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[bookmark: _Toc15661921]ABSTRACT

Insurance is the service sector where competition is stiff to attract new or retain the current customers among insurance organizations. Customer relationship management (CRM) is the strategy what the insurance organizations enable to adopt to be competitive in the insurance industry. CRM helps the insurance organizations to retain the customers through the CRM practice to concentrate on the need of individual customers in the long-term period and contributes a lot to customer satisfaction, loyalty, and retention. This research objective was to examine the effects of customer relationship management on customer retention in the insurance industry of Kuala Lumpur, Malaysia. The researcher adopted the CRM dimensions which are customer orientation, knowledge management, CRM organization and CRM technology as independent variables to examine its effects on customer retention. The researcher was utilised the descriptive and explanatory research design to meet the research objectives. The researcher was adopted convenient sampling method to obtain the representative sample from the populations. The researcher collected data from 14 licensed insurance companies in life business only in Kuala Lumpur through structured questionnaire to evaluate customers’ level of agreement relating to the CRM practice in their respective insurance organizations. A total of 230 questionnaires were distributed to collect data and out of the total 200 questionnaires were returned. The researcher used Statistical Package for Social Science (SPSS 24.0) software to analyse the collected data. The researcher adopted the descriptive statistics and inferential statistics to described demographic facts, to test hypothesis and to answer research questions. The statistical result demonstrated that CRM which is represented by four CRM dimensions has a positive and significant effects on customer retention. The researcher suggested that insurance organizations have to concentrate to the CRM dimensions because it has highest influence on customer retention.
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CHAPTER 1: INTRODUCTION

[bookmark: _Toc15661925]1.0 Overview
This chapter outlines research background and the phenomenon of article research. Research objectives, research questions, research scope is explained and proposed. The research significance about studying the effects of customer relationship management on customer retention to academe, government, Kuala Lumpur’s insurance is outlined. Moreover, this chapter outlines research limitations and direction of future research. This chapter outlines the definitions which regarded to this research’s variables.

[bookmark: _Toc15661926][bookmark: _Toc14791594]1.1 Research Background 
Insurance industry growingly effects on the economy’s all other sectors. Insurance industry is an exceedingly human concentrated and customer interactive industry where customer relationship management (CRM) is recognised and progressively applicable (Boateng, 2016).
Nowadays, organizations such as insurance organizations are operating in a customer-oriented environment because customer is the market’s real ruler. This implies that insurance organizations are forced to consider customer as an asset requiring management (Tekliye, 2017; Ghalandari, 2012). In the current competitive economy, organizations are recognized that the vital of becoming customer centric and they are using CRM as a core business strategy (Hassan, 2014).
CRM acts as a strategy and becomes valuable to manage the customers. The reason is CRM concentrates on understanding customers as individuals rather than as part of a group (Hardjono and San, 2017). According to the understanding of the customers’ different needs at different stages, insurance organizations enable to build an effective relationship with customers. The capacity of the insurance organization to react towards the needs of customers and influence the customer feel like a valuable individual as opposed to just part of a large number of customers (Tekliye, 2017).
Presently, CRM becomes more important to the organizations in their effort to develop the customer retention, customer acquisition, market share, and profitability of organization throughout strong and sustainable customers relationship (Tavana et.al., 2013). This situation indicates that the organizations has been invested heavily in the information technology resources for better management of their coordinated with customers before, during and after invested it (Giannakis-Bompolis and Boutsouki, 2014).
Tekliye (2017) defined that CRM is introduced on the conviction that building the relationship of customer is most ideal approach to obtain the customers become loyal and more profitable to the organizations. The general objectives are to discover, attract, and gain new customers, retain the current potential customers of the organization, and attract the former customers to return.
The dimensions concept of CRM has been considered generally new due to the reason of few researches made on the CRM dimensions of some service industry such as insurance (Tekliye, 2017, Boateng, 2016).  Therefore, the scope of information on this concept is very limited (Boateng, 2016). Despite the fact that the dimensions concept of CRM is new, there are evident facts about the effects of CRM on customer retention in the insurance industry. For example, CRM indicated that positive effect on satisfaction, loyalty, retention of customer, and organizational performance (Boateng, 2016; Bataineh, Al-Abdallah and Salhab et. al., 2015).
Tekliye (2017) stated that a model has been developed with demonstrated reliability test in financial sector and reached at a conclusion that the CRM dimension must work systematically in the organization to ensure the organizational performance and increase the profitable customers. CRM includes four behavioural dimensions which are customer orientation, knowledge management, CRM organization, and CRM technology (Deneke, 2017).
In the insurance industry of Malaysia between 18th century and 19th century. British agency houses acted as specialists to insurance companies, joined in United Kingdom. Vital insurance companies are Harrison & Cross and Boustead. Foreign insurance organizations ruled domestic insurance market until the year of 1955. However, the Malaysia government took actions and presented local insurance organizations after Malaysia independence in the year of 1957. By the mid-1960s, a few of life insurance organizations had been established, but these organization wound up soon because these insurance organizations did not have appropriate business expertise and insufficient technical foundation (Yunus, 2018). Hence, Malaysia government interceded by using Insurance Act 1963 and controlled Malaysia’s insurance industry (Bnm.gov.my., 2018).
In the year of 1996, Insurance Act 1996, instead of previous one. It made numerous important changes in administrative structure for developing and enhancing the supervision and guideline of insurance industry which include discipline of operation and finance, policies’ transparency, policy owners’ protection (Yunus, 2018). Nowadays, Malaysia’s insurance organizations have been increased. These insurance organizations compete with each other to increase the market share, attract and retain profitable and potential customers (Bnm.gov.my., 2018). In this situation, Malaysia insurance organizations are finding their strengths and weaknesses to fulfil consumers’ need and want, and build a sustainable relationship with potential consumers through CRM (Zemzem and Gashaw, 2014; Shanmugasundaram and Srilekha, 2017).
Insurance industry is a customer-oriented services so the central concern is customer (Deneke, 2017). Hence, research is required to understand on the need and behaviour of customers to create a sustainable relationship with Malaysia insurance organizations (Boateng, 2016). 

[bookmark: _Toc14791595][bookmark: _Toc15661927]1.2 Problem Statement
In the insurance industry of Malaysia, insurance organizations have considered their existence and service as benefit to the customers. Most of the insurance organization in Malaysia more emphasis on attracting and prospecting for new customers than endeavouring to retain old customers (Yunus, 2018).
Nowadays, customers become more demanding of superior service and are being approached by many competitors with equal or even better service (Deneke, 2017). Hence, the challenge is not to create satisfied customers; but to establish delighted and loyal customers to increase the customer retention (Tekliye, 2017).
Due to the reason of the competitive pressure and globalization presently, the Malaysia’s insurance industry has moved to emphasis towards customer loyalty and retention to obtain profitable and sustainable development every time (Yunus, 2018). Consequently, Malaysia’s insurance industry has to reposition itself towards the customer-oriented doctrine to accomplish the development urgently. The insurance organizations are re-strategizing to meet the desires of the present customers through robust CRM policies and programs to gain and remain in business, increase the profit, and enhance the customer retention (Watson, 2018).
Relationship marketing literature is related to studies that investigate on the effectiveness of CRM from the perspective of customers (Ghazian, Hossaini and Farsijani, 2016) and the effects of CRM to improve customer retention (Tauni et. al., 2014). The effect of CRM practices on various industries have been broadly studied in the areas which include retailing (Long, Khalafinezhad and Ismail et. al., 2013), banking services (Kebede and Tegegne, 2018), tourism (Rahimi, Köseoglu, and Ersoy et. al., 2017), hotels (Eldesouk and Wen 2018), and cellular industry (Saadat and Nas, 2013). In spite of these studies, there is a moderately low literature on the effects of CRM on customer retention in the insurance industry (Boateng, 2016). The reviewed researches in the contexts have revealed a positive and direct relationship between CRM dimensions which include customer orientation, knowledge management, CRM organization, and CRM technology, and the customer retention (Namjoyan, 2013; Boateng, 2016). Although the research has made a great contribution for empirical documentation of CRM, the research still has to more focus in the issue of CRM in the insurance industry to answer the growth and development of insurance industry (Boateng, 2016).
In 2018, insurance only records for 1.7% of GDP and 5.8% of financial assets in Malaysia (Yunus, 2018). There is huge and undiscovered potential for the industry to improve more extensive economic effect, and feature considerably more prominent in Malaysia’s development. Insurance penetration of Malaysia has been sluggish. Over the past few years, penetration in the industry stayed low at 4.8%. Less than 40% of Malaysian citizens owns a life insurance (Yunus, 2018). It is a big challenge on accessibility and easy access to accurate statistics on Malaysia insurance market (Yunus, 2018). Hence, undertaking studies about the practice and effectiveness of CRM in Kuala Lumpur’s insurance industry is important to enhance the implementation and practice. 
The current research endeavours to expand the understanding of the relationship between CRM and customer retention through CRM dimensions which are customer orientation, knowledge management, CRM organization, and CRM technology (Deneke, 2017) with regards to the insurance industry of Malaysia.

[bookmark: _Toc14791596][bookmark: _Toc15661928]1.3 Research Objectives
General objective of this research is to examine the effects of customer relationship management on customer retention in the insurance industry of Kuala Lumpur.
Specific objectives of this research are:
1. To examine the effect of customer orientation on customer retention in the insurance industry of Kuala Lumpur.
2. To examine the effect of knowledge management on customer retention in the insurance industry of Kuala Lumpur.
3. To examine the effect of CRM organization on customer retention in the insurance industry of Kuala Lumpur.
4. To examine the effect of CRM technology on customer retention in the insurance industry of Kuala Lumpur.

[bookmark: _Toc14791597][bookmark: _Toc15661929]1.4 Research Questions
Main research question is as follows:
Is there any relationship between customer relationship management and customer retention in the insurance industry of Kuala Lumpur?
Sub research questions are:
1. Is there any relationship between customer orientation and customer retention in the insurance industry of Kuala Lumpur?
2. Is there any relationship between knowledge management and customer retention in the insurance industry of Kuala Lumpur?
3. Is there any relationship between CRM organization and customer retention in the insurance industry of Kuala Lumpur?
4. Is there any relationship between CRM technology and customer retention in the insurance industry of Kuala Lumpur?

[bookmark: _Toc14791598][bookmark: _Toc15661930][bookmark: _Hlk14994695]1.5 Significance of Study
This research aims to contribute to the following parties:

[bookmark: _Toc14791599][bookmark: _Toc15661931][bookmark: _Hlk14994740]1.5.1 Significance to Academe
CRM delivers the adoption of proper instruments to obtain greater knowledge of requirements as it assembles data of customers gathered in the stages. It makes a well commitment to other academic researchers in the area of CRM which enable to utilise the findings as a point of reference in their literature reviews.

[bookmark: _Toc14791600][bookmark: _Toc15661932]1.5.2 Significance to Government
The CRM enables government to have a complete perspective on customers and interactions people have with local authority. In field of consultants able to assist the government agencies create CRM business case.

[bookmark: _Toc14791601][bookmark: _Toc15661933]1.5.3 Significance to Insurance Industry
The outcome of this research would ideally be vital as in it would empower the insurance organizations to understand the reasons of customers defect; the effects of CRM and the motivational reasons which could be solved to influence customers and retain them to enhance and maintain productivity. The research would contribute to current information on customer retention of the insurance industry, which regards to the effects of profitability of organization.

[bookmark: _Toc14791602][bookmark: _Toc15661934]1.6 Limitations of Study
This research is limited to the licensed insurance organizations in the life business only in Kuala Lumpur, Malaysia. Hence, this limitation separates the customers who are outside of Kuala Lumpur from being considered for this research. This research will have constraint as it is restricted only in Kuala Lumpur and may not really reflect the perspective of all customers across the nation. Due to the privacy and confidentiality, this research is inaccessibility to have a full list of customers’ databases. The researcher is forced to utilise the convenient sampling technique. Getting adequate information from published articles and journals about the CRM practice and relevance in Malaysia’s insurance industry also influences by time and financial budget limited.

[bookmark: _Toc14791603][bookmark: _Toc15661935]1.7 Scope of Study
This research focuses on the effects of customer relationship management on customer retention. The total number of Malaysia’s licensed insurance organizations in the life business only is fourteen (Bnm.gov.my., 2018). The research would be constrained to the chosen insurance organizations of Kuala Lumpur. The customers would include the research population. This research methodology is quantitative research by conducting the questionnaire. The data are analysed by SPSS programme.

[bookmark: _Toc14791604][bookmark: _Toc15661936]1.8 Ethical Consideration
This research adhered to appropriate research processes and all sources of information were acknowledged as far as possible. Consent was sought and given by the respondents before the administration of questionnaire. The questionnaire was filled in by respondents voluntarily. Personal details such as names or contact details was not be collected from the respondents. Full confidentiality was maintained while dealing with the questionnaire. Children respondents were not be involved in the questionnaire. All information from the questionnaire was used for the purposes of the research only.

[bookmark: _Toc14791605][bookmark: _Toc15661937]1.9 Organization of Chapters
Chapter 1: The brief introduction of research, which includes background of study, problem statement, research objectives, research questions, study significant, study limitations, study scope, ethical consideration.
Chapter 2: Critique of literature review identified with proposed matters, covering the concept, definition, model which were adopted in the previous research by various researchers.
Chapter 3: Referring to research design and application of methodology, sample size will be confirmed. Questionnaire is designed to do the collection of data. SPSS24.0 software is applied to analyse the initial data.
Chapter 4: Adopting SPSS24.0 to analyse the gathered data based on the methods of data which are described in chapter 3. Giving relevant findings and interpreting outlined outcomes according to the data output.
Chapter 5: Based on the outcomes of data analysis from chapter 4, proposing productive suggestions which are regarding to the main findings. Discovering the research limitations for the further research.


















[bookmark: _Toc15661938]CHAPTER 2: LITERATURE REVIEW

[bookmark: _Toc15661939]2.0 Overview
This chapter will present a comprehensive literature review of the effects of customer relationship management on customer retention in the insurance industry. It helps in providing insight and a better understanding of the concepts of CRM. This chapter will propose a research framework based on the relevant theories of CRM and make the assumptions.

[bookmark: _Toc14791608][bookmark: _Toc15661940]2.1 Customer Retention in Insurance Industry
CRM dimensions was evaluated in various ways, involving market effectiveness and financial performance (Mohammed and Rashid, 2012), customer satisfaction (Abdullateef et. al., 2014), organizational performance (ElKordy, 2014), and customer retention (Chetioui et. al., 2017). According to the previous studies, the performance of using CRM dimensions is beneficial to the insurance organizations and customers (Boateng, 2016; Shanmugasundaram et. al., 2017). Customer retention in the insurance industry is vital and essential for the insurance organizations to maintain the competitive (Boateng, 2016). When comparing with the customer acquisition, customer retention is more important to the organization in the insurance industry (Nischal, 2015).  Customer retention had been evaluated by CRM dimensions which are insurance organization fulfilment, positive expressions of mouth, loyalty to the insurance organization, and repeat purchase intentions (Boateng, 2016; Chetioui et. al., 2017). Bataineh et. al. (2015) stated that the relationship between quality responsibility, fulfillment, loyalty, customer retention, product and service’s future utilisation is important to the insurance organizations.

