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ABSTRACT
The research has been undertaken on the impact of personal selling on the marketing of
insurance Services,
Personal selling involves many functions, the researcher has limited his writing to, how the
salesman will go out to the field and make sales, and also try to enlighten the public of the
advantages people will derive by insuring their properties with the insurance companies.
The researcher has highlighted the entire research problems and history of the organisation
The work of various authors in the field of personal selling have been referred to and their
respective views expressed and compared with the existing practice in insurance compa-
nies more especially to Kapital Insurance Company, Kano.
Fifty questionnaires were distributed to respondents. thirty to customers and twenty to man-
agement while some of the customers were interviewed personally by the researcher.
The discussion of personal selling and proof of hypothesis have been presented.
The researchers findings have been stated with some of the problems identified. Some of
the findings are that, some of the people don’t want to take insurance policy more especially
life assurance policy which is due to their religious beliefs, but if these people were enlight-
ened of the benefits they will denve by taking life assurance policy they will accept it.
Finally, the researcher recommends that qualified salesmen should be employed to carry
out all personal selling activities of the organisation.
Also, the existing staff of the job should be motivated by sending them on course to be more

responsible to the organisation and the society in general.
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CHAPTER ONE
1.1 INTRODUCTION:-

The role of marketing in modemn society cannot be over emphasized especially if one
views it from the point of mass production in a competitive envitonment where survival of
the fittest is the norm.

Different organizations employ different methods and strategies to market their prod-
| ucts or services to their customers. The insurance industry is not left out in the struggle to
market its services to the general public and other potential customers. One of the methods
they employ which suits their products is personal selling among other means. The com-
pany employ’s the method of personal selling because the salesman has to create the need
for these services because they are less readily demonstrated than the tangible products.

Selling of insurance services in Nigena 15 very difficult partly because of the social
and religious beliefs of the people.

Some social class beligves only in the contributions they give to the bereaved family
members in the event of death, or a donation to the member in the event of accident (such
as fire or flood), (damage to property).

Personal selling consist of contacting prospective buyers of a product personally, itis by far
the major promotional tool.

An activity of such magnitude as personal selling cannot exist without forceful and
cogent reasouns, Few managers will not be willing to spend the amount of money they do on

personal selling if they were not thoroughly convinced that it was the best possibie applica-

tion of their funds. ’ NN Ir— - e RSTPIY
v eTH RS T}
A salesman is able to seek and pinpoint good prospects for his product, whereas

advettising and other tools frequently are unable to separate potential from nonpotential
buyers.
Though the insurance companics use advertising to create awareness for the services

they render to the general public, the method that best suits their product is personal sething.
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Advertising can be linked to a fisherman casting his net with the hope that some fish are. in
the area and will be interested in it. He is never quite sure whether there are any fish tnter-
ested in his bate, and never knows which fish will bite. On the other hand, personal selling
can be linked to a hunter who stalks his prey with his niffle,

Economically, pinpointing prospects means that frequently there is much less wasted
effort and expenditure 10 personal selling than in advertising. Although the cost per contact
by a salesman 1s many times larger than that of advertising, the portion of the contacts made
by advertising may be with people who are not really prospects.

The salesman however is able to tailor his presentation to fit the precise needs of the
person on whom he is calling, and he is on the scene to meet the specific objectives raised
by him.

The public relations of the msurance industry is very poor because people regard
insurers as vultures only ready to grab premiums and run away from claims settlement by
quotimg policy conditions hidden in the small print in order to avoid lialnlites. It is sug-
gested that insurance companies should spread the importance of msurance to the public
through personal selling and in the marketing of insurance services through personal sell-
ing. The objection that is normally raised by prospects is how they will be indemnified
when a risk that is insured agatnst happens and the salesman in this case will be able to point
out to the prospects that in the case of the risk happening, the insured should fellow the nght
channel in putting forward his claims and after that the insurance company will send it’s
inspection officers to go and find out the causes of the incidence and see whether if the
cause of the incidence 1s the nisk insured against and if they find out that the risk nsured
against is the cause and not the negligence of the insured then the insurance company will
go ahead and indemnify the customer or the client and the insurance company will take title
of the damaged property.

There is there for no question that personal selling is far more effective tool for con-

vincing a prospect of products or services merits and desirabitity. In all promotional activi-
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ties, the closer the seller can come to putting his sales appeal to the precise situation of his
buyers, the more likely he is to get an order.

It is natural for men to want to help their friends, it is difficult to say no to someone
you like. A good sales man for this reason makes genuine friends or his customers. Sociat
relation therefore may be the onfy basis for giving business to one rather than to another.

Insurance is an intangible product or services, you can not see it as other product but
what they are all after is to satisfy consumers needs and in doing their business they need to
comumunicate to there prospects and the salesman provides a channel of communication
between the seller and the buyer which no other form of promotional activities can provide.
The sales representative is continually willing on buyers, and he is usually bombarded by a
multitude of suggestions, information and activities which should be passed back to man-
agement if the firm 1s to continue to make a marketable service. The firm depending mainly
on advertising seldom knows what 1t’s customers really think about its products or service.
An alert sales force can keep management fully informed about market condition, competi-
tive activities and trends in the market place. Such communication is 5o valuable that a firm
may maintain a sales force almost exclusively for this purpose.

1.2 STATEMENT OF PROBLEM

The survival of any profit oriented organization 1s dependent on how efficiently and -
effectively it is able to market it’s products and services and generate adequate revenue.

Personal selling can be employed as a technique of marketing a companies goods or
services. Kapital insurance Company is one of such companies that employ this technigque.
[t is pertinent to ask the following questions:

* Does personal selling create awareness among the insuring public?
* Does personal selling increase the revenue base of Kapital Insurance?
* What is the effect of personal selling on the company’s image?

* What effect, positive or negative does personal selling has on Kapital insurance business?

R i



* Is the revenue expended on personal selling being justified?
" This research work attempts to proffer answers to the above questions
1.3 HYPOTHESIS

In line with the research topic, the researcher will propose the hypothesis:

That personal selling informs the general public on how they will be indemnified when a
loss occurs.

1.4 OBJECTIVE OF THE STUDY

This research will have the following objectives:

The research will critically analyse and assess the impact of personal selling on the market-
ing of insurance services.

The research will also analyse the activities of the Kapital Insurance Company Lim-
ited, to find out if it has actually been performing its duties efficiently and effectively through
its personal selling.

1.5 SIGNIFICANCE OF THE STUDY

This research will benefit the insurance industry in assessing and evalnating of per-
sonal selling to the industry in general and specifically to the Kapital insurance company
limited which is taken as a case study.

Also the research will serve as a foundation for further research to those who are
interested in personal selling in the nsurance mdustry.

It will also highlight the general public on the importance of insurance in all matters of
life most specially to those who are engaged in one business or the other.

1.6 SCOPE AND LIMITATIONS OF THE STUDY

In implementing this study, various limitations were encountered. One of such is low
literacy rate in the country. The research s limited to the Kapital Insurance Company Lim-
ited so as to have a case study that will reflect the general nature of personal selling in the
insurance industry.

If the scope of this research were wider the data to be collected would have been
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humanly impossible because of finance and non availability of data.
1.7 DEFINITION OF TERMS

UTMOST GOOD FAITH:

This means the utmost good faith must be shown i any insurance contract. Both
parties to the contract i.e the insured and the insurer, must disclose all relevant facts which
might influence the others willingness to enter into the proposed contract. A person who is
suffering from incurable cancer must disclose this fact to an insurance company if he wishes
to take out life insurance. A car driver with a long history of accidents must also disclose
this to the msurance company if he wants to buy motor nsurance. If either party fails to
show utmost good faith, and hides relevant information when drawing up the agreement,
the contract 1s void. In the above two examples, the insurance company could refuse to pay
any claims.

INDEMNITY

By the contract of msurance, the insurance company agrees to make goed any loss.
The insured must not, however, make any profit out of insurance. The object of insurance is
to place the msured in the position he was in before the loss occurred. An insured person
could not recover the msured amount tf 1t was found out that he had overvalued the goods
insured. If goods are damaged by fire, for instance and the msured 1s paid their full value in
compensation, the right to dispose of the damaged goods passes to the Insurance company.

Life assurance contracts are usually excluded from the principle of indemnity since it
is not possible to put a money value on someone life. This is then a non~indemmnity nsur-
ance.

SUBROGATION

Thus ts the right of the nsurer to take the tnsured’s place after he has indemnified him.

If the damage was caused by a thied party the insurer can therefore try to recover from the

third party the amouat of the loss he has sustained. 1f the insured has sold his damaged car
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for scrap metal afte.r he has been fully compensated by the insurance company, the insur-
ance company can rightly claim from him the money he received for it.
CONTRIBUTION

Contribution is the right of an insurer to call upon others similarly but not necessarily
equally liable to the sum insured to share the cost of an indemmnity payment. The fundamen-
tal point here is that if an insurer has paid an indemnity it can recoup an equitable propor-
tion from the other insurers of the risk.

THE POLICY

The policy is the document which reduces to writing the contract previously negoti-
ated between the insured and the insurer. There s no standard working of the policies in the
market, they vary according to the agreement reached between the underwriters and the
insured.

INSURABLE INTEREST

A person can take out insurance only against occurrences which would cause him
loss. He cannot insure against events which do not cause him any loss. A householder can
thus insure his own property against fire and flood, but he could not insure the property of
his neigbour.

INSURANCE RISK:

Not all losses can be insured against. Thus a trader can not insure himself against
losses due to his own inefficiency. Insurance will only be effected against those risks which
have a mathematical probability of happening. The insurance company will not insure against
losses which are caused by the insured person.

FIDELITY GUARANTEE INSURANCE:
The purpose of this policy is to compensate business organizations for losses sus-

tained due to misappropriation of funds and resources by their employers.



MOTOR VEHICLE INSURANCE:

This is one type of contract of insurance that may not be entered into involuntarily. [t
is so because users of motor vehicle in Nigeria, for example, are obliged to insure such
properties under motor vehicle third party insurance act 1945, Nigeria.

The purpose of this is that of compensating the insurer or a third party who may have
sustained a loss or injury through an accideat. There are two types of motor vehicle insur-
ance, The first is comprehensive insurance which provides standard cover for tosses and
injury such as bodily injury, damage to property resulting from accidents involving the
nsured vehicle and this cover both the insured and the third party. The other type of motor
insurance is the third party insurance, under it, only the legal liability of the third party if
covered by the insurer and no compensation is paid to the insured in the event that losses or

1

injuries are sustained in accident involving the insured vehicle.



CHAPTER TWO
2.0 REVIEW OF RELATED LITERATURE

The aim of this 1s to have a critical look at [iterature or write ups from various materi-
als.

2.1 PERSONAL SELLING

The objective of this project 1s to critically analyse and assess the impact of personal
selling on the marketing of Insurance services. In this project, the researcher try’s to bring
out some definitions of personal selling as developed by various scholars.

It will be necessary at this point to put down some of the different views expressed
by different authors on what personal selling entails. It is hoped that this will make for
better understanding of the subject.

Boulder, (1961, page 484) in his book principles of marketing defines personal

selling as “the process of_Contacting prospectives of a product personally.

Demonstration of the project or services and it’s use by the marketer is usually the
most effective method for convincing the prospects of its merits and desirability™

On the other hand, Wilmshurst (1985 page 164) in his book. the Fundamental and
Practice of Marketing sees 1t as “a group of individuals in an organisation striving jointly
to reach certain common goal”. He went further to say that the kind of sales force a com-
pany needs and the way it organizes it will depend on its marketing objectives. These in
turn will be influenced by the kind of markets it 1s operating in and 1ts position in these
markets.

Shapiro (1973 page 147) in his book Marketing Term define’s personal selling as “the
art of successful persuading prospects or customers to buy a product or services from which
they can derive suitable benefits thereby increasing their total satisfaction.

