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ABSTRACT

The insurance industry in Kenya is characterized bygh rate of failure. It is also one of
the fastest growing industries in Kenya regulatgdalsemi-autonomous regulator IRA
setup in 2008.The industry has experienced growthecent years due in part to the
contributions of intermediaries in their industrijnsurance penetration is the most
common measure of growth in the industry and issuesd by the amount of insurance
premiums paid by all policyholders as a percent@g&DP.Innumerable environmental
influences affect the industry but for purposestlis study the researcher studied

insurance intermediaries.

This study looked into the effect of insurancelimtediaries (agents/brokers) in insurance
penetration in Kenya. A descriptive research debig®m been employed with the use of
guestionnaires to enable the researcher descritheralyze data obtained. The results
therefore will help the various stakeholders in itidustry address the underlying issues
that may impede the growth of the industry. Potegommendations have been put forth

pursuant to this and will help to mitigate agas@ne of the issues identified.

The study’s target population was the 45 insuraoompanies all of whom were
administered questionaires.Out of the 45 admirestguestionnaires, 39 were filled and
returned. The results derived thereof indicate thhe roles of insurance

intermediaries(market maker, transformation agemduction of participation costs &
service provision) show a goodness of fit as inéida by co-efficient of

determination(R2) to be 0.7338.This result theeefordicates that the aforementioned
roles of insurance agents explain 73.38% of therarece companies’ penetration in

Kenya.
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CHAPTER ONE
INTRODUCTION

1.1 Background

The Insurance Industry as we know it today evolesdr several centuries based on
changes in need, laws, regulations, business peactind technology. Insurance is both a
risk shifting & risk sharing device. It is an agneent whereby for a consideration (the
premium), an individual or organization (the ing)rées guaranteed to be reimbursed by

the insuring organization (the insurer) (LassaajbLi& Pomerleano,2011).

In any economy insurance plays a vital role in thabvers economic & financial risk
arising out of certain events. The buyer of insoeafaces the daunting task of first
deciding what sort of insurance protection is ndedeen the risks faced, and then
comparing policies offering alternative coveragelifferent prices from several insurers
with different levels of credit risk and varyingprgations for claims settlement and

policyholder services(Cummins & Doherty,2005).

In most insurance transactions, there is an intéieng usually an insurance agent or
broker, between the potential buyer and the insuher insurance markets, the

intermediary plays the role of market maker helgigers to identify their coverage and
risk management needs and matching buyers withopppte insurers. The role of the
intermediary is to scan the market, match buyerth wisurers who have the skill,

capacity, risk appetite, and financial strengthutalerwrite the risk, and then help their
client select from competing offers (Cummins & Ddkie2005).

Price is important but is only one of several créte¢hat buyers consider in deciding upon
the insurer or insurers that provide their coverdgaddition to this, breadth of coverage
offered by competing insurers, the risk managensemvices provided, the insurer’s

reputation for claims settlement and financial regth, and other factors are equally as
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important. Within the past few months, controvettsys arisen about the role of
intermediaries in insurance transactions. In paldic it has been alleged that the
compensation of agents and brokers through conttrgemmissions, often related to the
underwriting quality or volume of business placeithvan insurer, constitutes an anti-
competitive practice that is detrimental to buy@pgitzer 2004, Hunter 2005).

In the USA Insurance intermediaries are very lamgenumber; currently there are
approximately 39,000 independent agencies and tsoke 2003, the independent
intermediaries (independent agents and brokersjraled 67% of commercial lines
property-casualty business and about 33% of perdioes business. The dominance of
independent distributors in commercial lines rd8ethe fact that loss control, claims
settlement, and other services in these lines tenbe relatively complex, such that
independent distributors have an important rolepliscing coverage’s and providing
services to buyers. In personal lines, where c@saand services tend to be simpler
and more homogeneous, the exclusive agency andt diveting insurers have a

dominant market share due to lower distributiontsasd other factors(Entin,2004).

1.1.1 Insurance Agents

Distribution of insurance is handled in a numberwalys. Insurers can market their
products directly or through distribution channelBhe most common of these
distribution channels are individual agents, coap@agents (including bancassurance) &
brokers. Insurance intermediaries are often caisgmras either insurance agents or
brokers. The distinction between the two relatethéomanner in which they function in
the marketplace. Insurance agents sell exclusitredyproducts of a certain insurance
company whereas insurance brokers are legally extgnt from insurance companies.
Insurance brokers are often referred to as theredsi agent (Kogi & Maragia, 2011).
This study will consider the effect of both insuranntermediaries (agents & brokers) in

insurance penetration in Kenya.



1.1.2 Insurance Penetration

Insurance penetration is the amount of insuraneenfum in a country expressed as a
percentage of the GDP.It can be worked out sepgiatelife & general business or any
other class of insurance business. The penetredienindicates the level of development
of insurance sector in a country. The higher theepation rate is the more developed the
insurance market in that particular country isuhasice penetration in Kenya is still low
& this has been attributed to low level of awareniesthe market about its benefits & the
misconception that insurance is only for the afflumembers of society. In addition to
this, a general lack of a savings culture, inadeguax incentives & a perceived
credibility crisis of the industry in the eyes dfet public particularly with regard to
settlement of claims have been cited as probahisesafor a low insurance penetration in
Kenya (Kogi & Maragia, 2011).

1.1.3 Insurance Agents & Insurance Penetration

The marketing mechanism in the insurance indugtvglves around the agent (Vaughan
& Vaughan, 2008).Insurance agents, brokers esheoiien play the role of developing
different products especially corporate productgtviare then underwritten by insurance
firms, depending on the products on offer & thecsgdezed line of business of insurance
company. Therefore the theoretically expected imeiahip between insurance agents &
insurance penetration is that an increase in ibgunhsurance agents will be positively

correlated with increased insurance penetration.

1.1.4 The Insurance Industry in Kenya

The history of the development of commercial insgein Kenya is closely related to
the historical emancipation of Kenya as a natiohrglip, 1988).Kenya being a former
British colony had as its first insurers Britishdenwriters. The first insurers included
Smith Mackenzie & Co who started out in 1901, Sy&n€.Fichart in 1905, Provincial
Insurance in 1949 & the East African UnderwriterslB54(Njenga, 2011).Some of the

modern day insurance brokers in Kenya have theitsron pre-colonial days including



Alexander Forbes Insurance Brokers (formerly Célimod Insurance) & AON Minet
Insurance Brokers (formerly J.H.Minet & Co of Unit€ingdom) (Njenga, 2011).

