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CRM and calculation of an insurance customer lifetime value with
markov chain

Roxana Najafzadeh, Amir Albadvi
MSc student in industrial engineering; Tarbiat Modares University; roxana.najafzadeh@gmail.com
Professor of Industrial Engineering; Tarbiat Modares University; amir.albadvi@gmail.com
ABSTRACT

Nowadays by increasing in the competition intensity among companies,concentration on relationships
has replaced focusing on conventional marketing trades. Consequently, retaining customers and
expanding relationships with them have become the primary objective of marketing actions. One of the
service industries in which the importance of customer-oriented approaches in its marketing efforts has
been completely understood is the insurance industry. The aim of this study is to present a model in order
to help the industry to evaluate the profitability of the customers more accurately. Using this model can
help the insurance industry to make investments on its customers more optimally. By acquiring customers
that are more valuable the productivity of the industry will increase.
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