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Abstract

Insurance business activity has been at the lowest ebb in Nigeria in the recent time.
This poor performance has called for urgent measures that will need to bring about
improve business activities in this once promising industry in the early 60" in
Nigeria. The study is thus, designed to examine how insurance business can be
improved through effective marketing communication mix. The study examines the
marketing communication mix used by Union Assurance Company Plc to bring
about improvement in her business activities. Two set of questionnaires are
designed forthe study: one for the staff and the other one for the customers or clients
of the company. The questionnaires were administered to the respondents in Lagos
and data collected were analysed using frequency count, percentages and
regression statistical technique. The result of the findings revealed that: (i)
Promotion and Advertising are important Marketing Communication Mix eleme:its
that bring about improved business activities to Insurance companies. (ii) Effective
Marketing Communication has brought about improved insurance business
activities in Nigeria (P = 0.01; df = 80). The Paper concludes that effective
marketing communication mix is essential factor to be considered by insurance
business to boost their business performance. The study recommends that
Insurance Companies should embark upon public awareness about their products
or services benefit to the people. They should make effort to build good image about
their company to the Public through prompt payment of claims to their clients.

Keywords: Business, Word of Mouth Communication, Insurance, Marketing
Communication Mix and Consolidation.

1.0 INTRODUCTION Nation, 2014). Insurance is a

The significance of insurance in the life
of any nation cannot be denied most
especially, in these trying times fraught
with several risk factors for both

individuals and corporate bodies (The
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defensive measure used against future
conditional loses to hedge the possible
risks of the future. It is a legal contract
that protects a person from contingent
risk of losses through financial means
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and provides a means for individ'ual and
corporate bodies to handle some of the
risks faced in daily life (Sadaf, 2008).

There is sometimes occurrence of
events in life when it is impossible to
avoid losses. These instances are for
example when people become ill; they
die of illness or accidents or their
homes or other property become
damage or stolen. In such cases they
have to face the loss of income or
savings. Insurance has brought about
relief that if such an incident comes
about, then the loss does not affect the
present well being of the person. This is
also applicable to corporate bodies,
they may suffer losses from fire, theft,
natural disaster etc. with insurance
cover, they will have something to fall
back to. However, despite the
usefulness of insurance to national
development, patronization of
insurance business in the Nigeria is still
low. Its contribution to the economy is
still less than one percent because the
insurance companies have only
succeeded in reaching out to mostly
corporate organizations (Nike, 2014).
The low insurance penetration in
Nigeria is due to factors like
unawareness, low level of disposable
income and the inability of government
to build and grow the industry. Survey
revealed that most Nigerians do not
know where the closest insurance
company, broker or agent is located
and that users of insurance have the
highest level of dissatisfaction with
providers of financial services. There is
no enough awareness about insurance
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in Nigeria, people see it as cheat on
the society. The insurance activities
are mostly directed to only the
monthly income earners and
government workers leaving the petty
trader aside (The Nation 2014). It was
further reported that available records
indicate that 86.6 million Nigerians
have no form of insurance, while 1.3
million adults, representing 1.5 per
cent of the entire Nigerian adult
population, maintain some category
of formal insurance cover. This
situation has spurred the need to carry
out this study in order to bring about
improve formal insurance business in
Nigeria through effective marketing
communication mix.

1.1 Statementofthe Problem
Insurance business cannot be ignored
by any nation that wants to stand the
test of time, especially in this risky
environment where we find ourselves.
Insurance business must be able to
create awareness through the use of
effective marketing strategies to reach
out to individuals and corporate
bodies. It is not just enough for
insurance companies to focus only on
monthly income earners and
government workers but reaching out
to every Nigerian should be of great
concern to them. The situation is
further worsen by the little effort being
made in creating awareness by these
insurance companies about their
services, this has made most Nigerian
still reluctant to take insurance policy
because they do not see the need for
it.
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It is unfortunate that many
insurance businesses in Nigeria have
not been making adequate use of the
available marketing tools to reach out
to people. The insurance business
should be able to explore effective
marketing tools like advertising,
personal selling, public relation and
direct marketing to reach out to the
people. Also, sending out messages
on the benefit of insurance to
individual and corporate bodies would
go a long way to encourage these
people to patronize their services.
This study therefore, seeks to provide
answer to the following research
questions:

i. What are the elements of

marketing communication

mix used by insurance

business in Nigeria?

ii. How does effective marketing
communication mix improve
insurance business in Nigeria?

ii. What are the marketing
strategies needed to bring
improve insurance business in
Nigeria?

