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DearProfessional Colleague,

On behalf of the Governing Council of our Great
Institute, I wish to convey our best wishes to you our
distinguished member, in appreciation of your
concerted effort in moving the Institute to greater
heights, aswe have had an eventful 2020 and shifted
ourmomentumtofocusonthenewcalendaryear.

Iwant to sincerely thank you for your contributions
in what has been a very peculiar year, for your
support, especially in ensuring that my investiture
was a reality and that you have not wavered in your
support of the Institute in all its activities. The
success of most of our programmes despite the
sudden switch from physical to virtual offerings,
occasioned by the outbreak of the Covid-19
pandemic, was wholly due to the support and
cooperation of members of the Institute for which
weareimmenselygrateful.

We are in a year that tethers on the brink of a lot of
possibilities. If you look one way there is economic
gloom being predicted by economic experts for
some part of the year. There is also the rising case of
insecurity in the country and when you take into
consideration that a major alarm has been raised by
health authorities about the second wave of the
Coronavirus, it does not cheer the mind up alotnor
make for happy reading. However, we are a country
blessed with a lot of intellectual as well as natural
resources and one of the thingsthat setsusapartasa
nation is our resilience in even the most daunting
circumstances. Thankfully, the Covid-19 vaccines
have come in and we hope that aggressive
vaccination and the herd immunity that will result
from it returns us closer to our normal way of living
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sooner rather than later. Therefore, I would like to
state with confidence that the year 2021 will be a
good year for all and that it will be a year filled with
majorvictoriesand celebrations.

Theyearholds alot fortheinsurance industryasthe
recapitalization drive in the industry picks up the
pace. Insurance companies have not had it so rosy
especiallywith the number of claims that arose from
the destruction left in the wake of the protests
against police brutality. I want to believe that these
arethe moments that ourwell-trained professionals
atthehelm of affairsweremadefor. lam confidentin
the ability of our captains of organizations that they
will navigate through the obstacles in front of them
successfully. The hope is that post recapitalization,
we will have an industry that will take its rightful
positionasamajor contributorto economicgrowth.

My tenure is progressing at a time when events have
prompted us to change our strategies in line with
what isthe newnormal; technological advancement
and the use of artificial intelligence to enhance
operations. Our reactions to these disruptions will
determine our position today and for the future.
These disruptions are here and they have come with
new challengesthat call for the reinforcement of our
professional calling. It calls most especially for
urgent upscaling of all the skills within our arsenalin
orderforusnottobecomerelicsofalostage.

The theme of my Presidency, Reinforcing
Professionalism and Ethics in the new order is
therefore borne out of the conviction that we can
achieve greater successes for our industry and
profession if we reinforce professionalism and
ethics in reaction to the needs and demands of the
newage.

We have successfully held some of our programmes



02

alreadyincludingthe 2020 Induction, 2021 Business
outlook, 2021 Examiners forum and have the 2021
April diet of the Institute’s examination coming up.
This diet sees the first feature of the new syllabus for
the foundation stage and this is a huge step forward
for the Institute. Subsequently other stages will be
revised until the entire new syllabusisimplemented
across board. The goal is to provide and equip our
professionalswithknowledge thatisintunewith the
realities and demands of the modern-day insurance
practice. I equally urge you all to update your
knowledge in line with the new syllabus to ensure
thatwedonotfallbelowalreadyset standards.

Among other things, this year, the Institute will be
ramping up its efforts to get work started on its
Victoria Island building. While noting the
difficulties being faced in the economy, it is worth
noting that the property has remained in a
somewhat comatose state. As the umbrella body
and unifying platform for all insurance
professionals in the industry, it is only proper that
the Institute has a structure befitting of the status of
the insurance industry and representative of the
professionals that make it tick. Therefore, we appeal
to all concerned stakeholders to support the
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Institute in its bid to erect a befitting structure as a
homeforinsurance professionalsnationwide.

The Institute belongs to all of us; youand Iincluding
all of the many practitioners who wear the toga of
Insurance professionals. It is my hope that as
stakeholders, we will continue to lift the Institute
higher by actively participating to make the
Institute’s programmes and activities in 2021 more
successfulthanthe previousyear.

Thank you for your support in making the past year
somemorable.Ilook forwardinanticipationtowhat
we will accomplish together this year. I urge you to
continue with your support of the Institute as
partners in progress to the growth of the Insurance
Industry.

HappyReading.
Yoursin Service,

Sir Muftau O. Oyegunle ACII, FIIN
President/Chairman of Council
Chartered Insurance Institute of Nigeria
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COMMUNICATION

By Emeka Oporoh

The world is experiencing a seismic change which
predates the Coronavirus pandemic in terms of the
way people communicate, access information and
make decisions. Businesses, especially those
involved in one form of marketing or the other of
products and services, have had to adapt to the new
trend, which is largely driven by technology.
Communicationis long established as a crucial part
ofthe marketing mix-and hasbeenthe mostaffected
by the wind of change blowing around the world. It
must be stated that while the principles have
remained essentially the same, the practice or
executionhasdrasticallychanged.

The insurance industry is one that boldly bestrides
the product and service categories of business and
like its ilk has been affected by the changes. It is,
therefore, important to take a close look at how the
industryhasfared, whatithas donewell orbadlyand
what it must be doing or thinking of doing in the
important area of communication. In order to put
the issues in proper context, I would like to
compartmentalize communications into two broad
categories: Marketing Communications and
Corporate Communications. Some definitions, my
definitions, will be helpfulin thisregard.
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Marketing Communications are those
communications that focus on products and
services offered by a company, an insurance
company, for instance. It could be an advertisement
in the media (press, outdoor, flyers, radio, TV or
social media). It could be an event to launch a new
product or relaunch an existing one. It could be a
promo to offer incentives to existing or prospective
customers.

Corporate Communications are those
communicationsthat focus on the organization, the
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management, the leadership, the employees, the
performance, the results and its contribution(s) to
the communityand sponsorships.

Managed professionally, these two aspects of
communication help to position organisations as
well as their products and servicesin prominent and
positive light. The operating words here are
POSITION, PROMINENT and POSITIVE, which
are the core ingredients of PERCEPTION (what
peoplethinkandhowthey see) of your organization,
product or services. Therefore, marketing
communication and corporate communications
form part of the pillars of perception. Because our
customers and the general public are not fools, they
are ofteninfluenced by otherfactorsaside fromyour
communication including communications from
your competition as well as the body language and
actions and inactions of the owners, management
and employees.

From the foregoing, it should be abundantly clear
thattherole of communicationinourbusinessisnot
subjectto overemphasis. The Holy Bible quotes God
as saying, “Let there be light!” He did not just wish it;
He said it. When the serpent convicted Eve, in the
Garden of Eden, to taste the forbidden fruit,
whatever it truly was, that was perhaps, the first and
foremost recorded marketing event. The second
one, this time person to person (P2P), was between
Eveand Adam-whentheformer convinced thelatter
to also taste and see that the Apple is good. New-
born babies are usually not considered alive until
they let out their first cry. They continue to cry for
whatever they need until they are able to talk.
Humans have been in the business of
communicationright from creation.

In the corporate world, Deliberate, Planned,
Consistent, Professional Communication is,
therefore, an important aspect of the management
process. To be specific, the leadership of every
insurance company in Nigeria, must take
communication seriously and actually lead the role
considering its import not only in positioning the
organization, products and services but also to drive
the business (sales, revenue and profitability),
whichiswhythe companyexits,inthefirst place.

As I earlier premised, a lot has changed and
communication the way we knew it is no longer
tenable or even practicable. For instance, press
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advertising is no longer commercially viable with
dwindling buyership and readership due to the
influence of social media and online publishing.
Personally, I have not touched a physical newspaper
in about 10 years and I believe the same applies to
many peoplereadingthis piece. From the comfort of
my bed, I can browse the websites of any local and
international newspaper. The same goes with radio
stations, by the way. Itis either the mobile device has
in-built radio oryou can download an app (Tuneln)
to listen to any station of your choice. The same can
besaid of TV,tosomeextent.

Time was when the skylines were otherwise dotted
almost inch-to-inch by advertising hoardings. All
that is gone. Like the press ads, the outdoor ads do
not come cheap. With mobile telecommunications,
commuters no longer have time to check out the
skylines when they can occupy themselves
otherwise on social media via their mobile devices.
And that was the end of OOH (Out Of Home) or
outdooradvertising!

Also, the Coronavirus pandemic has altered the way
we work and relate as employees with most of our
work now done from home and online. Meetings
and events are held online. Zoom has become a
euphemism for meetings. Interestingly, as the world
begins to gradually come to terms with the safety
restrictions associated with the Coronavirusand the
economy and businesses start to open, it appears
not much will change after all. Many businesses will
adopt the WFH (Work From Home) model and
Onlinewillbethemainline.

So from a communication perspective, life has
moved online and on TV-the latter because humans
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are naturally interested in action and drama. So,
because television has the capability to show and
tell, itis still the best medium. Another reason it still
tops the ranking is that it creates opportunities for
sharingand bondingbyfamiliesand friends.

The Nigerian insurance industry has not been
known for its powerful communication be it
marketing or public relations. Generally speaking,
the industry ranks very much below her sibling, the
Banking industry, and their more aggressive and
communication savvy neighbor, the Mobile
telecommunications industry. As a
communications practitioner, I will not forget two
insurance companies, International Standard
Insurance (ISI) and International General
Insurance (IGI) Plc,both of which tried tomatch the
banks communication for communication,
advertising for advertising, campaign for campaign.
But those were the days. Lately, Custodian & Allied
Insurance has been running some TVCs (Television
Commercials) ontelevision.

InMarketingand Communication, itis saidifyoudo
not say “here I am”, no one will say “there you are”.
According to Marshall Goldsmith, renowned
executive coach and author of “What got you here
won’tget you there”, “ashumans, we suffer from the
clash between who we think we are and who the rest
of the world thinks we are. Spoiler: the world is
usually right!” This applies to corporate
organisations as much as it does individuals. This is
known as perception. And perception is reality.
Communication is a critical resource in managing
perception-and success, including business
success. With so much information competing for
the attention of consumers, it will be a great
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disservicetoitsgrowth,and ultimate survival,forthe
Insurance Industry not to take advantage of the
“revolution of risingexpectations”.

The era of claiming to be a conservative industry is
gone. Theworldis goingmobileand social and every
seriousbusinessmustget onboardin ordertobenot
only relevant but also to survive into the future.
Consumers are becoming wiser, more critical, more
circumspect and more discerning. For an industry
that is not hugely popular and carries a baggage of
poor perception, itis urgent and important to stand
inthe mirrorand make brutal and frank assessments
of how well we have communicated, marketed and
positioned our insurance businesses and the
industry as a whole. Can we do more? Most
definitely, yes. Canwe grow bigger? Absolutely.

Can communication be one of the drivers of growth,
revenueand profit? Theanswerisaresoundingyes.

I will share one (1) important step corporate
organisations generally and the insurance industry
tobe specific, must take to communicate effectively:
BUILD COMMUNICATION INTO YOUR
BUSINESS STRATEGY. Building communication
into your business strategy will entail 8 imperatives
which, taken together, will result in positive
perception, good business results and an engaged
workforce,investorsand suppliers.

1. Have a Communication Budget: Having a
budget is, probably, one of the most serious
indicatorsthatanactivity orafunctionis considered
relevant or important. The budget presupposes
there will be some activities or projects to be
executed. It has to be said that communication is
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never prayed for but paid for, in order to be effective.
So, a budget will identify and delineate a series of
activities which will help in positioning the
organization for positive perception and business
success.