These early insurers were regulated by the CompaAi only which required all

companies to keep books of accounts and have timdes audited. The Insurance Act
was drafted in 1984 and operationalized 3 yearsr.lafthe act made provision on
minimum capital requirements, local incorporatioginsurance arrangements, financial
statements, solvency and mergers. The role of amser brokers i.e. intermediaries in
Kenya was recognized by the Insurance Act Cap 48084 later revised in the year
2002.The eleventh schedule of the Act recognizex rdvenue earned by insurance

brokers as 25% maximum of the premium earned.

The insurance industry in Kenya lags behind bankimg) capital markets. The industry is
plagued by slow growth due to lack of innovatioheTmnain source of premiums remain
in the general insurance business lines such asrwaetiicle,fire & burglarly.Insurance
agents deal with products from a sole insurer dtehoface stiff competition from the
bancassurance mode of distribution of insurancelynts.Bancassurance describes a
scenario whereby banks act as insurance intermeslidue to their wide customer base
& branch network(Wanjala,2012).

Insurance brokerage units are the key componetiieounderwriting business as they
have the capacity to drive insurance uptake byrioffea wide range of products. All

insurance brokers in Kenya are under a professimu@mnity cover which therefore

implies that they can be sued in the event of Wbredcconduct. In addition to this all

registered insurance brokers must be a limited emyp& must submit three million

shillings to CBK as a guarantee to the IRA in aaflseisconduct (Wanjala, 2012).

The insurance industry has of late began to be nooeative and innovative by
developing new products and selling strategies.e@ay Insurance Company has
introduced a pay as you drive product. This is acept that has been successfully

adopted in other countries such as South AfricaypEdsrael & America. Under this
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agreement a motorist will pay insurance premium th@ number of kilometers they
drive. Other examples of creativity within the isthy include Jubilee Insurance in
partnership with Eagle East Africa introducing adgnt accident cover.CIC Insurance
has partnered with Micro-Finance Insurance Groupny@ Women Finance Trust &
National Hospital Insurance Fund to drive up itsduct uptake. The same company has
also launched M-Bima an insurance premium paynmmesttument that rides on mobile
money transfer platforms such as M-Pesa in a bideach the mass market. The
concerted focus on microfinance is because it ®ffee greatest opportunity for the

industry to reach a wider population & contributgobverty alleviation (Wahome, 2011).

1.2 Research Problem

The insurance industry in Kenya has often beenadharized by the high rate of failure.
Several insurers have gone under especially inmide1990s mostly due to what many
termed the PSV mess. Notable collapses include ssctiesurance Company, Lakestar
Insurance Company, United Insurance Company, lvéssurance & United Insurance
were placed under statutory management, while ésewere liquidated (Njenga,2011).
Insurance players have often blamed their lackiysteformance to lack of professional
input. This means that insurance intermediariehbtgbe innovative and aggressive to

push insurance uptake.

Agency theory has been significantly expanded dutive last several years. However,
the central identified functions of insurance agentthe literature all have one thing in
common: they incorporate only economic aspects.eQthon economic functions,

particularly social functions, have not been dealh, even though social functions play
an important role, especially in the agent-custore&tionship. Allen and Gale, (1997)

point out, for example, that the complex problemslved in delegating decisions to an
agent, when the client does not fully understardrt&ture of the problem being solved,
can be overcome by long term relationships. Thstwrarthiness and independence of
agents, and personal relationships built on tragsly become very important in an agent-
customer relationship, especially in the long rdowever such social functions depend

very much on individual customer needs and expecist
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This leads to a second limitation of current intedmtion research. The research to date
generally focuses on the general concept of intdiatien, describing or developing
products and services from a supply-oriented petsf@e The customer’s view of the
agent’s performance, and all the implications tbgreas been ignored. To fill this gap,
the study will examine insurance intermediationifigtuding the customer’s perspective
regarding relevant and future functions of insueaagents. The theoretical concept of
customer value is an approach that can help ideatitl analyze such functions from a

customer point of view.

Large-scale changes in the market point out théestges the future will bring for agents

in the insurance industry. On the one hand, inefficies in insurance markets are
partially defused by the global emergence of modeformation and communication

technology, which, at least theoretically, shoukbd to a reduced demand for
intermediation. On the other hand, other contexth@nges in the industry, such as the
deregulation and liberalization of insurance maskétave resulted in greater product
differentiation and correspondingly lower marketngparency, which in turn increased
demand for agents. Hence agents still play a decigle in facilitating the exchange

between consumers and providers of insurance sstvidowever, debates such as the
discussion about new fee-based payment systemsatedihat agents need to reconsider
their function in order to provide added value beydalirect exchange. Focusing on the
relationship between agents and the insured thidysteeks to determine the effect of

insurance agents in insurance penetration in Kenya.

1.3 Objective of the study
i. To determine the effect of insurance agents inrarste market penetration in

Kenya.



1.4 Value of the Study

The study sought to find out the various challenfgesng insurance companies’ market
penetration in Kenya. The study will show how irswe intermediaries have helped to
enhance insurance penetration by reaching theiérsrthat wouldn’'t have been reached
had it not for their input. This will increase amiild on the existing theory and

knowledge and update this theory on the changésrtbarance firms are going through

as it develops by the day.

This study will also be important in policy formtitan. The Kenyan government will
find the findings of this research particularly fugen its efforts to help the insurance
industry grow. The government may modify the retguriaframework to further enhance

insurance intermediaries’ participation.

In practice, this study will be of importance teetimsurance firms because they will
know how much they are gaining through their exglisagents by reaching that extra

person they would not have reached had they natgatagents.



CHAPTER TWO
LITERATURE REVIEW

2.1 Introduction
This chapter discusses the various theories relet@rinsurance agency, gives an
overview of insurance agency including the ratienfdr the same. It addresses and

reviews past studies on the subject and criticqalyews relevant literature on this area.

2.2 Theoretical Literature Review
This study will be based in the following theortbat the researcher deems necessary for

his research.