[bookmark: _Toc14791609][bookmark: _Toc15661941]2.2 Customer Relationship Management in Insurance Industry
Customer Relationship Management’s abbreviation is CRM (Gupta, 2018). CRM can be characterized as the craft of procuring consumers and construct a sustainable customer relationships (Chetioui et. al., 2017). Babu (2016); Nwankwo and Ajemunigbohun (2014) stated that CRM is the mix of individuals, procedures, and technology utilised to comprehend and acquire consumers for the organization in the insurance industry. CRM focuses on customer relationships and retention (Nischal, 2015). Organizations enable to satisfy their outcomes and gain the benefits fully by implementing CRM strategies efficiently (Chetioui et. al., 2017). In the competitive market today, insurance organizations not only need to have an expertly designed website, they also need to consider the other dimensions to compete the competitors (Abdullateef, Muktar and Yusoff et. al., 2014).
While trying to summarize the various CRM’s meanings, this research focuses on the definition that expresses CRM implementations. It includes four CRM dimensions which are customer orientation, knowledge management, CRM organization, and CRM technology (Deneke, 2017). Boateng (2016) characterized that CRM uses the complicated software and analytical tools to organise the comprehensive information of customers to manage customer contact points, maximize profitability of insurance organization and improve the customer retention. 
Customer Relationship Management Dimensions
Various researchers stated that there is no CRM universal definition (Gruber and Svensson, 2012; Deneke, 2017). Some researchers characterize CRM according to the context within which it is being examined for specific research. Thus, some studies illustrate CRM dimensions from the attitudinal perspectives of customers such as trust, commitment, conflict solving and empathy (Chowdhury, 2015).  However, customers’ behavioural perspectives are chosen to illustrate the dimensions of CRM in this research. According to the information which is obtained from the customers and is known by the organization, CRM implies that insurance organizations’ desire and capacity to customize its behaviour towards each customer (Deneke, 2017). 
Abdullateef et. al. (2014) described that the CRM’s concept is a multidimensional construct comprising of four dimensions. CRM dimensions are customer orientation, knowledge management, CRM organization, and CRM technology. Deneke (2016) stated that CRM dimensions should be integrated to accomplish insurance organization profitability and customer retention.

[bookmark: _Toc14791610][bookmark: _Toc15661942]2.3 Customer Orientation and Customer Retention in CRM in Insurance Industry
Key customers are important and have a greater profitability to the organization (Taleghani, Nasiriziba, and Mozhdehi, 2012). Nischal (2015) stated that applying CRM are customer- driven. Hence, insurance organization must consider the customers’ interest and welfare while make the decisions. In this procedure, the insurance organizations should promise superior value and attempt to convey the expectation and satisfaction to customers when comparing with their competitors. It implies that organizations can customize its offer to the key customers (Deneke, 2017). Customer orientation’s key components are customer-centric marketing, identification of main customer’s lifetime value, personalization and intuitive co-creation marketing (Mohammed, Rashid and Tahir, 2017). Customer orientation alludes to worker’s inclination to satisfy customer needs (Azzam, 2014). Customer orientation has influenced the insurance organization’s performance and customer satisfaction positively (Fadda, 2018; Lagat, Kieti, and Ng, 2016). Customer-oriented behaviours ensure and keep up a profitability relationship between the consumers and service providers and enhance the performance of insurance organization (Azzam, 2014, Bhat and Darzi, 2018). Increasing, creating, and improving the long-term satisfaction, trust, and retention of customer are important to the customer orientation (Chetioui et. al., 2017; Bin-Nashwan and Hassan, 2017; Baksi and Parida, 2013).
In the insurance industry, it is important for establishing sustainable and profitable customer relationships (Hendriyani and Auliana, 2018). Insurance organizations will obtain more competitive benefits than the competitors when they practice the customer orientation efficiently. Therefore, insurance organizations enable to retain their customers (Boateng, 2016). Kotler, P. and Armstrong (2018); Akhmedov, (2017) described that insurance organizations should know that customer retention is an important business property and unable to be copied by the competitors. Hence, insurance organization should have a strong integration among customer regarded strategies which includes acquisition and retention through the customer orientation strategies (Shanmugasundaram et. al., 2017).
Hardjono et. al. (2017) stated that customer orientation’s main focus is the customer retention. (Boateng, 2016) defined that customer orientation manages the relationships between the insurance organizations and customers that regards to the procedure of sales and marketing, service, and support within the organization. Rahimi and Kozak (2017); Boateng (2016) characterized that customer orientation is a way that includes attracting, developing, and maintaining customer relationships for the insurance organizations to improve the profitable customer retention. Numerous organizations invest significantly in customer orientation to establish and develop long-term and effective customers relationships (Boateng, 2016).
Based on literature review about relationship between customer orientation and customer retention in insurance industry, it is reasonable to propose hypotheses as follow:
Hypothesis 1: There is a significant relationship between customer orientation and customer retention in the insurance industry of Kuala Lumpur.

[bookmark: _Toc14791611][bookmark: _Toc15661943]2.4 Knowledge Management and Customer Retention in CRM in Insurance Industry
Customer knowledge is a profitable resource for the organization. Disseminating the customer knowledge has become the core resources which offers a sustainable competitive benefit to the organization. Organization enables to develop a strong relationship with customer (Šebjan, Bobek, and Tominc, 2014; Siddiqui, Amin and Nik, 2014). Hence, knowledge of customer plays an essential role in CRM. Insurance organizations enable to adopt the customer knowledge to build and maintain a good relationship through the communication and interaction with customers (Shanmugasundaram et. al., 2017; Mohammad, Rashid, and Tahir,2013). This indicates that insurance organizations have the capacity to compete with other competitors in insurance industry by having comprehensive customer knowledge (Boateng, 2016; Deneke, 2017). Ghaedi, Keshtegar, and Ghasemi (2016) expressed that insurance organization should share and disseminate the information about customer knowledge needs. It is important and essential for the insurance organization to ensure that it has the ability to provide improved services to customers. Therefore, insurance organization enables to build a good relationship with the customer successfully by using the knowledge management. It indicates that knowledge management influences the performance of insurance organization positively (Deneke, 2017; Mohammad et. al.,2013).
Knowledge Management has positive relationship with retention of customer. Valuable knowledge is an important resource for the organization. Therefore, the insurance organization enables to gain the competitive advantages and increase customer retention in the insurance industry (Mehmood and Abedin, 2017). Valuable knowledge also is the resources which is gainful for customers (Mohajan, 2016). Mehmood et. al. (2017) described that knowledge management plays a vital role in the customer retention. Customer retention has a strong bonding with the principles of knowledge management. The establishment of strong customer relationship with the insurance organization is according to updated customer knowledge. Hence, insurance organization should have the capacity to manage the customer knowledge effectively since knowledge management is the main procedure to retain the targeted customers (Boateng, 2016).
Knowledge management system utilises the customer knowledge to improve organizational performance and gain profitable customers (Mehmood et. al., 2017). In the procedure of knowledge management which is integrated with CRM, insurance organization enables to assess customer usefulness, customer satisfaction, loyalty, and retention. Therefore, knowledge management is a vital component to increase and enhance the customer retention in the insurance organization (Saoula, Johari, and Fareed, 2018; Mehmood et. al., 2017).
Based on literature review about relationship between knowledge management and customer retention in insurance industry, it is reasonable to propose hypotheses as follow:
Hypothesis 2: There is a significant relationship between knowledge management and customer retention in the insurance industry of Kuala Lumpur.

[bookmark: _Toc14791612][bookmark: _Toc15661944]2.5 CRM Organization and Customer Retention in CRM in Insurance Industry
Deneke (2017) described that organization should employ total participation to have a superior implementation of CRM and have a quality assurance of CRM strategies. The organizational structure should be redesigned to involve the communication lines appropriately and effectively (Jere and Posthumus, 2014; Nasution and Rafiki, 2018). When the insurance organization implements CRM, numerous changes are required in the manner that insurance organizations are sorted out (Taleghani et. al., 2012), procedures of business are conducted (Sorayaei, Valiollahi, Zadeh et. al. 2014; lee, 2014), and the qualified workers that are engaged with conveying value to key consumers (Deneke, 2017). Although the insurance organization adopts the advanced technology and implements a customer-oriented way, the researcher stated that CRM still unable to success, unless the organization’s project is totally integrated by CRM (Mohammad et. al., 2013). Hence, insurance organization should focus in the main considerations of CRM to organize the business successfully and efficiently. The main considerations of CRM include structure of organization, resources commitment in the organization, and human resources management (Madhovi and Dhliwayo, 2017). Subsequently, CRM organization is important in the business processes. CRM organization enables to influence fundamental changes of the actual business procedures for the employees and customers. (Sorayaei et. al., 2014).
CRM organization ensures that the insurance organization has a highly employee involvement to conduct the customer-oriented behaviours. CRM organization has adopted advanced technology and communication and interaction with the customers efficiently (Zeglat, Aljaber, and Alrawabdeh, 2014; Hardjono et. al., 2017; Boateng, 2016). It implied CRM organization has profitable relationship with customer retention in insurance industry (Boateng, 2016; Hardjono et. al., 2017).
[bookmark: _Hlk15848262]Insurance organization has the ability to reconstruct and produce the customer-centric values when CRM organization establishes an adaptable organizational structure (Boateng, 2016). Hence, CRM organization enables the insurance organizations accomplish organizations’ goal which is building a strong and sustainable relationship with customers (Mohammed et. al., 2012; Hardjono et. al., 2017). CRM organization influences directly on insurance organization’s performance, the improvement in sustainable profitable relationship with the customers, and the increment of customer retention. Consequently, CRM organization has influenced the customer retention in the insurance organization positively (Mohammed et. al., 2012; Boateng, 2016).
Based on literature review about relationship between CRM organization and customer retention in insurance industry, it is reasonable to propose hypotheses as follow:
Hypothesis 3: There is a significant relationship between CRM organization and customer retention in the insurance industry of Kuala Lumpur.

[bookmark: _Toc14791613][bookmark: _Toc15661945]2.6 CRM Technology and Customer Retention in CRM in Insurance Industry
CRM technology is a completed and advanced information communication technology enables to enhance the insurance organization’s power. CRM technology decreases organization’s internal expenses, develops the competitive advantage to the insurance organization in the market, enhances the profitability of economies in the long term, and increases convenience to the customer through the friendly website (Matiş and Ilieş, 2014; Mohammad et. al.,2013). CRM technology collects a lot of customer information. The insurance organizations utilise the customer information to personalise the customer service (Tekliye, 2017; Tungare, 2015). Personalisation of service enables to satisfy the need of customers (Rahman et. al., 2017). In this high-tech era, e-mail is one of the essential communication tools for the insurance organization. CRM technology helps the insurance organization personalises the e-mail with helpful information to the customers. This also indicates that the customers have a highly expectation of receiving the information from their e-mail (Mohammed, Rashid, and Tahir, 2014; Tungare, 2015; Mohammed et. al., 2017).
CRM technology increases the insurance organization’s profitability and gains more valuable resources for the employees to customize the customer service (Tekliye, 2017). Once the insurance organizations have the completed customer database and the system of information storage, CRM technology empowers the insurance organizations to have an efficient marketing strategy for retaining the targeted customers, develop strong relationships with customers, and gain profitability to the organizations (Matiş et. al., 2014; Madhovi et. al., 2017) such as using the mobile application internet services to offer quality services and convenience to the customers (Srivastava, 2012). CRM technology offers valuable customer information to the insurance organizations for enhancing the marketing capacities. Hence, CRM technology enables the insurance organizations to accomplish the specific marketing goals successfully in the insurance industry (Klutse, 2016; Madhovi et. al., 2017; Mohammad et. al., 2013).
CRM technology has affected the customer retention of organization positively (Al-Azzam, 2016, Deneke, 2017). CRM technology enables the insurance organizations have ability to gain the customer knowledge. Hence, insurance organizations understand the needs, behaviour, and preferences of customers efficiently (Mohammed et. al., 2014, Boateng, 2016). Since CRM technology provides the timeliness and important information of customers to the organization, quality of service and retention of customer have been improved in insurance industry (Mohammed et. al., 2014, Boateng, 2016). Boateng (2016) stated that insurance organization utilises the information and communication technology as a way in order to manage the quickly evolving situation. Therefore, CRM technology helps the insurance organization to increase the competitive advantages in the market and improve the customer expectation and retention (Hardjono et. al., 2017). 
Numerous researches revealed that CRM technology influences the organization’s performance and customer retention positively (Hardjono et. al., 2017; Shanmugasundaram et. al., 2017). Through collecting, storing, refining, analysing, and disseminating customer information, CRM technology ensures that the insurance organization has the capacity to attract and retain targeted customers in the insurance industry (Mohammed et. al., 2014, Boateng, 2016). This implies that the insurance organizations unable to retain the key customers without CRM technology (Deneke, 2017, Boateng, 2016). According to resource-based view theory, CRM technology has been examined as one of the significant assets of insurance organizations that utilise to develop the performance of organization, improve customer retention (Mohammed et. al., 2014).
Based on literature review about relationship between CRM technology and customer retention in insurance industry, it is reasonable to propose hypotheses as follow:
Hypothesis 4: There is a significant relationship between CRM technology and customer retention in the insurance industry of Kuala Lumpur.