Shultz ( 1966 page 160} in his book An outline of Marketing defines personal selling

as* an oral presentation to prospective m o
lﬂ&ﬁnml.-hjw



customers for the purpose of making sales”. It has the ultimate purpose to induce customers
and industrial buyers to purchase particular products or services for use.

From the above discussion, one could see that what is required of sales department is
to perform its function “right” so that it can contribute effectively to the achievement of
organisational objectives. For the purpose of this work therefore the researcher has chosen
the definition of personal selling by Rogers (1978, page 172) in his book sales management
that “personal selling deals with the whole of the selling process from making initial con-
tacts with a customer to closing the deal and taking money other forms of promotion rarely
can”. The person to person situation is far more flexible than the other forms of promotion.
An advertisement can only deliver a standard message to the average customer, but a trained
salesman can establish each customer’s individual needs and frequently can help to shape
the product or service to fit these needs. At worst he can highlight those attributes of an
existing product or service that fit in with the customers requirements particularly and thus
score heavily over alternative impersonal method of persuasive contact.

For proper understanding of the main theme of the project, an attempt would be made to
define insurance or the contract of insurance.

D. J. Keenan, defines the contract of insurance thus, “A Contract of Insurance is one
in which one party makes periodical payments (called the premium) to the insurer to accept
a risk to which the insured 1s subject and to compensate or indemnify the assured for or
against any loss which may occur if the risk insured against happens”

Most people have the view that personal selling is used only on tangible products, 1t can
also be used on mtangible products or services more especially in insurance.

Despite its relative long history in the country there are still among the general public
a lot of suspicious and serious misconceptions about the insurance industry. For example, it
1s commonly believed that insurance companies generally don’t like to settle claims how-
ever justified and they resort to legal interpretations/misrepresentations to confuse the ch-

ent and prevent him from getting his rightful entitlements.
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Through the use of personal selling all these suspicious and serious misconceptions could
be corrected in that the salesman will try and explain to the customers the benefits and ways
through which the clients will get his rightful entitlements.

2.2 THE STEPS IN MAKING SALES

It is clear from what has been discussed that personal selling includes many different tasks
and calls for many different skills. The salesman will normally have to drive a car and
organises his journeys, write reports and keep accurate records. He may need to analyse his
territory and pinpoint good prospective customers

2.2.1 PROSPECTING

The first step tn making sales 1s to get the name of a good prospector. A prospector is simply
an individual or concern having a need for the product or service and the ability to buy it.
Prospecting is a key factor in determining the ultimate success of a salesman. If he fails to
confine his activity to good prospects he will be wasting his time and efforts on people who
have no need for the services his company is offering and who have no interest in what he
wants them to insure, the salesman will reap much larger rewards for his time.

Some life insurance salesmen concentrate their effort entirely on selling to doctors,
lawyers and other professional men because these persons have a defimite need for life
msurance and also have the financial ability to buy large amount of it.

2.2.2 PRE-APPROACH

The wise salesman after knowing the name of the good prospect immediately attempts
to obtain as much information as possible about the person before he contacts him. The
more the salesman knows about his potential customers, the better he 1s able to tailor his
presentation to fit the persons needs. Also. a good pre-approach helps to qualify the person
as a good or poor prospect. A brief investigation may disclose that the prospect does not
have sufficient income to qualify him as an excellent prospect, or possibly it may indicate
that he will have no interest i the insurance service at all. What matters here is whether the

!a‘_‘ - T ————
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individual or company has interest to insure any of its property or to insure against the
safety of its employees.
Frequently the prospects occupation is a tip-off on how a sale should be conducted. If the
prospect s an engineer, probably he will be interested tn his safety or the safety if his
employees, but if he is relatively uneducated, care must be taken not to direct the presenta-
tion over his head by talking tn terms he does not understand, this is so because dle- Insup- - -
x Vv
ance terminology should be fully explained to him.
2.2.3 APPROACH | Z {0
The approach is the initial period of contact with the prospect. If the salesman faijs to gain
the prospects attention and interest and makes an easy transition into presentation, he nﬁy
not get to make the sales presentation. Many salesmen do not appreciate the importance of
a good approach to the overall success of the sale. The salesman in this case has to explain
to him why he should take an insurance policy this may be so because the person is having
a little knowledge about insurance and therefore not knowing about insurance and its im-
portance if the salesman fails to make friends with the prospects and immediately gains his
attention and terest in the proposition, he will be talking to an antagonistic audience for
the remainder of sale.
There are several types of basic approaches. First, there 1s the simple solution and introduc-
tion approach i which the salesman merely greets the prospect, introduces himself and
outhnes his reason for making the call. Although this is rather unimaginative, it is neverthe-
less probably the approach most widely used. There 1s really nothing wrong with it except
that it frequently lacks attention and interest. If it is important that the prospect become
immediately interested in the proposition, either the product or service approach or the
consumer benefit approach should be used.
The product or service approach simply consists of handing the product to the prospect

with little or no conversation. but mn the case of insurance he just explains the types of

.-
—

[
"

1 A0~ WO

- ;\‘—"



protection the msurance company will provide to him.

The consumer benefit approach consists of beginning the sales by directing the man’s atten-
fion towards the benefit the company has to deliver to him. One life msurance salesman
would begin the conversation with the man by asking “how would vou like to receive N500
each month on retirement?” If the prospect allowed that such a sum would be attractive. the
salesman would reply. “1f you will answer a few questions for me, I would then like to draw
a plan which would give you just that. But first, I have to have some information about your
personal circumstances’”

Many times the referral approach successfully gains the salesman audience with a prospect.
The referral approach consists of obtaining the permission of a past or present customer to
use his name as a reference in meeting a new prospect. A satisfied customer will often write
a short note 1o a friend who is a prospect, introducing the salesman. This approach works
well because the prospect has an immediate common bond or friendship with the salesman
and feels duty bound out of courtesy to his friend to hear what the salesman has to say.
2.2.4 PRESENTATION

The presentation is the main body or the sale in which the salesman presents his product or
service and shows the benefits or explains the benefits in case of insurance to the prospect.
A good sales presentation is built around a good demonstration and in the case of insurance
which 1s an intangible product or service which cannot be seen, the salesman has to explain
to the prospect all that he 1s supposed to know about insurance services and it is here that all
selling points are visualized and buying motives to arouse the interest and the desire of the
prospect to take the insurance policy. His success here depends on so many factors one of
which is the accurate knowledge of his product or services. This point 1s valid when he
considers that one of the criticisms levelled against salesman 15 that many of them possess
imperfect. Knowledge of the product or service they have to sell. According to Charles

Attwood in his book the sales Representatives Hand Book (1969 page) he said “Obviously
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a salesman should have reasonable complete knowledge of the goods and services he 1s
presenting and be able to answer any question the buyer may reasonably raise”.
Many sales people seem to feel that 1t 1s necessary to keep up a constant flow of talk, that
the enemy must be pinned down by a ceaseless discharge or oral machine guns. More
expertenced salesmen have learnt that 1s wise to let the prospect do quite a bit of talking,
especially if the person appears favourably inclined towards the proposition. If the prospect
wishes to elaborate on some advantage of the insurance service. It is good strategy to keep
silent and let the buver sell himself.
Indeed, many skilled persuaders make a practice of presenting their claims in a rather sketchy
stvle, allowing their prospects to fill in the gaps and arrive at their own conclusions. Under
such circumstances the prospect is likely to exclaim * then this would be true too, wouldn’t
it?" This 1s precisely what the salesperson is striving for to help the buyer reach his own
conclusions. when their tactics are employed, the buyer feels smugly pleased because he
has been able to figure the thing out more or less independently and forthwith embraces and
champions the new idea as his own. Thus the prospect sells himself the proposition.
Obviously, one can use these method only when the prospect is not too firm in oppo-
sitton and has sufficient mental ability to leap the gap in the presentation and reach the
desired conclusion without being led step by step.
2.2.5TRIAL CLOSE
Throughout the presentation the salesman makes trial closes in order to take the temperature
of the sale. That 1s, he wants to determine whether the customer is ready to buy the product
or service. Frequently a salesman may call on a prospect who is ready to buy the services
before the presentation is ever made. Perhaps the prospect has made a decision to have an
insurance policy on his house or company therefore all that must be done is to take the order
and wrap up the sale. Some prospects can become easily convinced early in the sale that
they want to buy. whereas others may remain unconvinced for sometime. The salesman

must ascertain just how favourable the prospect is to his proposition. He can do by asking
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questions such as “What type of insurance policy would you like to take” “ don’t you think
this policy you have taken is off great assistance to you” The person who is ready to buy
will angwer such statements readily and positively.

A prospect who is not convinced however, will either avoid answering the question or
simply state he is not all sure that he wants the services. If all goes well in the tnial close of
course, the salesman goes right on into an assumptive close and wraps up the sale. If he
encounters obstacles, however, and detects an unconvinced attitude on the part of the pros-
pect, he must move on into the next phase of selling.

2.2.6 MEETING OBJECTIONS. ;

Practically all salesmen encounter objections in every sale. A good salesman should wel-
come them, because they indicate that the prospect has an interest in the salesman’s propo-
sition. A person who is simply not interested in buying will seldom raise an objection, He
can go along with presentation and not say anything except at the end when he states “I am
not interested in your deal” The person who actively objects to things and asking many
guestions however, obviously has an interest in the product or service. If his objections can
be met satisfactorily, he will buy it.

Objections can be classified severaf ways, first there are both stated and hidden
objections sometimes prospects will openly state their objection to a proposition and give
the salesman a chance to answer them. This 15 an ideal circumstance because everything is
out in the open and the salesman does not need to read the prospects mind. Unfortunately, in
a great many instances the prospect hides his real reasons for not buying. Frequently, in
addition to having hidden objections, his stated objections are funny. A man may say that
he simply does not appreciate the way claims are settled by your company, when deep
down he thinks the premium is too high. At other times the prospect 1s simply misinformed
ot does not understand some of the technical aspect of the proposition and requires addi-
tional education along these lines.

Procrasting objections are frequently the most difficult to overcome. In almost every
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sale the salesman will encounter such objections as “Let me think about it a while™ “See me
m a month or so and I will be ready to buy” “I have to talk 1t over with my wife”. Experi-
ence has clearly shown that if a salesman allows himself to put off with this procrasting
objections, he will loose far too many sales. For in reality the prospect is just vacillating.
They are situations in which the salesman must be patient or he will loose the sales. How-
ever, he must guard against too little progress towards the order.

2.2.7CLOSING

The salesman who fails to close the sales 1s not a salesman at all but merely a convertionist.
Everything he has done to this point has had only one goal, to get the order. If the repre-
sentative fails to do this properly, all is for nothing. It would seem obvious that the close
would be the easiest portion of the sale for the salesman to remember to perform. Ironi-
cally, many times this is the one step that seem to escape the salesman attention. Many sales
people do every thing right until they get to the close, but they fail to try to get to the order.
Instead, they seem to think the prospects voluntarily buy things in many other instances
there 1s a certain barrier to spending money that must be over come by adopting closing
techniques. Frequently the prospect merely needs a little urging, and the close provides that
impetus.

Most salesmen rely on what is known as the assumptive close, or some variation of it, at
their basic closing techniques. In using the assumptive close the salesman merely assumes
that the prospect is going to buy the service and taking the order by asking such questions as
“what type of insurance policy do you want to take™ ** how long do you want it to last™. The
assumptive close 1s the most natural thing in Nigeria. If the salesman knows he has a good
prospect, and has done an excellent job of his product or services and has met all his
prospect objection.

2.2.8 FOLLOW UP:

The sale 1s not over once an order 1s obtained. An excellent salesman will follow it up



in vartous ways.
First, immediately after obtaining the order the salesman usually reassures the buyer that
he made a wise decision. He makes certain that all the questions have been answered and
that the buyer understands the details of the contract. At this time the good salesman is
frequently able to obtain leads on other good prospects who are known by the customers.
One of the best sources of prospects is a satisfied customer.

