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Preface

During the era of competition, meeting the needs and wants
of the customers is a very hard task, because there are a number of
choices available to the customer from the large number of
competitors. Every company, therefore, focuses on the satisfaction
of the policyholders by building a healthy rapport with the
customers. Now, the reforms also give the option for pricing to
the insurance companies, Hence, the non life insurance companies
are trying to find out the ways for attracting the customers by
fixing reasonable prices and offering a variety of discount offers.

The nucleus part of a general insurance company is to handle
the claims in a systematic way which will satisfy the customers
and also increase the profitability and reputation of the company.
Hence, the claim settlement can be used an effective marketing
instrument for the successful survival in a competitive world.
Actually, in satisfying the customers there is a need for proper
managing of the claims rather than handling, i.e. the company will
concentrate not only on the claim process but also the entire area
of claim management. The processing of the claims of all the
general insurance companies is almost similar in nature as per the
guiding principle of IRDA. But these claims settlement procedures
can be taken as a differentiating factor among the players of the
general insurance market.

Motor insurance is one among the pinnacle areas where the
relevance of customer relationship was emerged. Apart from
acquiring the customers, their retention is also important. The
competition in the field of insurance is increased due to the
deregulation of the financial sector. On this occasion, it is very
essential to analyse the present condition of relationship quality,
customer satisfaction and customer loyalty. Fastest and hassle free
claim settlement is also needed for the success of general insurance
companies.
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