[bookmark: _Toc14791614][bookmark: _Toc15661946]2.7 Theoretical Framework of Customer Relationship Management
The theoretical reason for CRM’s significance and the requirement is lies in the vital of the relationships which are cooperative and collaborative between sellers and purchasers (Deneke, 2017). CRM’s root is relationship marketing. The objective of CRM is developing the sustainable profitability of customers and changing into customer-centric marketing from product-centric marketing (Kotler et. al., 2018). Alibhai (2015) characterized that relationship marketing has attracted, maintained and improved the customer relationships in the multi-service organizations. Numerous researchers clarify that CRM’s root is relationship marketing and shares the relationship marketing principles. This implies that CRM and relationship marketing are utilised interchangeably in the marketing literature (Deneke, 2017). Relationship marketing theory’s evolution changed the word of relationship marketing to CRM in the literature. Consequently, relationship marketing is the foundation for the emergency of CRM (Atul and Mona, 2015).
Tavana et. al. (2013) expressed that numerous researchers described many different definitions of CRM. Some of the researchers defined CRM as strategy; some described CRM as technology, some characterized CRM as information system. Due to the researchers’ different scientific background, the divergence has been owed in the definition of CRM. Therefore, there is still much discussion over precisely what comprises CRM (Deneke, 2017). Lack of a theoretical, integrative structure in the CRM literature to outline the way of the CRM concept enables appropriately converted into an extensive arrangement of cement activities of organizations which is helpful for the achievement of CRM (Alibhai, 2015). Organizations have been more concentrated in the CRM principles and dimensions after CRM’s numerous definitions have been emerging with each progressive definition enhancing the previous ones (Deneke, 2017).
Azzam (2014) characterized that CRM is a technique to help the organizations understand the customer behaviour via the communication and interaction with customers to enhance the organization performance, attract the customers, satisfy the customers, and increase the customer retention. Moreover, Tavana et. al. (2013); Dhawan (2017) described that CRM is a strategic business procedure to the organization. Organizations adopt an arranged customer “touch points” to manage the key customers’ detailed information efficiently. CRM enables to help the organizations maximize customer retention and minimize the expenses (Kotler et al.,2018). Chetioui et. al. (2017) described that CRM is a methodology to have a significant relationship of customers, enhance retention of customer, improve lifetime value of customers. Organization adopt CRM to manage the customers efficiently and systematically to maximize value of the relationship lifecycle (Sudheshna and Sudhir, 2016). Kotler et. al. (2018) defined that CRM is a procedure to establishand maintain effective customers relationship by conveying quality value, expectation, and satisfaction of customers. 
According to Tekliye (2017), CRM enables the organizations utilise the CRM technology and e-commerce to manage and develop the relationships with customers. Bataineh et. al. (2015) defined that CRM is a concept which enable the organization generate a personalised product or services to every customer. Hence, CRM makes the customers feel that they are concentrated by the organization. Nischal (2015) stated that CRM enables the organizations to understand, evaluate, manages the needs of the key customers to obtain the retaining and increase the profitable customers and business strategy.
[bookmark: _Hlk12911783]Based on Giannakis-Bompolis et. al. (2014), organizations have adopted CRM as a management methodology who utilise the information technology to establish a strong and sustainable customers relationship and increase the profitability of the organization. Karahan and Kuzu (2014) defined that CRM is a creative procedure to build a sustainable customers relationship and gain the customer trust towards the organization. Hassan (2014) recognized that CRM is a business strategy to enable the organization concentrate on create, maintain, and develop customers relationship and to establish the organization’s value. From the marketing perspective, CRM is a mix of business procedure and technology that looks to comprehend the consumers from the aspect of who they are, what they do, and what they are like (Tavana et. al., 2013). 
Numerous researchers have been characterized different definitions and theories of CRM at the different time. Theories of CRM are described as follows:
1. CRM acts as a part of organization strategy for distinguishing and maintaining the customers satisfaction and converting them to a repeat customer to increase the customer retention. CRM enables the organizations to maximize the key customers’ value (Boateng, 2016).
2. CRM is a methodology, procedures, software and systems which enables organizations have the ability to create and manage the customer relationship effectively (Habul and Pilav-Velić, 2012).
3. CRM is a procedure, comprises of monitoring clients which includes collecting the appropriate customer information, management, assessment the information, and establishes real benefits from the customer information to the organization (Moghaddam, Vazife, and Roknabadi, 2016).
4. CRM is an extensive business and marketing strategy which coordinates the procedure technology and the business activities around the customers (Tavana et. al., 2013). 
According to the above definitions of CRM, CRM strategy is a business to gain and increase the profitability, revenue and develop customers relationship by the services of organization which relate to the customer needs. CRM enhances the customer retention is designed based on the principles and implementation procedure customer oriented (Deneke, 2017).

[bookmark: _Toc15661947]2.8 Conceptual Framework
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Figure 1: Conceptual Framework
The research framework enables to help the researchers to conduct better subject analysis. This research mainly studies the effects of CRM on customer retention. Customer orientation, knowledge management, CRM organization, and CRM technology as the independent variables have been proved that it influences the customer retention in insurance industry as the dependent variable (Chetioui et. al., 2017). According to the previous researches, conceptual framework has been structured (Figure 1) as a guidance for guiding the procedures of entire research. 




















[bookmark: _Toc14118536][bookmark: _Toc15661948]CHAPTER 3: RESEARCH METHODOLOGY

[bookmark: _Toc14118537][bookmark: _Toc15661949]3.0 Overview
This chapter will explain the methodology used in this research. This research will utilise the questionnaire to collect and analyse the sample data, including sample population, data collection and analysis, technical tools, the independent variables and dependent variables mentioned above.

[bookmark: _Toc14118538][bookmark: _Toc14791618][bookmark: _Toc15661950]3.1 Research Design
The main objective of this research is to study the effects of CRM on customer retention in the insurance industry of Kuala Lumpur. This research is a quantitative research. Bell, Bryman and Harley (2018) have noticed that quantitative research methods examine a specific issue through realities, systematically approach and quantitative research includes facts and numerical information gathered through interactive research instruments such as surveys. Due to this research utilised questionnaire survey method, this research is quantitative research (Saunders, Lewis, and Thornhilll, 2015). This quantitative research calls for common research designs where the focus of research is to describe, explain and predict phenomena, uses convenience sampling. This research will carry out a descriptive research which is to analyse an accurate profile of persons, events or situations (Saunders, et al., 2015). Deciding to utilise quantitative research method to conduct project research, two major types of quantitative research ways----Deductive and Inductive should be differentiated by researchers (Blumberg, Cooper and Schindler, 2014), generally speaking, adopting deductive research would help translate portions of abstract theory or concept into specific variables that could be utilised for testing hypotheses (Blumberg et. al., 2014).
Considering the purpose of this research and basic understanding regarded to key points of quantitative research method, quantitative research method is selected as the most appropriate research method in studying the effects of CRM on customer retention in insurance industry of Kula Lumpur. Identifying the problems and figuring out relevant solutions, deductive research is applied in quantitative research method for testing relationship between dependent variables and independent variables (Bell et. al., 2018).

[bookmark: _Toc14118539][bookmark: _Toc14791619][bookmark: _Toc15661951]3.2 Sampling Design
Sampling design is the critical step in the quantitative research methodology, especially as the research has to be finished during a short period, limited budget and ranges (Blumberg et. al., 2014). Hence, for any researcher who has to realize how much sample need to be gathered within limited time and resources, and if selected sample amount will reflect a certain of realistic issue during the short period (Blumberg et. al., 2014).
In this research, 230 samples are going to be collected by non-probability and convenience sampling method as data collection methodology where the samples are collected in a procedure that does not give all the individuals in the population equal chances of being chosen as the constraints of time, workforce and distance in the whole procedure.

[bookmark: _Toc14118540][bookmark: _Toc14791620][bookmark: _Toc15661952]3.2.1 Study Population
Blumberg et al. (2014) portrays population as all the components that meet the basis for inclusion in a research. Target population comprises of all individuals of a real or hypothetical set of people events or items from which a researcher wishes to sum up the results of their research (Gall et. al., 2014).
The target population for this research is the respondents comprises of the customers of 14 licensed insurance companies in life business only in Kuala Lumpur. According to Watson (2018), there are 3.5 for 10 Malaysians had a life insurance policy. Hence, it is reasonable to predict study population in this research is 7,780,301 people among those 14 licensed insurance companies in life business only in Kuala Lumpur. Table 1 shows the 14 licensed insurance companies in life business in Kuala Lumpur.  
Table 1: List of Licensed Insurance Companies in Life Business only
	No.
	Name of Licensed Insurance Companies in Life Business only

	1.
	AIA Berhad

	2.
	AXA Affin Life Insurance Berhad

	3.
	Allianz Life Insurance Malaysia Berhad

	4.
	AmMetLife Insurance Berhad

	5.
	Etiqa Life Insurance Berhad

	6.
	Gibraltar BSN Life Berhad

	7.
	Great Eastern Life Assurance (Malaysia) Berhad

	8.
	Hong Leong Assurance Berhad

	9.
	MCIS Insurance Berhad

	10.
	Manulife Insurance Berhad

	11.
	Prudential Assurance Malaysia Berhad

	12.
	Sunlife Malaysia Assurance Berhad

	13.
	Tokio Marine Life Insurance Malaysia Berhad	

	14.
	Zurich Life Insurance Malaysia Berhad


[bookmark: _Hlk5808538]Source: Bnm.gov.my. (2018)

[bookmark: _Toc14118541][bookmark: _Toc15661953]3.2.2 Sample Size
In this research, study population has been predicted as 7,780,301, 7% margin of error, 95% confidence level and 50% response distribution. The following formula was utilised by Krejcie and Morgan (1970) to calculate the sample size.



Table 2: Sample Size
	Sample Size Calculation Formula:



Where:
 = Sample size
 = Chi-square for the specified confidence level at 1 degree of freedom
N = Population size
P = Population proportion
ME = Desired margin of error (expressed as a proportion)
Source: Krejcie and Morgan (1970)


Based on this formula of sample size calculation and key elements mentioned above, the sample sized is calculated as 196. Hence, in this research, questionnaires are handed out to 230 samples.

[bookmark: _Toc14118542][bookmark: _Toc15661954]3.3 Data Collection Methods
In this research, primary data collection would be adopted as data collection method to collect 230 sample sizes through the Google Forms. As the targeted participants can be contacted through online approach, collecting data by sending out designed questionnaires to targeted participants online due to main advantages which include lowest cost, time flexible, and geographic coverage.

[bookmark: _Toc14118543][bookmark: _Toc15661955]3.3.1 Design of Questionnaire
Primary data was obtained from the use of questionnaire to collect empirical data in order to investigate the effects of customer relationship management on customer retention in the insurance industry of Kuala Lumpur. In designing the questionnaire, items were selected from the literature. Questions were in closed ended and open-ended types. The researcher designed only one set of questionnaires for customers of the selected insurance companies in Kuala Lumpur. Afterwards, thesis supervisor moderated the questionnaire to check content. He or she commented on errors and the researcher made corrections leading to the final questions.
The close-ended questions were developed on a five-point, Likert rating scale which is ranging from 1 (strongly agree/ satisfied) to 5 (strongly disagree / dissatisfied). The open-ended questions evoked information about the background of the personnel (Boateng, 2016). The questionnaire collected information on customer’s perceptions of their insurance organization, the reasons why customers remain with their organization, and the reasons why they might switch to a rival.
The questionnaire was separated into three sections. Section one (I) is related to demographic information. Section two (II) is related to the independent variables. Section three (III) is related to the dependent variable. Each particular question would refer questionnaire created by previous researchers and make relevant modifications based on specific needs of this research.
· Section One (I)
Section one (I) is intended for gathering demographic information from targeted respondents by nominal scale. In this section, demographic information includes five questions which are insurance customer, insurance organization, gender, age, and highest education level.

· Section Two (II)
Section two (II) makes up four independent variables regarded to customer orientation, knowledge management, CRM organization, and CRM technology, applicable questions are intended for every independent variable according to previous researches.


Table 3: Measurement of Independent Variables
	Variables
	Measurements and Sources

	Customer Orientation
	1. The insurance organization provides customized product and service through ongoing dialogue (Deneke, 2017).
2. The insurance organization makes an effort to find out what key customer needs (Mukami, 2017).
3. The insurance organization takes customer feedback seriously and replies to them (Deneke, 2017).
4. The insurance organization strives to constantly surprise and delight its key customers (Deneke, 2017).

	Knowledge Management
	1. The insurance organization provides channels to enable ongoing two-way communication (Deneke, 2017).
2. The insurance organization provides significantly improved services to customers (El-Helaly, Ebeid, and El-Menbawey, 2015).
3. The insurance organization has enough information about customers (Deneke, 2017).
4. The insurance organization contacts and informs customers about new and suitable insurance products (Kirmaci, 2012).

	CRM Organization
	1. The insurance organization encourages customers to use more service (Deneke, 2017)
2. The insurance organization makes good relationship with its customers (Deneke, 2017)
3. The insurance organization structure is thoroughly designed around its customers (Lee, 2014).
4. The insurance organization has effective customer recovery strategy including guarantee for service failure (Deneke, 2017).

	CRM Technology
	1. Website is easily accessible (Hamid, Cheng, and Akhir, 2011).
2. Only a few clicks to get the information needed (Hamid et.al., 2011).
3. The insurance organization uses mobile application internet services to offer quality services (Srivastava, 2012).
4. The insurance organization sends personalised emails with helpful information to customers (Tekliye, 2017).



· Section Three (III)
Section three (III) is regarding to customer retention in insurance industry which is a dependent variable. This section measures the customer retention in insurance industry through CRM dimensions.
[bookmark: _Hlk12965391]Table 4: Measurement of Dependent Variables
	Variable
	Measurements and Sources

	Customer Retention in Insurance Industry
	1. Your insurance organization would be your “first choice” to contact (Boateng, 2016).
2. You would recommend your insurer to a friend or family (Boateng, 2016).
3. You would say positive things about your insurer based on your experiences in buying products / services (Boateng, 2016).
4. You expect the relationship with your insurer to continue in a long run (Boateng, 2016).



[bookmark: _Toc14118544][bookmark: _Toc15661956]3.4 Measuring Instrument
In this research, Statistical Package for Social Science (SPSS 24.0) software is utilised for proceeding the statistical analysis. The reason is SPSS 24.0 is the most common statistical data analysis software package used in social science study field with user-friendly feature (Field, 2013). Based on the main purpose of this research, SPSS 24.0 is the most proper statistical software to test and analyse the collected data.

[bookmark: _Toc14118545][bookmark: _Toc15661957]3.4.1 Pilot Test
Pilot testing implies discovering the survey, key informant interview guide or perception structure will work in the “real world” by trying it out first on a couple of individuals. The objective is to ensure that everyone in the sample not only understands the questions, but understands them in same way (In, 2017; Bartlett, 2014). This test selected a small percentage of the respondents, 23 sample size, through factor analysis and reliability testing to find if any questions make respondents feel uncomfortable. It enables to find out how long it takes to complete the survey in real time (Peersman, 2014).
In this research, in order to ensure that the questionnaire content can be fully understood, 10% of 230 questionnaires were chosen, 23 questionnaires were distributed as pilot tests, and formal data collection was proceeded after confirming that 23 participants enable to answer questions rightly.
A sample of 23 customers of 14 licensed insurance companies in life business only in Kuala Lumpur was taken as participants. Test results show that the problem, procedure, layout is clear. Reliability test was utilised to check whether the results of each project were consistent with the overall questionnaire (Peersman, 2014). The table at below (Table 5) implies the alpha value of Cronbach was 0.803 which is greater than 0.7 in 20 projects. It is a good internal consistency.