A good follow up is the key to building up a loyal clientele which ultimately results in
a tremendous income, Former satisfied customers voluntarily give the salesman more busi-
ness. People truly appreciate being served by a great salesman, and once they have located
the man who has the knack of pleasing them, they are not likely to forget him in the future
The concept of selling may be considered synonymous with that of marketing by laymen
but they are infact of different meanings. In sales, one is concerned with selling what has
already been decided and provided by an organisation and it is the salesman’s responsibil-
ity to create a demand for such products. He starts with an available product and tries to
look for a market to dispose of it.
Marketing on the other hand 1s directed towards identifying the needs and wants of con-
sumers and planning to sanisfy the consumers in the long run considering social interests
and obtaining profitable sales volume.
Furthermore the difference between selling and marketing could be compared to the differ-
ence between tactics and strategy. In selling the salesman adopts move by more skills in
order to achieve his ultimate objective of selling his product. On the other hand, marketing
takes an aerial view of a business and as 1s recognised, it is a vital ingredient in any business
management system. Generally speaking. selling is a part of promotion and promotion is a
part of the total marketing system.

Osoka (1981,Pg.2) in his paper = the role of personal seifing in Nigeria * said that

personal selling entails that the activities of all companies must be directed towards identi-
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fying the consumer wants and needs and planmng how to satisfy these wants at a profit to
the company in the long run.

How does the insurer define his business? It is quite common to come across insurance
executives who quickly define their busimess as that of providing insurance policies. Thus
with the emphasis on policies one is under the impression that insurers are technically or
product oriented as opposed to being marketing or consumer oriented.

Osoka (1981 .pg 9) further said that the first commandment in personal selling is “know thy
consumer “ and the second is * know thy product”. Generally the customer fall under the
following,

a.  The buyer who actually purchases the product or (the proposer).

b.  The user who takes advantage of the product or service (the proposer)

¢.  The decision maker who decides on the purchases.

The personal selling strategies should be such that the insurance companies are
no longer detached from their customers whose needs and wants they seek to satisfy. One
of the tactics in achieving this objectives is to refrain from refernng their customers as
policy holders but to admit thetn as customers, they must be looked at as their main source
of continual existence.

Osoka also went further to say that one of the problem of personal selling in insurance is
that of defining the product itself. A product has been defined as a set of tangible and
intangible aftributes that lead to consumers satisfaction. In theory this definition applies
equally to insurance as one of the business which is clearly tied to satisfying the basic
needs of a consumer and that of providing security in all forms.

In practice, there is doubt as to the extent to which insurance fully caters for these
needs. The true position is that we find a situation where through policy exclusion arbitrary
boundaries are created between identical misfortunes, some which are covered because

they occur in a certain way and others are excluded because they occur in another way. For
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tlis reason among others, 1t is only at the time of a claim that the customer is able to
ascertain the level of satisfaction obtained through insurance, it is only then that it can be
determined whether the basic security need which insurance sets out to cater for in the first
piace has been provided for.

In personal selling the words that should be emphasised are “buyer” “buy” “buying”.
The modem view point approaches the subject by regarding the selling process as a buying
process. Strictly speaking, the salesperson doesn’t sell anything but merely helps to condi-
tion the mind of the prospect so that the latter buys. There is no change in the mind of the
salesperson regarding the merits of the proposition. But if the sales is to be made, the pros-
pects mind must undergo a change. A sales is made not in the mind of the salesperson, not
over the counter or desk but in the mind of the buyer. Therefore our attention is rightly
centred first on this factor of the sale. The sellers every word, every gesture should have
only one objective, the making of the right impression on the mind of the prospect.
Personal selling in insurance has a great impact because the salesperson can tell a good
deal about a prospect’s frame of reference by closely observing his previous purchases
because the factors which influence a person to buy or not to buy a particular product or
service are basically similar to the factors which have influenced previous purchases. We
may go even further and say that they are similar to the factors which influence general
behaviour.
There are certain instances where a prospect is not seeked but rather the prospect seeks the
insurance company. And in such a situation personal seiling will be useful to the insurance
company because the salesmen are mentally prepared to deal with such a situation in-
stantly.
Here also mentioned some need to be made of the price structure as part of a company’s
overall personal selling system. When the economy is considered we find that price is a

major regulator as a result of its influence in the allocation of scarce resources. For the
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individual companies, pricing also serves as ymportant part, but the personal selling of the
companies may not depend on it. On the part of the consumer the price of the product when
compared to an extent determines the quality of each product, thus the higher the price the
better the guality.

What kind of price structures should be adopted n selling insurance policies? The pricing
system Insurance is usually linked with the comapny’s underwriting policy, scope of cover
granted, government regulation, tariff, cash flow, needs, mvestment and other special con-
siderations and claims experience of a particular class of business amongst others. In Ni-
geria, the pricing policy of most insurance companies ts still rather rigid, although these
days we see clements of flexability in pricing as some companies are actually cutting rates
to write more business and attain a certain market share.

2.3 HISTORICAL BACKGROUND OF KAPITAL INSURANCE COMPANY LIM-
ITED.

Kapital insurance Company limited was incorporated in 1973 as insurers. The com-
pany commenced business in 1974. The company was under the new Nigeria development
Company Limited and it was owned by new Nigertan Development Company Limited,
. Kano State Investment and properties Limited, Bauchi state Investment and properties de-
velopment company Limited and Niger State Development Company Limited and the com-
pany belongs to the following professional associations:-

- Nigeria Insurance Association

- West African Insurance Company Association
- African Insurance Organisation

- Insurance Institute of Nigena.

- Nigerian Employers Consultative Assocation.

This insurance company was established by the owner states at the time because there
was no any insurance company owned by those state and they saw that many private

insurance companies were being set up and they were trying to dominate the insurance
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market, so there was the need for such an insurance company because new companies were
been established and there was a lot of profit to be gained. And also at that time the states
had the manpower to run the insurance company even though there were some expatriates
that were involved in running the company and some that were not from the owner states.
The Head office of the company is located in Kano and has branches in Kaduna, Lagos
Minna, Bauchi and agencies in Abuja and Jos.

The insurance company services includes all classes of insurance 1.¢ Fire insurance, and
consequential loss insurance, motor insurance, burglar and theft insurance, workmen’s com-
pensation insurance, cash in transit insurance, goods in transit insurance, life assurance,
marine nsurance, Aviation Insurance, Personal Accident Insurance , Engineering Insur-
ance and Contractors All Risk Insurance.

2.4 FUNCTION OF INSURANCE COMPANIES:

The primary function of insurance is to indemnify the individual policy holder for his
financial losses. Though the policyholder is not expected to benefit from the pol.icy, he will
be reinstated in the position he was before the loss occurred. By this the policy holder is
better of than in a situation when a policy is not taken.

Insurance renders other ancillary services to the policyholders. One of such 1s the preven-
tion of losses. Periodically, insurance carries out surveys and inspect risks through their
experts and consequently take appropriate measures to prevent risk identified.

Insurance can also be used as security for loans. Most lending institutions insist on insur-
ance without which they are not willing to lend money to the prospective borrowers
Insurance companies also lend money on the security of their life policies.

Another function of insurance which 1s seriously gaining populanty is the fact that some
people use insurance policy for investment purposes. A good example of this is the Social
Insurance Trust Fund.

2.5 CLASSES OF INSURANCE

[nsurance has two main function, that 1s the primary and the secondary or subsidiary
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functions:
PRIMARY FUNCTION:-

The primary function of insurance is to ensure that the financial losses of the indi-
vidual are fairly distributed over the insured community. The policy holder pays premium
into the common pool out of which the unfortunate few who suffer losses are adequately
compensated.

SECONDARY FUNCTION:

The insurance company also provides a number of subsidiary functions which are of
great value to the society or the country as a whole. It offers financial security to business
men and women and individual.

CLASSES OF INSURANCE
CONVERTABLE TERM ASSURANCE

This is a term assurance with the option of Conversion during the selected period
either a whole life or endowment assurance at increased cost. This class of assurance is
specially suitable for persons who feel that they need life assurance protection, but cannot
afford to pay enough premium to secure a reasonable sum assured.

MORTGAGE PROTECTION POLICY:

This mortgage policy is a way of making sure that in the event of your untimely death,
the sum assured under the policy could be enough to repay the morigage. At a slightly
increased cost, the policy can be drawn to provide a cash survival benefit at maturity.
MARINE INSURANCE:

The marine insurance is normally taken up by people in the importing business. When
goods are imported from overseas, the marine insurance is taken up to cover the goods in
transit from the port of exports to port of destination.

HEALTH INSURANCE SCHEME:
The health insurance scheme covers the insured against his inability to pay for medi-

cal expenses. When this occurs the insurance company will come to his aid and pay his
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AGRICULTURAL INSURANCE:
This is one of the latest developments in the insurance industry. [t covers the insured

against any damage to agricultural products as a result of storm or others Means.
GOODS IN TRANSIT

Thus insures against goods while still in transit until ;t reaches its port of destination.
The cover ceases immediately the goods arrives at their final destination. In case of any
accident while the goods are still on transit the insurance company bears the entire cost of
the damaged goods.

CASH IN TRANSIT

This insures against Cash while still in transit until it reaches the owners premises.
This type of policy also covers salesruen and other money’s from the bank to the owners
premises.

WORKMEN'S COMPENSATION:

This workmen’s compensation policy is for the lower categories of workers, espe-
cially in the construction and manufacturing industry. It covers these categories of workers
against partial or permanent bodily disablement as a result of accident while performing
their normal duties. In case of misfortune, compensation is duly paid to the insured to
enable him live happily thereafter.

HOUSEHOLD INSURANCE:

The household insurance policy insures against theft or damage to the contents of
insured household. The household insurance covers properties like furniture, household
utensils, bed and beddings, owners personal properties etc. against theft or damage.
PERSONAL ACCIDENT:

This policy provides benefits in the event of death or disablement caused mainly and
solely by aceident. This type of policy can be effected in conjunction with life assurance,

since benefits are payable in addition to the sum assured under life policy.
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LIFE ASSURANCE POLICY:

As a result of development in the technology, so many people are losing their lives
prematurely leaving their dependants behind to suffer. This premature death usually occur
as a result of accident or other means.

The above therefore resulted into the development of life assurance policies by mod-
ern insurers.

The life assurance policy can be categorised as follows:

WHOLE LIFE ASSURANCE:

As a bread winner of your family, your dependants will no doubt suffer enormous
hardship in the event of your premature death. In order to safeguard against the hardship,
the whole life assurance is most suitable. [t secures a capital sum payable at death, no matter
how scon this may occur. ,

ENDOWMENT POLICY

This popular type of assurance combine a safe and profitable method of saving with
valuable protection from self and dependants. It secures a capital sum payable to the policy
holder or survival to the dependants in the event of premature death.

EDUCATIONAL ENDOWMENT

This policy is effected on lite of parents subject to payment of the proceed to the legal
representators of appointed trustees for the child’s education, in the event of parents prema-
ture death.

TERM ASSURANCE:

Under term assurance policy, the sum assured 1s payable in the event of death during

the selected period. The policy has no surrender value and it is ideal for business trips

abroad and a security for raising loan.
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CHIAPTER TrIREE
3.0 RESEARCH METHODOLOGY
3.1 INTRODUCTION:

Information is the life wire of any organisation. The management process or function
can only be performed on an adequate and relevant network of information and communi-
cation. The place of information in decision making s very important. It is worthy to note
that it is the research problems that determines the kind of information required in a re-
search, the mode of collecting data, the size of sample ete.

The sources of data collection could be classified into two categories, secondary and
primary sources. The selection of data collection method plays a key role in research de-
sign. Although creativity and judgement play a major role, the decision is partly influenced
by the time and money constraints.

