatically -- by 
sending email, for example -- in response to interactions or as part of a nurturing campaign.

Sales force automation lets you know where every prospect is in the sales cycle by tracking 
the actions of your prospects and sales staff. This feature helps your company avoid 
duplicated effort and prevents your company from bombarding prospects with the same 
information multiple times.

When a customer initiates contact with your call center, your CRM can automatically display 
the customer's account on the agent's screen. The agent will see an overview of the 
customer's previous contacts and can pick up where previous agents left off. Agents can 
record successfully resolved issues and escalate issues to higher levels of support when 
necessary.

Sales force automation lets you know where every prospect is in the sales cycle by tracking 
the actions of your prospects and sales staff. This feature helps your company avoid 
duplicated effort and prevents your company from bombarding prospects with the same 
information multiple times.

Contact Center
Automation

Geolocation

These are some of the features that you'll find in a typical CRM package.
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WHAT CAN A CRM DO FOR AN
INSURANCE COMPANY?

When you use a CRM, your agents have your customers' information front and center at all 
times. When a customer calls your agency with a question or visits your website, that 
customer will feel as if your company understands his needs and knows what he wants. 
Understanding builds trust, and nothing is more important than trust in the financial sector. 
Trust helps an insurance agency build deep relationships that become stronger with time. 

A CRM can also help to stimulate repeat sales. When it's time for a customer to re-purchase, 
a CRM ensures that you understand what that person wants and can present the right offer 
at the right time. The customer -- delighted that your organization is mindful of his needs -- 
is likely to become even more loyal as a result.

A CRM doesn't only help your agency during 
the sales process -- it's also an invaluable 
support tool. Suppose a  customer calls your 
agency with a question about a policy. 
When an agent answers the call, the 
customer's account appears on his screen. 
The agent opens a new case and begins 
documenting the call. The agent has all of 
the relevant information at his fingertips, so 
he can answer the question quickly -- and 
the customer goes away happy.  

Suppose, though, that the agent can't answer the customer's question immediately because 
finding the answer requires further research. A CRM makes it easy to track open cases and 
assign cases to other agents or departments when necessary. It allows your agency to be 
proactive in responding to customers' issues.

A CRM can benefit your insurance agency by:

Fostering trust and building long-term relationships
Allowing all of your business units to operate with a single database
Recording every purchase, document, email, phone call, chat or other interaction

Claims
Processing

Agent Client
Review

Incentive
Management

Business
Intelligence

Campaigning

INSURANCE
SOLUTIONS

Carriers

Customers

Agents
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The insurance industry is an old one, but you can't afford to rely on the old methods of 
selling and supporting your services anymore. When asked about the keys to growth within 
the insurance industry, 28 percent of insurance company CEOs responded that improving a 
company's technological capabilities was vital. The second most common answer was that 
improving the customer experience was the key to growth. Implementing a CRM is a major 
step toward both of those goals.

These are some of the other factors that make having a CRM essential for any insurance 
provider.

WHY IS A CRM ESSENTIAL IN THE
INSURANCE INDUSTRY?

Insurance products are becoming commoditized. Profit margins are thinner than ever 
because price is the only major differentiating factor for many customers.
The insurance industry has more competition than ever. Moving online has allowed 
many companies to sell insurance products nationally when they once sold only  
regionally.
Bloggers and comparison portals steal the thunder from your marketing efforts.
Resellers drive much of your business, making effective dissemination of information  
difficult.
Revenue targets are becoming more difficult to meet.
Disjointed processes and systems make it difficult to stakeholders to keep up.
Customers expect prompt document distribution and claim resolution.



Communication channels such as web forms, email, live chats and social media have made it 
easier than ever for customers to contact companies in any industry. Customers expect quick 
responses and don't want to wait for businesses to resolve their issues. When a customer 
files a claim with your agency, he expects a prompt response. A CRM can track the amount 
of time that has elapsed since a claim was generated to ensure that no customer falls 
through the cracks. A CRM also gives everyone in your company instant access to the same 
information. 

How important is fast claim resolution? In a survey by Accenture, 80 percent of respondents 
said getting more personalized service would be a sufficient reason to switch insurance 
carriers. A CRM helps your agency build a one-to-one relationship with each customer. It 
gives your agency a complete picture of each customer and helps you understand your 
clients' expectations. Since a CRM records interactions over any channel, it also gives 
customers the ability to engage with your agency over the channels that they prefer.

We could fill an entire article with a list of the specific CRM features that can benefit your 
insurance agency. These are just a few.
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A CRM STREAMLINES THE CLAIM
RESOLUTION PROCESS

WHAT FEATURES OF A CRM CAN BENEFIT
AN INSURANCE AGENCY?