Table 5: Reliability of Pilot Test
	Case Processing Summary

	
	N
	%

	Cases
	Valid
	23
	100.0

	
	Excludeda
	0
	0.0

	
	Total
	23
	100.0

	a. Listwise deletion based on all variables in the procedure.



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	0.803
	20



[bookmark: _Toc14118546][bookmark: _Toc15661958]3.4.2 Descriptive Analysis
Descriptive statistics are utilised to express the fundamental features of gathered data in the research and offering valuable summaries of information regarded to sample and the measures, which would represent the population of the research being studying (Saunders et.al., 2015). As section one (I), demographic information mentioned above, descriptive research is conducted to summarize personal information.

[bookmark: _Toc14118547][bookmark: _Toc15661959]3.4.3 Preliminary Tests
Preliminary test is utilised to investigate the research field of being analysed, help the researchers tested the effective statistical outcomes. Preliminary test enables to explore the research of useful and dependable conclusion (Sutton et. al., 2015). In this research, preliminary test had been adopted to lead the factor analysis and reliability test (Sekaran et. al., 2016).
Factor Analysis
Factor analysis plays three functions in quantitative research which are to understand variables structure, to measure an underlying variable by questionnaire, and to minimize data to be more manageable whilst maintaining original information as much as possible (Sekaran and Bougie, 2016; Field, 2013).  Measuring sampling size is an important step before doing factor analysis. Kaiser–Meyer–Olkin measure of sampling adequacy (KMO) (Kaiser, 1970) is adopted as sampling measurement instrument to test if sample size is adequate enough for continuing factor analysis in the future, basically the KMO statistic varies between 0 to 1, the higher KMO differ implies factor analysis is more like to be appropriate. Based on Hutcheson and Sofroniou (1999), the measurement of KMO shows the table at below:
Table 6: Measurement of KMO
	KMO Statistic Varies
	Measurement of KMO Varies

	0.9 < KMO < 1
	Superb

	0.5 < KMO < 0.7
	Mediocre

	0.7 < KMO < 0.8
	Good

	0.8 < KMO < 0.9
	Great

	0.5 < KMO < 0.59
	Barely Acceptable


Source: Hutcheson and Sofroniou (1999)
Reliability Test
Field (2013); Bell et. al. (2018) defined that checking reliability of rating scale designed in questionnaire is important step to make questionnaire validate. Reliability requires that measures ought to reliably reflect construct that is measuring, in statistical terms, the most essential approach to look at reliability is according to the opinion that individual each item should produce outcomes consistent result with overall questionnaire (Bell et. al., 2018). Alpha coefficient ranges in value from 0 to 1 and might be utilised to portray the reliability of elements extracted from dichotomous and multi-point arranged questionnaires or scales. The higher the score, the more reliable the generated scale is (Panayides, 2013). Based on George (2011), the rule of Cronbach’s Alpha measurement shows the table at below:

Table 7: The Rule of Cronbach’s alpha Measurement
	Cronbach’s alpha
	Internal consistency

	α > 0.9
	Excellent

	0.8 < α < 0.9
	Good

	0.7 < α < 0.8
	Acceptable

	0.6 < α < 0.7
	Questionable

	0.5 < α < 0.6
	Poor

	α < 0.5
	Unacceptable


Source: George (2011)

[bookmark: _Toc15661960]3.4.4 Hypothesis Testing
Correlation Test
The correlation test is used for further testing. The correlation test reflects that the difference in measurement scale is a table showing the correlation coefficient between variable sets (Sutton and Austin, 2015). In this research, the correlation test can determine the relationship between CRM dimension and customer retention and see which pairs have the highest correlation. According to Sekaran et. al. (2016) Pearson test, a p value less than 0.05 indicates a strong relationship between variables, while a value greater than 0.05 indicates a weak relationship between variables.
Table 8: Pearson correlation coefficient interpretation
	Strength of Association
	Coefficient, r

	
	Positive
	Negative

	Small
	0 to 0.3
	-0.1 to -0.3

	Medium
	0.3 to 0.5
	-0.3 to -0.5

	Large
	0.5 to 1.0
	-0.5 to -1.0


Source: Sekaran et. al. (2016)

Multiple Regression Analysis
In order to analyse and prove whether the hypothesis proposed was accepted or rejected, this hypothesis was tested through multiple regression analysis in the research (Blumberg et. al., 2014). Multiple regression analysis refers same equation as simple linear regression which is tied in with working out correlation between one dependent variable and another independent variable to see the change of first variable (Peersman, 2014). Once more than one independent variable needed, multiple regression test begins attempting to anticipate which independent variable fundamentally influence dependent variable (Uyanık and Güler, 2013). In multiple regression test, p-value is utilised to demonstrate strength of relationship between a predictor and outcome variables, if p-value<.05 (Sig. <.05 in the SPSS table), it implies predictor variable fundamentally predicts the outcome variables (Bell et. al., 2018), vice versa. As the result, this research would utilise Multiple Regression Analysis to test the relevant hypotheses and to answer the research objectives identified in chapter 1.
ANOVA Test
The ANOVA method will be applied as well to ensure the regression model is significant, which requires a P value of less than 0.05 (Sekaran et. al., 2016). With ANOVA, we can test if there are significant correlations between the independent variables and the dependent variable in this research.
One-Way ANOVA will be applied as well to test if there are interaction between the independent variables and dependent variable, which can be referred to as the P value of the test. If P value is less than 0.05, it means there is significant interaction between independent variables and dependent variable (Sekaran et. al., 2016).


[bookmark: _Toc15661961]CHAPTER 4: FINDINGS AND DISCUSSION

[bookmark: _Toc15661962]4.1 Findings
After 230 questionnaires had been distributed, a total of 204 questionnaires had already been collected. Rate of response is 88.7%. SPSS 24.0 was utilised for the collected data analysis which including descriptive analysis, factor analysis, reliability test, correlation test, multiple regression analysis, and ANOVA test.

[bookmark: _Toc15661963]4.1.1 Descriptive Analysis
This research already handed out 230 questionnaires and uses quantitative research methodology. 204 samples had been collected back and had been analysed by SPSS 24.0 in part of demographic information.
Table 9: Demographic Descriptive Analysis
	Characteristic
	Frequency
	Percentage

	Insurance Customer
	Yes
	204
	100%

	
	No
	0
	0%

	Insurance Organization
	AIA Berhad
	34
	16.7%

	
	AXA Affin Life Insurance Berhad   
	16
	7.8%

	
	Allianz Life Insurance Malaysia Berhad       
	15
	7.4%

	
	AmMetLife Insurance Berhad     
	5
	2.5%

	
	Etiqa Life Insurance Berhad     
	6
	2.9%

	
	Gibraltar BSN Life Berhad    
	8
	3.9%

	
	Great Eastern Life Assurance (Malaysia) Berhad
	43
	21.1%

	
	Hong Leong Assurance Berhad    
	26
	12.7%

	
	MCIS Insurance Berhad      
	4
	2.0%

	
	Manulife Insurance Berhad   
	6
	2.9%

	
	Prudential Assurance Malaysia Berhad      
	18
	8.8%

	
	Sunlife Malaysia Assurance Berhad        
	11
	5.4%

	
	Tokio Marine Life Insurance Malaysia Berhad
	7
	3.4%

	
	Zurich Life Insurance Malaysia Berhad       
	5
	2.5%

	Gender
	Male
	113
	55.4%

	
	Female
	91
	44.6%

	
	Other
	0
	0%

	Age
	18 – 25
	53
	26.0%

	
	26 – 35
	83
	40.7%

	
	36 – 45
	32
	15.7%

	
	Above 45
	36
	17.6%

	Highest Education Level
	High School or Below
	49
	24.0%

	
	Diploma
	41
	20.1%

	
	Bachelor
	102
	50%

	
	Master or Above
	12
	5.9%



In the 204 valid samples, there are 204 respondents are the insurance customers which is 100%. In the insurance organization, 34 respondents (16.7%) are AIA Berhad’s customers, 16 respondents (7.8%) are AXA Affin Life Insurance Berhad’s customers, 15 respondents (7.4%) are Allianz Life Insurance Malaysia Berhad’s customers, 5 respondents (2.5%) are AmMetLife Insurance Berhad’s customers, 6 respondents (2.9%) are Etiqa Life Insurance Berhad’s customers, 8 respondents (3.9%) are Gibraltar BSN Life Berhad’s customers, 43 respondents (21.1%) are Great Eastern Life Assurance (Malaysia) Berhad’s customers, 26 respondents (26.7%) are Hong Leong Assurance Berhad’s customers, 4 respondents (2.0%) are MCIS Insurance Berhad’s customers, 6 respondents (2.9%) are Manulife Insurance Berhad’s customers, 18 respondents (8.8%) are Prudential Assurance Malaysia Berhad’s customers, 11 respondents (5.4%) are Sunlife Malaysia Assurance Berhad’s customers, 7 respondents (3.4%) are Tokio Marine Life Insurance Malaysia Berhad’s customers, and 5 respondents (2.5%) are Zurich Life Insurance Malaysia Berhad’s customers. It shows that the distribution of different insurance organizations is average-distributed, but AIA Berhad and Great Eastern Life Assurance (Malaysia) Berhad are slightly more than other insurance organizations. 
In the aspect of gender, 113 respondents are males (55.4%), 91 respondents are females (44.6%), number of males outnumbering females considerably. However, the percentage distinction between male and female is small. In the part of age, the age range between 18-25 is 26.0%, 26-35 is 40.7%, 36-45 is 15.7%, and above 45 is 17.6%. It describes that the respondents’ age mainly around 26 years old until 35 years old. In the aspect of highest education level, 49 respondents (24.0%) are high school and below, 41 respondents (20.1%) have diploma education level, 102 respondents (50.0%) have bachelor education level, and 12 respondents (5.9%) have master or above. It implies that majority of respondents have bachelor education level.
In a nutshell, according to the demographic information, it demonstrates that most of the respondents are the customers of AIA Berhad and Great Eastern Life Assurance (Malaysia) Berhad. The male respondents are more than female respondents. The majority of respondents’ age range are between 26 years old and 35 years old. It proves that most of the respondents have bachelor education level.

[bookmark: _Toc15661964]4.1.2 Reliability Test
Reliability is operationalized as inward consistency. It is the inter correlations’ level among the things which establish the scale (Bell et. al., 2018). Cronbach’s alpha is a reliability coefficient which is adopted to evaluate the internal consistency (Cronbach, 1951). The internal consistency of the survey was calculated using Cronbach's alpha. Based on the reliability test result below (Table 10), Cronbach’s alpha of customer orientation, knowledge management, CRM organization, CRM technology, customer retention in insurance industry are 0.720, 0.752, 0.731, 0.773, and 0.787. It shows that all Cronbach’s alpha has exceed 0.7, so all item measurement internal consistency level is acceptable.
Table 10: Reliability Test of Five Variables
	Variables
	Cronbach’s Alpha
	Number of Items

	Customer Orientation
	0.720
	4

	Knowledge Management
	0.752
	4

	CRM Organization
	0.731
	4

	CRM Technology
	0.773
	4

	Customer Retention in Insurance Industry
	0.787
	4

	Total
	0.742
	20



[bookmark: _Toc15661965]4.1.3 Factor Analysis
Factor analysis is adopted to decrease variables to a more manageable set of factors when establishing suitable factors for the subsequent analysis. Measuring sample size is an inevitable move before analysing the factor analysis (Sekaran et. al., 2016). Kaiser–Meyer–Olkin measure of sampling adequacy (KMO) (Kaiser, 1970) is adopted as sampling measurement instrument to test if sample size is adequate enough for continuing factor analysis in the future, basically the KMO statistic varies between 0 to 1, the higher KMO differ implies factor analysis is more like to be appropriate.

Table 11: KMO and Bartlett's Test
	Kaiser-Meyer-Olkin Measure of Sampling Adequacy
	0.709

	Bartlett’s Test of Sphericity
	Approx. Chi-Square
	1190.622

	
	df
	190

	
	Sig.
	0.000



According to the outcome of KMO and Bartlett’s Test (Table 11), KMO is 0.709, which is greater than 0.70. Bartlett’s test, approximately Chi-Square 1190.622, and its significance level is 0.000 (Sig.<0.05), smaller than 0.05. It implies the total sampling size is adequate enough to continue to do the factor analysis. Overall construct validity of scale is good. In this condition, the factor analysis was found to be an appropriate technique for construct validity. KMO test is an analysis tool to measure how fit the data is for the factor analysis.

Table 12: Communalities
	
	Initial
	Extraction

	CO1
	1.000
	0.582

	CO2
	1.000
	0.565

	CO3
	1.000
	0.521

	CO4
	1.000
	0.604

	KM1
	1.000
	0.624

	KM2
	1.000
	0.709

	KM3
	1.000
	0.585

	KM4
	1.000
	0.510

	CRMO1
	1.000
	0.583

	CRMO2
	1.000
	0.505

	CRMO3
	1.000
	0.619

	CRMO4
	1.000
	0.566

	CRMT1
	1.000
	0.590

	CRMT2
	1.000
	0.742

	CRMT3
	1.000
	0.701

	CRMT4
	1.000
	0.595

	CR1
	1.000
	0.587

	CR2
	1.000
	0.588

	CR3
	1.000
	0.645

	CR4
	1.000
	0.705

	Extraction Method: Principal Component Analysis.



According to the Communalities (Table 12), the Extraction of every variables exceed 0.5. It implies the interpretation level of extracted factor enables to reach more than 50% for every variable. Hence, the extract factor is suitable.

Table 13: Results Summary of Principal Component Analysis
	Total Variance Explained

	Component
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	3.728
	19.640
	19.640
	2.499
	13.497
	13.497

	2
	2.406
	12.031
	31.671
	2.477
	12.383
	25.880

	3
	2.160
	10.801
	42.472
	2.370
	11.852
	37.732

	4
	1.905
	9.527
	51.999
	2.265
	11.326
	49.058

	5
	1.625
	8.127
	60.126
	2.214
	11.068
	60.126

	Extraction Method: Principal Component Analysis.



Principle factor analysis is utilised in procedure of factor analysis via VARIMAX orthogonal rotation methodology doing the factor rotation, is performed on the individual items for measuring 20 sub-dimensions, extracting factors wherever eigenvalue are over 1.00 as common factors. The test outcome implies that 5 common factors are recognized in Principle Factor Analysis, and its total explained variance rate is 60.126% that greater than 60%. Hence, it proves that the questionnaire’s contents validity is good enough.