1.2 Objective of the Study

The main objective of the study is to
examine how insurance business in
Nigeria can be improved through
effective marketing while specific
objectives include:

i. To examine the
elements of marketing
communication mix
used by insurance
business in Nigeria.

ii. To determine how
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effective marketing
communication has
brought about
improved insurance
business in Nigeria.

iii To ascertain the marketing
strategies that are
needed to bring about
improved
Insurance business in
Nigeria.

1.3 Reasearch Hypothesis

The hypothesis tested was based on
the data drawn from the research
questions. Based on the research
problem the null research hypotheses
formulated was:

Hypothesis One:

H;: Effective marketing
communication mix has not brought
about improve insurance business in
Nigeria.

2.0 Literature Review
2.1 ConceptofInsurance
Running a business is a very
challenging task and as a result of this
individuals and corporate bodies
usually put their finances at risk. It
makes sense for the Individuals and
corporate bodies to manage risk;
reduce uncertainty and protect their
life and property.

Insurance provides financial support
to business that is unable to operate
following an unexpected event such as
fire or disaster. Many contemporary
authors have defined the concept of

e
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insurance in various ways.
Marriam(2015), define insurance as an
agreement in which a person makes
regular payments to a company and the
company promises to pay money if the
person is injured or dies, or to pay
money equal to the value of something
(such as a house or car) if it is
damaged, lost or stolen.

According to Dorfman (1994),
Insurance is a contractual agreement
whereby one party agrees to
compensate another party for losses.
Beena (2009) describes the
phenomenon as a tool which reduces
the cost of loss or effect of loss caused
by variety of risk. He further said that it
accumulates funds to meet individual
losses and it is not a device to prevent
unwanted event of happening or cause
of loss but protect them against that
loss by compensating which was lost.
Ajaja (2001), pointed out that
insurance is @ means by which risk is
transferred by a person, business or
organization to an insurance company
which reimburses the insured for
sharing in the costs of losses among all
the insured. It could be seen from these
definitions that insurance business is a
system of compensation for loss,
damage, sickness, death and other
unforeseen circumstances in return for
regular payment of a predetermined
premium by the insured. Business
insurance policies have been developed
to cover virtually any risk that a
business could possibly face. It is
possible most businesses would not
meet every type of policy but each
company will need specific once

e R T S e T I T S,

depending on the nature of their
business, the type of operation that is
being insured, ratese.t.c.

Development of Insurance

The main origins of insurance business
started during fourteenth century due
to practice adopted by Italian
merchants. The practice of medieval
insurance started through maritime
risks (the risk of losing ship sand
cargos), in the sixteenth century this
practice spread to London merchants.
During this time, there were no
separate insurers, groups of merchants
agreed between them to  bear their
risks jointly amongst themselves. (Tag
Archives, 2009).

The J.C. Obande commission report of
1961 resulted in the establishment of a
Nigeria Department-of Insurance in the
Federal Ministry of Trade, which was
later transferred to the Ministry of
Finance. The Insurance Companies Act
of 1961 classified insurance business
into various classes for registration and
provided forms for record keeping. The
National Insurance Commission was
established in 1997 with the
responsibility of regulating and
supervising insurance in Nigeria. The
commission has been the main
insurance regulator in Nigeria. The
insurance special supervisory fund
decree in 1989 strengthened the
insurance supervisory Board and
included a mandatory provision that all
insurance companies' sales should
contribute 1% percent of their gross
earning to the fund. The results of the

49 e coree————
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Insurance Decree and Development
since 1964 had indicated, that the
insurance industry in Nigeria has been
growing steadily.