2.2.1 Principal-Agent Theory

The study is based on principal agent theory dgesldoy Logan, (2000) which is based
on the separation of ownership and control of entuo@ctivities between the agent and
the principal. He explains further stating “thedsmf the agency theory is on developing
the most efficient contract governing the principgent relationship assuming self-
interested people & corporations.”The assumptidnhe agent theory about the agent’'s
behavior are negative. The principal is assumdzbtask neutral since they can diversify
their risk through their investments. The principlarefore adopts various incentives
systems i.e. outcome based e.g. rewarding agewts gaching set targets by offering
them stock options or behavior based incentiveg piincipal can also use threat of

hostile takeover as a means of realigning agenitésest to their own.

The theory postulates that various agency problemay arise, such as asymmetric
information between the principal and the agennflading objectives, differences in
risk aversion, outcome uncertainty, behavior based self-interest, and bounded

rationality. The theory further argues that thetcact between the principal and the agent
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governs the relationship between the two partied,the aim of the theory is to design a
contract that can mitigate potential agency prokle@ne of the early tests of this theory
was done by Fredrick Taylor who made observatidhat workers in repetitive tasks
increased their productivity when piece rate comspéon system was adopted as
opposed to salaries. This thus represented the sfbistent contract that aligns the
agent’s interests (workers) to that of the princ{ghareholders).

The “most efficient contract” includes the rightxmof behavioral and outcome-based
incentives to motivate the agent to act in thereges of the principal (Logan, 2000). The
alignment of incentives is an important issue isurance agency. Misalignment often
stems from hidden actions or hidden informationwieer, by creating contracts with
insurance intermediaries that balance rewards agwmhlfles, misalignment can be

mitigated (Narayanan and Raman, 2004).

This inability to monitor constantly what the agéntloing leaves some freedom for the
agent to act on his/her own behalf. Thus, the srmanagement might be tempted to do
things that enhance their prestige, extend thesqgual tenure, or simply redirect money
and resources to themselves, rather than creasilug Yor the shareholders. This theory
is particularly relevant to this study since insw@ brokers act as the insured’s agent
whereas insurance agents act on behalf of thencipals(insurance companies).The
compensation brokers receive in the form of insceacommissions helps to realign their
interests to those of the insured. It is esserthal this principal-agent relationship

between the insured and broker is maintained $0 dsve insurance uptake.

2.2.2 Financial Pricing Theory

Financial pricing theory was developed by Myers &uwhn, (1987). Financial theory
assumes that insurers operating in competitiveramie and financial markets will
collect premiums sufficient to cover the expectedsés and expenses from issuing
insurance policies as well as a profit loading isiéght to cover the cost of capital (i.e.,

the economic cost of bearing risk). Expenses tlapassed along in this model include



all commissions, administrative expenses, and farekiding corporate income taxes.
Thus, under financial pricing theory, the pass-tigio rate for all types of commissions
would be 100%, and insurers on average would edair a&zompetitive rate of return

equal to the cost of capital.

The financial pricing result hinges on the hypothethat insurance markets are
competitive, such that insurers do not on average erofits in excess of the cost of
capital. Most economists who have evaluated insgranarkets have concluded that
property-casualty insurance markets are compeigtisteuctured. Thus, the prediction of
this theory is that 100% of the commissions wowddghssed through to buyers. There are

few if any early tests of this theory.

The amount of the commission that actually is pdssHeng to buyers depends upon
whether conditions in the insurance market morsetioresemble those assumed in the
micro-economic tax incidence literature, where cassinns represent deadweight costs
and there are some monopoly profits earned by eénspor those assumed in the financial
pricing literature, where commissions are experiseservices rendered and insurance
markets are competitive. This theory is particyladlevant to the current study as it

helps in evaluating the competitive structure @fitisurance industry in Kenya.

2.3 Empirical Literature Review

Rejda, (1995) in his study on market imperfectiamsinsurance market argues that
insurance markets are characterized by various ehdallures, which arise to a great
extent from uncertainty and information asymmetbetveen the two market sides. Most
research in this field deals with the economic eguences of adverse selection and
moral hazard phenomena due to private informatiorihe side of the insured parties.
This study is of great importance since it illussathe need for intermediation in the

insurance industry to reduce information asymmieémyce uptake of insurance products.

Chiappori & Salanie, (2000) described a set of tpasicorrelation tests for asymmetric

information. In their study they compared claimesafor consumers who self selected
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into different insurance contracts. They found thdat consumers who selected more
insurance coverage have higher claim rates comdition all information available to
insurers. This was interpreted to mean that eitbesumers had prior information about
their exposure risk(adverse selection) or purclsasérgreater coverage took less care
(moral hazard).Tests for asymmetric information vpde valuable descriptive
information about the workings of an insurance mearkut have limitations. These
studies on asymmetric information lack a clearlyeafied model of consumer
preferences, are relatively uninformative about kegefficiency or about the welfare

impact of potential market interventions.

Rose, (1999) in his study on the factors influegdimsurance market performance also
argue that because of the high search costs tdaracaud process reliable information
about insurance products and companies necess#aeda rational decision, insurance
agents have cost advantages compared to individuslomers. They can realize
economies of scale and scope by fixed cost invegsrie human capital and technology
to assess the information about product pricespprance, and terms. Besides, they can

realize gains from specialization and dynamic eowies of scale due to learning effects.

Traub (1994) in his study on the effect of insueagents on consumers also identified
that insurance agents will provide more relevabrimation to the consumers which
amounts to more high-quality information and adiysgervices. But the services
provided by insurance agents are again experiemzk @edence goods. So the
relationship between insurance agent and custasnself characterized by information
asymmetries. To assess the quality of the sernpoegded by the agent again requires
special knowledge and hence search efforts ofrtttiwidual decision maker. Information
asymmetries exist with respect to the extent toclvlain agent has actually acquired the
available information about insurance companiesthant products and to the extent that

his or her recommendations are not distorted Hyirstelrest.

Bosselmann (1994) in his study on policies and renste penetration finds that the

information and advice given by the agent mightdi&orted due to his or her self-
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interest in favour of such insurance policies whgchnt him or her high commissions.
Whether hidden characteristics, action, and infoionaare more relevant with respect to

insurance agents than to insurance agents is nmaingnpirical question.

Allen and Gale (1997) point out, for example, ttiz@ complex problems involved in
delegating decisions to an agent, when the cliees dhot fully understand the nature of
the problem being solved, can be overcome by loagnt relationships. The
trustworthiness and independence of agents, asdmearrelationships built on trust, may
become very important in an agent-customer relalign especially in the long run.
However such social functions depend very much rafividual customer needs and

expectations.