Table 14: Rotated Component Matrix
	Items
	Component

	
	1
	2
	3
	4
	5

	CO1
	
	
	
	
	0.757

	CO2
	
	
	
	
	0.743

	CO3
	
	
	
	
	0.721

	CO4
	
	
	
	
	0.717

	KM1
	
	
	0.777
	
	

	KM2
	
	
	0.835
	
	

	KM3
	
	
	0.676
	
	

	KM4
	
	
	0.687
	
	

	CRMO1
	
	
	
	0.758
	

	CRMO2
	
	
	
	0.697
	

	CRMO3
	
	
	
	0.771
	

	CRMO4
	
	
	
	0.731
	

	CRMT1
	0.748
	
	
	
	

	CRMT2
	0.849
	
	
	
	

	CRMT3
	0.831
	
	
	
	

	CRMT4
	0.589
	
	
	
	

	CR1
	
	0.756
	
	
	

	CR2
	
	0.701
	
	
	

	CR3
	
	0.757
	
	
	

	CR4
	
	0.813
	
	
	

	Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 5 iterations.



Based on the rotated component matrix (Table 14), every principal component’s rotation contained in the corresponding factor loading exceeded 0.5. It implies that the subjects well rested on corresponding latitude, principal component 1 and CRM technology is consistent; principal component of 2 and customer retention in insurance industry is consistent; principal component of 3 with knowledge management is consistent; principal component of 4 and CRM organization is consistent; principal component of 5 and customer orientation is consistent. Hence, it indicates the factor structure of this research questionnaire and the theory is consistent. This questionnaire has good validity.

[bookmark: _Toc15661966]4.1.4 Correlation Test
Pearson’s correlation coefficient (r) is utilised to examine the relationship’s strength between the two variables. Pearson correlation coefficient (r) endeavours to draw a line of best fit by using two variables’ data. Pearson correlation coefficient (r) implies the distance away every one of these data points are to the best fit’s line (Sekaran et. al., 2016).
Table 15: Pearson Correlation Result for Hypotheses
	
	Customer Retention in Insurance Industry (DV)

	Customer Orientation (IV1)
	Pearson Correlation
	0.341

	
	Sig. (2-tailed)
	0.044

	
	N
	204

	Knowledge Management (IV2)
	Pearson Correlation
	0.347

	
	Sig. (2-tailed)
	0.000

	
	N
	204

	CRM Organization (IV3)
	Pearson Correlation
	0.341

	
	Sig. (2-tailed)
	0.044

	
	N
	204

	CRM Technology (IV4)
	Pearson Correlation
	0.311

	
	Sig. (2-tailed)
	0.000

	
	N
	204



Based on the correlation result (Table 15), correlation coefficient between “Customer Orientation”, “CRM Organization” and “Customer Retention in Insurance Industry” are 0.341, 0.341, p-value is 0.044 which is smaller than 0.05. This implies that is a positive and significant correlation between “Customer Orientation”, “CRM Organization” and “Customer Retention in Insurance Industry”. Furthermore, the correlation coefficient between “Knowledge Management”, “CRM Technology” and “Customer Retention in Insurance Industry” are 0.347, 0.311, p-value is 0.000 which is smaller than 0.05. This implies that is a positive and significant correlation between “Knowledge Management”, “CRM Technology” and “Customer Retention in Insurance Industry”.
Hypothesis 1: There is positive and significant relationship between customer orientation and customer retention in the insurance industry of Kuala Lumpur, Malaysia.
Hypothesis 2: There is positive and significant relationship between knowledge management and customer retention in the insurance industry of Kuala Lumpur, Malaysia.
Hypothesis 3: There is positive and significant relationship between CRM organization and customer retention in the insurance industry of Kuala Lumpur, Malaysia.
Hypothesis 4: There is positive and significant relationship between CRM technology and customer retention in the insurance industry of Kuala Lumpur, Malaysia.

[bookmark: _Toc15661967]4.1.5 Regression Analysis
Correlation test only examines the interaction between two variables and unable to exclude the influencing factors’ interaction (Peersman, 2014). Hence, adopting multiple regression analysis is necessary. Multiple regression analysis enables to get the relationship between independent and dependent variables through to avoid the interaction between the independent variables (Bell et. al., 2018). In this research, customer orientation, knowledge management, CRM organization, CRM technology were taken as independent variables and customer retention in insurance industry as dependent variable for multiple regression analysis.
Table 16: Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin- Watson

	1
	0.716
	0.513
	0.503
	0.31680
	2.209

	a. Predictors: (Constant), Customer Orientation, Knowledge Management, CRM Organization, CRM Technology
b. Dependent Variable: Customer Retention in Insurance Industry



Based on the model summary (Table 16), relationship between the combination of independent variables in this model and dependent variable is strong (R=0.716). According to determination coefficient (R square= 0.513) and determination adjusted coefficient (adjusted R square=0.503), this implies that four independents described approximately 50.3% of variance in customer retention. Due to the reason of R square value and adjusted R square value are quite similar (adjusted R square reduced for 0.010), the regression model in this research has very good explanatory power for dependent variable. Durbin-Watson test outcome is 2.209 (acceptance range 1.50-2.50). It indicates that this research has not autocorrelation in residuals from a statistical regression analysis.

Table 17: ANOVA Test
	Model
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	21.050
	4
	5.263
	52.438
	0.000

	
	Residual
	19.972
	199
	0.100
	
	

	
	Total
	41.022
	203
	
	
	

	a. Dependent Variable: Customer Retention in Insurance Industry
b. Predictors: (Constant), Customer Orientation, Knowledge Management, CRM Organization, CRM Technology



According to ANOVA test outcome (Table 17), significant F-test (F= 52.438, p-value<0.05) suggested that independent variables enable to significantly predicted dependent variable.

Table 18: Coefficients
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	-0.149
	0.148
	
	-1.005
	0.316
	
	

	
	Customer Orientation
	0.500
	0.071
	0.418
	7.053
	0.000
	0.695
	1.438

	
	Knowledge Management
	0.224
	0.070
	0.195
	3.210
	0.002
	0.663
	1.508

	
	CRM Organization
	0.206
	0.076
	0.178
	2.695
	0.008
	0.564
	1.775

	
	CRM Technology
	0.120
	0.059
	0.118
	2.028
	0.044
	0.727
	1.376

	a. Dependent Variable: Customer Retention in Insurance Industry



According to the Coefficients result (Table 18), VIF implies the four independent variables, which are customer orientation, knowledge management, CRM organization, CRM technology are smaller than 10. It indicates that the possible multicollinearity problem is quite low. In this condition, the relationships are positive and significant. Due to examine the relative importance of every independent variables in determining the dependent variable’s value, beta coefficients are offered. 
Based on the Table 18, four independent variables significantly influenced customer retention in insurance industry, the independent variable “Customer Orientation” (β=0.418, t=7.053, p=0.000) has the highest statistically significant standardized coefficient. Hence, it is the most critical independent variable and indicates the biggest influence on customer retention in insurance industry. After that, “Knowledge Management” (β=0.195, t=3.210, p=0.002), “CRM Organization” (β=0.178, t=2.695, p=0.008), and “CRM Technology” (β=0.118, t=2.028, p=0.044).
According to Multiple Regression Analysis discussed above, it is evident to prove that “Customer Orientation”, “Knowledge Management”, “CRM Organization” and “CRM Technology” as four independent variables have significant statistics effect on “Customer Retention in Insurance Industry” as dependent variable. Consequently, H1, H2, H3, and H4 which are proposed in this research were proved successfully.
	The equation for regression line is at below:

	Y= -0.149 + 0.500 (Customer Orientation) + 0.224 (Knowledge Management) + 0.206 (CRM Organization) + 0.120 (CRM Technology)



[bookmark: _Toc15661968]4.2 Discussion
This research discussion is conducted to analyse the relationship between “Customer Orientation”, “Knowledge Management”, “CRM Organization”, “CRM Technology”, and “Customer Retention in Insurance Industry” of Kuala Lumpur, Malaysia by utilising a few of methodology in statistical analysis. 204 samples were collected back successfully. The research objectives and the hypotheses have been tested by SPSS24.0.
[bookmark: _Hlk15844975]There have four outcomes in this research. Firstly, the positive relationship between customer orientation and customer retention in the insurance industry. It implies that when the insurance customers feel that the insurance organizations provide high priority and effectiveness of customer orientation, it will have a high degree of customer retention. Hence, customer orientation will influence the customer retention in the insurance industry. It clearly confirms the suggestion that the insurance organizations understand the expectation of customers, obtain more competitive benefits when they practice the customer orientation effectively. Therefore, insurance organizations enable to have a high degree of customer retention (Boateng, 2016).
The second outcome of this research is the positive relationship between knowledge management and customer retention in the insurance industry. It indicates that more effective knowledge management of the insurance organizations, it will have high level of customer retention. It confirms what previous researchers have been done. Knowledge Management has a significant effect on the retention of customer in insurance industry (Saoula et. al., 2018). Valuable knowledge is an important resource for the organization. Therefore, the insurance organization enables to have enough customers’ information, gain the competitive advantages and increase customer retention in the insurance industry through the effective knowledge management (Mehmood et. al., 2017).
The third outcome is the positive relationship between CRM organization and customer retention in the insurance industry. The outcomes indicate that while the structure of CRM organization is more thoroughly designed around the insurance customers, the insurance customers will have a high degree of retention. It confirms what previous researchers have been done. CRM organization achieves insurance customers’ need, the improvement in sustainable profitable relationship with the customers, and the increment of customer retention. Consequently, CRM organization has influenced the customer retention in the insurance organization positively (Hardjono et. al., 2017; Boateng, 2016).
The fourth outcome of this research is the positive relationship between CRM technology and customer retention in the insurance industry. The outcomes indicate that the higher the convenience of CRM technology, the higher the customer retention in the insurance industry. It clearly confirms the suggestion that CRM technology has a significant effect on customer retention (Deneke, 2017). When the insurance organizations increase convenience to the customer through the friendly website, insurance customers will be satisfied with the service of the website. It will increase the customer retention in the insurance industry (Matiş et. al., 2014; Mohammad et. al.,2013).
In a nutshell, the four CRM dimensions have significant effect on customer retention in insurance industry of Kuala Lumpur, Malaysia. In conformity with the current research, Chetioui et. al. (2017) described that the four CRM dimensions have significant effect on customer retention. In consistent with the current research, Kura (2016) found that four CRM behavioural dimensions have significant influence in generating positive behavioural intentions and retention.















[bookmark: _Toc15661969]CHAPTER 5: CONCLUSION AND RECOMMENDATIONS

[bookmark: _Toc15661970]5.1 Summary
Table 19: Result Summary of Research
	Hypothesis
	Result
	

	H1
	There is a significant relationship between customer orientation and customer retention in the insurance industry of Kuala Lumpur.
	Supported
	Chetioui et. al. (2017); Nischal (2015); Nwankwo et. al. (2014)

	H2
	There is a significant relationship between knowledge management and customer retention in the insurance industry of Kuala Lumpur.
	Supported
	Chetioui et. al. (2017); Nischal (2015); Nwankwo et. al. (2014)

	H3
	There is a significant relationship between CRM organization and customer retention in the insurance industry of Kuala Lumpur.
	Supported
	Chetioui et. al. (2017); Nischal (2015); Nwankwo et. al. (2014)

	H4
	There is a significant relationship between CRM technology and customer retention in the insurance industry of Kuala Lumpur.
	Supported
	Chetioui et. al. (2017); Nischal (2015); Nwankwo et. al. (2014)



Based on the variable and research’s outcome summary (Table 19), the hypothesis of the influence of each independent variable on dependent variable in this research has been proved.
For the Hypothesis 1, customer orientation has the most positive and significant relationship with customer retention in the insurance industry of Kuala Lumpur according to beta coefficient. Customer orientation’s beta coefficient is highest. It shows that customer orientation is most influence the customer retention in the insurance industry of Kuala Lumpur.
For Hypothesis 2, knowledge management has a positive and significant relationship with customer retention in the insurance industry of Kuala Lumpur. When the insurance customers feel that knowledge management has influenced customer retention in the insurance industry of Kuala Lumpur positively, the customer retention will be increased.
For Hypothesis 3, CRM organization has a positive and significant relationship with customer retention in the insurance industry of Kuala Lumpur. When the insurance customers feel that CRM organization has influenced customer retention in the insurance industry of Kuala Lumpur positively, the customer retention will be increased.
For Hypothesis 4, CRM technology has a positive and significant relationship with customer retention in the insurance industry of Kuala Lumpur according to beta coefficient. The beta coefficient of CRM technology is lowest. It indicates that CRM has a relatively small effect on customer retention in the insurance industry of Kuala Lumpur.

[bookmark: _Toc15661971]5.2 Conclusion
This current research examined the effects of CRM on customer retention in the insurance industry of Kuala Lumpur, Malaysia. The research findings imply that CRM dimensions namely: customer orientation, knowledge management, CRM organization and CRM technology have positive and significant relationship on dependent variable which is customer retention in insurance industry. According to the regression model summary table, R square value demonstrated that 51.3% of the variance on customer retention has been anticipated by independent variables. Regression coefficient table indicated that among the four CRM dimensions, customer orientation is the best indicator as its effect on customer retention is greater than others dimensions with β value (0.550). Therefore, in the hypothesis testing, it implies that it has the positive and significant relationship between customer orientation, knowledge management, CRM organization, CRM technology, and customer retention in insurance industry (H1:H4). The previous theories and researches in the area of CRM demonstrated that CRM and customer retention has positive and significant relationship (Deneke, 2017; Chetioui et. al., 2017). Hence, the more CRM dimensions are efficient and effective, the more customer retention are increased (Chetioui et. al., 2017; Boateng, 2016). In the nutshell, the research findings support the view point that CRM enables to enhance the customer satisfaction and loyalty as well as in turn increase the customer retention.