2. Appoint a Communications Manager: Like
most organisations have Human Resources
Managers, Finance Managers, Legal Officers,
Marketing, etc, they should also have
Communications Managers to look after their
communication and reputation. This must be done
not to fulfill all righteousness as they say, but to give
impetus to the role communication plays in the
operations of the organization. The
Communications Manager, who should have a
direct reporting line to the Managing Director or
Chief Executive Officer ofthe organizationmustbea
professional who is experienced not only in Media
Relations but also in Employee Communications,
Stakeholder Managementand Crisis Management.

3.Get Social: AsIstated elsewherein this paper, the
world has changed significantly especially inthe way
we communicate. Like individuals, corporate
organisations and institutions should embrace new
media or social media. Such platforms as Facebook,
Twitter and Instagram are no longer optional in
managing communicationand perception aswell as
feedback. Even WhatsApp has become a veritable
platform for instant group engagement. In my place
of work, every department has a WhatsApp Group.
Literally every CFT (Cross Functional Team) has
such a group too. The important roles these apps
play in our daily life and work hugely weigh against
the lack of them such that only the dead can do
without one or some of them. My 84-year-old Aunt
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cannot do without a functional data subscription
because her kids chat and call her real-time on
WhatsApp. She also receives inspirational and
sometimes funny videos. If you extrapolate the
experience of my Aunt in the workings of an
organization, theimportwillnotbelostonyou.

4.Seek and evaluate Feedback: Feedbackis avery
essential aspect of communication.
Communication without feedback is like winking at
a woman in the dark. Basic communication entails
stimulus and response as explained in the
Hypodermic Needle Theory of Communication.
Every message must have an objective which is why
corporate communication is referred to as
Purposive Communication- communication with a
purpose. Now, it is only commonsensical to back
check to be sure the objectives are achieved or not
achieved. This is whereresearch comes into play. Of
course, research can be expensive and time-
consuming. This is where social media analyses are
becoming morerelevant and powerful. Feedback on
social mediais instant and unfiltered. If you keep an
eyeonyour socialmediahandles, youmightbecome
more successful than you are. Ask the telcos and
banks. There is a lot for the Insurance Industry to
learn.

5. Engage your Stakeholders: Engagement is
something we all do every day, all the time. In the
corporate world, it must be done with a method.
Engagement is a form of communication just as
communication is a form of engagement. Like
communication, engagement must be strategic,
planned and deliberate (purposive). This activity
must start with identifying the critical stakeholders
of the organization and clearly understanding and
defining their needs, their roles and the risks they
pose to the business. It’s then and only then you can
design effective engagement platforms and
programs to address each specific stakeholder. This
activity accounts for Customer forums, Staft parties
and Employee Open Days, Exhibitions and Fairs,
Intranets, Corporate Giftsand VIP Parties, etc.

6. Be known for something: It’s called LEGACY.
And yes, it is campaignable. Find a corporate niche
positioning for your organization. What do you
stand for? This comes mainly from Corporate Social
Responsibility (CSR) butitcanalsobeaderivative of
a product or a service. Some organisations are
known forbeing tech-savvy or customer-oriented or
good at quick settlement of claims, in respect of
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insurance companies. It could also be their support
for sports or the less privileged or youth or women
empowerment or even golf. It isimportant to have a
sustainable initiative that is not necessarily the
CEO’s or Chairman’s passion. Even so, let it be
sustainable and in syncs with the communications
andbusiness objectives of the organization.

7. The CEO is the Lead Communicator: Thisis a
bonus point. To become a CEO, one must not only
be proficient in certain professional disciplines but
one must alsobe good in communication. Being the
flag-bearer or poster boy of an organization imposes
a lot of communication responsibility on the
business leader. This ranges from speaking
opportunities, public appearances and other
activities which must be well-managed and
leveraged. The CEO is the lead custodian of the
culture of the organization and must, therefore, be
able to not only live the culture but also
communicateit.

8. Own and tell your story: As I earlier premised,
the Insurance Industry has never been known for
memorable advertising and public relations. I am
neither aware of nor familiar with any remarkable
Corporate Social Responsibility (CSR) initiatives by
any playerin the Insurance Industry. There maywell
be, but then it, therefore, means that good
communicationhasnotbeenusedtoleverage them.
Look, no one can tell your story better than you-and
the industry is full of great and beautiful stories that
easily resonate with the key publics. A good mix of
communication (story-telling) methods deployed
on the right mix of platforms will help in re-
positioning the organization and the industry and
create favourable, positive perceptions which, in
turn, result in a good image and ultimately good
business.

Atthe end of the day, communication is a way of life.
Business is part of life and so businesses must take
communication seriously. Managing
communication reasonably guarantees some
controlaboutwhat describes or definesthe business
andhow stakeholders perceiveitand relate withit. It
couldalsobedefinitiveinitssuccessesandfailures.

EmekaOparah

Director, Corporate Communication & CSR
Airtel Nigeria

Lagos.
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OMMUNICAJIONN:
REATING VALUE

By Oyerinde Moses Tunde

Introduction

Insurance industry today plays a vital role in the
economy of any country and world trade. Insurers
can make or break new investments or stop existing
businesses from expanding. Thus, insurance
industryis considered one of the most dynamic and
important institutions in many countries. The
industry is very important according to the features
and benefits to the society. The industry is also a
vehicle for job creation and a way to reduce
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unemployment in society particularly as half of
these jobs are for support roles such as secretarial,
word processing, bookkeeping and similar clerical
tasks. Insurance transfers risk from community
people to themselves, gives peace of mind and
enhances the general welfare in the community. In
terms of wealth creation, insurance companies by
using premiums received from people invest in
investment companies or stock exchange and
enhanceeconomicgrowth oftheir countries.
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packages and ensure that they get the best. That is
why the industry decides to create a tool that will
boost their creative values on their policies, that will
be well understood for the benefit of both the
insurers and the clients (public). This particular
tool is referred to as “effective
communication”.

Effective communication is simply the act of
transferring information from one place, person or
group to another. Thus, every communication
involves a sender, a message and a recipient. This
may sound simple, but communication is actually a
very complex subject. Basically, without
communication in any business institution, staff
would not know what to do and customers would
not know when to expect their orders.
Communication plays a role in nearly every aspect
ofrunningthe organizationand, whenitisdonewell,
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It has become critical that if organizations and
individuals are to survive in the ever-changing
circumstances of the world, there is need to insure
our businesses, property and life (Amirshahi and
Safaeian, 2012). This need has led to the emergence
of several insurance companies across the
developed and developing countries in particular,
with an increase in competition in the market. The
current operations of insurance companies require
that their agents look for clients, explain their

it greases their creative values, keeps morale high
and wheels of operations in place. Good
communication throughout a business remains an
integral part of the industry creating values. Also,
effective communication skills keep the company
running smoothly and strengthens relationships
with clients (Robert,2013).

In the insurance industry, communication
facilitates and improves insurance industry
understanding and the knowledge of transferring
premium processes, claim management and
management of risk idea to customers who
patronized the policies and products. This
communication is also the focal point that
facilitates creation of values in the insurance
industry. Thus, the mission of every communication
network is to enhance transfer of information of the
policies of the insurance company to everyone
(employees and customers) who works there and
also want to purchase their products. Basically,
communication builds ideas that usually promotes
and increases efficiency for creating values and the
agendasoftheindustry (Keller & Hott, 2015).

In order to provide appropriate services and
improve their creative value to their policyholders
and shareholders, they need to closely
communicate with their buyers; especially buyers of
unconstrained insurance so they are aware of their
needs and provide appropriate insurance to their
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satisfaction. More so, in the current global business
world, there is great competition that is not only
among insurance companies, but also between
different industries. Thus, there is the impelling
need of the use of effective communication to boost
the company customers’ awareness from their
buying behaviors that can create a competitive
advantage for the respective companies. Moreso,
insurance companies that are trying to change their
attitude towards profitability and present new
organizing ways for their company would try to
change organizing the organization from structure
based on the customer, to the structure based on
product. Thus, effective communication of
integrated information systems and supporting
software policy are of customer relationship
management (CRM), voice of the customer (VOC),
and commercial electronic message (CEM) that can
increase the relationship between the organization
and their customers. Basically, this write up, will
examine the relevance of effective communication
network to boost creative values in insurance
industry.

Effective communication has been the major key
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that helps most of the insurance companies to
achieve their agenda and policy through the
following set-ups: by identification; by helping to
distinguish the company from competitors, to
associate the insurer, and the insurance product
with its product manufacturer; protecting its owner
from competitors; creating quality assurance,
because a company that cares about creating a
positive image among policyholders and
stakeholders provides exclusive services; aesthetic
satisfaction of both the insurer and the insured,
often it is used as design element of various
documents and even premises of the company;
dissemination of visual advertising, in which the
sign cansometimes carrythe main contentload;and
to stimulating their desire to buy a product by
contactingaparticularinsurer (McKinsey, 2015).

All over the world, the ways of doing insurance
business has continued to change in the last two
decades. This change for effective indemnity
processes, premium policies, and insurance
exception business transaction are also happening
in the country like Nigeria (Akinade, Adekunle &
Oluseyi, 2013). Most of the insurance companies in
Nigeria decide to keep up with the demands of a
globally integrated marketplace in order to improve
their agendas and creative values for their service
and product, by increasingly turning to adopt an
advanced and effective communication network.
These insurance companies want to make use of the
advanced and effective communication network to
create values and drive innovation and design
products and services that are both effective and
efficient for insuring people’s indemnity, claim
management, and so on, in the society and the
country as a whole. Basically, it has been a strong
concern for most of Nigeria insurance industry to
adopt effective communication network into their
routine business operations of premium service,
underwriting processing; prevention of financial
loss, claim administration, and management of risk
policies to boost the economy, but there is now
growing evidence that the agendas and the creative
values of an insurance industry in Nigeria benefits
substantially from the advanced communication
network that is mostly emanated from the
introduction of effective communication network
like Information Communication Technology
(ICT), as different customers can be attended to at
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once anywhere around the world today (Akinade,
Adekunle & Oluseyi, 2013).

Basically, as the insurance industry deals in tangible
policies, it is well suitable to create values through
communication that will improve their premium,
claim adjustment and also to expedite delivery of
insurance services to the customers. Basically, the
recent proliferation of effective communication
through home computing, mobile devices, internet
connections, and the development of applications
have led to the possibility of lowering to the
challenges that might affect claim administration,
management of risk, premium, protection from
financial loss, market entry, that might pave the way
for greater competition of the insurance industry.
However, effective communication network can be
more a hindsight for creating values of innovation
and technological advances for their customers in
theinsurance companies (Keller & Hott, 2015).

It must be stated that effective communication also
enhances the creative values of developments in
their premium service, underwriting processing;
prevention of financial loss, claim administration,
and management of risk policies that leads to
possibilities of new methods of service they could
provide for greater opportunities for data collection;
and that can lead to better claim and risk
identification and mitigation measures, thatismore
related to service improvements for their client and
customersintheindustry (Gyaase,2013).

Moreover, effective communication always helps to
drive insurance industries towards positive
development, delivering convenience and
efficiency for their underwriting processing,
premium service, and the protection from financial
loss. Thus, improvements in communication
networks will always boost the company product
processing capacity that would lead to faster
processing of premium payment by the customers.
Also, effective communication will help the
insurance company to process their client claims
easily through online and internet platforms, for
lesserperiod oftime (Fadun, 2013).

Currently in Nigeria, the adoption of advanced
communication network technologies, and
particularly, the internet has transformed the
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insurance industry and allows the policymakers and
stakeholders to do better and efficiently, in
underwriting processing, premium service, and the
protection from financial loss. Basically, it is
observed that the involvement and utilization of
modern communication network is seen in virtually
every aspect used to carry out a successful agenda
and creating values in the industry (Akinade, 2013).
Thus, the emergence of effective communication
network in the insurance industry has not only
influenced theiragendas, buthasalso created values
of insurance product and business advancement
and success in the organization. This
communication network revolution has propelled
the proliferation of insurance companies to
influence many buyers (insurers)to gain access to
theirvarious policies and products, and to be able to
transact insurance business at once. Thus, the
introduction of effective communication network
like Information Communication Technology
(ICT) on competitive performance of Nigeria
insurance industry results has so far improved the
performance of the agendas and the creative values
oftheindustryin Nigeria.