Secondary data refers to already existing information on the topic of study, that is data
that were developed for some purpose other than helping in solving the problem at hand.
Secondary information may solve the problem where adequate information is available and
primary data collection becomes unnecessary and even where the secondary information is
inadequate it serves some supplementary uses in that it helps to define the problem and
formulate hypothesis about its solution.  Secondary data can be gathered more quickly
and inexpensively as compared with primary data. Sources of secondary data can be inter-
nal or external.

The intemnal sources can be classified into the following categories:-

Accounting records which includes sales invoices that provide particulars of sales,
customers name , location, size or order and discounts.

The external sources of secondary information also include industry information from an-
nual reports, trade journals, newspapers, magazines advertisements, computerized data |

other published sources like books, periodicals and special reports.
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Primary data 1s obtained where secondary data is found inadequate. Primary data
refers to information generated specifically for a particular research. Survey research are
the common methods of collecting data for marketing research. Data on attitudes, beliefs,
personal characteristics are collected through surveys. Surveys are methods of obtaining
information form respondents 1n a systematic manner through or with the use of question-
naires. And the method opened to researcher in obtaining primary data are -

Interviews: They are most flexible methods of data collection, they are of’cén of gen-
eral application for differing information requirements and situation and as a result are
widely used. An interview may require personal contact between the interviewer and the
respondents.

-Telephone: The non personal indirect means through the telephone which involves the
presentation of the questionnaire by telephone, this is particularly more effective where
there is computer assistance into which the survey questionnaire has been programmed.

- Postal Research or mailed questionnaire: It involves sending a respondent a question-
naire which may contain open ended (unstructured) where neither the interviewer nor the
respondent are bound by the structure of a questionnaire, the interviewer is free to word the
questions as he pleases or close ended (structured) and hear the situation is structured or
controlled through the medium of the questionnaire, the interviewer reads out the question
and the notes to the respondent as these questions appear on the questionnaire forms. This
method is advantageous in that it does not involve personal interviews and can therefore
reach more people in a widely spread geographical area.

Observation refers to the direct examination of behaviour or the result of behaviour of
respondents. To be effectively used in research, the data must be accessible to observation
through attitudes, motivation can not be easily observed but can be inferred from the ob-
served behaviour. Behaviour must be repetitive, frequent or predictable in-order to justify

the time spent, the behavious must be repetitive or frequent enough.
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An event must cover reasonably short time span based on time and money constraints,
the event to be covered in any research should be completed within a relatively short time.

The research method employed in these research study is the use of primary and sec-
ondary sources of data. Primary sources of data will be in form of administering question-
naires to key officers of the insurance company and a face to face verbal interview with
some top management staff of the company. Some of the customers will be given question-
naires, and verbal interview with some of themn wil} be held.
3.2 METHODOLOGY USED AND THE JUSTIFICATION FOR USING SUCH
METHOD

The researcher discovers it is appropriate to use primary and secondary sources of
data because the data could be easily analysed and interpreted. It will also enable the re-
searcher to acquire an in-depth knowledge and understanding into the problems and also
develop meaningful ideas into the probiem.

[t is worthy mentioning that the type of research method employed can be to large
extent provide the needed information for this study.

3.3 INSTRUMENTS OR TOOLS USED

The research instruments or tools used i writing this project are:-
-Questionnaire
- Personal Interview
QUESTIONNAIRES:

For the purpose of carrying out this work effectively, a comprehensively constructed
questionnaires were compiled and administered to the management and staff of the organi-
sation, and some where administered to the customers that form the sample size for the
study. The sample size is fifty (50), thirty (30) questionnaires were distributed to customers
and twenty (20) to management. The questionnaires were answered by the management
staff and customers, and were returned. The researcher studied the answers provided by the

respondents, this provided the researcher with a clear view and insight into the respondents
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reaction.
PERSONAL INTERVIEW:

The instrument employed here is that all the questions intended to be asked by the
researcher could not be reflected in the questionnaire. Personal interview are more flexible
because interviewers can alter the questions to fit the situation as they see it. Ordinarily, it is
possible to obtain more information by personal interview than by telephone or mail.

It 18 necessary to use this instruments to have up- to - date information about the
activities of the organisation under study.

3.4 RESEARCH POPULATION AND SAMPLE SIZE

Population means the total number of items, issues or objects under investigation. The
total population of this project covers the total staff strength of both marketing and sales
department of Kapital Insurance Company Limited which stood at 60%. Out of this sample,
20% represent marketing department, while the remaining 40% represent the sales depart-
ment.

The sample size was observed at random as it is not possible to cover all the branches
under the insurance company because it has so many branches within the organisation in-
volved, but it is assumed that this number will give a likely representation of what is likely
to be the reactions of the total population.

3.5 SAMPLING PROCEDURES EMPLOYED

The sample procedure used by the researcher is the non probability random sampling
which is found to be a convenient method as it gives the respondents an equal chance of
being represented or selected.

Finally 60 people serving in both marketing and sales departments were served with
questionnaire and the procedure of selection was through a ballot system.

3.6 JUSTIFICATION FOR SAMPLE PROCEDURE
The above mentioned sample selection procedure was chosen because of the area the

study covered and time tactor made it impossible to work on a large sample size, that is why
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sixty (60) respondents were selected or chosen from the two departments.
3.7 METHOD OF DATA ANALYSIS

The data generated from various sources and other findings were explamed theoreti-
cally. For further illustration and to convey the message in simpler terms percentages were
used for analysis. "~

At the initial stage 5 samples of the questionnaires were distributed to test its efficacy

and on the whole, 50 questionnaire were administered.
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CHAPTER FOUR

4.0 PRESENTATION AND ANALYSIS OF DATA
4.1 Introduction:- In chapter one the researcher starts to ascertain the impaci of personal
selling on the marketing of insurance services with reference to kapital insurance company
limited, Kano. In order to do this, fifty questionnaires were administered to the management
and customers, and personal interview was conducted with some of the customers.

The data collected through this type of questionnaires and interviews are subject of
analysis 1n this chapter.
On the whole fifty questionnaires were administered and dully completed, and personal.
mnterview on respondents. This represents one hundred percent (100%) of the total.
The following are tabulations and analysis of the individual items in each of the question-

naires.

4.1 MANAGEMENT QUESTIONNAIRES.
QUESTION 1:

How long have you been with the insurance company as their staff ?

Table 4.1 NUMBER OF YEARS AS STAFF

Options No of respondents percentages

1 - 3yrs 6 30

4 - 6yrs 3 40

7 - 9ytrs 4 20

9 - 12yrs 2 10
TOTAL 20 100

The above data shows that thirty percent (30%) of the company’s staff have stayed

with the company from two to three years. Forty percent (40%) of the respondents say that

29



KASH;: IRRAHM LIERARY
they have spent four to six years with the organisation, while twenty percent were there
from seven to nine years, the other ten respondents worked for the company from nine fo
twelve years as staff.
QUESTION 2
How long have you been in insurance business?

Table 4.2 NUMBER OF YEARS IN INSURANCE BUSINESS

Options No of respondents percentages
1 - Syrs. 10 50
5 - 10yrs 2 10
10 - 15yrs 6 30
15 - 25y1s | 2 10

TOTAL 20 100

Table two data revealed the length of time respondents have been in the insurance busmess
and fifty percent of the respondents said they have been in the business from one to five
years, and ten percent have been in the business for five to ten years while the other re-
spondents say that they have been there for ten to fifteen years which is represented by
thirty percent, while ten percent have spent fifteen to tweunty-five years.

QUESTION 3

What Type of Policy Constitutes Your Major Source of Income?

Table 4.3. POLICY THAT CONSTITUTES MAJOR SOURCE OF INCOME
Options Number of Respondents Percentage

Motor Vehicle 0 0

Insurance 16 80

Fidelity Guarantee 0 0

Life Assurance 4 20




Marine Insurance 0 0
Burglary Insurance 0 0
TOTAL 20 100

In the above table 16 respondents representing eighty percent (80%) of the total sample
revealed that motor vehicles insurance constitutes the major source of income for the com-
pany, while twenty percent (20%) of the respondents said life assurance constitutes some
part of the company’s source of income.
There was no respondent for fidelity guarantee insurahce, marine insurance and burglary
insurance which represents zero percent .
QUESTION 4

What promotional activity do you adopt to reach your customer?

TABLE 4.4 PROMOTIONAL ACTIVITIES ADOPTED.
Option No. of Respondents Percentages
Personal Selling 13 65
Magazines 2 10
Newspaper Advert 3 15
Telephone Advert 2 10

Total . 20 100

Table 4 revealed that sixty-five percent of the respondents adopted personal selling to reach
their customers, and ten percent (10%) said they use magazines. Three respondents repre-
senting fifteen percent {15%) used newspaper advertisement to reach their customers while

ten percent (10%) used ten percent in creating awareness for the services they offer.
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QUESTION 5.
How effective is the tool adopted ?

TABLE 4.5 EFFECTIVENESS OF TOOL

Options No. of Respondents Percentages
Most Effective 8 “ 40
Very Effective 9 45
Not Effective 0 0
Effective 3 15
TOTAL 20 100

The table above shows that forty five percent (45%) of the respondents agree that the
tool adopted is very effective while forty percent (40%) sard that the tool is most effective,
and fifteen percent (15%) said that it is effective. On the other hand, non said the tool is not
effective,

QUESTION 6
What type of training do you provide for your salesmen to enhance their effectiveness ?

TABLE 46  TRAINING PROVIDED FOR SALESMEN

Option No. of Respondents Percentage
Seminars 2 10

On the Job Training 13 65
Workshop 3 15
In-service 2 10
TOTAL 20 100

Table six shows that 13 respondents representing 65% agree that the type of training
that they provide to their salesman is on the job training while three respondents represent-
ing 15% said that they conduct workshop for their salesman to enhance their effectiveness.

Two of the respondents representing 10% agree that they conduct seminars for the sales-
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man, and also two respondents representing 10% says that they offer in-service training to
their salesmen whereby they sponsor the salesmen to go for further studies.

QUESTION 7

Do you provide transportation for your salesmen? -
Pt L] iy .,

Table 4.7 TRANSPORTATION FOR SALESMEN Froon
‘ Ju Jik 2
Options No. of Respondents Percentage « Zeaia g
Yes 14 70 “.'.'-I.- ;.:;T:‘LJM
No 6 30 - .

Table seven shows that 70% are of the view that they provide transportation to thewr
salesmen so as to ease the transportation problem the salesmen are facing while 30% of the

respondents said that they don’t provide transportation to their salesmen.

pr—
QUESTION 8 L 467700
If yes , what type? H 6_
' ?’O&-MQ

Table 4.8 TYPE OF TRANSPORTATION

Options . No. Of Respondents Percentage
Bicycle 0 0
Bus 4 20
Motor-Car 12 . 60
Motor-Cycle 4 20
Total 20 100

The above table shows that twelve respondents representing sixty percent agree that
they provide motor car to their salesmen. At the same time four respondents representing

twenty percent says they provide bus to their salesmen and another four respondents repre-
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senting twenty percent are of the pinion that they provide motor cycle to their salesmen,
while zero respondents representing zero percent has negative reply.
QUESTION 9

Does personal selling contribute greatly to the marketing of insurance policy?

TABLE 4.9  CONTRIBUTION OF PERSONAL SELLING TO

INSURANCE POLICY

Options No. Of Respondents Percentage

Yes 19 95
No 1 5
Total 20 100

Table 9 shows that 95% of the respondents agree that personal selling contribute greatly
to the marketing of thetr insurance policies, while 5% of the respondents says that it does
not contribute to the marketing of their insurance.

QUESTION (0
If yes, to what extent?

Table 4.10TO WHAT EXTENT?