Allen and Santomero (1998) suggest that partigpattosts are very important in
understanding modern agents and their new rolexolng to these authors,
participation costs include much more than simpby time involved in making financial
decisions, but are also understood to include aioguand using expertise (Allen and
Santomero, 2001). This is relevant cost considarafior firms—especially those
operating internationally—as the level of sophuiien and specialization required to
execute complex risk trading and risk managemesetatipns is very high. For small-
and medium-sized companies with little or no experin the field of risk and insurance,

the agent function of “reducing participation costan be especially significant.

Several local studies have been conducted in #ié &f insurance. Most focus on the
strategies that insurance companies need to adoptder to increase uptake of their
products.Mirie, (1987) however focused on lackafrialized marketing activities in the

insurance sector. Her study sampled two populatfpesinsurance agents & insurance
companies) for the purposes of measuring their gptians. The perceptions of the
respondents were measured by use of semanticatiffalr scales. The findings of her

study were that 76% of the insurance agencies septed at least one insurance
company with a well developed marketing departm@d®o of the agencies represented

at least one insurance company with a slightly welleloped marketing department &
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63% of the agencies represented insurance compuitiesno marketing department.
This study is still relevant today since agentsnasirance intermediaries link insurers to
potential customers. The lack of a comprehensivikatiag strategy makes distribution

of insurance through agents ineffective thus legtiinow insurance penetration.

Ndalu, (2011) studied the relationship between enoa growth & insurance penetration
in Kenya. The study employed a casual study desitinthe study period being six years
from 2003-2008.Secondary data was obtained frontighéad reports from IRA & CBS
reports. The study used simple regression anatgsexamine the association between
economic growth & insurance penetration and a fwst#og model was developed &
tested for accuracy in obtaining predictions. Ttuglg proposed enacting a modern legal
framework and designating a special judicial autiido handle insurance related cases
as key requirements to enable market developmemicehancreasing insurance

penetration and therefore overall economic growth.

2.4 Summary of Literature Review

From the reviewed studies the reality of moderruiasce markets has been revealed.
Market imperfections i.e. information asymmetriesufcertainity are associated with
insurance markets. This has led to the evolutioml @nominence of insurance
intermediaries (i.e.agents & brokers).Studies hamwn not only do insurance
intermediaries reduce search costs & provide quatiformation to customers but
relationships with them built on trust enhanceftheectioning of the insurance industry. If
the necessary regulatory framework is put in plage a special judicial authority to
handle insurance related cases as well as a pnogieting mechanism put in place by
insurers as concluded by the reviewed studieswfilsboost the insurance industry’s

performance.
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CHAPTER THREE
METHODOLOGY

3.1 Introduction

This chapter presents the strategies that weretedidyy the researcher during the study.
It provides for the research design, target poparatsample design, data collection &
data analysis and presentation. The processesfollreed for purposes of developing

an elaborate understanding of the effect of instgaagents in insurance penetration in

Kenya.

3.2 Research Design

The study adopted descriptive research design. weéteg2002) observes that a
descriptive research survey is used when data aellected to describe persons,
organizations, settings, or phenomena. The stuahg @it observing and describing the
behaviour of the subjects under study without erficing it in any way and therefore
considers the descriptive research survey to bentbst appropriate for this study.
Mugenda & Mugenda, (2010) argues that descriptiveey is the best design to use

when in a fact finding mission in order to explaicertain phenomenon.

3.3 Target Population

The population targeted for this study were all itteirance companies registered under
the Insurance Act, CAP 487 Laws of Kenya for tharyended 31 December 2012.
Forty five (45) insurance companies and threedBjsurance companies were authorized
to transact insurance business during that periédr the purpose of this study, all
companies were treated as insurance companies #sepgefinition in the Insurance Act,
that an insurer is “any person registered underAlst to carry on insurance business and

includes a reinsurer”.
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3.4 Sample Design

A sample is part of the target population that Ihesn procedurally selected to represent
it according to Oso and Onen (2009).The sample @lizdis study was 45 respondents
who are the top level managers in insurance corepaithe optimal sample size is used
to fulfill the requirements of efficiency, represativeness and reliability which a small
sample size would not. According to Orodho and Kon{B002) a sampling technique is
defined as the procedure that a researcher ugggher things, places or people to study.
45 managers will be all selected to participatéhim study because according to Orodho
and Kombo, (2002) when the population is small, ilile population is taken as the

sample.

3.5 Data Collection

Data collection is any process of preparing andecbhg data(Mugenda & Mugenda,
2010). Data is primarily collected to provide infaation regarding a specific topic. Data
was collected using structured questionnaires.récgired questionnaire (Appendix 1)
that indicates the set of response alternativessfanse formats was employed to collect
guantitative data. Open ended questions were ahlgualitatively & a descriptive
statistic such as frequency was assigned to responhe questionnaires were
individually administered to the identified respents i.e. 45 managers selected to

participate in the study.

3.6 Data Analysis

Quantitative techniques were used to collect daite data obtained from the research

instruments was analyzed using descriptive stesigfirequencies and percentages), as
well as inferential statistics (Binder & Robert§03). Statistical Package for the Social

Sciences (SPSS) version 20.0 was used for datgsanal

Quantitative data was presented in form of chadebles and graphs. Data was then
presented in prose form and the various inferemecade. Correlation and regression

analysis was used to carry out inferential analyS@rrelation was used to find out to
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whether the variables are correlated positivelynegatively. Regression analysis was
used to find out the direction and extent of thresationships.

The regression equation to be tested was as follows

PIC = po + f1iMM + BoT + p3RPC +[4SP +¢;
Where

PIC =Penetration of insurance companies
MM = Market maker

T = Transformation

RPC = Reduction of participation cost

SP = Service provision

Bo= The constant term

B1 - Pa= Coefficient of the variables

g - The error term

Penetration of Insurance Companies

Penetration of insurance companies is measuredhbystum total of all insurance

premiums paid by all policyholders in Kenya expegkas a percentage of GDP.

Market Maker

Insurance agents leverage their business volumle wdividual insurance carriers,
thus are able to obtain better terms and conditfonshan individual clients thereby

smoothing the problem of asymmetric bargaining poletween buyers and sellers.

