A study of relationship building skills in the Insurance industry
Abstract 
In order to remain competitive in this borderless world all the financial services providers have to re evaluate their traditional methods of attracting and keeping customers. To be successful in the insurance industry the advisors have to take a closer look at how they treat their customers This study is based o the advisors ability to deliver on factors related to service quality. The measurement scale used in this study is based on importance / performance paradigm. The results of the study reveal that respondents believe that their individual advisor is performing at an above average level.
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