[bookmark: _Toc15661972]5.3 Recommendations
According to the conclusions drawn in the above section, the following measures are suggested for licensed insurance companies in life business only in Kuala Lumpur in order to recognize the extreme advantages of CRM that establish customer retention in insurance industry.
As the findings of this research described that customer orientation dimension has the highest (β=0.550) influence on the customer retention in insurance industry. Therefore, the licensed insurance companies in life business only in Kuala Lumpur ought to be very conscious in strengthening the customer orientation. These licensed insurance companies also need to concentrate in the above stated variable which can possibly enhance and increase the customer retention in insurance industry. These insurance organizations enable to strengthen the customer orientation through the employees training, improving the profitability relationship with the insurance customers, and makes customer service becomes more effective and efficient to the insurance customers (Deneke, 2017; Hardjono et. al., 2017).
As the findings of this research described that knowledge management dimension’s β=0.224 also has influenced on the customer retention in insurance industry. Hence, the licensed insurance companies in life business only in Kuala Lumpur need to enhance knowledge management to increase the customer retention in insurance industry. These insurance organizations enable to enhance knowledge management through encouraging dialogue and collaboration between the insurance organizations and insurance customers (Shanmugasundaram et. al., 2017; Ghaedi et. al., 2016), and provide significant improved services to the insurance customers according to the customers’ needs (Deneke, 2017).
As unstandardized coefficient β showed on this research, licensed insurance companies in life business only in Kuala Lumpur need to strengthen CRM organization (β=0.206) as it has the effect on the customer retention in insurance industry too. Therefore, the licensed insurance companies in life business only in Kuala Lumpur need to manage the customers’ complaints and compliments well to enhance a strong profitability relationship with insurance customers (Hardjono et. al., 2017), develop a strong policy on welcoming insurance customers’ feedback and handling customers’ complaints (Madhovi et. al., 2017).
As unstandardized coefficient β showed on this research, licensed insurance companies in life business only in Kuala Lumpur need to more concentrate on enhancing the CRM technology as it has the least effect on the customer retention in insurance industry (β=0.120). The more licensed insurance companies in life business only excel in CRM technology, the more customer retention will be increased. Hence, licensed insurance companies in life business only need to strengthen their CRM technology to offer more friendly website and efficient mobile application internet services to the insurance customers (Tekliye, 2017; Matis et. al., 2014).
The findings in this research implies that CRM is clarified only 51.3% variation in customer retention in insurance industry of Kuala Lumpur. Consequently, there is a strong need to enhance the current CRM practices and implementations in the licensed insurance companies in life business only in Kuala Lumpur to clarify the variation in the customer retention in insurance industry at the higher percentage. In other way saying, these licensed insurance organizations’ CRM practices need to be enhanced to influence the customer retention in a better way (Baoteng, 2016).

[bookmark: _Toc15661973]5.4 Study Limitations
This research looks insights into the constructive contributions and essential relationships among customer orientation, knowledge management, CRM organization, CRM technology, and customer retention in insurance industry. However, the findings of this research are still tempered by numerous limitations.

[bookmark: _Toc15661974]5.4.1 Lack of research sample
The questionnaire in this research did not set too many questions to decrease the response time of the respondents, which to some extent decreased the representativeness of the questionnaire. Furthermore, the quantity of samples is only 204, which is regionally focused, which will outcome in error to some extent. The outcomes of this research do not offer an overall image of customer retention in the insurance industry of Kuala Lumpur. Consequently, the gained outcomes unable to accurately reflect the actual customer retention in the insurance industry of Kuala Lumpur. In the future research, the questionnaire’s items need to make an increment. The questionnaire’s scope and quantity need to be enhanced the data’s validity and ensured the results’ accuracy.

[bookmark: _Toc15661975]5.4.2 Model structure selection
A large amount of literature researches the customer retention of the foreign customers (Rahimi et. al., 2017; Boateng, 2016). The intensification of internal competition in the insurance industry of Malaysia, the insurance organizations have conducted many researches on the interactivity of product development and marketing from the viewpoint of insurance organizations’ development and response to the industry competition, and formed related workflow management system and regulations. However, a large portion of its beginning stage is just for the project. Hence, the systematisms and comprehensiveness as well as the formation of related mature theories are not particularly perfect.

[bookmark: _Toc15661976]5.4.3 Survey period
Insurance customers from purchase intention’s formation to the transaction’s final completion and the status of retention is a slow procedure. Due to the reason of the limited time, this research only studies customer retention in the insurance industry without tracking investigation. This research conclusion is unavoidably incomplete.

[bookmark: _Toc15661977]5.5 Contribution of Study
[bookmark: _Toc15661978]5.5.1 Contribution to Academe
The outcomes of this research contribute the knowledge about the effects of CRM on customer retention in the insurance industry through the CRM dimensions. This research’s outcomes are also benefit the academicians as a documented study in this area.

[bookmark: _Toc15661979]5.5.2 Contribution to Insurance Industry
This research’s outcomes have a vital contribution in strengthening the existing knowledge and understanding of CRM and customer retention in the insurance industry of Kuala Lumpur, Malaysia. This research offers the recommendations to insurance industry to evaluate and enhance their CRM practice according to the research’s outcomes.

[bookmark: _Toc15661980]5.6 Areas of Further Research
This research mainly examined the effects of CRM on customer retention in the insurance industry of Kuala Lumpur, Malaysia. This research focused only licensed insurance companies in life business only in Kuala Lumpur, Malaysia and also CRM is represented by four CRM dimensions. Hence, it is suggestible to consider licensed insurance companies in Malaysia and other CRM dimensions such as commitment, communication, and conflict handling for the future researches (Shanmugasundaram et. al., 2017). Furthermore, it is suggestible to examine the effects of CRM on customer retention by considering all licensed insurance companies in Malaysia to be incorporated on the future research.
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[bookmark: _Toc15661982]Table 1: List of Licensed Insurance Companies in Life Business only
	No.
	Name of Licensed Insurance Companies in Life Business only

	1.
	AIA Berhad

	2.
	AXA Affin Life Insurance Berhad

	3.
	Allianz Life Insurance Malaysia Berhad

	4.
	AmMetLife Insurance Berhad

	5.
	Etiqa Life Insurance Berhad

	6.
	Gibraltar BSN Life Berhad

	7.
	Great Eastern Life Assurance (Malaysia) Berhad

	8.
	Hong Leong Assurance Berhad

	9.
	MCIS Insurance Berhad

	10.
	Manulife Insurance Berhad

	11.
	Prudential Assurance Malaysia Berhad

	12.
	Sunlife Malaysia Assurance Berhad

	13.
	Tokio Marine Life Insurance Malaysia Berhad	

	14.
	Zurich Life Insurance Malaysia Berhad


Source: Bnm.gov.my. (2018)






[bookmark: _Toc15661983]Table 2: Sample Size
	Sample Size Calculation Formula:



Where:
 = Sample size
 = Chi-square for the specified confidence level at 1 degree of freedom
N = Population size
P = Population proportion
ME = Desired margin of error (expressed as a proportion)
Source: Krejcie and Morgan (1970)



[bookmark: _Toc15661984]Table 3: Measurement of Independent Variables
	Variables
	Measurements and Sources

	Customer Orientation
	1. The insurance organization provides customized product and service through ongoing dialogue (Deneke, 2017).
2. The insurance organization makes an effort to find out what key customer needs (Mukami, 2017).
3. The insurance organization takes customer feedback seriously and replies to them (Deneke, 2017).
4. The insurance organization strives to constantly surprise and delight its key customers (Deneke, 2017).

	Knowledge Management
	1. The insurance organization provides channels to enable ongoing two-way communication (Deneke, 2017).
2. The insurance organization provides significantly improved services to customers (El-Helaly, Ebeid, and El-Menbawey, 2015).
3. The insurance organization has enough information about customers (Deneke, 2017).
4. The insurance organization contacts and informs customers about new and suitable insurance products (Kirmaci, 2012).

	CRM Organization
	1. The insurance organization encourages customers to use more service (Deneke, 2017)
2. The insurance organization makes good relationship with its customers (Deneke, 2017)
3. The insurance organization structure is thoroughly designed around its customers (Lee, 2014).
4. The insurance organization has effective customer recovery strategy including guarantee for service failure (Deneke, 2017).

	CRM Technology
	1. Website is easily accessible (Hamid, Cheng, and Akhir, 2011).
2. Only a few clicks to get the information needed (Hamid et. al., 2011).
3. The insurance organization uses mobile application internet services to offer quality services (Srivastava, 2012).
5. The insurance organization sends personalised emails with helpful information to customers (Tekliye, 2017).



[bookmark: _Toc15661985]Table 4: Measurement of Dependent Variables
	Variable
	Measurements and Sources

	Customer Retention in Insurance Industry
	1. Your insurance organization would be your “first choice” to contact (Boateng, 2016).
2. You would recommend your insurer to a friend or family (Boateng, 2016).
3. You would say positive things about your insurer based on your experiences in buying products / services (Boateng, 2016).
4. You expect the relationship with your insurer to continue in a long run (Boateng, 2016).



[bookmark: _Toc15661986]Table 5: Reliability of Pilot Test
	Case Processing Summary

	
	N
	%

	Cases
	Valid
	23
	100.0

	
	Excludeda
	0
	0.0

	
	Total
	23
	100.0

	a. Listwise deletion based on all variables in the procedure.



	Reliability Statistics

	Cronbach's Alpha
	N of Items

	0.803
	20





[bookmark: _Toc15661987]Table 6: Measurement of KMO
	KMO Statistic Varies
	Measurement of KMO Varies

	0.9 < KMO < 1
	Superb

	0.5 < KMO < 0.7
	Mediocre

	0.7 < KMO < 0.8
	Good

	0.8 < KMO < 0.9
	Great

	0.5 < KMO < 0.59
	Barely Acceptable


Source: Hutcheson and Sofroniou (1999)


[bookmark: _Toc15661988]Table 7: The Rule of Cronbach’s alpha Measurement
	Cronbach’s alpha
	Internal consistency

	α > 0.9
	Excellent

	0.8 < α < 0.9
	Good

	0.7 < α < 0.8
	Acceptable

	0.6 < α < 0.7
	Questionable

	0.5 < α < 0.6
	Poor

	α < 0.5
	Unacceptable


Source: George (2011)

[bookmark: _Toc15661989]Table 8: Pearson correlation coefficient interpretation
	Strength of Association
	Coefficient, r

	
	Positive
	Negative

	Small
	0 to 0.3
	-0.1 to -0.3

	Medium
	0.3 to 0.5
	-0.3 to -0.5

	Large
	0.5 to 1.0
	-0.5 to -1.0


Source: Sekaran et. al. (2016)

[bookmark: _Toc15661990]Table 9: Demographic Descriptive Analysis
	Characteristic
	Frequency
	Percentage

	Insurance Customer
	Yes
	204
	100%

	
	No
	0
	0%

	Insurance Organization
	AIA Berhad
	34
	16.7%

	
	AXA Affin Life Insurance Berhad   
	16
	7.8%

	
	Allianz Life Insurance Malaysia Berhad       
	15
	7.4%

	
	AmMetLife Insurance Berhad     
	5
	2.5%

	
	Etiqa Life Insurance Berhad     
	6
	2.9%

	
	Gibraltar BSN Life Berhad    
	8
	3.9%

	
	Great Eastern Life Assurance (Malaysia) Berhad
	43
	21.1%

	
	Hong Leong Assurance Berhad    
	26
	12.7%

	
	MCIS Insurance Berhad      
	4
	2.0%

	
	Manulife Insurance Berhad   
	6
	2.9%

	
	Prudential Assurance Malaysia Berhad      
	18
	8.8%

	
	Sunlife Malaysia Assurance Berhad        
	11
	5.4%

	
	Tokio Marine Life Insurance Malaysia Berhad
	7
	3.4%

	
	Zurich Life Insurance Malaysia Berhad       
	5
	2.5%

	Gender
	Male
	113
	55.4%

	
	Female
	91
	44.6%

	
	Other
	0
	0%

	Age
	18 – 25
	53
	26.0%

	
	26 – 35
	83
	40.7%

	
	36 – 45
	32
	15.7%

	
	Above 45
	36
	17.6%

	Highest Education Level
	High School or Below
	49
	24.0%

	
	Diploma
	41
	20.1%

	
	Bachelor
	102
	50%

	
	Master or Above
	12
	5.9%



[bookmark: _Toc15661991]Table 10: Reliability Test of Five Variables
	Variables
	Cronbach’s Alpha
	Number of Items

	Customer Orientation
	0.720
	4

	Knowledge Management
	0.752
	4

	CRM Organization
	0.731
	4

	CRM Technology
	0.773
	4

	Customer Retention in Insurance Industry
	0.787
	4

	Total
	0.742
	20



[bookmark: _Toc15661992]Table 11: KMO and Bartlett's Test
	Kaiser-Meyer-Olkin Measure of Sampling Adequacy
	0.709

	Bartlett’s Test of Sphericity
	Approx. Chi-Square
	1190.622

	
	df
	190

	
	Sig.
	0.000







[bookmark: _Toc15661993]Table 12: Communalities
	
	Initial
	Extraction

	CO1
	1.000
	0.582

	CO2
	1.000
	0.565

	CO3
	1.000
	0.521

	CO4
	1.000
	0.604

	KM1
	1.000
	0.624

	KM2
	1.000
	0.709

	KM3
	1.000
	0.585

	KM4
	1.000
	0.510

	CRMO1
	1.000
	0.583

	CRMO2
	1.000
	0.505

	CRMO3
	1.000
	0.619

	CRMO4
	1.000
	0.566

	CRMT1
	1.000
	0.590

	CRMT2
	1.000
	0.742

	CRMT3
	1.000
	0.701

	CRMT4
	1.000
	0.595

	CR1
	1.000
	0.587

	CR2
	1.000
	0.588

	CR3
	1.000
	0.645

	CR4
	1.000
	0.705

	Extraction Method: Principal Component Analysis.







[bookmark: _Toc15661994]Table 13: Results Summary of Principal Component Analysis
	Total Variance Explained

	Component
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	3.728
	19.640
	19.640
	2.499
	13.497
	13.497

	2
	2.406
	12.031
	31.671
	2.477
	12.383
	25.880

	3
	2.160
	10.801
	42.472
	2.370
	11.852
	37.732

	4
	1.905
	9.527
	51.999
	2.265
	11.326
	49.058

	5
	1.625
	8.127
	60.126
	2.214
	11.068
	60.126

	Extraction Method: Principal Component Analysis.













[bookmark: _Toc15661995]Table 14: Rotated Component Matrix
	Items
	Component

	
	1
	2
	3
	4
	5

	CO1
	
	
	
	
	0.757

	CO2
	
	
	
	
	0.743

	CO3
	
	
	
	
	0.721

	CO4
	
	
	
	
	0.717

	KM1
	
	
	0.777
	
	

	KM2
	
	
	0.835
	
	

	KM3
	
	
	0.676
	
	

	KM4
	
	
	0.687
	
	

	CRMO1
	
	
	
	0.758
	

	CRMO2
	
	
	
	0.697
	

	CRMO3
	
	
	
	0.771
	

	CRMO4
	
	
	
	0.731
	

	CRMT1
	0.748
	
	
	
	

	CRMT2
	0.849
	
	
	
	

	CRMT3
	0.831
	
	
	
	

	CRMT4
	0.589
	
	
	
	

	CR1
	
	0.756
	
	
	

	CR2
	
	0.701
	
	
	

	CR3
	
	0.757
	
	
	

	CR4
	
	0.813
	
	
	

	Extraction Method: Principal Component Analysis
Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 5 iterations.