Transformation

Insurance brokers often deal with cases where thé 2or complexities of risks are
not practical for coverage by a single insurerthase cases, the agent has a pooling

or aggregation function (Merton and Bodie, 1995kAts identify multiple insurers
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who are prepared to take on various shares of egeerThis usually leads to a
complex negotiation process involving coverage @esipricing, and ultimate

business placement.
Reduction of Participation Costs

There exist cost considerations for firms espegitdibse operating internationally as
to the level of sophistication and specializatieaguired to execute complex risk
trading and risk management operations. For congsanoth large & small with little

or no expertise in the field of risk and insurantdee agent function of reducing

participation costs can be especially significant.

Service Provision

Agents enable their clients to deal efficiently hvihe increasingly complex variety of
financial instruments and markets. Risk managensemvices for example can be
especially valuable in the financial intermediatipmocess. Other services that agents
offer their clients include claim settlement, captimanagement, risk modeling, and

risk trading.

How the variables will be measured

To test the relationship between the variables ketamarker, transformation,
reduction of participation costs & service provisiand their effect on insurance
penetration in Kenya), the study adopted both dpSe¢e and inferential analysis. The
inferential statistical procedures used in thisdgtare correlation coefficient (r) and
pearsonian correlation coefficient. The tests ghgicance to be used are regression
analysis expected to yield the coefficient of deteation (R2), analysis of variance
along with the relevant t — tests, f -tests, zstd@and p — values. The choice of these
techniques was guided by the variables, sample @&mk the research design. The
inferential statistical techniques were done at 9%&3afidence leveld = 0.05). The
data was analyzed using the Statistical PackagealS8ciences Software (SPSS).
Quantitative data was presented in form of grapttstables.
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CHAPTER FOUR
DATA ANALYSIS, INTERPRETATION AND PRESENTATION

4 .1Introduction

This chapter is a presentation of results and rigsliobtained from field responses and
data, broken into two parts. The first section sl@ath the background information of the
organizations, while the other four sections presadings of the analysis, based on the
objective of the study where both descriptive anfkerential statistics have been

employed in this analysis.

4.2Response Rate

From the data collected, out of the 45 questioesaadministered, 39 were filled and
returned. This represented 81.25% response ratehw considered satisfactory to
make conclusions for the study. According to Mugerahd Mugenda (2003) a 50%
response rate is adequate, 60% good and above at@% wery good. This implies that

based on this assertion; the response rate icdlis of 81.25% is very good.

This high response rate can be attributed to tha dallection procedures, where the
researcher pre-notified the potential participaritthe intended survey, the questionnaire
was self administered to the respondents who cdetblthem and these were picked

shortly after.

Table 4.1 Response Rate

Questionnaires administered)uestionnaires filled & Percentage %
returned
45 39 81.25
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4.3Use agents as an instrument for market penetration

The study found it necessary to determine whetigrrance companies use agents as an
instrument for market penetration. The findingsevas indicated in Figure 4.1.

Figure 4.1 Use agents as an instrument for market

penetration

14%

=

= No

86%

The findings indicated that majority 86% showed thaurance companies use agents as
an instrument for market penetration with only féw% indicating that insurance
companies do not use agents as an instrument foketnpenetration. The findings
implies that agents are very important in enablingurance companies widen their
market through market penetration. Respondentfdurindicated that what motivated
them to start engaging agents in their companies wastomer demand, convenience of

the agents and the large market of coverage.

4.4 Role of insurance agents as market maker

The study further found it of importance to deterenithe role of insurance agents as
market makers. The study first sought to deternfimgents act as market makers. The
findings were as indicated in Figure 4.2

Figure 4.2 The role of insurance agents as marketaker

45%

m Yes

= No
55%
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From the study findings majority 55% indicated tl$urance agents act as market
maker in insurance industry with few 45% contradgtwith the statement. This implies
that insurance agents are very crucial in contimiguto widening insurance market and
therefore their role should be upheld. Respondéntser indicated that their market

have increased since they started engaging thssmf the insurance agents.

The study further sought to determine to what edxtieninsurance companies expand due
to use of insurance agents in reaching the cliefte findings were as indicated in
Figure 4.3.

Figure 4.3 Insurance companies expand due to useinokurance agents in reaching
their
clients

50.00% ¢ 42.00%

30.00%
20.00% 17 16.00%
| 10.00%
v
10.00% -
0.00% +— : . ,
Very high extent High extent Low extent Very low extent

From the study findings majority 42% indicated threturance companies expand due to
high extent as a result of insurance agents regctlients, 32% indicated very high
extent with only few 16% and 10% indicating low ext and very low extent
respectively. This implies that insurance compah#efits to high extent from engaging

the agents to reach out for new clients.

4.5 Role of insurance agents as transformation agen
The study further found it necessary to determifieinsurance agents act as

transformation agents by first determining frompasdents if insurance agents are
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important in aggregation of insurance products wihéering insurance services to
uninsured customers. The findings were as indici@t&dgure 4.4

Figure 4.4 Role of insurance agents as transformatin agents

38%
—_
m Yes
No
62%

From the study findings majority 62% agreed witl ftatement that insurance agents act

as transformation agents with few 38% disagreeihgt tinsurance agents act as
transformation agents implying that insurance agembilize the potential clients in the

uninsured pool to take up insurance covers.

The study further sought to determine the extestirance companies value the role of
insurance agents as transformation agents in inserandustry. The findings were as

indicated in Figure 4.5.

Figure 4.5 The extent insurance companies value thiele of insurance agents as
transformation agents in insurance industry

50.00% - 42.00%
40.00% |
28.00%
30.00% |
15.00%
20.00% 91 00% 1
10.00% - ' 4.00%
0.00% . . . . =
Very high High extent Low extent Very low Not at all
extent extent
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From the study findings majority 42% indicated timsurance companies value agents as
transformation agents, 28% indicated low exten% Mery low extent with few 11% and
4% indicating very high extent and not at all respely. This implies that agents are
very important in transforming the market. The meggents on further probe indicated

that they strongly agree that agents act as tremstmon agents.

4.6 Role of insurance agents in reduction of partipation cost

It was also important for the study to determinengurance agents reduce participation
costs by insurance companies in Kenya. The findimg® as indicated in Figure 4.6

Figure 4.6 If insurance agents reduce participatiorcosts by insurance companies in
Kenya

42%

l
Yes

= No

From the study findings majority 58% agreed thaumance agents reduce participation

costs by insurance companies in Kenya with 42% disagreeing with the statement.
This means that insurance companies cover a laagketand therefore it is important to
engage the services of the agents to reduce tlaekemparticipation costs.

