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Abstract

The master's thesis examines the role of Customer Relationship Management (CRM) systems
and strategies in the customer retention process within insurance companies. The research
aims to explore how the adoption and application of CRM systems and strategies impact
customer loyalty and the competitive advantage of companies. The study focuses on three core
aspects: the essence of CRM, key strategies and technologies employed in the insurance sector,
theories regarding potential links between CRM and customer retention, and an analysis of

CRM's role in customer retention policies within Georgian insurance companies.

A quantitative research method was employed, involving a survey of 100 experienced
professionals working in Georgian insurance companies. Data collection was conducted using
structured questionnaires covering topics such as CRM system usage, types of strategies, factors

influencing customer retention, and the effectiveness of targeted marketing.

The research findings reveal that insurance companies actively use a variety of CRM systems,
including Salesforce (30%), SAP (25%), Oracle (20%), and Microsoft Dynamics (15%). This
diversity reflects the market's specific demands and strategic needs of the companies. The
majority of respondents acknowledged the significant impact of CRM systems on customer
loyalty, with 30% rating the effectiveness of CRM strategies between 61-80%. Furthermore,
the study demonstrated that the effective utilization of CRM systems enhances targeted

marketing effectiveness, customer satisfaction, and loyalty levels.

The results of the study confirm that CRM systems and strategies play a pivotal role in
customer retention processes. Additionally, the findings provide practical recommendations
for the insurance sector, aiding in the more effective implementation of CRM strategies. The
research emphasizes the importance of understanding the efficiency of CRM systems and
highlights the value of customer relationship management strategies in the insurance sector.
The study underscores that effective CRM strategies significantly contribute to increasing
customer loyalty through personalized services, accurate segmentation, and proactive
customer engagement. Moreover, CRM systems improve the efficiency of targeted marketing
by leveraging data analytics and predictive tools to align with customer needs, further

optimizing customer engagement and business operations. The thesis offers valuable insights
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for both academics and practitioners, demonstrating how robust CRM strategies can foster

customer-centric innovations within the insurance sector.