More so, in Nigeria, despite the economic
depression, high inflation and poverty situations,
most insurance companies always want to ask this
question, “if they want to boost their creative values
and theiragendastoimprovetheirresponseto claim
and premium processes and policies issue faster,
how can they do it?”Insurance companies can
respond to this specific issue by making use of their
effective communication policytoboost their client
insurance activity and businesses. Thus,
communication network will also help the company
policies to easily carry out their underwriting,
financial loss, claim administration, and
management of risk policies of their policyholder
and stakeholders to enjoy a faster service delivery
(Ali,2013).

Furthermore, effective communication has
attracted large venture premium, claim
administration and capital investments processing
to be more considered by investors that want to be
part of their business. Thus, effective
communication also motivates insurers (clients) to
strategic investments in insurance policies. These
allow clients to have a stake in these developments
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while providing the capital for such enterprises to
develop their insurance business (Amirshahi and
Safaeian,2012).

Also, there are numbers of insurance companies
that genuinely make use of effective
communication to attract their creative values of
large investments to themselves. These will surely
provide a better understanding on how the
insurance policies and businesses are being
developed and how they are different from
traditionalbusinessmodels.

Effective communication network is seen to be the
major keytotheimprovement of creative values and
drivers of the agendas of the insurance sector. Thus,
in most insurance companies, the communication
policy has alot of positive impact to the benefits of
underwriting processing; prevention of financial
loss, claim administration, and management of risk
policies influence on the policymakers and the
shareholders to continue to invest more in the same
insurance sector. The effect of the effective
communication network on the regulatory and
competition will reduce challenges to the industry
in selling their product and policies to the clients
and in the market (Gyaase, 2013). More so, effective
communication network will continue to improve
the wider privacy and data protection issues that

usually involves digital component to their policies
of underwriting processing; financial loss, claim
administration, and management of risk policies in
theinsuranceindustry.

Insurance Brokers’ Perspective

In the present world of modern business and
development, an insurance industry will need to
always make use of communication network to
influence their agendas and creative values to their
range of stakeholders. This may be in order to get
their services to undertake their business activities,
or to collaborate and coordinate with others to
secure suitable distribution of their underwriting
processing; financial loss, claim administration, and
management of risk policies and services to the
clients (Jamieson, 2011). Basically, various brokers
in the insurance industry are part of those that
explore the current explosion of advanced
communication network such as internet,
telephone, online transaction, business through
zoom and other communication equipment to
strategically boost their agendas of selling their
insurance product to more of their clients. The
brokers’ view of making use of the communication
network will bring their insurance business directed
towards the satisfaction of their consumer’s wants
(Jakada,2016).

In the insurance industry, brokers’ perspective
towards communication network is seen as the
majorimportantactivitytoachieve theiragendaand
creative values for higher profit making and the
growth of the industry. Thus, their perspective is
inevitably tied to the satisfaction of the wants and
needs of their client. Basically, communication
network always create the avenue for the mutual
relationship between the brokers and their client in
the insurance market(Jakada, 2016). Also, brokers’
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perspective towards communication network is
seen as the ways to boost sales and profits, while
saving money, time and stress and to also create
competitive advantage withintheindustry.

In Nigeria, sometimes, it is seen that brokers in the
insurance market face some challenges of selling
their products to their clients. That is why they
generally persistently make use of communication
network to achieve their agendas and create values
in the market place. Thus, in an environment which
is characterized by low consumer demand for
particular insurance policies and services, most of
the brokers always make use of communication

CHARTERED INSURANCE INSTITUTE OF NIGERIAJOURNAL | MARCH 2021

network to play a key role in strengthening the
organization to perform excellently in that given
environment (Messah & Immaculate (2011).

NEED FOR COMMUNICATION -
MARKETING PERSPECTIVE

Marketing is far more than just developing a good
product or service, offering it to the target market at
theright priceand makingitreadilyavailable.

Organizations must also communicate information
about themselves, their products, the price
structures and their distribution systems to a variety
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of audiences including consumers, intermediaries
andthemedia.

Communication can be a distinct advantage that
separatesan organization’s productsor service from
its competitors’. As acompliment to the experience
of buying the product or service in question,
communication gives clues to the whole market
about what customers can expect from the
organization.

FROM COMMUNICATION TO CONSUMER
ACQUISITION
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Communication strategy is a controlled, integrated
program of communication methods and materials
designed topresentan organization and its products
in a consistent and clear way to prospective
customers. Inevitably, the development of effective
communications depend heavily on how well the
organization has carried out earlier steps in the
marketing management process- especially those
concerned with understanding buyers’ behavior,
market segmentation, competitive analysis, target
marketingand product positioning.

The basis of any successful communications
program is a clear understanding of the

communication process, seen from the customer’s
viewpointviz;

Unawareness — awareness- comprehension-
conviction-action.

When it comes towinning customers, the first task
of communication is to make unaware consumers
aware of the service on offer. Having brought
consumers to that stage, it is important that they
understand what the product or service will do for
them. Next, they need to be convinced that what is
said is true and that the product or service will
satisfactorily meet their needs. Finally, the
consumer needs to be sufficiently motivated to buy
theproductorservice
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Insurance & Communication: Need for
Automation/ICT

Insurance industry sees the gradual introduction of
the advanced communication network
(information and communication technologies
(ICT) to determine the significant ways to achieve
theiragendasand the creative values of business and
transaction (Abi, 2020). They also use information
and communication technologies (ICT) to change
the mode of operation and allowing a significant
enrichment of the range of insurance servicesto end
users. In Nigeria, most of the insurance companies
benefits have been derived from the adoption and
use of information and communication
technologies (ICT) over the years. Thus,
information and communication technologies
(ICT) benefit includes faster means of
communication and timeliness of operation to the
industry. Also, the insurance industry makes use of
information and communication technologies
(ICT) of video conferencing and zoom facilities to
boost their business online interaction with their
stakeholders, client, partnersand associateslocated
outside their organization. Basically, information
and communication technologies (ICT) help the
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industry to strengthen their websites for feedback
and interaction with their stakeholders, clients and
policymakers. Insurance industry also uses their
communication network to easily process their
claimsand maintain policies(Abi, 2020).

WhatIs The Core Of The Message?

Effective communication also helps most of the
insurance companies to achieve their creative
valuesand agendasfor:

1. Better Service Quality in the Insurance
Industry:

Most of the insurance industry makes use of the
effective communication to increase the quality of
services that the customers get from the company
(possibility of price comparisons, every moment
access to the services, faster response time,
transparency, anonymity, speed of claims
management.

2. Improvement of Corporate Performance of
the Insurance Industry:

Also, insurance industry makes use of the effective
communication policy to increase revenue, market
share, productivity, competitive advantage,
increased sales, firm efficiency and profitability,
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better innovation, saving time, decreased
costs/prices and better access to market
information

3. Betterment of the Customer’s Relations
Management (CRM) inthe Insurance Industry:

More so, most of the insurance companies make use
of the effective communication policy to create
betteraccesstonew customersand suppliers, better
marketing methods, better communication,
possibility of price comparison by customers, faster
delivery,improvement of people’s knowledge of the
services, every moment access, retention of old
customers, and increase of customer’s satisfaction
and loyalty, increased transparency and facilitation
of work process, lower cost of new customer
acquisition and old customers retention, and
improvedinsurerservice (Fadun,2013).

4. Decrease of Insurance Costs in the
Insurance Industry:

Most of the insurance industry makes use of the
effective communication policy to influence their
customers to pay lesser premium due to cost cuts
fromtheautomationoftheinsurers’processes.

5. Simplification of the Processes in the
InsuranceIndustry:

Furthermore, application of communication
network helps insurance companies to make
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searching, ordering and receiving services easier for
their customers patronizing their company.

6. Improvement of Corporate Performance in
theInsurance Industry:

Also, application of communication network helps
insurance companies to have efficiency and
profitability, better innovation, saving time,
decreased costs/prices and better access to market
information, and to increased revenue, market
share, productivity, competitive advantage, and also
increased sales of premium product in the market
place.

WhatAre The Vehicles?

1. The insurance industry should continue to
improve their effective communication network to
enhance and create values for an integrated
management that is responsible for all matters
related to their providing after-sales service and
gathering information about customer needs. In my
opinion, in the department of life insurance,
customer relationship is much like the watchesona
ship, watching understanding of consumer needs
and expectations, and transfer to manufacturing,
improving product quality, customer retention,
customer loyalty, responding to customers,
contacting communication and making happy
customers.
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2. The insurance industry should continue to
improve their effective communication to maintain
their current insurance policies. This will make the
company’s effective communication strategy to
become the most important to increase sales of
insurance policies and the sustainable commitment
ofthe customerstotheindustry.

3. The insurance industry should continue to
improve their effective communication network so
astoimprovetheir clients’and investors orientation
on how they can enjoy the underwriting processes,
prevention of financial loss, claim administration,
andmanagement ofrisk policies of the companies.

4. The insurance industry should continue to
improve their communication network soastohelp
the industry identify new customers that would
boost their agendas. This would help to develop
customer satisfactionintheindustry.

OYERINDE MOSES TUNDE, BSC, MSC, MBA,
ACILACA, FCIB, FIMC,CMC

MANAGING DIRECTOR/CEO, NEW SEASON
INSURANCE BROKERSLIMITED
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G TAl Revolution

IN THE NIGERIA INSURANCE INDUSTRY

By Titus Abe

Introduction

There is hardly a day in the last few years that you
wouldn’t see or hear news about digitization, which
has become a buzz word around the world. The
awareness has risen so much that in Nigeria today,
almost every industry is embracing this concept,

including professions that you might think don’t
reallyneedto.

The Nigerian Banks have taken the lead in terms of
digitizationin the financial services industryand are
making us proud, compared to the banking services
inotherpartsoftheworld.



I

CHARTERED INSURANCE INSTITUTE OF NIGERIAJOURNAL | MARCH 2021

‘Y

@ REC

It’s no news that the insurance industry in Nigeria
has not moved as fast as the banks, as well as other
providers of financial services in this space. This
however does not call for any form of panic yet,
because that is the trend the revolution has
consistently followed within the financial services
industry in other parts of the world where it is
thriving.
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It becomes an issue of serious concern for the
insurance practice in Nigeria if the level of
awareness on the need for the industry to embrace
this revolution is not quickly acted upon. There is,
however, a certainty that this revolution is bound to
happen in the insurance industry in Nigeria, even if
the practitioners refuse to embrace it, following the
proverbial saying that “water will always find its
level”!

So, how should the industry approach the Digital
Revolution?

According to Albert Einstein, “Insanity is doing the
same thing over and over and expecting different
results”. Positive Change is born by creative
ingenuity and the same thing is expected of
insuranceindustryin Nigeriato change the narrative
positively;

1) Awareness,awareness,awareness...

2) Redefinetheprocessend-to-end

3) Synergywithrelevantservice providers
4) Collaborationwith platforms

5) Regulatorsinvolvement

1) Awareness,awareness,awareness...

The industry has done a fairly good job of creating
awareness on the need to embrace the revolution
and still ongoing. This reflects clearly on the topics
of discussions in the last three (3) years at the
Insurance Consultative Forum which comprises all
the practitioners, regulators, as well as other stake
holders in the industry. Convention themes,
seminar titles, topics of discussion at the various
industry associations (NIA, NCRIB, ILA, AREAN,
PILA, APPIBON and CIIN induction programs in
the last two (2) years shows that we have seen it
coming.

However, the level of awareness is not deep enough
to motivate majority of us to take decisive actions
and align with the fast approaching revolution. This
awareness has to be translated into an “Industry
Corporate Digital Agenda” known to all
practitioners at all levels whether written or
unwritten.