The study further determined from the respondehts @xtent their companies use

insurance agents to reduce participation costs.fiflkdéngs were as indicated in Figure
4.7.
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Figure 4.7. The extent that insurance companies uggsurance agents to reduce
participation costs

40.00%

40.00% 00%

0
9 10.00% o
20.00% 0 1 4‘00%

0.00% . . . 4 -

Very high  High extent Low extent Very low Not at all
extent extent

From the study findings majority 40% indicated ttiedir companies use agents as a way
of reducing participation costs, 30% indicated Maigh extent, 16% very low extent with
few 10% and 4% indicating very low extent and rtaalarespectively. This showed that
the motive of insurance companies engaging agent® ireduce cost and maximize
profits for the area covered. Respondents furtlygeeal that effective engagement of

agents substantially reduce insurance companiescipation costs..

4.7 Role of insurance agents as service providers

The study further sought to determine if the ineaeaagents act as service providers in

insurance industry. The findings were as indicaeéigure 4.8.

Figure 4.8. Role of insurance agents as service piders
22%

_‘\\\_

m Yes

No

78%

From the study findings majority 78% indicated thagurance agents act as service
providers with few 22% disagreeing. This impliesttithe main role of engaging
insurance agents is for the companies to improveicge delivery to their clients in

respective parts of the country.
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The study further determined if respondents aghe¢ insurance agents play a crucial
role in providing service in insurance industrykienya. The findings were as indicated

in Figure 4.9

Figure 4.9 If respondents agree that insurance agéenplay a crucial role in

providing service in insurance industry in Kenya
50.00% | 44,00%
40.00% | 28.00%
3000% 1 :
o, I 15.00%
20.00% T (o
10.00% + 4.00%
0.00% +— : : : ) -
Strongly agree Agree Moderately Disagree Strongly
disagree

The study findings showed that majority 44% agréhed insurance agents play a crucial
role in providing service in insurance industrykianya, 28% indicated moderately, 15%
disagreed with few 9% and 4% strongly agreeing stnohgly disagreeing respectively.
This implies that insurance agents are very imporita service provision and therefore
insurance companies should continuously engage $ieevices to better their service

provision to clients in different parts of the ctnyn

4.8 Regression and Correlation Coefficients of theffect of insurance
agents in insurance companies penetration in Kenya

Regression analysis was utilized to investigate réationship between the variables.
These included an error term, whereby a dependanibble was expressed as a
combination of independent variables. The unknowanameters in the model were
estimated, using observed values of the dependenndependent variables.

The following model represents the regression eguatepresenting the relationship
between insurance agents roles (market maker foramstion agents, participation cost

and service providers), withrepresenting the error term.
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PIC =Bo +B1MM + B2T +B3RPC +B4SP +ei ...... Equation 1

(Equation 1: Regression Equation)

Incorporating the values of the Beta values intoagign 1 we have:
PIC=1+0.843 (MM) + 0.719 (T) + 0.822 (RPC) 9T2(SP) ....Equation 2
(Equation 2: Regression Equation with Beta Values)

Thepi’s in the above equation represent the estimadedrpeters.

The correlation matrix in table 4.2 indicates ttieg role of market maker is strongly and
positively correlated with insurance companies patien as indicated by a correlation
coefficient of 0.843. Further the matrix also irated that transformation agents is also
positively correlated with insurance companies pratien as indicated by a coefficient
of 0.719. The correlation matrix further indicatbat the role of service provider is also
strongly and positively correlated with insurancenpanies’ penetration as indicated by
a coefficient of 0.972.

The correlation matrix implies that the insurancgerds’ roles: market maker,
transformation agents, reduction of participatimsts and service provision roles are

very crucial in insurance companies’ penetratiokKemya.
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Table 4.2 Correlation Coefficients of the effect oinsurance agents in insurance
companies penetration in Kenya

Market Transformation| Reduction | Service Insurance
maker agents of provision | penetration in
participation Kenya
costs

Market maker 1

Transformation 0.851 1

agents

Reduction of 0.753 0.653 1

participation

costs

Service

provision 0.754 0.854 0.714 1

Insurance

penetration in 0.719 0.843 0.822 0.672 1

Kenya

Source :( Research Findings, 2013)
4.9 Regression Model Summary of the Coefficients tlfie effect of
insurance agents in insurance companies penetration Kenya

From the results shown in table 4.6, the model sh@goodness of fit as indicated by the
coefficient of determination @R with a value of 0.7338. This implies that markeiker,
transformation agents, reduction of participatiosts and service provision roles explain
73.38 percent of the insurance companies pengiratigenya.

The study therefore identifies market maker, tramsftion agents, reduction of
participation costs and service provision rolesrégal elements in insurance companies

penetration in Kenya.

Table 4.3: Regression Model Summary of Coefficientsf the effect of insurance
agents in insurance companies penetration in Kenya

Model Summary

Model R R Adjusted R| Std. Error of the
Square Square Estimate

1 0.8566 0.7338 0.7011 0.7638
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Predictors: (Constant), market maker, transformatigents, reduction of participation

costs and service provision roles.
4.10 Analysis of Variance (ANOVA)

Coefficients of the role of insurance agents in imsance companies
penetration in Kenya

Sum of df Mean Square F F-critical | Significance
Squares value
Regressio| 69.82 11 19.95 22.08 104.92 0.00
n
Residual 4.364 23 6.321
Total 73.19 27

NB: F-critical Value 104.92 (statistically significaifithe F-value is less than 104.92:
from table of F-values).
a. Predictors: (Constant), market maker, transformation agents, reduction of
participation costs and service provision roles.

The value of the F statistic, 22.08 indicates thatoverall regression model is significant
hence it has some explanatory value i.e. theresgificant relationship between the
predictor variables market maker, transformatioends; reduction of participation costs
and service provision roles (taken together) arglrgnce companies penetration in
Kenya. All the significance tests were run at 95@hisicance level.
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CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.1 Introduction
This chapter is a synthesis of the entire studg,amtains summary of research findings,

exposition of the findings commensurate with thejectives, conclusions and

recommendations based thereon.

5.2 Summary of Findings
The study found it necessary to determine whetigirance companies use agents as an

instrument for market penetration. The findingsicated that majority showed that
insurance companies use agents as an instrumemtafieet penetration with only a few
indicating that insurance companies do not use tagas an instrument for market
penetration. Respondents further indicated thatt whativated them to start engaging
agents in their companies were customer demandgognce of the agents and the large

market of coverage.