However, today there have been
reductions in the number of approved
Insurance Operators to 49, including
two Re - insurance Institutions; as a
result of consolidation and
recapitalization exercise in the sector
(Komolafe, 2008).

The Important Roles of
Insurance

Beena (2009) identify the following as
the role and importance of insurance.

i. Insurance provides security
Insurance provides safety and
security against the loss on particular
event .Life insurance provide security
against death and old age suffering,
fire insurance protect against loss due
to fire while marine insurance
provides protection and safety
against loss of ship and cargos, for
personal accident and sickness
insurance, financial protection is
given where the individual is unable
toearn.

il. Insurance reduces business risk or
losses

In business, commerce and industry,
huge properties are employed.
Because of slight negligence, the
property may be turned into ashes. A
person may not be sure of his life,
health and cannot continue the
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business up to the longer period to
support his dependence. By the help of
insurance, he can be sure of his
earning, because the insurance
company will pay a fixed amount at the
time of death, damage by fire, theft,
accident and other perils. The Federal
Government of Nigeria has put in place
the Contributory Pension Scheme for all
it employees and most state
governments are being encouraged to
follow this example.

iii. Insurance provides peace of mind
Insurance remove the tensions, fear,
anxiety; frustration or weaken of
human mind associated with the future
uncertainty. It provides peace of mind
and stimulates more and better work
performance of an individual.

iv. Life insurance encourages saving:
The insured has an obligation to pay
premium regularly and cannot be
withdrawn easily before the expiry of
the term of policy. Life insurance
encourages the habit of regular and
systematic saving through premium
and after a certain period, it would be a
part of necessary saving of the insured
person.

v. Insurance accelerates the economic
growth of the country

To develop the economic growth of the
country, insurance provides strong
hand and mind, with protection against
lost of property and capital to produce
more wealth. It provides protection
against different kinds of loss caused by

e e i T ST £
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risk. It accumulates the capital from the
insured and utilizes for the development
of country.

vi. Insurance provides credit facilities
The insured person can get loan by
pledging insurance policy and the
interest will not exceed the cash value
of policy charged by insurer. In case of
death of insured person, the policy can
be utilized for setting of the loan with
interest. Business person can take loan
on the basis of insurance document
from the bank also.

vii. Insurance helps to reduce inflation
Inflation created from oversupply of
money and on loss production entities,
Insurance can help to reduce the
inflation or pressure in two ways. Firstly,
it collects money as an amount of
premium which controls over supply of
money and secondly, it provides
sufficient funds for increase production
entities. Thus, it reduces the impact of
inflation.

viii. Insurance helps to promote foreign
trade by providing protection against
trade risk.

Types of Business Insurance

Business insurance limits your risks as a
business owner. The coverage to be
obtained by prospective entrepreneur
or business owner depends on the types
of company he/she runs and the
number of employees who work there.
Julia (2015), identifies four types of
Business Insurance amongst which
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include:

1. General liability insurance:

This covers costs that business owners
may incur in cases of accidents and
injuries that involve the company. If a
client or employee is injured in a
company's premises and the company
is sued, the ramifications can be costly.
The expenses of paying for legal
defense, resulting damages and any
appeals mount up. General liability
insurance can offset or cover partially
or completely these costs.

2. Product liability insurance:

Most Products on the market have
manufacturers, distributors and
retailers. Therefore any company that
is involved with any of those processes
might consider purchasing product
liability insurance. If the product a
business is responsible for cause harm
or loss of business, the company could
be held accountable, product liability
insurance thus cover these cases.

3. Commercial Property insurance:
Commercial Property insurance is
broad, but serves as important type of
coverage. Risk is inherent in operating a
business. At the least, this type of
insurance should cover causes of
damaged property, lost income and
business interruption which are the
basic risks of owning and operating a
business. Commercial property
insurance coverage and polices vary,
and it is essential for a company to get
the proper coverage for its business.
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4. Worker's compensation insurance:
The owners of a business are required
to have worker compensation
insurance, also called worker
compensation. This covers cost
incurred when a worker is injured on
the job site or while performing work
for the employer and the employer is
protected from law suits and
employee has his medical expenses
covered and sometime receives
additional benefits, including partial
uninterrupted income.