2) Redefinetheprocessend-to-end
After we migrated from the era of “Copy and Paste”
from the London Market; we moved into a much



26

better era where insurance products are
traditionally developed by a team of seasoned and
time tested insurance professionals and
technocrats and subsequently pushed to the
consumertoswallowthe wayitis.

The world has changed by 180 degrees. Insurance
Companies need to rebuild her products in such a
way that they will seamlessly interact with the
customers’ day-to-day lifestyle. Else, the product
willnotmake sensetothenewdigitalinitiatives.

Amongst other services, the insurance brokers must
be able to give his clients quotation from multiple
insurance companies by the touch of a few buttons
on the system without having to wait for response
fromthe companiesviaemail ortelephonecalls.

The Loss Adjusters too must device means of
adjusting claims in non-traditional and innovative
waystofit-in.

3) Synergywithrelevantserviceproviders
Insurance industry cannot make a success of the
new digital initiatives if she wants to continue to act
solo. The industry as a whole should open-up to
service providers such as large technology
companies, consulting firms, research institutes,
insurTech, startups, individuals (preferably digital
natives).

When these service providers and insurance
technocrats fuse together with the primary purpose
of unleashing the product of their fusion on the
society; it leads to endless possibilities where
customers would not need the law to do insurance
again.Itcomesnaturallyandbecomesaway of life.

4) Collaborationwithplatforms

With good first class customer friendly insurance
products in place, this does still not guarantee
automatic embrace by the society. People will rather
choose to spend time on the social media and big e-
commerce platform rather than the website of an
insuranceinstitution.

Collaborations with such platforms could be a
gateway for customers’ engagement. Care should
however be taken to ensure that the deployment are
seamless and frictionless without creating a
negativeimpressioninthemindsofthe customers.
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5) Regulatorsinvolvement
The entirety of the world of insurance in the country
needs a lot of patience, upward mobile thinking,
strategic analysis and purposeful leadership to get
ustowhereweneedtooccupy.

Research has consistently revealed that
technological innovation thrive mostly on
regulatory blind spots. Regulatory approval may not
necessarilyprecedetechnological innovation.

Where necessary, regulators may need to catch-up
with the operators and not shut them down for want
of documentary approvals. Operators too should be
mindful of complying with various regulatory
guidelineswhereitexitstoguide.

SUMMARY
We are breaking through about hundred (100) years
oflacklusterthinkingand rigid systems.

Could it be, could-it-just-be, that the embracement
ofthe Digital Revolutionbytheinsuranceindustryin
Nigeria possibly be the next biggest opportunity
afterthe GSMboom withinthenextfive (5) years?

Titus Abe, AIIN
CEO, Livingstone Insurance Brokers Limited



CHARTERED INSURANCE INSTITUTE OF NIGERIAJOURNAL | MARCH 2021

™)
LEADWAY

HASsUrance

=51 ]

Smile.
Your Happlness
IS Assured.

o General Insurance eLife Assurance ® Annuity

E ;
T
(T}
2]
2
-3
]
4
5
3
]
]
2
2

www.leadway.com

121253, Funso Willlams Avenue, lponri NN 28/29 Constitution Road, Emall: insureGlsadway.com
G.P.0 Box 6437, Marina Lagos Kachna. Cormect withusore 0 B O O
Tel: (0) 2700 700




28

CHARTERED INSURANCE INSTITUTE OF NIGERIA JOURNAL | MARCH 2021




CHARTERED INSURANCE INSTITUTE OF NIGERIA JOURNAL | MARCH 2021 29

IGGEST

NG
TO INSURANCE

GROWITH IN NIGERIA,
AFRICA GENERALLY

Steve Odjugo

In abid to sustain
the tradition of serving readers
with robust opinions and contemporary
views on insurance, the economy and other
matters of interest, the Editorial Team of the CIIN
Journal engaged the Regional Director (Nigeria)of WAICA
Reinsurance Corporation plc, Mr. Steve Odjugo in this no-
holds -barred interview, anchored by Nonso Okafor. Odjugo
who is one of the foremost insurance professionals in Nigeria and
amentor who has deployed his rich reservoir of knowledge to raise
and mentor numerous up-coming professionals bared his mind on
issues relating to the phenomenal feats
recorded by WAICA Re in the face of several
challenges faced by the organisation and
the insurance industry generally in Africa.
He was, among other things, quick to
finger lack of effective communication |
as one of the biggest challenges which
the industry must square up to,in |
. order to take its deserved front row
among key economicactors in
Nigeria and Africa generally.
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Canwemeetyou?

My name is Steve Odjugo. Currently, I work with
WAICA Reinsurance Corp. Plc as Regional Director
in charge of operationsin the Nigerian market. T also
oversee the development of the Corporation’s oil
and gas business across all our locations on the
Continent. Before joining WAICA Re, I was at
Continental Reinsurance as Regional Director,
Anglophone West Africa and later Group Head,
Technical Trainingand Quality Assurance.

I have put in a little over three decades of
professional insurance practice and had the very
rare opportunity of experiencing the breadth of the
industry having worked in direct insurance
companies, direct insurance broking, reinsurance
broking and reinsurance companies. I am an
Associate Member of the Chartered Insurance
Institute of Nigeria, a former member of the
Institute’s governing council, Member of the
Institute of Directors of Nigeria, and an alumnus of
the Lagos Business School’s Advanced
Management Programme.l have been actively
involved in training of candidates preparing to take
the CIIN professional examinations and been in
demand as a lead resource person at several oil and

gas insurance seminars and conferences across
i i i , .
Africa, United Kingdom,and the UAE

Congratulations on the 10th Anniversary of WAICA
Re. How hasit been, what was the dream behind the
creation of WAICA RE and how have you been able
to emerge as a major stakeholder in the African
Insurancemarketwithinsuchashorttime?

WAICA Re was incorporated in Sierra Leone in 2011.
Itis the successor company to the erstwhile WAICA
Pool. The founding fathers at that time wanted to
establish a reinsurance vehicle to help mitigate the
effects of lack of reinsurance capacity within the
West African insurance markets and reduce the
outflow of premiums into foreign markets. The
founders were also motivated by the strategic vision
to transform the African reinsurance markets and
contribute to its economic growth and
development.

Today, ten years down the line, we have been ranked
as the 7th largest reinsurance company in sub-
Saharan Africa (excluding South Africa) (A.M. Best,
August 05,2020). Also, within this short period, the
Corporation attained an A.M. Best Financial
Strength Rating (FSR) of B+ with a Stable Outlook.
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Presently,we haveasolid footprint onthe Continent
with presence in the major hubs of Tunisia (North),
Kenya (East), Zimbabwe (South), Sierra Leone,
Nigeria, Ghana and Cote d’Ivoire (West). From
these physical locations, we service all our clientsin
more than forty-five countries on the Continentand
beyond.

We have been able to achieve this feat mainly
because we have stayed focused on the vision of our
founding fathers. We are blessed with a visionary
Board of Directors and a dynamic management
teamled bythe Group Managing Director, Mr. Abiola
Ekundayo. Our people have also made significant
contribution to the growth of the company.
Additionally, we have a culture of continuous
innovation and responsiveness to the yearnings of
themarketswe serve.

As one of the four pillars of financial inclusion, how
important do you think insurance is to the nation’s
economicgrowth?

Insurance and pensions are the major suppliers of
long-term capital to any economy. We know that
infrastructure development is essential for
economic growth and development, and there
cannot be economic growth or development
without supply of cheap and long capital. Improved
infrastructure produces abundant benefits for the
economy, environment and social progress,
unlocking growth and generating economic and
social benefits and progress. Infrastructure projects
are also a source of major employment. There is
usually a direct relationship between the
penetration of insurance or the availability and
supply of long money or capital and economic
development. I will give you two examples close to
home.

First, Sandton is a popular Business District in
Johannesburg. The whole of Sandton is a piece of
premium real estate with hotels, luxury apartments
and shopping malls. The development of Sandton
was funded by one of the top insurance companies
in South Africa. You can imagine the contribution of
Sandtontothe GDP of South Africa.

Secondly, one of the premium hotels in Abuja is
Transcorp Hilton Hotel. This was initially owned by
NICON Insurance. That hotel contributes to the
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GDP of Abuja City and invariably to the GDP of the
economy of Nigeria.

So, you see that when insurance works as it should,
theeconomywould ultimatelybenefit.

From the benefit of Insight, would you identify
communication as part of challenges militating
against the growth of insurance and how do you
think communication can be leveraged upon to
deepeninsurance penetrationin Nigeria?

Communicationis probably the biggest challenge of
insurance growth not just in Nigeria but across the
region because there are still many people that have
never heard about insurance or heard very little
aboutit. The good book says, “for lack of knowledge
my people suffer.” Sadly, alot of theinformationthat
get passed on has been negative, leaving many with
negative impression about insurance. Again, it is
said that until the Lion tells his story, the tale of
hunting will always favor the hunter. Therefore, to
address the challenge, the insurance industry needs
to collaborate with communication experts to craft
messages that will answer the numerous questions
people have and, also attract them to become
policyholders. An important issue that the
communication needs to address is to demystify
insurance and provide evidence that people with
claims have been settled and paid. This will help
rebuild trustamongthe public.

It is also important that while we are sending out
verbal or written communications through the
different media available to us today, we need to pay
attention to the non-verbal aspect of
communication. As we all know, action speaks
louder than words. So, we must consciously send
out the right communication about insurance
through our everyday actions as we interface with
our public. This will have a stronger impact on them
as we cannot be a people who say one thing and do
theexactopposite.

What other actions do you think that the insurance
sector needs to do to deepen insurance penetration
and contributemoretothenation’s GDP?

On this point, I would love to commend the
National Insurance Commission for various
initiatives that they have taken to deepen insurance



penetration. However, there is so much more to be
done by reinforcing the current initiatives and
bringingoutnewones.

In my opinion we should concentrate effort on two
essentials.

Firstly, it seems that we have not done a very good
job of understanding our customer needs. So, the
question that comes to my mind is who are our
customersandwhataretheirneeds?

Secondly, when we have identified our customers
and we understand theirneeds, we can then develop
products that meet those needs. We must ensure
that we adopt innovative distribution approaches
with effective reach to meet the customer where
theyareorattheirconvenience.

Furthermore, we must invest in effective technology
infrastructures to aid the distribution of our
products. We should find ways to make insurance
‘sweet and appealing’ to both existing and potential
customersbybeingtrueto our promises.

Onmne key action that needs to come from the
insurance sector is contribution to the social
challengeswearefacing probablythrough collective
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support to the education and healthcare sectors
using the Corporate Social Responsibility model.
From the society we seek to enjoy increased
acceptance of insurance, we must be seen to be
addingourownbit.

Firstly, let me rearrange the beneficiaries in your
question. I'would say people, being customers first
then the companies and finally Government. In my
opinionwhen our customers benefit, the businesses
will benefit,and Government will be happy. Now by
way of Government legislation and enforcement,
we should tread softly. It is important that our
customers demand is not only legislation driven but
also demand driven. Yes, I agree that legislation can
help a great deal. It is helping the Pension industry
butalso thatislimited to the formal sector as thereis
very little penetration in the informal sector. There
are compulsory Insurances that are legislation
driven but the Industry has not enjoyed full benefits
of that. In my opinion, in addition to the legislation
which may be used to jumpstart patronage we must
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evolve to demand driven patronage. We all stand to
gainfromthat.

Governments at all levels must lead the way by
buying insurance products to protect their own
risks. When Governments risks are insured their
claims are paid when they suffer losses, this would
send a compelling message to all that insurance
works.

Additionally, NAICOM, through extant legislations
have been empowered by Government to see to the
implementation and enforcement of their
provisionsforthebenefitofall.