The study further found it of importance to deterenthe role of insurance agents as
market makers. The study first sought to deternfiagents act as market makers. From
the study findings majority indicated that insuranagents act as market maker in
insurance industry with few contradicting this staent. This implies that insurance

agents are very crucial in contributing to wideningurance market and therefore their
role should be upheld. Respondents further indic#tat their market have increased

since they started engaging the services of theanse agents. The study further sought
to determine to what extent do insurance compaexggmnd due to use of insurance
agents in reaching their clients.

The study further found it necessary to determifieinsurance agents act as
transformation agents by first determining frompesdents if insurance agents are

important in transforming the market when offerimgurance services to uninsured
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customers. From the study findings majority agresih the statement that insurance
agents act as transformation agents with few desaigg that insurance agents act as
transformation agents implying that insurance agembilize the potential clients in the
uninsured pool to take up insurance covers. Thdysturther sought to determine the
extent insurance companies value the role of imagragents as transformation agents in
insurance industry. From the study findings mayod2% indicated that insurance
companies value agents as transformation agenis,i@8icated low extent, 15% very
low extent with few 11% and 4% indicating very higktent and not at all respectively.
This implies that agents are very important in $farming the market. The respondents
on further probe indicated that they strongly agilest agents act as transformation

agents.

It was also important for the study to determinengurance agents reduce participation
costs by insurance companies in Kenya. From theystimdings majority agreed that
insurance agents reduce participation costs byanse companies in Kenya with some
also disagreeing with the statement. This meansitisarance companies cover large
market and therefore it is important to engageswices of the agents to reduce their
market participation costs. The study further dateed from the respondents the extent
their companies use insurance agents to reducécipation costs. From the study
findings majority 40% indicated that their companigse agents as a way of reducing
participation costs, 30% indicated very high extd®% very low extent with few 10%
and 4% indicating very low extent and not at aBpectively. This showed that the
motive of insurance companies engaging agents isdoce cost and maximize profits
for the area covered. Respondents further agresidefifiective engagement of agents

substantially reduce insurance companies participa&bsts in their market penetration.

The study further sought to determine if the ineaeaagents act as service providers in
insurance industry. From the study findings mayomiidicated that insurance agents act
as service providers with few disagreeing. Thisliegpthat the main role of engaging
insurance agents is for the companies to improveicge delivery to their clients in

respective parts of the country. The study furtthetermined if respondents agree that
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insurance agents play a crucial role in providiegrge in insurance industry in Kenya.
The study findings showed that majority agreed thstirance agents play a crucial role
in providing service in insurance industry in Keny8% indicated moderately, 15%
disagreed with few 9% and 4% strongly agreeing tnohgly disagreeing respectively.
This implies that insurance agents are very imporita service provision and therefore
insurance companies should continuously engage $eevices to better their service

provision to clients in different parts of the ctnyn

Regression analysis was utilized to investigate réationship between the variables.
These included an error term, whereby a dependantible was expressed as a
combination of independent variables. The correhatinatrix indicates that the role of
market maker is strongly and positively correlateth insurance companies penetration.
Further the matrix also indicated that transfororatagents is also positively correlated
with insurance companies penetration. The coraelathatrix further indicates that the
role of service provider is also strongly and pwsly correlated with insurance
companies’ penetration. The correlation matrix iegpkhat the roles of insurance agents:
market maker, transformation agents, reduction afti@ppation costs and service
provision roles are pertinent to insurance comgarpenetration in Kenya. From the
results the model shows a goodness of fit as itetichy the coefficient of determination
(R2) with a value of 0.7338. This implies that nerknaker, transformation agents,
reduction of participation costs and service priovigoles explain 73.38 percent of the
insurance companies penetration in Kenya. The dtiuehefore identifies market maker,
transformation agents, reduction of participatiamsts and service provision roles as

critical elements in insurance companies penetraticenya.

5.3 Conclusions

The findings indicated that majority showed thaurance companies use agents as an
instrument for market penetration with only a fewdicating that insurance companies do
not use agents as an instrument for market pergtrdthe findings implies that agents

are very important in enabling insurance companieien their market through market
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penetration. Respondents further indicated thatt whativated them to start engaging
agents in their companies were customer demandgognce of the agents and the large

market of coverage.

From the study findings majority indicated thaturence agents act as market maker in
insurance industry with few contradicting with tiatement. This implies that insurance
agents are very crucial in contributing to wideningurance market and therefore their
role should be upheld. Respondents further indic#tat their market have increased
since they started engaging the services of the@anse agents. From the study findings
majority agreed with the statement that insuramgenes act as transformation agents with
few disagreeing that insurance agents act as tmmafion agents implying that

insurance agents mobilize the potential clienth@&uninsured pool to take up insurance

covers.

From the study findings majority agreed that insgeaagents reduce participation costs
by insurance companies in Kenya with some alsogdegang with the statement. This
means that insurance companies cover large marickttleerefore it is important to
engage the services of the agents to reduce tlaekemparticipation costs.

From the study findings majority indicated thaturence agents act as service providers
with few disagreeing. This implies that the maiterof engaging insurance agents is for
the companies to improve service delivery to thatients in respective parts of the

country. The study further determined if respondeagree that insurance agents play a

crucial role in providing service in insurance isthy in Kenya.

The correlation matrix indicates that the role airket maker is strongly and positively
correlated with insurance companies penetrationthButhe matrix also indicated that
transformation agents is also positively correlatgith insurance companies penetration.
The correlation matrix further indicates that tloéerof service provider is also strongly
and positively correlated with insurance companp=ietration. The correlation matrix

implies that the transfer pricing techniques: markeaker, transformation agents,
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reduction of participation costs and service priovigoles are very crucial in insurance
companies’ penetration in Kenya. From the restiésrhodel shows a goodness of fit as
indicated by the coefficient of determination (R@}h a value of 0.7338. This implies
that market maker, transformation agents, reductibparticipation costs and service
provision roles explain 73.38 percent of the ineaeacompanies penetration in Kenya.
The study therefore identifies market maker, tramsftion agents, reduction of
participation costs and service provision roles casical techniques in insurance

companies penetration in Kenya.

5.4 Policy Recommendations

Since the study identified market maker, transfaiomsagents, reduction of participation
costs and service provision roles as critical teples in insurance companies
penetration in Kenya, insurance companies shoutdiraze engaging the services of
insurance agents in order to reach the large pbvpnlaf uncovered pool. Reduction of
participation cost is very crucial for insurancanganies to maximize their profits and
therefore since the study found the significané @jents play in this function, the study
recommends that insurance companies should ussdrgs services not just to reach the
uncovered pool but also as a way of reducing ppdimn costs so that in the long run

they are able to maximize their profits.