Generation and mailing of tangible documents
Tracking of customer issues and trends
Generation and tracking of surveys and questionnaires
Automatic follow-up during claim resolution
Customer preference tracking to assist with new product development
Prospect nurturing and customer lifecycle management
Open claim tracking
Automated policy renewal process



When you implement a CRM, you'll migrate data to a single database from all of your 
existing databases. You'll need to map fields carefully from the legacy databases to the new 
database. You'll probably also need to simulate the migration to ensure that the data 
transfers cleanly and no information is lost. The system hosting the database must be fast 
enough to allow agents to access the data in real time. 

Implementing a CRM isn't easy for any existing business -- especially when that business is 
an insurance agency that has a mountain of data to move and needs to complete the 
changeover while continuing to serve customers and honor claims. These tips can help you 
plan your migration strategy.
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THE KEYS TO SUCCESS FOR INSURANCE
CRM IMPLEMENTATION

Database
Migration

No matter where your insurance company operates, you have to deal with complex national, 
state and local insurance laws. You'll need to localize your CRM to comply with those laws 
and to ensure that you present information in the local language of your customers and 
employees.

Localization

Throughout the process of implementing a CRM, you'll need to conduct extensive testing. 
It's wise to utilize a staging environment and perform a dry run of each phase of the 
migration. When it's time to deploy your CRM on a production server, consider deploying the 
CRM in a less profitable region to reduce the potential impact on your customers if the 
deployment fails.

Testing and
Phased Rollout



During your CRM implementation, you should involve stakeholders and close business 
partners. Collaboration helps you to benefit from your partners' insight and can help to 
ensure that all concerned parties are on board with your new technology and processes.

Collaborating With
Stakeholders

A CRM won't necessarily replace all of your agency's existing systems and processes. You'll 
need to determine which systems will become redundant after implementing your CRM and 
which systems you'll need to integrate. For a CRM to do its job, all of your legacy systems 
will need to communicate with your new database.
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Integration

From the moment your new CRM goes live, your agents will need to understand how to use 
it effectively. Agent training will therefore be a key part of the migration process.

https://www.slideshare.net/MANISHCHAUHAN54/insurance-sector-in-india-ppt

User
Training

THE KEYS TO SUCCESS FOR INSURANCE
CRM IMPLEMENTATION
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The company is a leading provider of many insurance products including travel, business, 
car, home and health insurance. The company has 200 offices in 173 cities across India. 

Case 1

CRM USE CASES IN THE INSURANCE
INDUSTRY

Introduction

Because the company serves a wide variety of customers and offers many different 
products, it has many business processes that differ across customer segments. One of the 
company's goals for the CRM migration was to streamline the processes of data collection 
and reporting so that every business unit would have access to the same information. 

Challenges Faced

The company structured its CRM implementation to improve lead management through 
direct and phone sales. The company also wanted to improve its customer service metrics 
with a CRM that would allow them to assign cases to higher support levels and close those 
cases within a defined SLA. The company wanted to integrate the CRM with its existing 
systems, improve its process for capturing and nurturing leads and add modules for 
automated marketing, sales and support. The company launched its CRM in 2008 with 500 
users. Today, the system has 10,000 users.

https://crm.financesonline.com/insurance-crm-software-your-ultimate-guide/

Solution

After implementing the CRM, the company experienced enormous improvements in its 
customer service metrics. First-time resolutions and turnaround times improved by 400 
percent. The company's customer service expenses also decreased. The company improved 
its lead conversion rate, retained more customers and incurred less expenses when 
generating reports.

Benefits
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The company is a joint venture. Before implementing a CRM, the company struggled with a          
confusing technological infrastructure in which 25 different systems and technologies didn't      
communicate with each other. 

Introduction

Implementing a CRM is a challenge for any company with complex and fragmented business 
processes. This company had difficulty coordinating between departments and ensuring 
that all parties within the organization had access to the same information. Since no single 
system stored the company's client data, the company didn't have effective ways to track 
sales performance and customer satisfaction. Without a system for tracking and assigning 
cases, the company relied on email and spreadsheets for communication between 
departments. Since the company didn't have efficient internal processes or a standard way 
of communicating with customers, customer satisfaction ratings and wait times were 
unacceptable.

Challenges Faced

Case 2

CRM USE CASES IN THE INSURANCE
INDUSTRY
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Implementing a CRM gave all personnel within the company the ability to follow a unified 
business process and work within the same framework. As a result, the CRM enhanced 
team members' ability to work toward a common goal. Customer retention skyrocketed 
because customers no longer had to wait so long for issue resolution. Better access to 
information improved the company's ability to market its products effectively.

Implementing the CRM:

Benefits

Improved the company's operating profits by 402 percent
Increased the average premium earned from new customers by 45 percent
Reduced the company's average customer service issue resolution time by more than a 
day
Increased the company's SLA adherence to 95 percent

The company's goal for the CRM implementation process was to create a single system and 
a unified business process for marketing, sales and customer service. The company wanted 
to reduce the need for extensive inter-department communication by giving all employees 
access to the same information and reporting capabilities. The company wanted to unify its 
customer touch points -- call center, email, live chat and postal mail -- and give all 
departments a single way to respond to questions, complaints and requests. The company 
further wanted to implement a more efficient sales process with extensive automation.

