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Abstract

There 15 intense competition and increasing globalization in financial markets
Insurance management must develop customer-oriented strategies in order to compete
successfully in the competitive insurance environment. This study aims to identify and
analyses the factors that influence insurance customer’s switching behaviour in the

mnsurance industry.

The data for this analysis was obtained using of 170 insurance customers in Badulla
District. The decision to switch insurance is hypothesised 1o be a function of price,
service qualily. effective advertising competition, involuntary switching, switching
costs, and personal selling. Univariate analysis. correlation analysis and regression are
used to analyses the data and identify the relationship between customer swilching

factors and customer switching behaviour in automobile insurance industry.

The research findings reveal that price, service quality, effective adverlising,
involuntary switching, personal selling, and switching costs impact on customer’s
insurance switching behaviour. The results of this research allow service marketers and
practitioners to develop and implement service marketing strategies to increase
customer service. Furthermore. this rescarch provides useful information for future
researchers investigating customer switching behaviour in thesihsurance industry. This
research provides an cm}}ir[c;al analvsis of automaobile Enﬁ-ur{_mcr: swivichin g behaviour

and provides a framework for future studies on the behaviour of customers.
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