What has WAICA Re as an organization done to
boostinsuranceawarenessin Nigeriaand Africa?

As a reinsurance company, WAICA Re has over the
years stood by our partners as they strive to make
insurance relevant to the insuring public. No doubt,
one of the major ways of creating insurance
awarenessis through the prompt settlement of valid
claims. In this regard, WAICA Re stands tall on the
Continent.

We have actively supported various initiatives
aimed at boosting insurance awareness in the
different marketsweserve.

What is your opinion on the recapitalization
exercise beingchampioned by NAICOM?

Let me begin by commending NAICOM for the
various initiatives they are putting in place to
develop the industry. No doubt, recapitalization of
insurance companies would do a lot to strengthen
the industry and thereby increase the confidence of
both existing and potential buyers of insurance
products. T hope that the exercise would be pursued
in a manner that all stakeholders (Regulator,
investors, operators, and policyholders) would win
attheend.

What are your thoughts on the consolidated
insurance billand how do you think it would impact
theinsurancebusinessin Nigeriaifpassedintolaw?

Wehopetoseetheamendmentbill passed toreduce
the current gap both in terms of capital and capacity
to handle emerging risks arising from climate
change, cybercrime, and technology. We need more
financially stronginsurers to bear therisksrelated to
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these and expect regulation to improve accordingly.
I am also of the view that the passage of the Bill into
law and its faithful implementation would birth a
new dawn fortheinsuranceindustryin Nigeria.

Do you think that the outbreak of the Covid-19
Pandemic took a lot from the insurance industry or
hasitopened upmoreopportunitiesforthesector?

Ithasbeenamixedbag, butitdepends onwhichside
the insurance industry wants to focus on. I think we
should focus more on the opportunities and create
new productsand distribution channelsthat suitthe
new normal season we are living in. We saw some
initiatives by insurers to support policyholders and
they are asking for them to continue. So, if these will
increase insurance penetration and market size, we
shouldhave some deepthoughtsabout them.

Overall, I believe the pandemic has benefitted the
insurance business. Let me explain. Operationallyit
hasbeenatoughtime,ithasnegativelyimpacted the
business, we were locked down, sales were
impacted, operations were also impacted. However
psychologicallyithasbeen to our benefitbecausein
these trying times, we were able to offer some
financial support, albeit not total, to our clients who
have suffered in these difficult times, from this we
hope that the reality that has come to the customers
that anything can happen will help them see
insurance as solutions for the unplanned risks. The
pandemic is a sad thing, the loss of life is enormous
but also arisk that insurers can mitigate against and
solvetosome extent thatmustbeidentified.

Recently, your organization made a significant
donation to the Institute in the form of Hardware in
celebrating its 10th anniversary. What was the
motive behind the donation and are there plans for
future collaborationswith the Institute?

Our 10th year anniversary is a very significant
milestone in the life of the Company. As we
contemplated on how best to celebrate this
achievement, we came to the conclusion that we
must recoghize our own community that had made
it possible for us to thrive in these past years. You
know that as areinsurance company, we do not deal
directly with the public, rather, our partners are the
insurance companies, reinsurance brokers and
regulators. So, our desire was to give back to the
industry.
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We have already implemented various CSR
initiatives at all our different physical locations
around the Continent. We are so delighted that we
were on hand to meet the pressing demands of the
Institute for the upgrade of their office equipment
and as our GMD mentioned in his speech during the
formal presentation of those items, this would
definitely not be the last of our collaboration with
the Institute.

The Chartered Insurance Institute of Nigeria
remains the bedrock of professionalism, not onlyfor
the insurance industry but also for Nigeria,
considering that it is the foremost professional
body. So, we should always seek to remain ahead
both in terms of ethics and knowledge. Importantly,
the curricula should be improved as often as

possible to enable members get necessary
knowledge and insights to remain relevant in this
fast-changing business environment. When
individual members are considered valuableintheir
respective positions, the place of the Institute will be
dulyacknowledged.

I think Nigerians believe in insurance and actually
practice it but are yet to come into the formal
insurance sector. Every time you help someone
without insurance that has been in an accident, you
are his/her insurer and every time you run to your
relative or friend, you have made that person your
insurer. Let the formal insurance industry bear your
burden.

We need to send the message outloud and clear that
avalidand adequateinsurancegives peace of mind.
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COMMUNICATIDON For a more than 5.3 trillion dollars

TQID CUSTQ[DM ERS industry worldwide (by gross premium
INTHE AFRICAN income in 2018), insurance in Africa and

INSU R A NCE Nigeria, in particular, contribute little to
no significance to that figure. The reason
INDUSTRY is not far-fetched, as insurance

By Kelvin Uveki and Samuel Banmeke penetration remains low across Africa.
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Complete Message: Communication is the
base for decision making. If the information is
incomplete,itmaylead towrongdecisions.
Precise Message: The message sent must be
short and concise to facilitate straightforward
interpretationand take the desired steps.
Reliability: The sender must be sure from his
end that whatever he is conveying is right by his
knowledge. Even the receiver must have trustin
thesenderand canrely onthemessage sent.

Sender’s Courtesy: The message so drafted
must reflect the sender’s courtesy, humbleness
andrespecttowardsthereceiver.

Information communicated has to take into
consideration the above in totality. A clear message
must be sent, it must also be correct, complete,
precise and reliable while taking cognisance of the
recipient’s socio-cultural and demographic
background.

Insurance industry participants from Underwriters,
Reinsurers, Brokers, Agents, InsureTechs,
Aggregators make use of several communication
channels but there are notable challenges faced,
whichincludebutnotlimitedto;

lack ofacohesive communications strategy.
lack of automation in cross-platform
communications processes.

archaic and disparate communication
technologiesand platforms.

failure to sustain consistent branding in
communications and unstructured
communications management.
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and opportunity to capture this market segment.
Other mainstream brands do this, including US
Insurance giant GEICO; having an in-house social
media manager, content creator, army of social
media brand loyalists can be just that difference,
millennials and Gen Z’slove brands that are socially
conscious and in tune with the time. However, care
hastobetaken,soasnottotarnishthebrandimage.

An important step that can be taken is creating
sections of websites or other online platforms for
FAQs and "All you can ask enquiry” space, which
would enable technology savvy customers to have
easy access and know more about your products,
brand and Insurance in general. These questions
should be data-driven, applying modern data

o
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analytics technology to know the prospects and
product better, anticipating their every question,
evenmorethanwhatisrequired byregulators.

Furthermore, new digitally enabled players need to
reinvent protection for low-income emerging
customers because the future of insurance for the
emerging customers in Africa and beyond,
undoubtedly depends on leveraging new
communication and distribution channels,
including mobile devices without internet access. A
good example is AXA Egypt that offers customers
accessto telephone consultations with doctors, and
MicroEnsure in East Africa. Enormous
opportunities exist to leverage valuable customer
contacts, making the unseen hand of insurance
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more real and ultimately enhancing formal and
effective safety nets for millions of individuals in
Africa.

It is also noteworthy that Insurers have been
sluggish in tailoring their products and services to
the local realities of Africa. They have created their
African operations along the same lines as those in
developed countries, distributed through costly
systems of brokers and agents that only reach the
urban elite, while 90% of the African population
have little access to insurance. Customer input in
product creation is necessary at every stage of the
product development cycle. Constant interaction
with insureds and prospects on what they desireina
policy, their experience with local industries from
banking, local institutions, and others can be added
totheproduct.

Considering the fact that some of these prospects
are not connected to the internet, 58%-60% of
Nigeriansdonothaveaccesstotheinternetand only
33% of Africans are connected online, a
communication strategy needs to be effectively
developed for this segment; literacy is an important
factorhere.

Moreover, collaboration with trusted institutions
such as religious bodies, community leaders and
associations, thrift societies (Ajo and Esusu) can be
an effective strategy. Borrowing communication
tactics of the consumer retail industry from
marketing to distribution, promotional campaigns
and simplicity of wordings would be a plus in the
insurance industry. The consumer retail industry
saw massive growth in the African continent over
the last two decades, and in Nigeria accounting for
about16%o0f GDPin2013.

Also, another communication issue that must be
addressed is the complexities of contract and
contract wordings in Insurance. The way the policy
documentiswritten,individualsincludingsometop
professionals may find it difficult to read and
understand. In the elements of effective
communication clear, correct,complete and precise
messages must be communicated. The receiver
should be able to interpret the message easily while
the message still retains all essential elements that
communicate the correct and intended

41

information.

There should be an industry-wide, if possible,
transcontinental concerted effort to simplify
insurance policywordings. Informing clients what s
and what is not covered in the simplest of words as
possible, and everyday word translation while
striving to maintain the integrity of the policy under
contract law. This is not an easy task as insurance
policy construction is crafted on centuries of tested
case law precedents and other pertinent legislation
acrossnational boundaries, butitisdoable.

Creating infrastructures that give customers
options on how to reach preferred providers and
other industry players. Whether it be simple phone
calls, over the internet, physical meetings,
institutional collaboration, among others are much
needed. Applying a more targeted communication
strategy is known to yield better results, such
changes may be costly upfront but the benefit
mostly outweighs such cost.

Insurance industry participants must find a way to
match their communication strategies to these
changing customers with some proposed strategy
frameworkhighlightedhereand more.

Relevant Links:
https://www.statista.com/statistics/273156/gross-premiums-generated-by-
the-insurance-industry-worldwide-since-
2006/#:~:text=industry%20%E2%80%93%20additional %20information-
,The%20ovalue%200f%20gross%20premiums%20generated%20by%20the%
20insurance%2oindustry,trillion%20U.S.%20dollars%20in%202018.&text=
The%2ovalue%200f%20both%20life,global%20market%20share%20in%20
2018.

https://www.statista.com/statistics/727403/insurance-penetration-in-sub-
saharan-africa-by-country/

https:/www.helpguide.org/articles/relationships-communication/effective-
communication.htm

https://[www.premiumtimesng.com/news/top-news/424547-58-of-nigerians-
unable-to-access-internet-survey.html

https://weetracker.com/2020/01/31/africa-nigeria-internet-population-2019/

https://www.mckinsey.com/business-functions/marketing-and-sales/our-
insights/africas-growing-giant-nigerias-new-retail-economy

https://theinvestorsbook.com/effective-communication.html
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TIPS ON
NEXUS BETWEEN

COMMCNICATION

& INSURANCE

By Olubusola Makinde

Insuranceisanarrangement bywhich a Companyor
the state undertakes to provide a guarantee of
compensation for specified loss, damage, illness, or
death in return for payment of a specified premium.
Insurance provides protection against any possible
eventuality.

Insurance is a means of protection from financial
loss. Itis a form of risk management, primarily used

tohedge against therisk of a contingent or uncertain
loss. An entitywhich providesinsuranceisknownas
an insurer, insurance company, insurance carrier or
underwriter.

Why is communication seen as a missing link in
insurance?
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A Communication is key to keeping the
potential clients enlightened about the

existence, purpose and need for

insurance. It is through communication
that risks can be identified and services can be
rendered.

Omission to communicate is to close
doors to growth in the insurance sector.
Without the creation of awareness

through diverse means, the level of
penetration of our products and services will be
poor.

Market analysis and surveys show that
there are so many untapped audiences
that are yet to even know about
insurance and how it works. This gap
has to be closed for any meaningful

outreaches.

Modernization has opened various
technological avenues toreach out and
spread the information on the
importance of Insurancetothepeople.
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Training and human development is one of

the most effective ways of communicating

I to disseminate knowledge of diverse
productstosuitvaryingrisksand needs.

Information about the market, needs,
products and services can only be derived
through effective research and
communication.

Opportunities in other sectors relating to
services that could be offered through
insurance could be attained through
effective communication.

Negotiations are appropriately and
adequately done through effective

communication.

OlubusolaMakinde
BscInsurance, MSc Management, FIIN

Understanding the marketneeds will hel
proper communication on tailored
servicestosuittheseneeds.