Solution

Case 3

The company is a joint venture bank that owns 74 percent of its total capital. The company 
wanted to implement a CRM to improve its ability to handle customer service issues and share 
information across departments.

Introduction

CRM USE CASES IN THE INSURANCE
INDUSTRY
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The company implemented a CRM that served as a system for both lead management and        
complaint resolution. The CRM allows the company to manage open cases more efficiently, 
track issues to resolution and move cases seamlessly between departments. The company 
enjoys a unified view of each customer and can track and report on all activities and 
interactions throughout the customer lifecycle. Since the system also records all customer 
payments, it allows the company to resolve issues promptly and with minimum research. 
The CRM also tracks prospects' interactions to help the company understand what its 
customers want.

Solution

The company found that implementing a CRM gave them the ability to monitor customer 
cases centrally, flag outstanding issues and monitor open cases from creation to resolution. 
Complaint resolution times decreased drastically. The bank became the first insurer in India 
to comply fully with IRDA regulations.

Benefits

CRM USE CASES IN THE INSURANCE
INDUSTRY
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CRM FEATURES
IN DETAIL

Customer Account
Management

A CRM adds convenience, automation and consistency to the process of adding new 
customers to your database, eliminating duplicate data and searching for information in any 
database field. A CRM's filtering ability makes it easy to identify and target specific customer 
segments.

Document
Management

A CRM can store -- and allow you to search within -- documents in any format. Creating 
templates within the CRM allows you to communicate with customers in a consistent way. A 
CRM also  makes centralized document sharing easy. There's no reason to keep documents 
such as meeting minutes on employees' computers; a CRM provides instant access to all 
documents that your employees require. 

FEATURES & MODULES

Offer & Policy Administration

CRM for Brokers & Agents

Accounting & Billing Management

HR & Payroll Management

Documents Management

Insurance Data Exchange

Advanced Analysis & Dashboards

Claims Management (Auto Claims)

Online Customer Portal

Mobile Insurance App for
Customer & Sales Agents

Free
Support

Free
Upgrades

Cloud
Hosted

Flexible & Powerful Cloud-Based Platform



When you have one database storing all of your company's critical data, access 
management becomes important. A CRM makes it easy to ensure that employees can only 
access and modify documents that their job roles require.
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Access
Management

A CRM manages sales opportunities from the initial moment of contact to the final sale -- 
and beyond. You'll have instant access to data such as the leads' ages, your closure rate and 
prospects' likelihood of conversion. Accurate sales forecasts will help you plan for the future.

Lead
Management

A modern cloud-based CRM will have a web-based front end that employees can access 
from any device with an Internet connection. A CRM can reduce the performance 
requirements for computers in your office and allow employees to work from their 
smartphones and tablets.

Mobile
Access

Task management is a breeze with a CRM that provides central monitoring for all open 
issues. With a CRM, you can assign tasks to individuals or departments and track issues 
from creation to resolution. A CRM makes it easy to create an SLA for any metric and track 
your company's adherence to that SLA.

Task
Management

CRM FEATURES
IN DETAIL



The best way to combat the commoditization of the insurance industry is to differentiate your 
products -- and the effort to differentiate has probably given you a product selection that's become 
much larger and more complex over time. A CRM gives you a central data repository and ensures 
that all of your agents understand the details of your products.
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Sales Force Benefits

When your salespeople work remotely, they need an easy way to see their pending tasks, search 
for local prospects and input new prospects into the system. A CRM provides quick access to 
information retrieval and data entry on any mobile device.

Mobile Sales Benefits

A CRM can record customers' social media accounts, manage your social media communication and 
watch for online mentions of your agency. It can help your company adapt to changing technological 
trends and communicate with customers over the channels they prefer.

Social Media Benefits

In the past, insurance agencies conducted most of their business over the phone. Today, though, 
customers expect to buy policies and obtain service over the web, email, social media and mobile 
apps. A CRM gives you a central point from which to manage customer communication.

Contact Center Benefits

CRM BENEFITS FOR THE
INSURANCE INDUSTRY

Benefits of CRM:
Reduce costs, because the right things are being done (i.e., effective & efficient 
operation)
Increase customer satisfaction, because they are getting exactly what they want 
(i.e., meeting & exceeding expectations)
Ensuring that the focus of the organization is external
Growth in number of customers
Maximization of opportunities (eg. increased services, referrals, etc.)
Increased access to a source of market and competitor information
Highlighting poor operational processes
Long term profitability and sustainability



TA Digital is an innovative digital transformation agency, specializing in delivering

digital experience, commerce, and marketing solutions.  

For nearly two decades, we have been helping traditional businesses transform and create dynamic 

digital cultures through disruptive strategies and agile deployment of innovative solutions.

info@tadigital.com     I     sales@tadigital.com
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