Sadat (2009) identified the following
types of insurance:

1. Life insurance: this insurance
policy insures the life of the
insured. The insurance
company is legally bound to
provide a monetary benefit to
a decedent's family or the
beneficiary after the death of
the policy holder. The
proceeds are paid to the
beneficiary either in a lump
sum amount or an annuity.

2. Medical insurance: Medical
insurance is also called Medical
claim. Under this policy the
insurance policy pays the
amount to the insured for his
health purpose. This amount
covers the cost of medical
treatment.

3. Disability insurance: There are
two types of disability
insurance. One is simple

disability insurance and the
other is total disability
insurance. In case of simple
disability insurance a financial
support on monthly basis is
provided by the insurer to the
policy holder if he is unable to
work due to an injury or an
illness. But permanent disabled
insurance provides the
reimbursement, if a person
becomes permanently
disabled.

4. General insurance: It includes
automobiles insurance,
business insurance, property
insurance e.t.c.

2.2 Concept of Marketing
Communication

Marketing, more than any other
business function, deals with
customers. Building customer
relationships based on
customer value and satisfaction
is at the very heart of modern
marketing. Amstrong and
Kotler (2005) define marketing
as a social and managerial
process by which individuals
and groups obtain what they
need and want through
creating and exchanging value
with others. In a business
setting, marketing involves
building and managing
profitable exchange
relationships with customers.
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Insurance business should be
able to use various marketing
relationship with their
customers.

Kotler and Amstrong (2008)
identified five marketing
communication tools that can
be used by business
organization to create
awareness and build customer
relationship. This include
advertising, personal selling,
sale promotion, public relation
and direct marketing.

Advertising

Advertising is one of the elements of
marketing communication mix which is
considered very important in the overall
marketing mix. This attribute is as a
result of its visibility and pervasiveness
in all the marketing communication
elements (Okyere, Agyapong & Nyarku,
2011) advertising has the potential to
inform the public and customers (both
present and prospective consumers)
about the goods and services of a
company for further information and to
make favourable purchase decisions.
Therefore, advertisements for services
should provide symbols, or tangibles
clues, as concrete signals of the
services (Lacobucci, 2001). In his own
contribution, Osoka (1992) pointed out
that insurance companies need to
advertise to support and supplement
their sales force and other promotional
activities, especially in view of the
intangible nature of their products, he
added that many insurance companies
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in Nigeria do not have advertising
programs, as a result of reduce level of
awareness.

Sales Promotion

According to Amstrong and Kotler
(2005) Sales promotions are short
term incentives to encourage the
purchase or sales of a product or
service. Blythe (2006) describes sales
promotion as any activity intended to
generate a temporary boost in sales
promotion.

The medium had not always been used
by most insurance companies because
of the intangibility of their product
offerings in creating values and
maintaining relationship amongst
various insuring populace either
existing or potential.

Publicity and Public Relation
Public relation is the management of
relationships and communication to
establish goodwill and mutual
understanding between an
organization and its publics. (Arun &
Meenakshi 2012). Fill (2005) was of
the view that there are three major
roles public relations play within the
communication programme of an
organization. First, the role of creating
goodwill and stimulating interest,
second to support the marketing of the
organization's products and third to
provide the means by which
relationships can be developed.
Insurance business can create proper
awareness of their intangible product
through public relations.

N T I R S S S
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Personal Selling

This is personal presentation by the
firm sales force for the purpose of
marketing sales and building customer
relationships. Amstrong & Kotler
describe personal selling as the most
useful communication tool at certain
stages of the buying process,
particularly in building buyer's first
choice, certainty and proceedings.
Personal selling is relevant in the
Nigeria insurance business, mainly in
life insurance business. This is as a
result of the socio-cultural forces
which influence the attitude and
behaviour of the insuring populace.
The level of ignorance as to the
benefits of having insurance cover is
still on the increase. Insurance
companies can make use of personal
selling to reach out to the public.