Niche marketing can only be an offshoot
of effective communication to know
where to concentrate service deliveryand
productdevelopment.

Innovation can be best achieved fron
effective and productive communication.

A Catastrophicrisksneed tobe adequately \ <

assessed and communicated to

underwriters as well as reinsurances

should losses occur fortuitously hereby

causing huge losses that have not been
well prepared for.

Adequate market analysis that will help
to deepen market penetration can be
arrived at through appropriate and
adequate communication.
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By Lugman O. Adaranijo

Abstract

Creatingvaluein theinsurance industryis one of the
most effective but rigorous and often neglected
activities of anyinsurance company. Itrequires well-
coordinated and constructed strategy and selected
marketing communication tools. This article
explores the literature on value creation and how it
can be achieved through coordinated
communication strategy for improved service
deliveryin the insurance industry. The study adopts
content analysis of secondary data extracted from
available literature on the subject matter. The study
establishes that value creation through strategic
communication is a crucial aspect of corporate
activity, more importantly for insurance companies
operating in a very highly competitive market.
Growing and sustaining customer value translates
into increase in insurance company’s value for its
shareholders and the market brand of the
organisation. Thevalue of aninsurerisinfluenced by
customer (policyholder) value and customer
loyalty, determined by the customer level of
satisfaction with the skillful and experienced
personnel, effective management and maintaining
of relationship with the customer improving the

\ -ANCEI?'HJTE- oo

positioninthe segment ofthe insurance marketwith
increasing value. The study recommends that
insurance companies need to be creative and look
for options that will encourage the minimisation of
transaction and service cost in order for the
company to be more cost-effective, efficient and
have competitive advantage over the competitorsin
the industry and value for all the stakeholders.
Insurance companies should relinquish time-
wasting manual customer communication
processes for example premium payment
notificationsand policy-packets.

Keywords: Value, Insurance, market,
communication, management.

Introduction

The most effective but rigorous activity of any
insurance company, in an attempt to bring the
insurance product and services to the market and
potential customers, depends on a well-
coordinated and constructed communication
strategy and selected marketing communication
tools(Pohoretska&Oborenko2020).All
organisations, conglomerate, large, medium or
small, commercial, industrial, government,
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educational and NGOs, need to communicate with
various stakeholders both within and outside the
organisation. The communication maybe to get
goods and services across to the customers,
undertake their business and commercial activities,
or to cooperate with other organisations to secure
and enhance suitable distribution of theirgoods and
services (Jamieson &Fill2011).

Over time, and particularly during the last decade or
two, an ever-increasing share of GDP has reflected
the value of ideas more than material substance or
manual labour input (Kalafut & Low, 2001).
According to Schultz (2009), as customers’ lives
change, given the advances in technology itself,
availability and accessibility of Internet with ease,
mobility and efficiency, these affect the modes and
strategies of communications practices. Customers
not only want a product, goods or service at a fair
price, but also want good interpersonal
relationship, especially when it comes to financial
services such as insurance (Jakada, 2006). Loyalty
is guaranteed not only from satisfaction, but also by
continuously exceeding customers’ expectations.
Inotherwords, the satisfaction of customersandthe
ability to pay attention to the customer whose
expectations are known through the process of
communication are the key ingredient of retaining
customersand sustainingthe growth of the firm.
Experience has shown that the best way to provide
effective and efficient customer service is not
through rigorous approach in competing for market
share, this is no longer sufficient to create and
deliver policies in line with standard rules to elicit a
favourable demandresponse, buttodirectattention
on improving customers service satisfaction and
consequently get all customer faithful (Coviello,
2013).

In contemporary business environment, it is not
possible for insurance companies to offer quality
insurance service and have competitive advantage
in the industry without using the latest technologies
and developments to promote its mutual
engagement with potential customers. In 2020,
Nigeria had 99.05 million internet users (Statista
2021). The Internet asachannel of communication,
promotion and implementation of services is
unarguably one of the most effective channels; it
makes it feasible to remotely communicate with the
insurance company and the Insured, while bringing
down costs and inherently saving time. The
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contemporary consumer is becoming very
demanding. To meet up with the desired level of
customer service delivery and satisfaction, an
insurance company may adopt several ways, to
engage with the customers through resourceful and
result oriented means of communication, which
may ultimatelylead to efficientand quality service to
thepolicyholder (Pohoretska & Oborenko2020).
Insurance companies being an important player in
the financial service industry, trying to determine
the borderline of their competitive area, must take
the following factors into cognizance, the large size
of competitors and other insurance companies and
banks. In situation like these, creation of the
competitive edge is considered a very challenging
assignment (Scott, 2015).

In insurance industry, the companies must not only
pay attention to diverse areas from better financial
services and risk-pool management but also create
innovative, growth-centered product and
customers satisfaction services that can enhance
and sustain the loyalty of existing policyholders and
attractnew customers. The adoption of information
and communication technology in the insurance
industry has become indispensable, taking into
account the need for timely insurance operation,
faster administration of policyholder claims and
companies liabilities (Madani & Bazini 2013). In
order to facilitate sustainable growth-oriented
development and tap into these current
opportunities, innovation and collaboration will be
crucial. This paper addresses the relevance of value
creation using communication in insurance
industry. The subsequent subsections dwell on
conceptual review

Conceptual Review:

Insurance

Insurance has been defined and explained by
different authorities and professionals, for some,
they see it as a social device, some as a contract,
someasaninstitution etc.

Traditional view of insurance opines that insurance
is a major device of transferring risk,
indemnification and intermediation (Cummins
&Verand, 2007; Lester, 2009; Outreville, 2015;
UNCTAD, 2007). Oteh and Nduka (2016) describe
insurance as a plan for protection against economic
losses, in which large numbers of people agree to



make regular payments (premium) to an insurance
companyin exchange for an assurance that they will
be reimbursed for (insured) losses they may suffer
from suchriskandhazardsasfire, theft,accidentand
death.(Das, Davies and Richard 2003) define
insurance as one of the most important of all risk
management measures which shifts the riskand the
attendant financial blow that exists when the
eventual risk or loss occurs to an insurance
organisation. Insurance is often defined as the act of
pooling funds from many insured (individual and
organisations) in order to pay for relatively
uncommon but severely devastating losses which
can occur to these insureds (Omoke, 2012). The
insureds are therefore protected from risk for a fee,
with the fee being commensurate and dependent
upon the frequency and severity of the event
occurring (Omoke, 2012) therefore, insurance is a
commercial and business enterprise and an
important part of the financial servicesindustry.

Adebisi (2006) opines that insurance is an integral
part of economic and social device for the handling
of risks of life, event and property. It is social in
nature because it typifies the cooperation of various
individuals and organisations for mutual benefits by
coming together to reduce the consequence of
homogenousrisks.

Hence, insurance is designed to offer protection for
the economic and financial wellbeing of an
individual, organisation or other entity in case of
untoward and unexpected economic loss.
Accordingly, some forms of insurance policies are
compulsory, required by law; while others are
optional, agreeing to the terms of an insurance
policy creates a valid commercial contract between
theinsurerand theinsured. Thus,insuranceactsasa
promise of an indemnity or compensation in the
case of loss, paid to the insured or the legal
representative, people or company so concerned
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about hazards they have prepayments to an
insurance company (Ajayi,2007).

The importance of insurance, like most other
financial organisations such as banking and the
stock market, is very important for the sustainable
economicgrowth ofany country. Theriskisinherent
ineveryhuman endeavour rangingfromsociallife to
economic activities (Din, Angappan, & Baker, 2017).
In absence of risk transfer mechanism like
insurance, the stock market and the banks, the
volume of such economic activities would be
significantly reduced, therefore, it will result in an
economicloss (Ward &Zurbruegg, 2000).

Communication

Communication touches every aspect of human
activity (Udegbe, Ogundipe, Ganiyat, & Rashdidat
2012).This present era is the era of massive human
development and achievements. The old order has
given way to the new order, and the agrarian and
primitive society has been transformed into a
modern industrial society. The progression of
industrialization has been so fast that it may
generally be described as a revolution. The
emergence of Internet and the World Wide Web
have equally and significantly changed the
paradigm. The old prediction of the ‘global village’
by McLuhan in the early 1960s has indeed become a
reality now and staring us in the face. This was the
idea that the new communication technologies will
allow people to become increasingly influential in
oneanother’slivesand activities (Wahlstrom,1992).
Communication has been widely accepted by
scholars, academics and professionals as the
mainstay of any organization, it is needed for the
exchange of information, exchanging opinions,
making proposals, reaching agreement, executing
decisions, making plans, sending and fulfilling
orders, conducting sales and providing services
(Blalock, 2005; Alyssa, 2006; Kotler, 2006). When
communication ceases in an organization, the
activity in such an organisation stops to exist, and
individual uncoordinated activities return in an
organization. Hence, communication in an
organization is as important as blood is to human
existence. According to (Kotler, 2006),
communication can be described as the means by
which organisations attempt to persuade, inform,
educate and remind customers - directly or
indirectly - about the products, services and brands
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that they offer for sale. Invariably, communication
can be said to be the “voice” of the brand, itis also a
means by which an organisation can establish a
discourse and build relationships with customers.
(Martin, Guatelli-Steinberg, Sciulli, and Walker
2008) assert that consumers today value
information. We live in the information age and era,
the savvy, faithful customer is one that has
information about the products and services being
offered. Communication is one of the factors that
affect customer satisfaction and service quality
(Clark, 1992; Morgan & Hunt, 1994).
Communication is described as a process which
involves giving and receiving information between
two or more people or organizations (Gudykunst,
2004). Communication can either be external or
internal, internal communication is passing
information within an organization’s management
and stakeholders (Welch& Jackson 2007), whereas
external communication refers to information
passed to audiences outside the organization
(Saunders, 1999). Saunders further asserts that
external communicationsincludeinteralia;adverts,
news or press releases, newsletters, magazines,
brochuresand annual reports etc. In essence, Alyssa
(2006), put succinctly that the ability to
communicate, and communicate well is one of the
essential factors in business success. You could be
an excellent underwriter or marketer, but if you are
unable to promote your products and communicate
effectively with policyholders, colleagues and other
stakeholders, your potential to excel is limited.
Communication is essential in the following areas
among others: pitching potential policyholders;
clients meeting; customer (insured) service; face-
to-face networking; and marketing of old and new
products.

Value

Many management experts have studied the
concept of values, its significance and the role they
play in the life of an organization (Brytting &
Trollestad, 2000). For value to exist it must be
recognised as such by the recipient. The concept of
value of things should be taken further and
emphasise the value derived from activities,
products, policies, services and practices of a firm.
(Haksever, Chaganti and Cook 2004). Plato made a
distinction between the “value in use” and “value in
exchange” (Sewall, 1901), there is difference
between “valueinuse” and “value in exchange: “The
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things which have the greatest value in use have
frequently little or no value in exchange; and on the
contrary, those which have the greatest value in
exchange have frequently no value in use” (Smith
1937).(Porter 1985) describes value as “what buyers
are willing to pay” and add that superior value is
when a company offers lower prices than
competitors for similar benefits or when it offers
unparalled benefits that more than offset a
comparatively high price. How value is viewed is by
customers of the firm, investors, and employees of
the organisation, suppliers and other stakeholders
(IFAC 2000). Finally, (Baier, &Rescher 1969) opine
inabroaderview, suitable for this paper. They define
Value as the capacity of a good, product, service, or
activity to satisfy a need or provide a benefit to a
person, a group of persons, an organization or legal
entity. This definition includes any type of goods,
product, service, or activity that satisfies a need or
offersabenefit, whichmaybereal orintangible, such
as those that contribute in no small measure to the
quality of life enjoyed, knowledge, status, prestige,
safety, physical and pecuniary security, as well as
offering shelter, transportation, earnings, etc.
(Haksever; Chaganti & Cook2004).