[bookmark: _Toc15661996]Table 15: Pearson Correlation Result for Hypotheses
	
	Customer Retention in Insurance Industry (DV)

	Customer Orientation (IV1)
	Pearson Correlation
	0.341

	
	Sig. (2-tailed)
	0.044

	
	N
	204

	Knowledge Management (IV2)
	Pearson Correlation
	0.347

	
	Sig. (2-tailed)
	0.000

	
	N
	204

	CRM Organization (IV3)
	Pearson Correlation
	0.341

	
	Sig. (2-tailed)
	0.044

	
	N
	204

	CRM Technology (IV4)
	Pearson Correlation
	0.311

	
	Sig. (2-tailed)
	0.000

	
	N
	204



[bookmark: _Toc15661997]Table 16: Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin- Watson

	1
	0.716
	0.513
	0.503
	0.31680
	2.209

	a. Predictors: (Constant), Customer Orientation, Knowledge Management, CRM Organization, CRM Technology
b. Dependent Variable: Customer Retention in Insurance Industry





[bookmark: _Toc15661998]Table 17: ANOVA Test
	Model
	
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	21.050
	4
	5.263
	52.438
	0.000

	
	Residual
	19.972
	199
	0.100
	
	

	
	Total
	41.022
	203
	
	
	

	a. Dependent Variable: Customer Retention in Insurance Industry
b. Predictors: (Constant), Customer Orientation, Knowledge Management, CRM Organization, CRM Technology



[bookmark: _Toc15661999]Table 18: Coefficients
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	-0.149
	0.148
	
	-1.005
	0.316
	
	

	
	Customer Orientation
	0.500
	0.071
	0.418
	7.053
	0.000
	0.695
	1.438

	
	Knowledge Management
	0.224
	0.070
	0.195
	3.210
	0.002
	0.663
	1.508

	
	CRM Organization
	0.206
	0.076
	0.178
	2.695
	0.008
	0.564
	1.775

	
	CRM Technology
	0.120
	0.059
	0.118
	2.028
	0.044
	0.727
	1.376

	a. Dependent Variable: Customer Retention in Insurance Industry





[bookmark: _Toc15662000]Table 19: Result Summary of Research
	Hypothesis
	Result
	

	H1
	There is a significant relationship between customer orientation and customer retention in the insurance industry of Kuala Lumpur.
	Supported
	Chetioui et. al. (2017); Nischal (2015); Nwankwo et. al. (2014)

	H2
	There is a significant relationship between knowledge management and customer retention in the insurance industry of Kuala Lumpur.
	Supported
	Chetioui et. al. (2017); Nischal (2015); Nwankwo et. al. (2014)

	H3
	There is a significant relationship between CRM organization and customer retention in the insurance industry of Kuala Lumpur.
	Supported
	Chetioui et. al. (2017); Nischal (2015); Nwankwo et. al. (2014)

	H4
	There is a significant relationship between CRM technology and customer retention in the insurance industry of Kuala Lumpur.
	Supported
	Chetioui et. al. (2017); Nischal (2015); Nwankwo et. al. (2014)
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[bookmark: _Toc15662008]Appendix 1: Questionnaire
Dear Respondents,
I am a final year student of Master of Business Administration (MBA), INTI International University, Nilai Campus. I am conducting a research regarding to the effects of customer relationship management on customer retention in the insurance industry of Kuala Lumpur, Malaysia. I would like to invite you to participate and complete this survey. Your answers and information that you fill in this questionnaire are confidential and used in this research purpose only. This questionnaire consists of 25 questions and will only take approximately 5 minutes to complete this survey. Please read the instructions carefully before answering the questions. Your participation will greatly contribute to the success of the survey. I deeply appreciate your assistance in participating in this survey and your responses will remain private and confidential. The sources of this survey will be used for academic purpose only. Your cooperation will be appreciated. Thank you.
	Strongly Agree
	Agree
	Neutral
	Disagree
	Strongly Disagree

	1
	2
	3
	4
	5











Section One (I)
	Personal Information about Respondent
 (Please choose the most appropriate answer)

	Are you an insurance customer?

	· Yes

	· No

	If yes, which insurance organization’s customer you are?

	

	Gender

	· Male

	· Female

	· Other

	Age

	· 18 – 25

	· 26 – 35

	· 36 – 45

	· Above 45

	Highest Education Level

	· High School or Below

	· Diploma

	· Bachelor

	· Master and Above

	· Other








Section Two (II)
	Customer Orientation

	1.1
	The insurance organization provides customized product and service through ongoing dialogue.
	1
	2
	3
	4
	5

	1.2
	The insurance organization makes an effort to find out what key customer needs.
	1
	2
	3
	4
	5

	1.3
	The insurance organization takes customer feedback seriously and replies to them.
	1
	2
	3
	4
	5

	1.4
	The insurance organization strives to constantly surprise and delight its key customers.
	1
	2
	3
	4
	5

	Knowledge Management

	2.1
	The insurance organization provides channels to enable ongoing two-way communication.
	1
	2
	3
	4
	5

	2.2
	The insurance organization provides significantly improved services to customers.
	1
	2
	3
	4
	5

	2.3
	The insurance organization has enough information about customers.
	1
	2
	3
	4
	5

	2.4
	The insurance organization contacts and informs customers about new and suitable insurance products.
	1
	2
	3
	4
	5

	CRM Organization

	3.1
	The insurance organization encourages customers to use more service.
	1
	2
	3
	4
	5

	3.2
	The insurance organization makes good relationship with its customers.
	1
	2
	3
	4
	5

	3.3
	The insurance organization structure is thoroughly designed around its customers.
	1
	2
	3
	4
	5

	3.4
	The insurance organization has effective customer recovery strategy including guarantee for service failure.
	1
	2
	3
	4
	5

	CRM Technology

	4.1
	Website is easily accessible.
	1
	2
	3
	4
	5

	4.2
	Only a few clicks to get the information needed.
	1
	2
	3
	4
	5

	4.3
	The insurance organization uses mobile application internet services to offer quality services.
	1
	2
	3
	4
	5

	4.4
	The insurance organization sends personalised emails with helpful information to customers.
	1
	2
	3
	4
	5



Section Three (III)
	Customer Retention

	1.1
	Your insurance organization would be your “first choice” to contact.
	1
	2
	3
	4
	5

	1.2
	You would recommend your insurer to a friend or family.
	1
	2
	3
	4
	5

	1.3
	You would say positive things about your insurer based on your experiences in buying products / services.
	1
	2
	3
	4
	5

	1.4
	You expect the relationship with your insurer to continue in a long run.
	1
	2
	3
	4
	5
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	Case Processing Summary

	
	N
	%

	Cases
	Valid
	23
	100.0

	
	Excludeda
	0
	.0

	
	Total
	23
	100.0

	a. Listwise deletion based on all variables in the procedure.




	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.803
	20
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Variable: Customer Orientation

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.720
	4



Variable: Knowledge Management

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.752
	4



Variable: CRM Organization

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.731
	4



Variable: CRM Technology

	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.773
	4



Variable: Customer Retention in Insurance Industry
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.787
	4



Total of Five Variables
	Reliability Statistics

	Cronbach's Alpha
	N of Items

	.742
	20
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	Are you an insurance customer?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Yes
	204
	100.0
	100.0
	100.0












	If yes, which insurance organization's customer you are?

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	AIA Berhad
	34
	16.7
	16.7
	16.7

	
	AXA Affin Life Insurance Berhad
	16
	7.8
	7.8
	24.5

	
	Allianz Life Insurance Berhad
	15
	7.4
	7.4
	31.9

	
	AmMetLife Insurance Berhad
	5
	2.5
	2.5
	34.3

	
	Etiqa Life Insurance Berhad
	6
	2.9
	2.9
	37.3

	
	Gibraltar BSN Life Berhad
	8
	3.9
	3.9
	41.2

	
	Great Eastern Life Assurance (Malaysia) Berhad
	43
	21.1
	21.1
	62.3

	
	Hong Leong Assurance Berhad
	26
	12.7
	12.7
	75.0

	
	MCIS Insurance Berhad
	4
	2.0
	2.0
	77.0

	
	Manulife Insurance Berhad
	6
	2.9
	2.9
	79.9

	
	Prudential Assurance Malaysia Berhad
	18
	8.8
	8.8
	88.7

	
	Sunlife Malaysia Assurance Berhad
	11
	5.4
	5.4
	94.1

	
	Tokio Marine Life Insurance Malaysia Berhad
	7
	3.4
	3.4
	97.5

	
	Zurich Life Insurance Malaysia Berhad
	5
	2.5
	2.5
	100.0

	
	Total
	204
	100.0
	100.0
	



	Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	113
	55.4
	55.4
	55.4

	
	Female
	91
	44.6
	44.6
	100.0

	
	Total
	204
	100.0
	100.0
	




	Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	18-25
	53
	26.0
	26.0
	26.0

	
	26-35
	83
	40.7
	40.7
	66.7

	
	36-45
	32
	15.7
	15.7
	82.4

	
	Above 45
	36
	17.6
	17.6
	100.0

	
	Total
	204
	100.0
	100.0
	




	Highest Education Level

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	High School or Below
	49
	24.0
	24.0
	24.0

	
	Diploma
	41
	20.1
	20.1
	44.1

	
	Bachelor
	102
	50.0
	50.0
	94.1

	
	Master or Above
	12
	5.9
	5.9
	100.0

	
	Total
	204
	100.0
	100.0
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	KMO and Bartlett's Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.709

	Bartlett's Test of Sphericity
	Approx. Chi-Square
	1190.622

	
	df
	190

	
	Sig.
	.000
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	Communalities

	
	Initial
	Extraction

	CO1
	1.000
	.582

	CO2
	1.000
	.565

	CO3
	1.000
	.521

	CO4
	1.000
	.604

	KM1
	1.000
	.624

	KM2
	1.000
	.709

	KM3
	1.000
	.585

	KM4
	1.000
	.510

	CRMO1
	1.000
	.583

	CRMO2
	1.000
	.505

	CRMO3
	1.000
	.619

	CRMO4
	1.000
	.566

	CRMT1
	1.000
	.590

	CRMT2
	1.000
	.742

	CRMT3
	1.000
	.701

	CRMT4
	1.000
	.595

	CR1
	1.000
	.587

	CR2
	1.000
	.588

	CR3
	1.000
	.645

	CR4
	1.000
	.705

	Extraction Method: Principal Component Analysis.











	Total Variance Explained

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings
	Rotation Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	3.728
	19.640
	19.640
	3.728
	19.640
	19.640
	2.499
	13.497
	13.497

	2
	2.406
	12.031
	31.671
	2.406
	12.031
	31.671
	2.477
	12.383
	25.880

	3
	2.160
	10.801
	42.472
	2.160
	10.801
	42.472
	2.370
	11.852
	37.732

	4
	1.905
	9.527
	51.999
	1.905
	9.527
	51.999
	2.265
	11.326
	49.058

	5
	1.625
	8.127
	61.126
	1.625
	8.127
	60.126
	2.214
	11.068
	60.126

	6
	.924
	4.621
	64.747
	
	
	
	
	
	

	7
	.847
	4.235
	68.983
	
	
	
	
	
	

	8
	.772
	3.860
	72.842
	
	
	
	
	
	

	9
	.745
	3.723
	76.565
	
	
	
	
	
	

	10
	.645
	3.227
	79.792
	
	
	
	
	
	

	11
	.598
	2.988
	82.781
	
	
	
	
	
	

	12
	.570
	2.850
	85.630
	
	
	
	
	
	

	13
	.523
	2.616
	88.246
	
	
	
	
	
	

	14
	.495
	2.473
	90.719
	
	
	
	
	
	

	15
	.418
	2.091
	92.811
	
	
	
	
	
	

	16
	.387
	1.936
	94.747
	
	
	
	
	
	

	17
	.371
	1.854
	96.601
	
	
	
	
	
	

	18
	.339
	1.697
	98.298
	
	
	
	
	
	

	19
	.296
	1.482
	99.780
	
	
	
	
	
	

	20
	.204
	.220
	100.000
	
	
	
	
	
	

	Extraction Method: Principal Component Analysis.
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	Rotated Component Matrixa

	
	Component

	
	1
	2
	3
	4
	5

	CO1
	.000
	-.056
	.013
	.068
	.757

	CO2
	.074
	-.039
	-.058
	-.047
	.743

	CO3
	.009
	.032
	.018
	-.008
	.721

	CO4
	.012
	.245
	.164
	-.054
	.717

	KM1
	.110
	-.032
	.777
	.029
	.085

	KM2
	.005
	.068
	.835
	.084
	-.007

	KM3
	.003
	.142
	.676
	.028
	.088

	KM4
	.022
	.165
	.687
	.079
	-.064

	CRMO1
	.031
	.014
	.084
	.758
	-.020

	CRMO2
	-.082
	.072
	-.079
	.697
	.035

	CRMO3
	.131
	.026
	.074
	.771
	-.033

	CRMO4
	-.064
	.076
	.148
	.731
	-.016

	CRMT1
	.748
	.135
	.016
	.055
	.091

	CRMT2
	.849
	.118
	-.038
	.029
	.071

	CRMT3
	.831
	.087
	.011
	.056
	.003

	CRMT4
	.589
	.096
	.140
	-.126
	-.053

	CR1
	-.066
	.756
	.081
	.041
	.056

	CR2
	.190
	.701
	.188
	.154
	-.037

	CR3
	.261
	.757
	.061
	-.019
	-.004

	CR4
	.161
	.813
	.061
	.052
	.107

	Extraction Method: Principal Component Analysis. 
 Rotation Method: Varimax with Kaiser Normalization.

	a. Rotation converged in 5 iterations.
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	Correlations

	
	Customer Orientation
	Knowledge Management
	CRM Organization
	CRM Technology
	Customer Retention in Insurance Industry

	Customer Orientation
	Pearson Correlation
	1
	.155*
	1.000**
	.033
	.341*

	
	Sig. (2-tailed)
	
	.027
	.000
	.638
	.044

	
	N
	204
	204
	204
	204
	204

	Knowledge Management
	Pearson Correlation
	.155*
	1
	.155*
	.099
	.347**

	
	Sig. (2-tailed)
	.027
	
	.027
	.160
	.000

	
	N
	204
	204
	204
	204
	204

	CRM Organization
	Pearson Correlation
	1.000**
	.155*
	1
	.033
	.341*

	
	Sig. (2-tailed)
	.000
	.027
	
	.638
	.044

	
	N
	204
	204
	204
	204
	204

	CRM Technology
	Pearson Correlation
	.033
	.099
	.033
	1
	.311**

	
	Sig. (2-tailed)
	.638
	.160
	.638
	
	.000

	
	N
	204
	204
	204
	204
	204

	Customer Retention in Insurance Industry
	Pearson Correlation
	.341*
	.347**
	.341*
	.311**
	1

	
	Sig. (2-tailed)
	.044
	.000
	.044
	.000
	

	
	N
	204
	204
	204
	204
	204

	*. Correlation is significant at the 0.05 level (2-tailed).