Direct marketing

This is described as the use of mail,
fax, e-mail or internet to communicate
directly with or solicit response or
dialogue from specific customers and
prospects (Kotler and keller 2009).
The internet is becoming the most
important driver of strategic change
for business and national government.
The insurance companies in Nigeria
are lagging behind to embrace the
new trend in integrated marketing
communication.

2.4 Theoretical frame work

This study will briefly consider two
theories of Demand for Insurance.
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They are the Expected utility theory
and the Prospect theory.

The Expected utility theory - The
Expected utility theory states that the
demand for insurance is a demand for
certainty because buyers of insurance
prefer certain losses to actuarially
equivalent uncertain ones. The theory
postulated that the demand for
insurance is by risk averse consumers
who use insurance to avoid the risk of
loss (Friedman and Savage, 1948,
Arrow, 1963; Mossin, 1968;
Sclesinger and Doherty, 1985; Mayers
and Smith, 1983; Cook and Graham,
1977; Feldstein, 1973; Feldstein and
Freidman, 1977; Feldman and Dowd,
1991; Manning and Marquis, 1996,
Nyman, 2001).

Prospect Theory — this theory holds
that individuals tend to prefer
certainty only when gains are at stake
and when losses are at stake
individuals tend to prefer uncertainty.
This explains that when individuals
are given a choice between a certain
loss of the same expected magnitude,
individuals tend to prefer the
uncertain loss.

The theory argues that from a given
reference point, the value that
individuals realize from gains in
income increases with the size of the
gain, but at a diminishing rate
(Kahnemann and Tversky, 1979;
Tversky and Kahnemann, 1988;
Nyman, 2001). This theory is in
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contrast to the Expected Utility theory;
it suggests that certainty is not valued
when losses are at stake.

According to Nyman (2001) empirical
studies have shown that individuals
actually prefer uncertain losses to
actuarially equivalent uncertain ones.
Nyman (2001) attempts to reconcile
expected utility theory with this
empirical evidence by suggesting that
insurance is demanded to obtain an
income payoff in the bad state . The
Contingent Claims/ State dependent
utility theory which serves as an
alternative theory to the above theories
has also been used to explain demand
for health insurance (Zweiful and
Breyer,1997, Nyman, 1999, Mas -
Colell, Whinston, Green, 1995).
However, the Expected Utility theory
and the Prospect theory because of
their relevance to the study will be
given consideration.

2.5 Empirical framework

Idris, Asokere, Ajemunigbohun,
Oreshile and Olutade (2012), carried
out an empirical study of the efficacy of
communication mix elements in
selected Insurance companies in
Nigeria. They selected 20 insurance
companies out of the industry capacity
of 49.The sample size included 300
randomly selected employers of the
target population. They employed a 3
Likert point scale. The result shows that
the marketing communication mix
element is very important in the service
of insurance organization, it also shows

[ttt v e e s
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the order at which all the element are
considered useful by the marketing
personnel in the Nigeria insurance
market environment. They concluded
that significant marketing
communication activities be targeted
at the public so as to kindle the
insuring publics' Interest in the
business

Kicinger (2010), examined the
employment based health insurance
plans and hospice care in the US. They
empirically examine the determinants
of the employers' towards heath
insurance premiums, the price
elasticity of demand in employer
provided self insured health plans, and
the effect of hospice ownership and
certification on the length of hospice
use. The result shows that union
membership and self insurance predict
higher amounts of employer's
contribution to health insurance
premiums. The obtained empirical
evidence also indicated that several
socio-economic characteristic (i.e,
family income, poverty level, and
employer's provision of fringe
benefits) as well as other factors (i.e
sex, the place of residence, and family
coverage) have impact on the
employer's contribution. The obtained
estimates of the price elasticity of
demand for self-insured health plans
show it to be relatively inelastic. He
concluded that the results reported
should be relevant not only to policy
makers, but also to parties directly
involved in the health care system such
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as employers, insured and uninsured
individuals, and insurance companies.