QOptions No. of Respondents Percentage
Less than 10% 0 0

10 - 20% 1 5

20 -30% 2 10
30 -40% 5 25
Over 50% 12 60
Total 20 100

Data above shows that 12 of the respondents representing 60% agree that personal
selling contribute greatly to the marketing of their insurance services, and 3 of the respond-

ents representing 25% says that it contributes 30 to 40% in marketing its services, while 2

L

34



respondents representing 10% agree that it contribute 20 to 30%.

On the other hand, 1 respondent represented by 5% says that the contribution is only
10 to 20% while there is no tesponse from those who say that the contribution is less than
10%.
4.1.2 CUSTOMER’S QUESTIONNAIRE

QUESTION 11

How long have you known the insurance company?

Table 4.11 HOW LONG THE INSURANCE COMPANY IS KNOWN

Options No. of Respondents ' Percentage
under one year 3 ‘ 10

1 -3yrs 14 46

4 - 6yrs ’ 8 26.7
7 - Qyrs 3 10
Over 10yrs 2 6.6
Total 30 100

Table I above shows that 14 respondents which represents 46% says that they know
the company from 1 - 3yrs, while 8 respondents which is represented by 26.7% shows that
they know the company from 4 to 6yrs. |

On the other hand, 3 respondents represented by 10% agree they know the company
from 7 to 9yrs, and also another 3 respondents represented by 10% say that they know the
company under one year while 2 respondents represented by 6.6% say they have known the

company over 10 years.
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QUESTION 12
How do you come to know the type of insurance policies the insurance company is
providing?

Table 4.12TYPE OF POLICY THE INSURANCE COMPANY PROVIDES

Options No. Of Respondents Percentage
Friends 3 10
Advertisements 17 36.6
Broker 5 16.7
All of the above 5 | 16.7
Total 30 100

The data above shows that 17 respondents represented by 56.6% know the policies
offered by the insurance company through advertisement, while 5 respondents represented
by 16.7% know the company’s policies through brokers and also 3 of the respondents rep-
resented by 10% say they know of it through friends, 3 respondents represented by 16.7%
say they know the insurance polictes through all the above listed ways.

QUESTION 13
What type of insurance poiicy are you hoiding?

Table 4.13TYPE OF POLICY HELD

Options No. Of Respondents Percentage
Fire 6 20
Life Assurance 10 33.34
Accident 9 30
Fidelity 3 10
All of the Above 2 6.66
Total 3000 100
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The table above revealed that ten of the respondents represented by 33.34% are hold-
ing life assurance policy and nine of the respondents represented by 30% are holding acci-
dent insurance policy, while six respondents represented by 20% are holding fire insurance
policy.

Three respondents represented by 10% are holding fidelity guarantee insurance and
two respondents represented by 6.66% are holding all the listed insurance policies.
QUESTION 14

Do you think an tnsurance company is essential to any business organisation?

Table 4.14 HOW ESSENTIAL ARE INSURANCE COMPANY TO ORGANISATIONS ?

Options No. Of Respondents ' Percentage
Yes :27 90
Ne 3 | 10
Total 30 100

The table above shows that 27 respondents represented by 90% agree that insurance
companies are essential to any business organisatioh while 3 respondents represented by
10% says that insurance is not essential to any business organisation.

QUESTION 15
How will you compare the services of your insurance company with that of other

insurance companies?

Table 4.15COMPARISM OF INSURANCE COMPANIES

Opticns No. Of Respondents Percentage
Very effective 13 43.34
Effective 15 50
Not Effective 2 6.66
Total 30 100
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The data above shows that 13 respondents represented by 43.34% says that the serv-
ices of their insurance company if compared with other insurance companies is very effec-
tive, while 15 respondents represented by 50% agree that it is effective, whereas 2 respond-
ents represented by 6.66% says that the service of their insurance company if compared
with other insurance companies 1s not effective.

QUESTION 16
In insuring your company’s property who is given the responsibility of approving?

Table 4.16RESPONSIBILITY OF APPROVAL

Options No. Of Respondents Percentage
Appointed Committee 15 ' 50
Chief Executive 10 33.33
Departmental Head 5 16.67
TOTAL 30 100

Table six revealed that 15 respondents represented by 30% agree that appointed com-
mittee are given the responsibility of approving, whereas 10 respondents represented by
33.33% says that the chief executive is given the responsibility while 5 respondents repre-
sented by 16.67% agrees that the departmental head 1s given the responsibility of approv-
ing.

QUESTION 17

Have you ever been involved in an accident whereby the insurance company indemni-

fies you?

Table 4.17INDEMNIFICATION BY INSURANCE COMPANY

Options No. Of Respondents Percentage
Yes 9 30
No 21 70
Total 30 100

{ ity
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The data above shows that 21 represented by 70% says that they have never been
involved in an accident whereby the insurance company indemnified them, whereas 9 re-
spondents represented by 30% says that they have been involved in an accident whereby the
insurance company indemntified them.

4.2 DISCUSSION OF THE RESULT

The out come of all the result collected from the questionnaires will be discussed as
follows.

Findings made by the researcher will be highlighted and reference will be made to the
questionnaire’s responses with explanation.

In questton one, eight respondents representing 40% agreed that they have stayed in
the organisation from four to six years as their staff.

On the other hand six respondents representing 30% says that they stayed with the
organisation from one to three years, from the above, it is agreed by the researcher that most
of the company’s staff have been with the company from one to six years because 70% of
their staff have agreed they stayed with the company within the period stated. While the
remaining 30% says they have been with the organisation from seven to nine years.

Two of the respondents representing 50% who are the management of the company
says they have been in the insurance business from one to five years, Whereas the remain-
ing ten respondents representing 50% agreed that they have been in insurance business
from five to twenty-five years.

From the argument above, the researcher supports the view that the insurance com-
pany has been in business from one to five years, this is because the remaining ten respond-
ents have varying years in insurance business. Some says that they have spent five to ten
years, ten to fitteen years and others fifteen to twenty-five years. This shows that the com-
pany is in business from one to five years because this group has the highest number of

respondents who are of the same view.
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Reference to question three reveals that motor vehicle insurance constitute major source
of the company’s income which is 80%. However, 20% says their major source of income is
life assurance.

From what we have seen above, it clearly shows that most of the company’s clients are
owners of motor vehicle, this can be seen from the increasing number of vehicles on our
roads and the high rate of accidents we are having everyday mostly on our major high ways
and also those that form highest number of vehicle owners are the private companies who
always make sure they insure their motor cars in case, if any of their vehicle is involved in
any accident the insurance company will indemnify the company, on the other hand, the
other 20% says that life assurance constitute its major source of income, because it deals
mostly with salesmen of other companies who are always on the road trying to make sales
in their termtories and also deals with old people who want their children to enjoy good
education or have a house of their own if the policy holder dies.

Question four shows that most of the respondents agree that they provide on the job
training to their salesmen and the respondents are represented by 65%, this 1s a clear indica-
tion that most of the insurance companies prefer on the job training to their salesmen, 15%
of the respondents says they organise workshop for their salesmen, on the other hand, 10%
agree that they provide seminars for their salesmen because this will bring the salesmen
more closer so that they can exchange 1deas and express their views on certain issues, while
another 10% says they provide in-service to their salesmen whereby they send their sales-
men to institutions of higher learning to go for further studies.

Reference to question five shows that 70% of the respondents says that they provide
transportation to their salesmen so as to help them reach their salesmen quota, while 30%
says that they don’t provide transportation to their salesmen.

The researcher is of the opinion that the insurance companies provide transportation

to their salesmen because they make extensive use of their salesmen so as to have more
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customers, whereas, those that don’t provide transportation to their salesmen is because
they don’t rely much on personal selling.

In question six, 60% of the respondent agree that they provide motor cars to their
salesmen because they make use of their salesmen. On the other hand, 20% of the respond-
ent says they provide bus for their salesmen to meet their territories while another 20% of
the respondents provide motor cycles to their salesmen because it is more cheaper com-
pared to other means of transportation.

The researcher agrees that 60% provide motor cars to their salesmen because they
cover a long distance and due to the fact that they have so many branches all over the
country they have to make provision for the motor cars so as to enable the salesmen to cover
their termtory within a short time.

In question seven, 40% of the respondents say they know the insurance company from
one to three years, thus this forms the majority of the customers while 26.7% of other
respondents know the insurance company from four to six years. On the other hand the
remaining 26.6% know the company from six to ten years. The researcher 15 of the view that
most of the respondents know the company from one to three years.

Question eight of the researcher’s questionnaire sees that 56.6% of the respondents
agree that they know the policies of the insurance company through advertisement and the
advertisement includes such medium as radio, television and newspapers. And 16.7% of
another respondents know the policies of the insurance company through brokers that serve
the same purpose as the salesmen, 10% of another respondents know the policies through
friends, while 16.7% of another respondents says they know the policies through all the
other means discussed above.

Reference to question nine of the questionnaire, 90% of the.respondents agree that
insurance companies are essential whereas 10% of another respondents says that insurance

1s not essential to any business organisation. In reaction to question ten, 43.34% of the
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respondents agree that if compared, the services of their insurance company with that of
other insurance companies, they say that the services of their insurance company is very
effective. On the other hand 50% of the respondents agree that the services of their insur-
ance company is effective while 6.66% of the respondents say the services is not effective.

The researcher is of the view that 50% of the respondents sees the services of their
insurance company has been effective because whenever a risk occurs it will not take much
time before the insurance company indemnifies them, and the insurance company sees that
those people that are having life assurance policy, when they die the money is given to their
next of kin.

In question eleven, 50% of the respondents agree that in insuring the property of their
company an appointed committee 1s given the responsibility of approving which insurance
company they should insure their property with, while 33.33% of another respondents says
they give the responsibility to their chief executive. On the other hand 16.67% agree that the
departmental head is given the responsibility of approving.

From the above argument, the researcher supports the view that an appointed commit-
tee is given the responsibility of approving which insurance company should the company
insure its property with,

In reaction to question twelve, 65% of the respondents says that they use personal
selling to reach their customers because it is more flexible, while 10% of the respondents
agree that they use magazines to reach their customers because of its life span. 15% of
another respondents says that they use newspaper to reach their customers because of its
readership and 10% of another respondents agree that they use television because the cus-
tomers are able to see and hear the advertiser’s message.

The researcher is of the view that the insurance company prefers to use personal sell-
ing because of its tlexibility. 1t is the only promotional tool whereby a customer can raise

question and be answered at the same time. and by adopting this method a customer can be
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well informed of the benefits he will derive by having an insurance policy, and also personal
selling is cheaper in terms of expenses if compared with other promotional tools.

From the personal interview conducted by the researcher on some of the customers, it
shows that some of them where complaining that the insurance company should try to re-
educate their salesmen because some of them sometimes don’t know their jobs. The cus-
tomers also say that the salesmen should fry to show what will be derived by insuring the
property and the procedures which one will follow whenever a nisk he insured against hap-
pens and how long it takes the insurance company to indemnify the client, but instead the
salesmen will only be telling some stories of the other people that the insurance company is
doing business with.

Other customers are of the view that the Insurance Companies should continue to be
using salesmen so as to sell theiIJservices to the general public and companies, because the
salesmen are experienced, they know how to handle their clients or customers and they
appear presentable.

4.3 PROBLEMS IDENTIFIED

Although, personal selling is said to be used tn most insurance companies, but more
particularly with Kapital Insurance Company Limited as was revealed in the questionnaire
distributed and personal interview conducted, but it was discovered by the researcher dur-
ing the research work that some of the insurance companies make little use of personal
selling because they embark on other promotional activities such as newspapers, television
and magazine advertisement but there are some that make extensive use of personal selling
in reaching their customers.

The foliowing problems where identified during the course of this research:-

Sometimes, whenever the salesmen go out to meet their customers, they fail to explain
to the customers fully the procedures they will follow whenever a risk they insure against

occurs so as to be indemnified by the insusance company.
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The customers the researcher interviewed says that some of the salesmen fail to get
along with people when they meet their customers.