AnOverview of Insurance Industry

Nigerian Insurance Market comprises of the buyers
of insurance services (individuals, government,
large corporate organisations etc.) and the sellers
(Insurance and Reinsurance companies), with the
intermediaries (agents, Consultants and brokers)
who bring the sellers and buyers together. However,
there are other stakeholders such as the regulator
(National Insurance Commission 2018),
representative of professional bodies or
organizationsintheindustry.

The Nigeria insurance industry consists of 57
registered insurance companies. 14 of them
underwrite life insurance business while 43
underwrite non-life insurance business and 2
reinsurance companies. The reinsurance
companies provide technical support and capacity
fortheinsurance companies (BusinessDay2020).

The Nigerian Insurance market ranks 72nd in the
world, according to AXCO Marketing Ranking,
considering the industry gross premium income for
2017, up two points from 74th in the previous period
(NAICOM 2018). The Insurance market grew at
about 14.46 percent in 2018, with a gross premium



income of about N426 billion as against N372 billion
madein2017.

Industryassetsize continued itsrobustgrowth since
2014 (from about N828billion) to peak at about N1.3
trillion in 2018, a s4percent growth. The industry
total assets grew at 13percent to N1.3 trillion in 2018
from a N1.1 trillion in 2017. The sector recorded a
gross claim of N2g2billion in 2018, a 35.3% growth
rate on the 2017 gross claims of N186billion a 28%
growth on 2016 amount. The industry has a robust
capacity and potential for increasing rapid growth.
The industry remains one of the fastest growing
sectors of the economy and has been very strong
evenduringtherecenteconomicrecession.

However, a major factor for the relatively slow real
Gross Written Premium growth has been the low
insurance penetration in retail lines (Adaranijo,
2019). Low retail penetration is partly due to low
level of public awareness and trust in insurance
business, which are consequences of low
communication strategy, also the lack of strong
financial literacy of Nigerians. Also, the extremely
low level of economic growth in recent years has
equally impacted negatively, the demand for
insurance and the value of insurable properties
across anumber of insurance businesslines. (Best’s
Market SegmentReport2020).

Value CreationinInsuranceindustry

Value creation is essential for the sustainability
sustainable competitive (Dora2015). Value creation
has always been the primary aim of any business
enterprise. Creating value for shareholders, by way
of increase in share price, guarantees the future
availability of investment capital to fund the
business, while creating value for customers imply
making goods and providing services that
customersfind consistentlyuseful and appreciated.
In this contemporary economy, such value creation
is typically based on service, product and creative
process and innovation and on adequately
understanding unique customer needs with ever-
increasing speed and exactness, this ensures the
sales of products and services. (Day, 1990) views the
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issues in analyzing customer value and suggests that
itcanbeexpressedina“value equation”:

“Customer’s Perceived Benefits-Customer’s Perceived
Costs=Perceived Customer Value.”

Value is also necessary to be created for the
employees to be motivated. Value for employees
includes but notlimited to treating respectfully with
dignity and being involved in making decision for
the company, excellent compensation
opportunities; and continued skill acquisition,
training and development (O’Malley 1998). In
financial view, value can be said to be created when a
business enterprise earns income in excess of
expenses. Value creation is increasingly being
recognized as a better management goal than strict
financial measures of performance. Value creation
hasbeendescribed by (Lepak, Smith & Taylor 2007)
as a dynamic process of creating a good or service
that is worthy to subjectively would be recognised
and appreciated by the consumer based on the
consumer criteriaof value.

Traditionally, market imperfections, for example,
transaction costs and asymmetric information, have
beenadduced asthe majorreason forhavingbrokers
in the financial services industry especially in
insurance industry (Allen &San-tomero, 2001).
However, in the last few decades, new
developments such as the introduction of
Information and Communication Technology
(ICT) by the insurance companies have not only
reduced the cost of information remarkablybut also
lowered transaction costs, and leveled the playing
field for asymmetric information. The valuable
information can assist the insurers to resolve some
ofthe problems of asymmetricinformation (Levine,
2005), such as adverse selection against the insurer
and moral hazard. With adequate and sufficient
information, this also affords the insurance
companies to price their policies more
competitivelyand fairly (Wambach, 2000).

Real value creation and sustainable growth and
profitability take place when insurance company
develops acontinuousflow of products and services
that offer unique and tailor-made with compelling
benefits to stratified set of customers. Hence, for a
particular insurance company to maintain industry
leadership, such a company must establish a
sustainable process of value creation in the industry
(Shamah,2013).
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Consumption values can be said to be subjective
beliefsabout pleasingwaystoattain personal values.
Personal values can be achieved through activities,
such as economic exchange, possession, social
interaction and consumption (Sweeney &Soutar,
2001). People mayhaveideas and preferences about
various actions that can help them achieve personal
values. Therefore, relative to personal values,
consumption values are instrumental in nature
which canbe aided by the insurance companies. For
instance, owning a magnificent mansion and
acquiring aluxurious state of the art car are for some
people desirable ways of achieving self-fulfillment
and this can be facilitated and value created by
appropriate insurance policy. Taking holiday trips
are favourable activities which lead to personal fun
and enjoyment with tailored made relevant
insurance policy. However, policyholders may hold
several personal values by which they evaluate
insuranceactivities.

Lai (1994) maintained that consumers may obtain
satisfaction in a holistic manner standingin relation
to consumption activities and the constellation of
products and services in use. Therefore, the
consumption values of these types of activities or
possessions are sophisticated and do not simply
satisfy one single personal value (Sheth, Bruce,
Newmanand Barbara1991)

Productsareviewed by the consumersasabundle of
benefits, not necessarily attributes (Peter &Olson
1990). In this case, “customers are less interested in
the technical features of a product or service than in
whatbenefits theyderive frombuyingthe product or
service.” (Hooley &Saunders 1993). Ina competitive
insurance market, in addition to the basic benefits,
products usuallyhave many otheruniqueattributes,
such as features, styles, symbolism and related
services. By designing insurance products with
combinations of these attributes and features,
underwriters try to attract policyholders with
particular consumption values relevant to the
product.

TheRole of Communicationin Value Creation

In insurance contract, customer experience is
related directly to the way the insurance company
communicates with their customers and this
depends, in particular, on the different types of
documents. This is an industry that solely depends
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on documents for example policy document.
Getting customer communications correct and
appropriate is amajor problem facing all industries,
however, if the communication isright and succeed,
it is huge value to the organisation. Meanwhile,
communication that improves customer
satisfaction and retention is obviously of immense
value to the insurance company. According to
Prahalad and Ramaswamy (2004) in Johansen and
Andersen, (2012) “the interaction and
communication between the firm (insurer) and the
consumer (insured) is becoming the locus of value
andvalueextraction.”

However, Hamrefors (2010) states that:

“As society is turning into a market of value
networks, communication functions can no
longer stay in their restricted domains and
only deal with traditional communication
issues. Theystill of course, mustbeproficient
with the tools of the trade, but must also
develop so that they can take responsibility
for building the communicative abilities of
their organisations.” (Hamrefors 2010)

Nowadays communications tools comprise of
personal selling, web sites, smartphone
applications, social networks, blogs and micro
blogs, advertising on smartphones, tablets,
computer system, and satellite television to the
versatile Internet and they are available to insureds
and potential policyholder. In contemporary
financial system, policyholders in the digital age
appreciate immediate digital access to information
on all their insurance policy, they are expecting and
looking forward to the insurance company directly
for this access, rather than experiencing potential
delays and the complexity of going through any
intermediary with every information request.
Consequence of this is the success in the future
which will go to insurance companies and other
stakeholders who work together to deliver the
relevant and timely information and
communications that policyholders undoubtedly
want and now increasingly demanded which will
create more value to the company and enhance its
competitive advantage. The key resource for future
insurance business communication, since most
businesses success depends increasingly on the
organisation’s effective communication. A greater
part of product differentiation and value creation
takes place through communication by means of



interactions, documents, images, conceptions,
stories,and experiences (Malmelin2007).

The appreciation of the mechanisms of human
perception as a basic competence of a
communicator enhances the understanding of the
¥ purpose of communication with the policyholders.
B T purpose of communication with the insured is
~ toestablish and develop the communicative ability
~ of the whole organisation rather than to deal only
"~ with traditional communication activities. This
strengthens the conceptual foundation of the
organisation and stimulates a variety of activities
that will create value for the customers and the
organization as awhole (Hamrefors 2010). The new
requirement for companies wishing to engage in the
practice of stakeholders especially in the case of the
policyholder value creation, include: dialogue,
communication, access, transparency and
understanding of risk-benefits. Dialogue,
communication and interaction are central in this
circumstance (Johansen &Andersen,2012).

Walters, Halliday and Glaser (2002) allude to anew
business model that is becoming prominent, in
which an organisation’s competitive advantage is
based upon managing processes that help to bring
aboutresponsesto “market” change and where new
capabilities are based upon developing unique
relationships with partners. This can be in the form
of relationship management through
communication, knowledge management and
technology management are three areas that,
together with the current view of business
organisations, are process management oriented,
rather than organised around traditional functions
ofthebusiness organisation,in the breakingdown of
barriers between functions. From this perspective,
communication can influence the positioning and
strategy of the company by identifying, developing
and maintaining relationships which ensure that
amongst others, product serv1ce objectives and

customer expectations are met and value is created.
This also increases the depth of relationship
marketing into one in which a wide range of
processes can be organised (Walters, Halliday &
Glaser,2002).

However, operational inadequacies resulting from
poor processes, people and systems or from
external environmentdirectlyimpact policyholders
and business partners’ satisfaction as well as the
ability of the insurance company to be compliant
with government regulations. With the ever-
increasing sizeable volume of data from social
mediaand mobile devices,communication canhelp
insurers gain a deeper understanding of their
customers and their expectations and emerging
risks while the regulators are addressing customers’
data protection rights by strengthening regulations
in line with emerging challenges. It facilitates
targeted, personalised and multi-channel
communication creation and delivery to customers
on demand and in an interactive mode which
enhances utmost satisfaction for the policyholders
attheirconvenience.

An increasing number of customers are transacting
insurance online. This necessitates an ambitious
cross-channel communication platform that can
assist customers transact insurance business and
communicate through any communications
channel of their choice anywhere and at any time.
(Kumar 2013).A good image and favourable
reputation iswhat a company must earn and protect &
in the business world for survival and growth of the
business. Similartohuman interaction, trust comes
with a passage of time. With prompt
communication for customer service, knowledge of
theproduct,good customer critical evaluations,and
aninsurance company can earn good image. A good
reputation especially in the insurance industry
where image is what customers rely on for their
judgement about any company to transact business
with. If an insurance company’s image is positive
there are a lot of benefits that comes with it. For
instance, policyholders will tell about the good
service they enjoyed to families and friends, in
return they become more interested in such an
insurance company. Hence, the insurance company
will enjoy favourable acceptance and be more
noteworthy than other competitors in the industry.
(Savonammatti-ja&aikuisopisto2016).
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Irrespective of the channel of communications
adopted by the insurance company, Customers are
increasingly demanding for greater responsiveness
and transparency in communications especially in
the area of claims settlement and policyholder
services, prompt and timely communication come
handy here. The ease of switching between insurers
hasnecessitated the need thatinsurance companies
have to leave their comfort zone and go the extra
mile to ensure customer satisfaction and retention.
This includes undertaking end-to-end service
upgrades to offering richer graphical front-end
systemstothe customers.

Customers of insurance services choose insurance
products and insurance companies depending on
their needs, economic status, preferences, customs
and otherrelevant factors. Various conditions affect
potential policyholder’s decisions such as the
marketing strategies pursued by insurance
companies. Insurance company makes
communication, product and price-related
decisions having in mind customer value creation
and retention as bedrock of their business. The
communication therefore prevent potential loss of
customers to competitors, enhances the level of
customer satisfaction and the benefits offered by
theinsurancepolicyobtained.