3.0 Methodology

The Primary and secondary sources of
data collection were used for this
study. The study employed
questionnaire and telephone calls to
solicit for information from the
respondents.

The targeted population of the study
consists of all employees of Union
Assurance Nigeria Company Plc.
Lagos, which are total of one hundred
and eighty six employees (186) as at
June 2015 when this study was
conducted. The Simple random
sampling technique was used to select
a sample size of one hundred (100)
employees of Union Assurance Nigeria
Company Plc, Lagos. The company is
selected for the study because of its
performance as one of the leading
Insurance Companies in Nigeria. It has
been recording increase premium and
retail business portfolio in the recent
years. The company offers life
insurance and general business
products. It was incorporated in 1993
and has Headquarter in Lagos, Nigeria.
It operates as a subsidiary of
Greenoaks Global Holdings Ltd as at
December 10, 2014. The employees of
the company were randomly sampled
in order to get more valid responses.
There are two sets of questionnaire
designed for the study: one for the
staff and the other one for the
customers or clients of the company.
The questionnaire for the staff consists

of two sections. Section A comprises of
items on the personal data of the
respondents while section B seeks
information on how insurance
company can be improved through
effective marketing communication
mix. Out of the total sample size
selected for the staff, Eighty one
responded to both the questionnaire
and telephone calls. The Questionnaire
for the clients is basically designed to
provide information on the marketing
strategies that are required by
insurance companies to improve their
business activities. There are 200
clients given questionnaire but only
187 filled and returned their
questionnaire. This represents 93.5 %
response rate which signifies a good
response rate of return.

Method of data Analysis

In this research work, one hypothesis
was tested using simple regression
analysis. The adoption of regression
analysis method was used as a result of
the need to determine the actual
relationship between marketing
communication mix and how it can
improve insurance business. The
simple regression - analysis is a
statistical tool that not only explores
the relationship between two variables
but also indicates the direction and
magnitude of the effect of the
independent variable (i.e marketing
communication mix) on the dependent
variable (insurance busihess)

The simple regression model is given
below as:
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Y =a+bx

Where:

Y is the dependent variable and X is the
independent variable. Both (a) and (b)
are the regression co-efficient known as
the intercept and slope respectively and
they are obtained as follows:

a=y-bx

Research Hypothesis

The hypothesis used in this research
was tested based on the data drawn
from the research questions. Based on
the research problem this null research
hypothesis was formulated:

Hypothesis One

H,: Effective Marketing
Communication Mix does not
significantly have influence on Union
Assurance Company Plc business
activities.
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4.0 DataAnalysisand Interpretation .
The Table 1 below provides information about sex and age distribution;
educational qualification and staff working experience.

Sex Distribution Frequency Percentage %
Attribute
Male 45 55.6
Female 36 444
Total 81 100
Age Distribution Frequency Percentage % !
Attribute '
- 28 34.6 |
3 -45yrs 37 45.7 ‘
4660 vrs 14 173 |
60 - and above 2 25
Total 81 100 |
Educational Qualification Frequency Percentage |
Attribute
WAEC/GCE/SSCE/NABTEB 1 136 . |
Equivalents
OND/NCE/ Equivalents 20 47
HND/BA/B.Sc/B.Ed/Equivalents | 45 35.6
MA/M.Sc/MBA/Equivalent 5 6.1 !
Total 8l 100 |
Experience Distribution Frequency Percentage |
Attribute
| -5vrs 19 235
6-10 yrs 19 33
11-15yrs 20 247
16-20yrs 9 11.]
21 years and above 14 173
Total 81 100

Source: Researcher's computation 2015
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Table 1 indicated that there are more
male respondents; and majority of the
respondents fall within the age of 31-45
years. This reveals that most of the
respondents sampled are still having
more active service years on their job.
This means that they can still develop
more skills in their job and bring about
better performance to the organization.
There are 56 % of the respondent's
whose educational qualifications fall
within HND/BA/BSc/B.Ed equivalents.
This result indicates that the crops of
their workers are first degree holders.
This trend would make training and
manpower development easier in the
company. It would also make
introduction and implementation of
new policies easier in the company
because the caliber of the staff can
effectively adapt to any changes
brought about in the company. The
other categories of staff under survey
are those with secondary schools
certificate (13%), OND/NCE are (25%)
and Master's Degree (6%). The
company would need to develop the
skill of those staff with school and
diploma certificates for more efficiency
to be achieved in the organization in
terms of their productivity.