Some people are of the view that the insurance company are out to make profit and not
to satisfy their customers needs.

4.4 EVALUATION OF PERSONAL SELLING ON KAPITAL
INSURANCE SERVICES:

The idea of personal selling adopted as a strategy by kapital insurance to market it’s
services 1s influenced by a number of reasons. First among such is the unwitting attitude of
the insuring public towards insurance. Most people are sceptical about insurance as a means
of risk reduction. Therefore this attitude of the public requires a lot of effort on the part of
the insurance company to change.

Secondly, there is generally stiff competition within the insurance industry, this is
caused by the fact that while there are many insurance companies there are few people who
are willing to nsure, hence there is need for kapital insurance company. This manifests
itselt in the area of high sales volume more and more clients have been made to patronize
kapital insurance through the dedicated efforts of it’s sales department.

It i1s gathered from the company that through the company’s personal sales effort,
many of the company’s clients have been educated on a number of issues regarding insur-
ance. Any of the varied services which are hitherto, unknown to the customers are ex-
plained thoroughly to both old and new policy holders. This has gone a long way to create
awareness among the insurance public and it has the tendency of boosting the company’s
business

[t 1s also on record that company’s corporate image has been boosted through the
company’s personal selling effort. The interpersonal interaction between the sales agent
and the customer has created the enabling environment in which the customer feels se-

cured.
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Despite the desirability for personal éelling it is certainly not without its attenda.ﬂt
price. Kapital Insurance invested a lot of resources by way of training the sales agents . This
has added to the overall cost of the company.

However, since the ends justifies the means, the gains from personal selling to kapital
Insurance outweighs the expenses, therefore this method of marketing the services of Kapital

Insurance has been successful.
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CrlAPTER FIVE
5.0 SUMMARY CONCLUSIONS AND RECOMMENDATIONS
5.1 SUMMARY

As earlier stated in this research work, the aim is to critically examine the impact of
personal selling on the marketing of insurance services.

Data collected from all respondents through questionnaires and personal interview
revealed that personal selling has a great impact on marketing of insurance services.

[t 1s noticed that most of the insurance companies use personal selling to reach their
customers because it is the only way they can come face to face with the customers and
explain what they want to sell.

In the course of this project work, it is discovered that the insurance companies pro-
vide training to their salesmen to enhance their effectiveness.

At the same time. 1t was discovered that majority of the salesmen in the companies are
provided with transportation so as to enable them to meet their sales quarters and they
provide mainly motor cars and buses.

It 1s also noticed that personal selling contribute to the marketing of insurance policies
because the customers are able to communicate fully with the salesmen and their doubts are
cleared on certain 1ssues concerning the insurance company.

From the data collected it revealed that most of the customers know the type of poli-
cies the msurance companies offer to the public and in it some of them are holding life
assurance policy, others are accident, fidelity and fire policies.

And in insuring a company’s property, there 1s someone who is given the responsibility of
approving, and in some organisations the responsibility of approving is given to the chief
executive. While in others a committee is given the responsibility.

At the same time, some of the personnel who are with the marketing department have been

with the company for a long time although there is variations in the number of years each of
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them have stayed with the company.

Some of the insurance companies that answered the questionnaires says that they have
been in insurance business for a long time, infact some of them were in business for the past
fifteen years.

52 CONCLUSION

A well conceived personal selling practice in an organisation like the insurance com-
pany cannot be overemphasized. Personal selling is a cone which an organization relies on
for her survival.

Through personal selling the insurance company is able to know its prospects for their
products whereas advertising and other promotional tools frequently are unable to know
which are potential and non-potential company buyer despite the fact that the insurance
company use advertising to creaté awareness in the minds of the public about the services
they render.

There is less waste of effort in personal selling and the expenditure is less compared to
advertising even though the cost per contact by a salesman is many times larger than that of
advertising, but the contact made by advertising may be with people who are not prospects.

The efficiency of personal selling is to ensure that the needs of customers are satisfied
that is through the production of insurance services.

Some people don’t want to take insurance policy more especially life assurance policy,
due to their religious beliefs, but if these people know the advantages they will derive by
having life assurance policy they will tell the customers the channel to use when they want
to be indemnified.

5.3 RECOMMENDATIONS

The researcher would like to submit the following recommendations to the insurance

companies and it they are implemented will increase the performance of the organization:-

The researcher would like to comment that personal selling in insurance companies in
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Nigena is fairly practised because at times when the insurance companies advertise their
services to the public, they don’t follow the personal selling approach, although there are
some that do so, yet more improvement is required if the organization really want to achieve
its objectives.

The organization will achieve its aim if the following recommendations would be
considered: |
(a) The researcher 1s of the opinion that well qualified salesmen should be employed to
carry out all personal selling activities of the organization. This is because if qualified
salesmen are not employed, the efficiency of the organization would be doubted in relation
to their salesmen as a result low profit will be recorded. But if professionals are employed,
there is no doubt the relationship between the public and the organization would be en-
hanced, there will be no waste and profit will be recorded.
(b) Secondly, the researcher recommends that the existing staff on the job should be
motivated by sending them on courses so as to broaden their knowledge to be responsible
for the organization and the society in general.
(¢) The job is a lonely and isolated one and frequently the salesmen feels rejected because
they cannot make a sale on most of their calls, and like everyone else, he has personal and
family problems. Because the job takes them away from home and is in other ways de-
manding, they may have more than the usual difficuities in handling them. Most people in
any case operate below their true capacity uniess there is some special gain to be earmed in
terms of money, personal satisfaction or social recognition.
(d) The researcher recommends that the management should create a general congemal
climate within the cormpany, with good working conditions, and opportunities for advance-
ment.
() The insurance companies should ensure that clients or customers should be motivated

by indemnitying them promptly.
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The company shouild not waste time to inspect and find out what is the cause of the
accident by the inspection department of the insurance company. ifthe Inspection team is
satisfied, the insured party should be indemnified by the insurance company.

It is important to mentton here that the policy holders or customers should make it a
point of duty to inform the insurance company if a risk they insured against happens and the
insurance company should be informed fully of how it happened. This action will alleviate
suffering of the msured.

Finally, the insurance companies should try to adopt techniques of managing their
salesmen. These techniques are enumerated below;-

(a) DEVISING SELLING EQUIPMENT:

Samples, models and illustration of material to facilitate selling. The sales manager
must devise and supply his sales force with effective ttems of this sort, even though in the
case of insurance companies, they don’t sell tangible products, they only sell intangible
products which are services.

(b) DETERMINING SALES TERRITORIES

Except for store selling, sales manager must plan sales territories for their salesmen in
such a way that they are not too small and restrict the salesmen, and are not too large so that
the salesmen are unable to exploit their full potentiality and also do not require excessive
travel time,

(¢) DETERMINING SALESMEN’S COMPENSATION

A sales manager has a wide choice among systems of salesmen’s compensation, sal-
ary, commission with or without drawing account bonuses and other forms of incentive
compensation, pension plans and other fringe benefits. Whatever the type selected, he must
then work out a level of compensation that will attract the type of men he wants without

needlessly over paying them.



(d) SUPERVISING SALESMEN

Except for the store sales clerks, most salesmen are not in the field and not immedi-
ately under the eye of the sales manager. Hence he must devise systems of reports and
undertake field trips to visit his salesmen to be able to check on what they are doing and
how well they are doing it or he can wvisit them in the field and see how they are doing.
(e) MORAL MAINTENANCE

Because of the nature of their work salesmen are occasionally more likely to loose
their grip than any other class of employees. Acco.rd-ingly sales managers must work inces-
santly at maintaining the morale of the sales force by frequent personal contacts with their

men by constant correspondence, by organizing contests, sales meetings and conventions.
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APPENDIX A

CUSTOMER'S QUESTIONNAIRE

Dear SirfMadam,

t am an MBA student of Ahmadu Belio University, Zaria. | am carrying out a research on the

Impact of Personal Selling on the marketing of Insurance Services with reference to Kapitai
Insurance Company, Kano.

The purpose of the study is to enabie me meet the requirei:nents for the award of Master of
Business Administration (MBA) degree.

| will therefore, appreciate your contribution in answering the following questions. All your
answers will be given adequate and canfidential treatment.

Please SirfMadam, tick answers ar you are requested to make brief comments where
necessary. :

Q.1 How long have you known the insurance company?

a. under one year ( ) b. 1-3 yrs c. 4-Byrs{ ) d.over 10 yrs ()
e 7-9years ()

Q.2 How do you come to know the type of insurance policies the insurance company is
providing?
a. Friends ( ) b. Advertisement ( ) c. Braker ( )
d. Al of the above ( ) '

Q.3 What type of insurance policy are you holding?
a. Fire{ )} b. Life Assurance { ) ¢. Accident ( )
d. Fidelity guarantee { ) e. All of the above ( )

Q.4 Do you think an insurance company is essential to any business organisation?
a ves {} b No ()

Q.5 [f Yes, state why it is essential.

Q.6 lntnsurlng '}.o‘ué 'c'oéﬁpéﬁy’s' broperty \;vho is given the responsibility of approving?
a. appointed committee { ) b. Chief Execulive { ) ¢ Department head ( )

Q.7 How will you compare the services of your insurance company with that cof other
insurance companies?
a. very effective { ) b. Not effective { ) c. Effective { )

Q.8 Have you ever been involved in an accident whereby the insurance company
indemnified you?
a. Yes () b. No( )

Q.9 If Yes, please specify how Jong it took the insurance company to indemnify you?.

...............................................................................................................................

................................................................................................................................



APPENDIX B

MANAGEMENT QUESTIONNAIRE

Dear Sir/Madam,

| am an MBA student of Ahmadu Bello University, Zaria. | am carrying out a research on the

Impact of Personal Selling on the marketing of Insurance Services with reference to Kapital
Insurance Company, Kano.

The purpose of the study is to enable me meet the requirements for the award of Master of
Business Administration {MBA) degree.

| will therefore, appreciate your confribution in answering the following questions. All your
answers will be given adequate and confidential treatment.

Please SirfMadam, tick answers or you are requested to make brief comments wheare
necessary.

Q.1 How long have you been with insurance company as their staff?
a 2-3yrs () “h 48ys () c.7-9yrs ( ) d. 912 yrs({ )

Q.2 How long have you been in insurance business?
a 1-5yrs { ) b, 1018 yrs{ ) c. 5-10 yrs { ) d. 1525 yrs { )

Q.2 What type of policy constitufes your major source of income?
a. Motor veh. ins. b. Fideiity guarantee { ) c. Life Ass. d. Marine { )

Q.4  What promotional activity do you adopt to reach your customers?
a. Personal selling ( ) b. Magazine ( } ¢. Newsadvert{ ) d. TV { )

Q.5 How effective is the tool adopted?
a. Most effective { ) b. Very effective { )c. Not eff. ( Jd. Eff. ( )

Q.6 What type of training do you provide for your salesmen to enhance their
effectiveness?
a. Seminars ( ) b. onthe job training ( } ¢ Workshop ( ) d. In-service { )
Q.7 Do you provide transportation for your salesmen? Yes { )} No ( )
Q.8 Ifyes, whattype? a Bicycle ( } b.Bus { ) ¢ Mfcar( ) d. Micyclne ( )

Q.9 If no what option do you provide (o them? ...

Q.10 In indemnifying your clients when a risk occur how lang does it take to indemnify your
clients?

a2 2-3months { ) b. less than one meonth { ) ¢ 4-6 months () d. 9-12 months{ }
e Qver one year ( )

Q.11 Does personal selling contribute greatly to the marketing of your insurance policies?
a Yes () b. No ( )

Q.12 If yes to what extent? a. Lessthan10% ( ) b. 10-20% ( )
c. 20-30% () d. 30-40% () e over50%
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MONEY IN TRANSIT INSURANCE ' ;

x : :

1 Insurad has applied 10 the Company by s propossl and dacleration which is deciared 10 ba the basis of this contract and s desmad

M Incorporated hersin snd has paid or sgreed ta pey the pramivm s considsration for the insurance hersinafter conpined.