	**. Correlation is significant at the 0.01 level (2-tailed).
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	Model Summarye

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	.716a
	.513
	.503
	.31680
	2.209

	a. Predictors: (Constant), Customer Orientation, CRM Organization, Knowledge Management, CRM Technology

	b. Dependent Variable: Customer Retention in Insurance Industry
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	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	21.050
	4
	5.263
	52.438
	.000b

	
	Residual
	19.972
	199
	.100
	
	

	
	Total
	41.022
	203
	
	
	

	a. Dependent Variable: Customer Retention in Insurance Industry

	b. Predictors: (Constant), Customer Orientation, CRM Organization, Knowledge Management, CRM Technology
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	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	-.149
	.148
	
	-1.005
	.316
	
	

	
	Customer Orientation
	.500
	.071
	.418
	7.053
	.000
	.695
	1.438

	
	CRM Organization
	.206
	.076
	.178
	2.695
	.008
	.564
	1.775

	
	Knowledge Management
	.224
	.070
	.195
	3.210
	.002
	.663
	1.508

	
	CRM Technology
	.120
	.059
	.118
	2.028
	.044
	.727
	1.376

	a. Dependent Variable: Customer Retention in Insurance Industry
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	Student Name & ID No
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	Broad Area
	Marketing

	Concise Title
	The Effects of Customer Relationship Management on Customer Retention in the Insurance Industry of Kuala Lumpur, Malaysia.


	Problem Statement
	In the insurance industry of Malaysia, insurance organizations have considered their existence and service as benefit to the customers. Most of the insurance organization in Malaysia more emphasis on attracting and prospecting for new customers than endeavouring to retain old customers (Yunus, 2018).
Nowadays, customers become more demanding of superior service and are being approached by many competitors with equal or even better service (Deneke, 2017). Hence, the challenge is not to create satisfied customers; but to establish delighted and loyal customers to increase the customer retention (Tekliye, 2017).
Due to the reason of the competitive pressure and globalization presently, the insurance industry in Malaysia has moved to the emphasis towards customer loyalty and retention to obtain profitable and sustainable development every time (Yunus, 2018). Consequently, Malaysia’s insurance industry has to reposition itself towards the customer-oriented doctrine to accomplish the development urgently. The insurance organizations are re-strategizing to meet the desires of the present customers through robust CRM policies and programs to gain and remain in business, increase the profit, and enhance the customer retention (Watson, 2018).
In 2018, insurance only records for 1.7% of GDP and 5.8% of financial assets in Malaysia (Yunus, 2018). There is huge and undiscovered potential for the industry to improve more extensive economic effect, and feature considerably more prominent in Malaysia’s development. Insurance penetration of Malaysia has been sluggish. Over the past few years, penetration in the industry stayed low at 4.8%. Less than 40% of Malaysian citizens owns a life insurance (Yunus, 2018). It is a big challenge on accessibility and easy access to accurate statistics on Malaysia insurance market (Yunus, 2018). Hence, undertaking studies about the practice and effectiveness of CRM in the insurance industry of Kuala Lumpur, Malaysia is important to enhance the implementation and practice. 
The current research endeavours to expand the understanding of the relationship between CRM and customer retention through the CRM dimensions which are customer orientation, knowledge management, CRM organization, and CRM technology (Deneke, 2017) with regards to the insurance industry of Malaysia.


	Research Objectives
	General objective of this research is to examine the effects of customer relationship management on customer retention in the insurance industry of Kuala Lumpur.
Specific objectives of this research are:
1. To examine the effect of customer orientation on customer retention in the insurance industry of Kuala Lumpur.
2. To examine the effect of knowledge management on customer retention in the insurance industry of Kuala Lumpur.
3. To examine the effect of CRM organization on customer retention in the insurance industry of Kuala Lumpur.
4. To examine the effect of CRM technology on customer retention in the insurance industry of Kuala Lumpur.


	Research Questions
	Main research question is as follows:
Is there any relationship between customer relationship management and customer retention in the insurance industry of Kuala Lumpur?
Sub research questions are:
1. Is there any relationship between customer orientation and customer retention in the insurance industry of Kuala Lumpur?
2. Is there any relationship between knowledge management and customer retention in the insurance industry of Kuala Lumpur?
3. Is there any relationship between CRM organization and customer retention in the insurance industry of Kuala Lumpur?
4. Is there any relationship between CRM technology and customer retention in the insurance industry of Kuala Lumpur?


	Scope of Study
	This research focuses on the effects of customer relationship management on customer retention. The total number of Malaysia’s licensed insurance organizations in the life business only is fourteen (Bnm.gov.my., 2018). The research would be constrained to the chosen insurance organizations of Kuala Lumpur. The customers would include the research population. This research methodology is quantitative research by conducting the questionnaire. The data are analysed by SPSS programme.


	Significance of the Research
	Significance to Academe
The CRM brings the utilization of proper instruments to gain greater knowledge of requirements as it assembles data of customers gathered in the stages. It will make a good commitment to other academic researchers in the area of CRM which can utilise the findings as a point of reference in their literature reviews.

Significance to Government
The CRM enables government to have a complete perspective on customers and interactions people have with the local authority. In field of consultants enable to help the government agencies establish the business case for CRM.

Significance to Insurance Industry
The result of this research would ideally be important as in it would empower the insurance organizations to understand the reasons of customers defect; the effects of CRM and the motivational reasons which could be tackled to influence customers and retain them to improve and maintain productivity. The research would contribute to existing information on customer retention of the insurance industry, which relates to the effects of the organization’s profitability.


	Literature Review
	Customer Orientation and Customer Retention in CRM in Insurance Industry
In the insurance industry, it is important to create a long-term and profitable relationship with the customers (Hendriyani and Auliana, 2018). Insurance organizations will obtain more competitive benefits than the competitors when they practice the customer orientation efficiently. Therefore, insurance organizations enable to retain their customers (Boateng, 2016). Kotler, P. and Armstrong (2018); Akhmedov, (2017) described that insurance organizations should know that customer retention is an important business property and unable to be copied by the competitors. Hence, insurance organization should have a strong integration among customer regarded strategies which includes acquisition and retention through the customer orientation strategies (Shanmugasundaram et. al., 2017).
Hardjono et. al. (2017) stated that customer orientation’s main focus is the customer retention. (Boateng, 2016) defined that customer orientation manages the relationships between the insurance organizations and customers that regards to the procedure of sales and marketing, service, and support within the organization. Rahimi and Kozak (2017); Boateng (2016) characterized that customer orientation is a way that includes attracting, developing, and maintaining customer relationships for the insurance organizations to improve the profitable customer retention. Numerous organizations invest significantly in customer orientation to establish and develop long-term and profitable relationships with customers (Boateng, 2016).

Knowledge Management and Customer Retention in CRM in Insurance Industry
Knowledge Management has a positive relationship with the customer retention. Valuable knowledge is the important resource to the organization. Therefore, the insurance organization enables to gain the competitive advantages and increase customer retention in the insurance industry (Mehmood and Abedin, 2017). Valuable knowledge also is the resources which is gainful for customers (Mohajan, 2016). Mehmood et. al. (2017) described that knowledge management plays an important role in the customer retention. Customer retention has a strong bonding with the principles of knowledge management. The establishment of strong customer relationship with the insurance organization is according to updated customer knowledge. Hence, insurance organization should have the capacity to manage the customer knowledge effectively since knowledge management is the main procedure to retain the targeted customers (Boateng, 2016).
Knowledge management system utilises the customer knowledge to improve organizational performance and gain profitable customers (Mehmood et. al., 2017). In the procedure of knowledge management which is integrated with CRM, insurance organization enables to assess customer usefulness, customer satisfaction, loyalty, and retention. Therefore, knowledge management is a vital component to increase and enhance the customer retention in the insurance organization (Saoula, Johari, and Fareed, 2018; Mehmood et. al., 2017).

CRM Organization and Customer Retention in CRM in Insurance Industry
CRM organization ensures that the insurance organization has a highly employee involvement to conduct the customer-oriented behaviours. CRM organization has adopted advanced technology and communication and interaction with the customers efficiently (Zeglat, Aljaber, and Alrawabdeh, 2014; Hardjono et. al., 2017; Boateng, 2016). This indicated that CRM organization has a profitable relationship with customer retention in insurance industry (Boateng, 2016; Hardjono et. al., 2017).
Insurance organization has the ability to reconstruct and produce the customer-centric values when CRM organization establishes an adaptable organizational structure (Boateng, 2016). Hence, CRM organization enables the insurance organizations accomplish organizations’ goal which is building a strong and sustainable relationship with customers (Mohammed et. al., 2012; Hardjono et. al., 2017). CRM organization has a direct effect on the insurance organization performance, the improvement of sustainable profitable relationship with the customers, and the increment of customer retention. Consequently, CRM organization has influenced the customer retention in the insurance organization positively (Mohammed et. al., 2012; Boateng, 2016).

CRM Technology and Customer Retention in CRM in Insurance Industry
CRM technology increases the insurance organization’s profitability and gains more valuable resources for the employees to customize the customer service (Tekliye, 2017). Once the insurance organizations have the completed customer database and the system of information storage, CRM technology empowers the insurance organizations to have an efficient marketing strategy for retaining the targeted customers, develop strong relationships with customers, and gain profitability to the organizations (Matiş et. al., 2014; Madhovi et. al., 2017) such as using the mobile application internet services to offer quality services and convenience to the customers (Srivastava, 2012). CRM technology offers valuable customer information to the insurance organizations for enhancing the marketing capacities. Hence, CRM technology enables the insurance organizations to accomplish the specific marketing goals successfully in the insurance industry (Klutse, 2016; Madhovi et. al., 2017; Mohammad et. al., 2013).
CRM technology has affected the customer retention of organization positively (Al-Azzam, 2016, Deneke, 2017). CRM technology enables the insurance organizations have ability to gain the customer knowledge. Hence, insurance organizations understand the needs, behaviour, and preferences of customers efficiently (Mohammed et. al., 2014, Boateng, 2016). Since CRM technology provides the timeliness and important information of customers to the organization, the service quality and the customer retention have been improved in the insurance industry (Mohammed et. al., 2014, Boateng, 2016). Boateng (2016) stated that insurance organization utilises the information and communication technology as a way in order to manage the quickly evolving situation. Therefore, CRM technology helps the insurance organization to increase the competitive advantages in the market and improve the customer expectation and retention (Hardjono et. al., 2017). 
Numerous researches revealed that CRM technology influences the organization’s performance and customer retention positively (Hardjono et. al., 2017; Shanmugasundaram et. al., 2017). Through collecting, storing, refining, analysing, and disseminating customer information, CRM technology ensures that the insurance organization has the capacity to attract and retain targeted customers in the insurance industry (Mohammed et. al., 2014, Boateng, 2016). This implies that the insurance organizations unable to retain the key customers without CRM technology (Deneke, 2017, Boateng, 2016). According to the resource-based view theory, CRM technology has been considered as one of the significant insurance organization’s resources that enable to utilise in order to enhance the organization performance and improve the customer retention (Mohammed et. al., 2014).


	Research methodology
	Research Design
This research is a quantitative research. Bell, Bryman and Harley (2018) have noticed that quantitative research methods examine a specific issue through realities, systematically approach and quantitative research includes facts and numerical information gathered through interactive research instruments such as surveys. This quantitative research calls for common research designs where the focus of research is to describe, explain and predict phenomena, uses convenience sampling (Saunders, et al., 2015). Considering the purpose of this research and basic understanding regarded to key points of quantitative research method, quantitative research method is selected as the most appropriate research method in studying the effects of CRM on customer retention in insurance industry of Kula Lumpur. Identifying the problems and figuring out relevant solutions, deductive research is applied in quantitative research method for testing relationship between dependent variables and independent variables (Bell et. al., 2018).

Sampling Design
In this research, 230 samples are going to be collected by non-probability and convenience sampling method as data collection methodology where the samples are collected in a procedure that does not give all the individuals in the population equal chances of being chosen as the constraints of time, workforce and distance in the whole procedure.

Study Population
The target population for this research is the respondents comprises of the customers of 14 licensed insurance companies in life business only in Kuala Lumpur. According to Watson (2018), there are 3.5 for 10 Malaysians had a life insurance policy. Hence, it is reasonable to predict study population in this research is 7,780,301 people among those 14 licensed insurance companies in life business only in Kuala Lumpur.

Data Collection Method
In this research, primary data collection would be adopted as data collection method to collect 230 sample sizes through the Google Forms. As the targeted participants can be contacted through online approach, collecting data by sending out designed questionnaires to targeted participants online due to main advantages which include lowest cost, time flexible, and geographic coverage.

Pilot Test
In this research, in order to ensure that the questionnaire content can be fully understood, 10% of 230 questionnaires were chosen, 23 questionnaires were distributed as pilot tests, and formal data collection was proceeded after confirming that 23 participants enable to answer questions rightly.

Descriptive Analysis
Descriptive statistics are utilised to express the fundamental features of gathered data in the research and offering valuable summaries of information regarded to sample and the measures, which would represent the population of the research being studying (Saunders et.al., 2015). As section one (I), demographic information mentioned above, descriptive research is conducted to summarize personal information.

Factor Analysis
Factor analysis plays three functions in quantitative research which are to understand variables structure, to measure an underlying variable by questionnaire, and to minimize data to be more manageable whilst maintaining original information as much as possible (Sekaran and Bougie, 2016; Field, 2013).  Measuring sampling size is an important step before doing factor analysis. Kaiser–Meyer–Olkin measure of sampling adequacy (KMO) (Kaiser, 1970) is adopted as sampling measurement instrument to test if sample size is adequate enough for continuing factor analysis in the future.

Reliability Test
Field (2013); Bell et. al. (2018) defined that checking reliability of rating scale designed in questionnaire is important step to make questionnaire validate. Reliability requires that measures ought to reliably reflect construct that is measuring, in statistical terms, the most essential approach to look at reliability is according to the opinion that individual each item should produce outcomes consistent result with overall questionnaire (Bell et. al., 2018).

Correlation Test
The correlation test is used for further testing. The correlation test reflects that the difference in measurement scale is a table showing the correlation coefficient between variable sets (Sutton and Austin, 2015). In this research, the correlation test can determine the relationship between CRM dimension and customer retention and see which pairs have the highest correlation.

Multiple Regression Analysis
In order to analyse and prove whether the hypothesis proposed was accepted or rejected, this hypothesis was tested through multiple regression analysis in the research (Blumberg et. al., 2014). Multiple regression analysis refers same equation as simple linear regression which is tied in with working out correlation between one dependent variable and another independent variable to see the change of first variable (Peersman, 2014). Once more than one independent variable needed, multiple regression test begins attempting to anticipate which independent variable fundamentally influence dependent variable (Uyanık and Güler, 2013).

ANOVA Test
The ANOVA method will be applied as well to ensure the regression model is significant, which requires a P value of less than 0.05 (Sekaran et. al., 2016). With ANOVA, we can test if there are significant correlations between the independent variables and the dependent variable in this research.
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