In regards to workers' years of
experience, 25% of the respondents
havell-15 years experience; followed
by 23.5% respondents each falling
within 1 — 5 years and 6 — 10 years
respectively; followed by 11% of the
respondents having 16 - 20 years
experience and 17% respondents with
21 years above. This indicates that

R
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those that are working towards
retirement age are very few and this is
a good development for the company
because the company will be able to
plan for her staff retirement benefits
ahead of the time.

There are 59% male respondents and
41% female respondents for the
Clients Questionnaire. There are
greater proportion of respondents
(41%) who are of the opinion that for
improve business performance to be
achieved by the Insurance Companies,
they must have strong customer
relationship, 29 % of the respondents
agreed that the Insurance companies
must be able to compete effectively
with other competitors in the industry
to achieve improve business
performance, 18% are of the opinion
that the Insurance companies must be
able to use their communication
strategies effectively to bring about
improve business performance and
12% of the respondents are of the
opinion that Insurance companies
should be able to measure the
effectiveness of their marketing efforts
for them to achieve improve business
performance. The respondents were
of the view that measure of
effectiveness of marketing efforts can
be determined by considering whether
there is increase in profit or clients
after promotional campaign or
advertisement of their products. The
respondents also believe that word of
mouth communication can help the
Insurance companies to maintain
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strong customer relationship with their
clients and hence achieve improve
business performance.

4.1 Testof Hypothesis

The hypothesis for this study is tested
as follows:

H;: Effective marketing
communication mix has not brought
about improve insurance business in
Nigeria

In the statistical test carried out as
shown in Table 2 the calculated P value
is (0.010) which is less than alpha
value (90.05).Therefore, the null
hypothesis which states that effective
marketing communication has not
improve the business of insurance in
Nigeria is rejected, meaning that
effective marketing communication
mix has significant influence on Union
Assurance Company Plc. Lagos
business performance. This finding is
consistent with the finding of Idris et al
(2012) which state that marketing
communication element are important
for the smooth operation of insurance
business. In a similar work done by
Kalaimani(2013) on 7 P's of Services
Marketing in Insurance and Banking
Services, he gave the following
Marketing mix for Insurance business:
Product, Pricing, Place, Promotion,
People, Process and Physical
distribution. According to Kalaimani
(2013) Product for Insurance
Company is service they sell to clients
and Pricing is in the form of Premium
rates. He gave three main factors used

for determining the premium rates
under life insurance plan as mortality,
expense and interest. Place is related
to managing insurance personnel and
locating a branch. Promotion is an
important element which insurance
depends upon for survival. Insurance
services depend on effective
promotional measure most especially
in rural areas. People involve
understanding the customer, this
allows insurance companies to design
appropriate products for their clients,
for example the Union Assurance
Company PLC has life insurance
products such as children education
endowment policies, Union Partner's
business continuity plans / whole life
plans, credit life policies and payment
plans. All these products are designed
to meet the needs of specific target
customers. Training of employees and
agents are also very important for
efficiency to be achieved by the
Insurance companies. It is very
important to understand the needs of
customers because of their belief and
perception of Insurance business.
People's belief towards loss in some
community makes them to be
indifferent or uninterested in taking
insurance policy.

The people belief that when they suffer
loss, there is more blessing coming in
return for that loss and sometime they
interpret loss to longevity of life and
better living. The process according to
Kalaimani (2013) should be customer
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friendly. This is in terms of speed and
accuracy of payment of indemnity. This
is one of the areas that the customers
perceived that Insurance has failed
strongly. The non - payment of
indemnity to clients contribute greatly
to the problem facing insurance
business in Nigeria, as a result of this,
people are discouraged in doing
business with the insurance companies.
They see Insurance companies as
fraudulent and not reliable in fulfilling
their business obligation. Physical

distribution according to Kalaimani
(2013) is a key determinant of success
for all insurance companies. The
insurance companies should have a
large reach and presence not only in
the urban cities but also in rural areas.
Thus it can be seen from the above
study that Promotion and
Advertisement which are some of the
elements of marketing
communication mix considered
important by Insurance business to
survive and thrive in the right
perspective (Kalaimani, 2013).