1t any thme during the Feriod of insurance the Property Insured or eny part therso! shaill ba tost deniroysd or demaged by sny 'r
ent or misfortuna In the circummtancey wpecifiod sxcept s provided herein ther subjesct to the terms, provisiony, sxceptions, ,

sitiors and endurswmenta of thit Palicy {harsinaher colisctively mfmred 10 e the Temae of this Policy) the Company will L
imnify the Insured In respect thereof (o an amcunt not excyeding i respect of sach or any of the severs! [tema specified in
15chedule the sum or Jums 31 OpPPOsits Thareto respactively sy the Limits of Lishility wider the said fuwme, ;

-

EXCEPTIONS | '

-‘Ii Policy dom not cover |oss, destruction or damage: .

1

CLTEA e

J

dimctly or indirectly occasioned by or through or in consequence of:-
i} war, invagion, sct of foreign anemy, hostilitiss ar werlike operations {whathar war be daclared or noll

i) civil war, mutiny, civil tion ing tha proportions of or amounting to 8 populsr rising, military rising, ilh
wrrection, rebsllion, revolution, n:onwlrll:v. military or usurped power

Ty martisl law or state of sisgs or sny of the sventy or causes which determins the proclamation or maintsnsnce of

martiel lsw or state of siege.

i} any xct of any penon acting on behalf of or in connection with any organisition with sctivities directsd 1ownrds thl
averthrow by force of any d# jure or de facto Government or to the infuencing of it by terforun or vioience

or loot, ssck or pillaga in connection with any ol the sforemantionad occurrances;

-rmuiting from contiscation, requisition, destruction or dsmags by order of any due jurs or de (acto governmeny or publie

suthority;

!\,mmuy or indirectly cavsad by or contributed to by or arwing from ionising rediatiens of contamination by rdlo-mhtity

K

‘a

TN T ST e

T Ly

&

from any nuciear fuel of from sny nuclaar wasta from the comhumnn of nuclear tusl, nar any consaquential (o, snd
1or the purposés of this sxception combustion shall include any seif ining process of nuciser fission;

dirsctly of indirsctly caused by or contribuied to by or arising from nuclsar weapons material;

mining from traud or dishonesty of any of the Insused’s smaloyeas unisss arising from robbery of theft during sn actusl
rant

araing in any wiay from shortage due to srror or omimion or from lom of velus otheswim than by sctuasl destruction or damage;
and uniess wpecifically provided herein to the contrary:

unl#m the Property Insisrad ia in the custody or eantrol of the Insured or 8 duly suthorised smployes in bis regular servica;
oourring during tranmit by portal or lorwarding sarvices;

inuired by any other policy or policies except in respect of sny suces bevond tha amoum which woukd have bean paysbi
under such other policy or palicies had the insurance not axisted;

. ariging autside the limita of the Geographical Arse.
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CONDITIONS L ook a4
On general matters affscling the contraect. : o

1. Thus Po'icy with its Schadule and Endarsements shall be resd together ss one contract snd any word or axpression to which a
specific meaning has been attached in any part thersaf shell bear the tame meaning wherever it may appear.

2. The dus observance of the Terma of this Policy by the Insured insofar se they reiste to anything to the done or complied with
by the Insured and the truth of the statements and snswarm in the said proposal and declarstion shell be conditions precedent to
any liability of the Company to make any payment Under this Policy, If there shall be any misstatement in or omission of a
material fact from the information supplisd by the Insured whaether by the said proposal and declaration or otherwise, this
~ Paolicy shall be null and void and any premium paid thereon shall be forteited. No (ranster in the intersst in this Policy and no
™, waiver of aiteration 10 or change in ths Terms of this Policy shail be valid unisss mada in writing and signad by tha Attomey
atf the Company or by an suthonsed Official of the Company,

- 9 The insured shall 1ske ali ordinary and reasonabis precautions for the safety of the Property insured, and shall as tar as pmﬁ_gﬁi
make use of all locks, bolts, fastanings and ather means of securing any safes, strongrooms and premises while such propecty s ¢
contained therein, [f the Property Insured shail include ltems pertaining to a b or profession, the Insured shall keep comip ™
lote and sccurate books of account, Furthermorae the Insured shall not cause any change to be made in the procedure or plﬁ‘ﬁﬂ-‘“
ions relating to the transporting of the Property insured without first sdvising the Compeny and obtaining it conesnt. Tarina

[

4, Evary notice or communication required to be given by the Insured:-
{al thall be in writing, or if made verbally shall be confirmed immediately i writing;

(bl shall be given ta the Office ar Agency af tha Company named n the Palcy ar in cese of necesity to any Office gf the
Company or in accordance with any specific arrangements which may have besn indicated to the Insured.

QOn procedure 1n the avant of los |, destruction or damege ta the Property lnsuced.

5. In the svent of any happening which may give riss 10 & clavm under ths Policy, the insured:
la} shall give immediate notice |n writing to the Company;
b} shall give immediate notice thereaf to the Police er squivalent authority;

(el shall 1ake all practicable yieps towards the discovery and pumishment of any guilty person snd 1o trace snd recover any
property lost or stolen;

{d]  shail as s00n as possible, and 0 any case within fourtesn days of the svent giving rise thersta, at his own expsiss deliver
to the Company a claim with full particulars of the circumatances of the event, the property affectsd, the velus thersof a4
and the loss or damage thereto;

(] shall furnish all such proof as may reasonsbly be required by the Company together with & statutory declaration if required i
wn varification of the claim, “-

() shall at the expense of the Company, give the Company all such assistance as they may reasonasbly require with a view to the *
rscovery of the property lost or stolen or 1o presarve and snforce any rights the Insred may have agaimst tha Police or any
ather authornity or agminst enyone in respect of any theft or loas whether it has or has not bean p.-E or made good by the |,
Company. “

It such & claim be in any respect fraudulent or any fraudulent devices be used by the Insured or anyone acting an his behall to obtsin

any bensfit under thes Policy all benafit thereundaer and all moneys paid in respect thersal shall be torfeired,

On assessment ol the amount of the claim for settlement. .

6. It at the time of any loss or damage (o any property which subject to Exception (i), s insured harsby thers shsll be any otheri-' t
insurance subject to the like imitation effected by or on behalf of the Insured covering any of the property which s the subjeet v
of a claim hereunder, the Company shall not be lisble for more than its rateables proportion thersof. vand

On sdjustment of the premium,

r S8 Tha furst premum and all renewal premiums that may be sccepted are 1o be regulated in respect of the Hisks Insured, uniees
otherwise specified in the Scheduls, by the total valus of the property in transit under sach (tem duning sach Period of Insursnca.
A praper recard shall be kept of esch transit under ssch Iteam and the lnsured shall at all times allow the Company to inspect such
record and shall, within ony month from the axpiry of sach Period of Insurance, supply the Company with a correct sccount ot
all monay of other proparty in tranut insured by thia Policy during 1the wmd period, 11 the total amount shall differ from the
amaunt on which pramum has bean pad the differsnca o premum ghall be mat by a further proportionste paymaent to the
Company or by a refund hy the Company as the case may ba, subject however 1o any Mimimum Premium which may be stipulated "
in tha Palicy.

On renuwal and cancellation

8. The Company shall aot ba bound ta wod any natice of the renewal premwm becaming due, nor ta renew tha Policy. The Company
may at any tima by giving seven days potice to the Insured in writing by registered or recorded deiiver letter posted to the
sddrwss of the Insured as last known to the Company cancel this Palicy as from the date of sxpiry of such notice in which syent
tha Company shall on demand return to the lasured & proportionats part of the pramium corresponding to the unexpired tesm
of the the Policy.

On arbitration procedurs in tne weint of dispute.

9. All differances urising out of this Palicy shall be referred to the srbitration of some person to be appointed by both parties, or,
if they cannot agree upon a wingle Arbitrator, to the decision of two Arbitrators, ond to be sppointed in writing by sech party
and in case of disagresment betwesn the Arbitrators, to the decision of an Umoire who shail have besn sppointed in writing by
ths Arbitrstors bafors snterning on the reference, srxd an award ghall be & condition precedent to sny lisbility of the Company or
sny right of action against the Campany. If the Company shail disclaim liability to the Insured for any claim hersundsr and such
claim shall not within twalve caiendar months from the date of such disclaimer have bean referred 10 arbitration under the provisions
herain contained then the claim shall for all purpossd be deemed to have besn shandoned and shail not tharsafter be fﬂﬂ"‘:’dﬂ‘

= -
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f PUBLIC LIABILITY

i‘lhuud described in the Schedule hersto has mada to the Company & proposal and declsration which shall be the basis of this
sndd incorporated hersin,

sration of the Insured having psid or sgresd to pay to the Company the first pramium mentionsd In the seld Scheduje,

to the terms, sxceptions and conditions contained hersin or endorsed or otherwise sxpresssd herson During[“" Period of
stated in the said Schedule the Company will indemnify the {nsured sgainst:

;m which, the Insured shall become legally lisble to pay in respect of:-

* Acciklental bodily injury to any parson (ather than a person employsd under a contract of ssrvices or apprenticeship with the
naured where the injury arises out of and in the course of wuch smplpymant or & member of the family of the insured]

s Accidental damage to praperty {other than property sctually owned by the Insured or hald In trust by the Insured or in his custody
5. or control or insofar as may he applicable to the particular risks insured that part of any praperty upon which the Insured or the

; employses of the Insured are or have besn working or the foundations of any building or other structure In the vicinity of sny
idrw undertaken by the Insured) i

_Q;Lq:; shout the premises or contracts or other place or places described in the Schedule as the Situation aof the Risk through the
or.egligence of the Insured or persans in the services of the Insured or of sub-contractars 10 the Insured or their smployses or by

detect in the buildings ways works machinary or plant connect with or used in the business of the Ingured.

further sgreed that where this Policy shall he made 10 apply to the ownership gr usa by the Insured of any vehicle the Company will
# though he were the Insured any parson who ix driving or otharwise controlling such vehicle on the Insured's order or with his

pravided that
the vehicle has not been let on hire by the nsured.
swich parsan is nat sntitled to indemnity under any other policy
such persan shall s though he were the {nsured observe fulfil and be subject to the terms exceptions snd conditmns of this Policy
in so far ss they can apply.