The insurance industry enjoys the numerous
benefits of communication with the policyholders,
given the multiple buying and transaction patterns
of various insureds. Through policyholder
predictive analysis, insurers are able to assess a
customer’s buying behavior to develop a round the
= clock customer view and improve their customer
service satisfaction. Policyholders now solicit and
receive reduced underwriting cycles, customised
insurance product plans especially in life assurance
and flexible policy management. This brings to the
fore better transparency and regular updates which
further enhances the retention of customers and
creationofvalue.

Conclusion

In the management of customer value in business
world, particularly in the service industry like
insurance, value creation through strategic
communication is becoming a crucial aspect of
corporate activity, more importantly for insurance
companies operating in a very highly competitive

market. Growing and sustaining customer value
translates into increase in insurance company’s
value for its shareholders and the market brand for
the organisation. The value of an insurer is
influenced by customer (policyholder) value and
customer loyalty, determined by the customer level
of satisfaction with the skillful, and experienced
personnel with effective management and
maintaining of relationship with the customer,
leading to an enviable position in the segments of
the insurance market with increasing value. Value
market segments are influenced by the value of
present and future (potential) customers, and
consequently influence the future premiums and
profits of the insurance company. The concern is
whether by ascertaining customer satisfaction, an
insurer is able to put in place an effective marketing
effort capable of turninga proposerinto aloyal long-
terminsured buyingits products. Itis often said that
“Afinancial firm cannot offer products to a customer if it
does not have the information needed to estimate its
suitability to a policyholder’s
needs.”(Wierzbicka2013). A coordinated
inbound/outbound communications experience
improves insurers’ understanding and appreciation
of their customers (policyholders). A multi-
channel communication platform tracks customer
interactions (proposal form filled on online, request
types, preferences, past claims, etc.) and assists the
insurers to offer personalised and better service to
their customers through predictive analysis and
targeted marketing.

Insurance companies now devout concerted effort
to collect information, appreciate and understand
their customers in an integrated form. This
comprises the understanding of the customer
behavior, taste, status and needs, and estimating
futureriskbehaviour.

Recommendations

Insurance companies have traditionally managed
their communication channels in silos in a
“reactive” style. This paper suggests that insurance
companies should endeavour to rationalise the ==
sourcing mix under a “utility-sourcing” or “on- |
demand” model for effectiveness and efficient
service delivery. In the same vein, from different |
communications experiences, insurance
companies should transform to a more unified
communications experience through consistent &
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CHIEF OLADIPUPO A.

BAILEY:

THE IDEAS GENERATOR

Life is vain and the earlier we realise this as mortals
the better. Like the flower of the grass human beings
appear, blossom and then wither away. The news of
the demise of former Commissioner for Insurance,
Chief Oladipupo Bailey who was also the Managing
Director of Shepherd Insurance Brokers Ltd came
likeathunderboltinthewind. Everboisterous, Chief
Bailey, in spite of his later year’s indisposition never
appeared prepared to be defeated by death so soon.
As a matter of fact he had telephoned the then
President of the Nigerian Council of Registered
Insurance Brokers, Mr. Shola Tinubu indicating his
interest to personally attend the annual CEOs
Retreat of the Council that came up from June 13-15,
2019in TCC, Ogere, Ogun State. Sure, hewould have
made an impressionable impact at the event, with
his usual profound input into the subject matter of
discourse if he had attended. Alas, news filtered in
thathehadbreathed hislast! Whatislifeafterall!

Space and time may not permit one to give an
extensive insightinto thelife of aman who appeared
controversial to some, a gadfly to some, but a
friendly ally and proponent of progressive ideas to
many. Chief Bailey, one of the finest Fire
Underwriters the nation has produced, was the
second Commissioner for Insurance after Chief
Eugene Okwor and it was he who inherited the gains
of the industry’s clamour for entrenchment of the
status of National Insurance Commission
(NAICOM), as the government regulatory
institution for the insurance industry, through the
enactment of the NAICOM Act of 1997. Apparently,
this Act came with the challenge and need for strong
and purposeful leadership which Chief Bailey
proudly gave. It was a time when the road map for
insurance control and regulation was to be
entrenched, leading to several pivotal thrusts that
were doggedly pursued under his watch. As
Commissioner for Insurance, Chief Bailey’s tenure
witnessed some progress based on his stoic beliefin
principles, in spite of the fact that many operators

felt otherwise. Naturally, this led to several battles
that NAICOM had with operators under his tenure.
For instance, the Nigerian Insurers Association
(NIA) as a body corporate and the individual
insurance companies would not forget inahurrythe
recapitalization initiatives that saw many
companies going under as they could not meet the
capital requirements. The argument was that the
insurance industry must be solvent to cope with
emerging mega risks and to ward off the image
problems confronting the industry. The
Underwriters’ Body would not forget in a hurry its
fight against NAICOM’s directive on professional
qualifications for headship of insurance companies.
This directive led to the ouster of some Managing
Directors who had no insurance professional
certificates and by so doing throwing up many who
were qualified professionally through ACII
certification to headship of insurance companies.
As an insider, this writer is aware that the NIA, then
under the Chairmanship of Mr. Bolaji O. Banjo and
its Director General, Prof. Late Funmi Adeyemi
would not forget the attempt by Chief Bailey to
enforce the new law in who should be the rightful
custodian of the uninsured motor accidents victims
or security fund of which the NIA was the custodian
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before NAICOM Act came into effect. This attempt
to force the NIA to move the funds to the coffers of
NAICOM was regarded as retrospective and led to
bitterlegal battles between the twoinstitutions. NIA
ingeniously used the fund to purchase its “NIA
House” located at 42, Saka Tinubu Street, Victoria
Island, Lagos.

A highly principled man, Chief Bailey believed that
objectivity must be a virtue worthy of being upheld
inanyposition one findshim orherself, regardless of
whose ox is gored. This belief had been his Achilles
hill even right from when he was a rookie in
management. He had once spoken of how he
resigned without notice as a Manager with Femi
Johnson & Co. based in Ibadan early in his career,
because he could not put up with certain policies of
the company which ran contrary to his belief. It is
noteworthy that the Insurance Broking fraternity at
some point also had a running battle with NAICOM,
especially on the 2003 NCRIB Act enforcement,
some of which sections were perceived as mollifying
the powers of regulation by the Commission. The
case had to go as far as the Appeal Court where the
NCRIB ultimately won. In all the cross fires, Chief
Bailey made all who cared to listen realise was not
based on any personal motif, but rather to promote
sanityintheinsuranceindustry.

Itisanironythat Chief Baileylater absorbed himself
seamlessly into the NCRIB Eldership Council as an
Insurance Broker after his tenure as Commissioner
for Insurance and contributed his part until he
breathed hislast.

Definitely, itisincontrovertible that Chief Baileywas
an ideas generator and a restless thinker. He left the
insurance industry and the professions richer than
he met it. The founding of such institutions as Risk
Managers Society of Nigeria (RIMSON); the
Professional Excellence Foundation (PEFON),
Abuja Jazz Club, were due to ingenious conception.
The Chartered Insurance Institute of Nigeria (CIIN)
of which he was one time President would sorely
miss his pioneeringroles and initiatives. Hefounded
the now highly profiled Professionals Forum, the
just rested Miss Insurance Annual Dance and
several other initiatives of the CIIN. A prolific talker
and superb social connector, there was no dull
moment around him. He has the capability to regale
his audience anytime with legendary tales and
stories that would remain etched in their memory
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for a long time. This writer remembers one of his
wise saying that: “every man in life must keep
aspiring to inspire before he expires”! He was highly
seasoned and represented one of the dying
testimonials of the Africa’s finest tradition of
impeccable native intelligence. It is disheartening
that Chief Bailey put up a great fight with grinding
indisposition and faced some vicissitudes common
to great men towards the end of his life. But in all
these, he never really allowed them to cast him
down. An attribute ofagreat man of faith.

There is no doubt that with the demise of Chief
Bailey, the firmament of the nation’s national
economy, tradition and most importantly, the
insurance industry have again been robbed of
another iroko tree quite difficult toreplace foralong
timetocome.

From a humble background, Bailey had a good
educational stint. He travelled to the UK in 1966 with
a determination to become an Engineer, but as fate
would have it he ended up reading and bagging a
degree in Insurance as well as possess the ACII from
Insurance Institute of London. And from there, his
career in insurance began. He worked briefly in UK
with Chandler Hargreaves Whittal and Company in
London after which he returned and took up an
appointment with Nicon Insurance Corporation in
1973. While at Nicon Bailey made impressionable
impact as Risks Surveyor of distinction and was
drafted to set up the Oil and Gas department of
Nicon, which later became one of the cash cow
departments of the Corporation. In 1979, Bailey
founded his own Brokerage Firm, Shepherds
Insurance Brokers Ltd. He made great impact in
many regulatory and business institutions where he
held strategicleadership positionsbeforehisdeath.

Tope Adaramolais the Deputy Executive Secretary
of the Nigerian Council of Registered Insurance
Brokers.
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Institute was founded in 1959 by Article of Association
e and Memorandum. The Institute was known and
referred to as the Insurance Institute of Nigeria until
February 26, 1993, when it became Chartered vide Dectree (now Act)
No 22 of the Federal Republic of Nigeria. Upon establishment in
1959, the Institute became the rallying point for insurance
practitioners in Nigeria comprising a few Expatriates and their
Nigerian counterparts whose pioneering effort provided the building
blocks for what has now become a veritable force in the Nation’s
Financial Services Industry and the economy at large. The Institute
was affiliated to the Chartered Insurance Institute (CII), London in
1960 for reasons bordering on the need to model its operations after
the London Institute which then produced the bulk of insurance
professionals whose expertise were indispensable in shaping the face
of professionals’ practice in the days.




30, Otunba Qluride Osunsima Crescent,
Lekky County Homes Estofe, lkota-Lekki,
Logos State,

LAKEG

Inssrance Comdinamns

We engage in
Insurance Traini
& Consultancy
Activities.

Vision Statement

"Ta remmaln the architect of

We assisl our Cliends fo identify risk and taking maximal advantage

choose appropriale insurance polides fo of Insurance Industry

cover potentiod fiobilities. Offerings for our Clients and
providing creative solutions

We help in planning, organizing, preparing to their risk management issues™.

and researching their insurance policies.

Mission Statement

We are commilled to working We mguire the inteagrily, We arecommitied Lo guality
parnerships with ol ts [T idism end canin- garvicas in avarything we do.

inat acd valud and consiatenty Butions of our employess in

sxcead expectations, through evarylhirng we do.
4 Fi __;:'_lnlr_f-r:l_.ﬂ_-._ |f|_llr'.||"|!J:!= And

redaurcalulnass

CONTACT
2 PO, Box 2310, Marina, Lagos State,
@ mfolakegnglid.com, ovegunle.mo@gmail.com
(€ +234 802 223 BB53 [ #234 805 536 8653 &¥% www.lakegngled.com



Retail Products: Corporate Products

FBansurance& FBN S

General Insurance PRt

Y

Talis |

FliiEdu

i

Flaxihave

Insurance Plans
for YOU and
everything that
e IS precious <

ees

Groug e Bssurance

Blaring Ingurance

Goods - fn- Transit

We understand what you want out of life. That's why we offer
tailor-made plans that are as varied and personal as life itself,

Talk to us today.
e 01-9054840, 01-9054444 | O700CallFBNGI

Q insuranceinfo@fbninsurance.com | contactfbngi@fbninsurance.com

@ www.fbninsurance com vﬁm.fbﬂgeneral'msurance.mm

oot 4 SANIAM go0 .because YOU really matter

Contact us! 01-9054B840, OF00DCallFBNGI / insurancelnfo@fbainsurance.com | contactfhngl@bainsurance.com (DB EE