Table 2: Relationship between Effective Marketing
Communication Mix and Insurance Business.

ANOVA TABLE
Model Sum of squares DF Mean square | F Sig
Regression 63.132 1 63.132 345.778 010°
Residual 14.424 79 183
Total 80

Source: Researcher’s computation 2015

Coefficients "

Standardized coefficient
Model B Std Error Beta T
I.(constant) 0.30 12 .269 489
Effective Marketing
Communication mix .863 .046 .92 18.595 © 000
Source: Researcher’s computation 2015
Model summary
Model R R Square Adjusted R St. error of the
Square Estimate
| 919 845 843 521

Source: Researcher’s computation 2015
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The Regression equation for this study
is Y = 0.30 + 0863x, where Y =
insurance business, x = marketing
communication mix.

The model summary shows a very
Strong Positive Correlation Coefficient
of 0.919 with adjusted R square of
0.843 and Standard Error of the
Estimate of 0.521. This strong
correlation indicates that when there is
increase in Marketing Communication
Mix there will be Increase or
improvement in Insurance Business.
This result also is in line with the
findings of Smith (2014) which states
that organizations chalk out various
marketing strategies from time to time
to grapple greater market share which
in return leads to improvement of such
business. Yhe respondents gave the
following challenges as major ones
facing insurance companies: the
problem of bad reputation or image for
insurance companies (47%),
management problem (24%), poor
innovation and lack of aggressive
strategy (19%) and lack of awareness
about the benefit of insurance service
offering (10%). The findings above are
also in agreement with some of the
identified challenges faced by
insurance business by Olaitan (2008).
50. Conclusion and
Recommendations

Business organizations either directly
or indirectly engage in one marketing
communication mix activity or the
other. Whether profit making
organization or nonprofit making
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organization whichever way the
organization is planning to achieve its
objectives, the core value is to create
awareness for the organization's
product in such a way that the product
will meet the need of the customers.
There are various ways to promote a
product in different areas of business.
Organizations make use of television,
radio, newspaper, internet etc to
promote their products. However the
type of marketing communication
element to be adopted by a company
at a particular point in time depends
primarily on the size and financial
strength of the company as well as the
nature and quality of the product. The
summary of the findings in the study
have shown that (i) Promotion and
Advertising are important Marketing
Communication Mix elements that
bring about improve business
activities of Insurance companies. (ii)
Effective Marketing Communication
has brought about improve insurance
business activities in Nigeria (P =
0.01; df = 80) and (iii) Insurance
Companies must build strong
customer relationship with their
clients for them to achieve improve
business performance.

Based on these findings, the study
concludes that effective marketing
communication mix are essential
factors to be considered by insurance
business to boost their business
performance.

The following recommendations are
therefore made, based on the findings

of the study:
)] Insurance Companies should
embark upon public

awareness about their
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products or services benefit to
the people. They should make
effort to build good image
about their company to the
Public through prompt
payment of claims to their
clients.
(ii) The problem of management
should be tackled by insurance
companies through training
and
development of their human
resources capital. The
companies should train their
staff and agents on skills
needed to maintain a lasting
customer relationship
management with their
clients
Insurance Companies should
be innovative to develop
products and services that
would meet the needs of
their specific clients. This would
encourage customers to
choose fromawide range of
specially designed product and
services.
The Insurance Companies
should fully integrate into their
operating system, electronic
information technology that is
capable of providing on-line,
real time and accurate
management of information, in
today's competitive
environment. This is necessary
toward achieving success for
the Industry and it facilitates
improved product packaging
and efficient customer service
delivery.

(iii)

(iv)
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