W Company will pay in addition;- ~

{it  all lingstion expenses incurred with the consent of the Company

1] all cost and expenses of |itigation recoversd by any claiment sgainst the [nsured,

»

I'\hl wvent of the death of the Ingured the Company will in respect of the lishility incurred by the Insured indemnify the Insured’'s
nonsl representatives in the terms of and subject to the limitstions of this Policy provided thst such personal repragenistives shail
though they wers the Insured observe fulfil and be subject to the terms axceptions and conditions of the Policy o far s they can

Py

i 2 condition of this Policy that the lisbility of the Company for compensation in respect of any sccident or serise of acoidents
mITing in connection with or arising out of one svent shall not sxceed the amount specified in the Schedule ss the Limit of Indemnity,
y will be paid in sddition to the liability of the Company for com-

llitigation expenses incurred with the it af the Comp
wtion

EXCEPTIONS
t Policy does nat caver any consequaatial loss an the part of the Insured nor any liability arising directly or indirectly through Waer,
mion,, Act of Foreign Enemy, Hostilities (whether War be declared or not), Civil War, Rebellion, Revolution, Insurrection or
tary or Usurped Powar.

thermore, uniess otherwise specially provided for this Policy does not cover any lisbility arming directly or indirsctly through:-
The ownership or possession of or use undar the control of the Insured of animaly, power-driven vehicles, sircraft ar vessels, provided

that this exception shall not apply to any occurrence beyond the limits of any carrisgeway or thoroughfare In connection with the
bringing of the load to such vehicle for loading thers on or the taking sway of the load from such vehicie after unloading

thereform;

In reiation to any other vehicle, death or bodily injury to any person in of upon or sntering or getting on to or alighting from

such vehicle with the corsant of the Insured or of sny servant of the Insured;

In relation (0 any vehicle, damage to any bridgs, visduct or weighbridge or to any rosd or anything beneath by vibration or by n.y
waight of such veimcia and any losd carrisd thereby; 1

Hoista, cranes, lLifts, elevators or steam bailers; [k — o
KASHIM it/

—————
Fire {or panic tollowing an siarm of hire]; sxpliosian flood; !
‘M LIBRARY

The demalition of buildings;
The subsdence ¢! any building or other structure,
IHnesses causwd as 8 result of defective samitary srrangements;

Pomoning, lines or injury through the consumpuon of food of beverages;
r

Detectiva rhmanship or products;
tve Vg mAThg, o° B
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CUNDI VNS

This Pollcy with its Provisions, Exceptions, Conditions, Scheduls and Endorsements thall be resid as one contract and sny word o

supression to which & iflc meaning hes besan sttached in any part thersof shail bear such mesning '5?"“':1:'{"5”’""
Vo - - . "

Tha smployees premises u-d contracts of the (nwurad shill ramain of the descriptior wnd number wet Gut e’ th Proposal’ unies® !

and until natice of any sddition ar sitacation’ has been lodged with ths Company and such additional pramium paid s the (:ampuz
fmay require.

Whare however the premium for this Policy shall have been calculated an sstimates furnished by the Insured s stated hersin, the
Inslired shall within one month from the axpiry of sach Period of Insursnce furnish to the Company such particulars and Inflmll- .
ation as the Company may require. Tha premium for such period shall thereupon be adjusted and the differsnce pald by or ilnd
“to tha insured =s the case may be. .

SJ.

Y

J’
o
The insured snall a1 all timws by personal or other competant supervision take ail ressonabls precautions to prevent sccidanta or Por,
diseass and shall make all reasonabie sndeavour 1o comply with ail statutory obligations and reguistions imposed by sny Aud‘mﬂ'r.,‘.
to employ only sfficient personnel and to provide etticient ways, works, vehicles, machinery guards, and shall keep the sama and ) o
all buildings in proper state of repair and it any delect shall arise shail cause such additional precautions to be taken ss the

circumatances réquire, Vg

. . DT

Evary notice ar commumication to ha given undaer this Palicy shall ba lodged in writing with the Company, 'u'_ :w‘ i
' LRl

The Insured or his legal represantativas shall give notice to the Company as indicated in the back of this Policy as soon s paﬁlﬁgw'
after the occurrence of any accident and/or loss and/or damage with fuil particulars thersof. Every latter claim writ summons of

process shall be noutied or forwarded to the Company immadiatbly on réceipt. Notice shall also be given in writing to the Company
immediataly the Insured or his legal personal represantatives shall have knowledge of any impending prasscution or inguest in conp .
ectian with any accident for which there may be liability under this Policy. 5o far as reasonably practicsble no alteration or repar

shall without the consent of the Company be made to any buildings, dwellings, works, machinery, fences or plant after any sccl- '|
dents which have occured in connection therewith until the Company shall have hed the opportunity of examining the Lame. ’!.

No admussian offer promse paymant or indemnity shall be made or given by or on behaif of the Insured without the written auuﬁ

of the Company which shall be entitied if it 50 desires t0 take over and conduct in the nama of the Insured the defence or -nhmn(ii.
ot any claim or o prosecute in the name of e Insured for its own benefit any claim for indemnity or damages or atherwiss and
shall have full discretion in the conduct of any procesdings or in the witlament of any claim and the Insursd shall give sl wch d
information and assistance as the Company may require, J

It at tha time of the occurrance of any accident thers shall be any other nsurance or Insurances ®xhting in respect of the sams |
the Company shall not ba lrable to any por contribute more than a rateable proportion of any sum of sums payable in respect of
such accident for compensation litigatian expenses or otherwise.

The Company may in the casé of any accident as within defined pay to the [nsured the maximum sum paysbls ss compensation
heraunder (but deducting thervfrom n such case any sum or sums alresdy paxl as compe.sation in respect thersaf] or any lesser
sum for which the claim or claims anising from such accident can be sattied and the Company shall thersafter bs under no further
hability in respect of any such accident except for the payment of costs and expenses [whether recovered from the Insured by
any claimant or incurred with the writtan consent of the Company) incurred prior to the dste of such payment of such maximum
sum of such lesser sum as the case may be and for which the Company may be responsibls rhersunder.

The dus obsarvance and fulfiiment of 1he terma provisions conditions and sndorssments of this Policy in 30 1ar aa they reiate to
snything 10 De done or complisd with by the Insured and the truth of the statementa and anewers in the Proposal shall be condition

precedent to any habiity of the Company to make any payment under this Policy.

The Company shall not be bound ta send any notice of the Renewal Premium becoming dus, nor 10 renew thia Policy. Tha
Company shall ba at liberty at aay tima by giving seven days notice in writing to the insured by Regitersd Letisr postad

to the address of the Insured as last known to the Company to determine and cancel this Policy se {rom the dats of the
expiration of such notice 1n which avent the Company shall an demand return to the insursd a proportionate part of the pre
mium corresponding to the unexpired term of the Policy.

All diffarances arnsing out of thi Policy shait be refarred 10 the dacmon of an Arbitrator to be sppointed in writing by the parties
in ditterence or if they cannot agres upon s nngle ATbitrator 1o the decision of twe Arbitraton one 1o be sppointsa 0 writing

by sach of the parties within one calendar month aftar having been required in Writing »o 10 do by sither of the partiss, or in

casa the Asbitrators 4o not agree, af an Umpire appointed in writing by the Arbitrators befors sntenng upan the refarsnca.

The Umpire shall sit with the Arbitrators and preside at their mestings, andihs making of an Awsrd shall be & condition precedent
to any right of action agsingt the Company. If the Company shall disclnim lisbility 10 the Insursd or hia personal representatives
tor any claim hersundar and such claim shail not within 12 calendar months from the dats of such disclaimer have bheen referred
to Arbitration under the provisions harein contained then the clam shail for sl purposes e deamad ta have bean sbandoned and

shail not thersafter e recuvel abls hersundes.
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'WORKMEN'S COMPENSATION POLICY "

Irsured carrying on the, Business described in the Schedule snd no other for the purposs of this insurance by a propossl snd
stion which shall ba the basis of this contract and s desmed to be incorporated hersin has applisd to the Company for
ifsurance hersinaftar contained and has paid or sgreed to pay the Premium s consideration for such insursnce.

-0 n:w time during the Period of Insurence any smployes in the Insured's immediate service shall sustain personal injury by
ident or disssse arising out of and in the courss of his smployment by the Insured in the Butiness and If the Insured shall

wy

h Law(s) set out in the Schedule or at C Law.

subject to the terms exceptions and conditions contained hersin or endorsed herson the Company will indemnify the Ineured

e EXCEPTIONS
3 Ca;npmy shall not be lisbie under ths Policy in respect of

any injury by sccident or disesse directly attributable to war invasion act of foreign enemy hostilities (whather wer be
deciared or not) civil war mutiny insurrection rebellion revolution or military or usurped power

the Insured’s lisbility to smployesas of contrectors to the Insured

‘W . -cny employss who is not a “workmen’ within the meaning of the Lawls)

any lisbility of the Insured which attaches by virtus of an agr but which id not have stteched in the absence of
such sgresmaent

any sum which the Insured would have been sntitled to recover from any party but for an sagresment batween the |nsured
and such party.

t W. 279 (a)

4 Notwithstanding anything contmined hersin to the contrary it is hersby under-stood and sgresd that the Company shsll inde
«d: mnify the Insured in respect of lisbility in the terms of the Workmen’'s Compsnsation {Prescribed Disesses Order, 19686,
issued under the Workmaen's Compensation Ordinence, subject to the axclusion of any lisbility in respect of bymsinosis,
bagassoss, tabacoss and pneumoconiosis.

« Yrovided siways that the indemnity in respect of lisbility under the Workmen's Compensation Ordinance, shall not apply to
a0y further disessss which may be brought within the provisions of the Ordinance by sxercise of tha powers conferred by
. virtue of Sectian 34 thersof,



1 This Policy and the Scheduls shall be read together At one contract, and any ward ar expression 1o which a specific mesning
has Been attached in sny part af this Policy or of the Schedule shall besr mich specific mesning wherever it may appesr

2. Every notice or communication to be given or made under this Policy shall be delivecsd in writing to the Company i

3. ., The Insuced shall take ressonsble precautions to preveat v and i end shall camply with all statutory obiligetions "

4 o the event of any occurrence which may give mas 10 & claim under this Policy the insursd shall s soon pomsibie pive noties
thersaf ta the Company with full particulars.Every Latter claim writ summons and process shall be notified or forwarded to .
the Company immaediately on receipt Notice shall also be given to the Company immedistely the |nsured shall heve knowledga
of any impending prosecution inquest or fatal inguiry in connection with any such occurrence s aforssand.

6. No sdimission offer promise or paymaent shall be made by or on behall of the Insured without the af the Company

which shall be entitled if it s0 desires to tske over snd conduct in his name the defence or settiement of any claim or to
prosecute in hyg name far its own benelit any claim for ind ity or d ges or otharwiss and shall have full discration In
the conduct of sny procesdings and in the settiemen of sy clawn and the Insured shall give all such information snd
ssutance as the Company may require

8, The fust premium and sl rsnewsl pramiums thet may be accepisd s 10 be regulsted by the smount of wages and salaries
and other asrnings paid by the (nsured to employses during ssch Period of lnesurance. The name of svery emplayes together
with the smount of wages salary snd other sarnings shall be properly recorded and the Insured shall at all times allow the 1
Company to inepact such records and shall supply the Company with a correct smount of sll such wages sslaries and other
sarnings paid during any Period of insurance within one month from the sxpiry dstes of such Period of insurance. if the
smount so paid shall diffar fram the amount on which premium hes hesn pad the difference in premium shall be met by
# further proportionsts payrient to the Company or by a refund by the Compeny s the case may ba.

1. The Caompany may cancal thi "olicy by sanding saven days’ notica by regutersd letter to tha [nsured at b (st known
address and in such avent the premium shall be adjusted in sccordance with Condition B

a. All ditferences arming out af thus Policy thall be referred to tha decimon af an Arhiurstor ta ha apgaintad 1n weiting by the
pactisa 1 ditterence or if they cannot sgres upon a single Arbitrator to the decision of two Arbitrators ane to be sppointed In
writing by ssch ol the psrties within one calendar month after having been required in writing 30 1o do by either of the
partiss o7 i cass the Arbitraton do not agres of an Umpire appoimisd in wniding by the Arbitrators befors sntwing upon the
refarence. The Umpire shatl sit with the Arbiteators and preside at their mestings snd tha making of an Award shall ba &
caondition precedent or any night of sction sgminst the Company |f the Company shall dscigsn hability of the Insured for
any clmm hereunder and such claim shall of within tweive calendar montha from the date of such dmclaimer have besm
referred to srbutration under the provimons herein contmnaed then the ciasm shall for sl purposss be deamad 10 have been
abandoned snd shall not thareafter be recoverable hersunder contamned then the clam shall for all purposes be desmed 1o
have besn sbendoned and shall not theresfter ba recoversbie hereunder

9 The due chservance and lultitment of the terma conditions and endorsemeants of tha Policy 30 far s thay reiwts to anything
to be done of not to be dons by the tnsured and the truth of the matements and anewers in the progosal shall be conditiom
precedent to any liability af the Company to meke any payment under thi Policy.
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