The study further recommends that since insurageata play vital roles in enabling
market penetration for insurance companies, thepeomes should positively recognize
their roles and engage them as companies partnemrgaching the large pool of
uncovered population through the provision of inoess like better pay, allowances and
other important human amenities to act as a cushioth incentive to better the

performance.

5.5 Areas for further Research

The study focused on the selected roles of inseragents. Further research into areas

that affect insurance industry such as price undéng etc ought to be
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explored.Bankassurrance as a mode of transmiss$iorsarance products also needs to
be looked into.

Subsequent research ought to look into the effectgeater regulatory requirements in
the insurance industry and how they will affect tinsurance industry.IFRS phase
reporting will require that risk information is @ by insurers. This added regulation
will help bolster stakeholder confidence. Researckthis area will shed light on how

these changes will impact the insurance industry.

Insurance intermediaries are facing increased cotigmefrom insurers many of whom

opt to sell their products directly. Direct selliby insurers bypasses intermediaries who
have to justify their continued existence througtiue addition. Research ought to be
conducted on this phenomenon in order to underdtamdinsurance intermediaries can

innovate in order to remain competitive.

The Kenyan insurance industry has experienced litdeyactivity in terms of mergers
and acquisitions. Mergers and acquisitions asatesgly to improve overall efficiency and
service delivery of insurers will help increaseurace penetration. Researchers should

look into how mergers and acquisitions will impraféciency in the insurance industry.

Research can also be conducted on the role thad mmgurance products tailored to
SMES will affect insurance penetration in KenyaeTasearcher will have to gather
information on the micro insurance products cuillyeanailable and assess their uptake
among the general population.The information oletdiwill enable insurers exploit
opportunities and tailor their products to meetrthestomers needs.
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APPENDIX 1: QUESTIONNAIRE
INSTRUCTIONS:
Please tick the correct answer and give narrativergvapplicable, to the best of your

knowledge. All responses will be treated with cdefitiality.

SECTION ONE: BACKGROUND INFORMATION
1. Name of the insurance company (optional) ..........ccooiiiiiiiicianninnne
2. Which is your position in this insurance CoMPany.2........cccceeeeeeeeeeeereeeeenennnnns
3. Does your company use agents as an instrumentdwatnpenetration?

Yes [ ] No [ ]
b) If yes what motivated you to start engggrgents in your company?
Customer demand [ ]
Other insurance companies [ ]
Convenience of the agents [ ]
Large market to cover [ ]
OB S . e e e e

SECTION TWO: MARKET MAKER
1. Do insurance agents act as market maker?
Yes [] No []
b) If yes, have you encountered increasaarket share due to the engagement of
insurance agents in your company?
Yes [ ] No []
c) If No, explain

To what level of agreement do you agree with thiefiong statement?
“Considering the importance of insurance agentsetis great potential in using

them in the provision of insurance services to smad community.”
Strongly agree [ ] Agree[ ] Neutra][ Disagree[ ] Strongly disagree | |
2. To what extent does your company expand due toofisesurance agents in
reaching the clients

Very great extent[ ] Moderate exte ] Notatall [ ]

Great extent [ ] Very little extent]
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3. Is there a strong collaboration between the compartythe agents that provide
the services on behave of your company to the gubli

Yes [ ] No [ ]
b) If No, explain

4. In your view what do you think can be done to inyg@ngagement of agents to
improve the services offered to customers

SECTION THREE: TRANSFORMATION AGENTS
1. i) According to you, are the insurance agents irgmdrin transforming the
market when offering insurance services to unirggrestomers?
Yes [ ] No [ ]
ii) If no, why?
2. How do policy makers and regulators approach tle ob insurance agents as
transformation agents in your company?

3. To what extent does your company value the roleingirance agents as
transformation agents in insurance industry?

To very great extent [ ] To great extent [ ]
To moderate extent [ ] To less great extenf]
To no extent []

4. Do you agree that insurance agents play a cruaialin transforming insurance
industry in Kenya?

Strongly agree [ ] Agree [ ]
Moderately agree [ ] Disagree [ ]
Strongly disagree []

b. Explain your answer above
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SECTION FOUR: PARTICIPATION COST

1. i) Does insurance agents reduce participation d@osinsurance companies
penetration in Kenya?

Yes [ ] No |
i) If No, why?

2. To what level of extent does your insurance compasgy agents as a way of
reducing participation cost in its penetration ianga?

Very high extent[ ] High extent[ ] Average]| ] Low extent [ ]
Very low extent[ ]

3. Do you agree with the following statement: Effeetiengagement of agents
substantially reduce insurance companies partiocipacosts in their market
penetration

Yes [ ] No [ ]
If no, why?

4. What are your suggestions on the engagement ofanse agents in reducing
participation cost in market penetration?

SECTION FIVE: SERVICE PROVIDERS

1. i) According to you, are the insurance agents irigmtrin providing service in
insurance companies penetration in Kenya?
Yes [ ] No [ ]
ii) If no, why?

2. To what extent does your company value the rolm&drance agents as service
providers in insurance industry?

To very great extent [ ] To great extent [1]

To moderate extent [ 1] To less great extent []

To no extent [1]

3. Do you agree that insurance agents play a cruolal in providing service in

insurance industry in Kenya?

Strongly agree [1] Agree [ 1]

Moderately agree [ ] Disagree [1]

Strongly disagree []

b. Explain your answer above
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APPENDIX II -LIST OF INSURANCE COMPANIES

. AP A Insurance Limited

. Africa Merchant Assurance Company Limited

. Apollo Life Assurance Limited

. British-American Insurance Company (K) Limited
. Cannon Assurance Limited

. CFC Life Assurance Limited

. Chartis Kenya Insurance Company Limited

. CIC General Insurance Limited

. CIC Life Assurance Limited

Concord Insurance Company Limited

. Corporate Insurance Company Limited

Directline Assurance Company Limited
East Africa Reinsurance Company Limited
Fidelity Shield Insurance Company Limited

. First Assurance Company Limited
. GA Insurance Limited
. Gateway Insurance Company Limited

Geminia Insurance Company Limited
ICEA LION General Insurance Company Limited
ICEA LION Life Assurance Company Limited

. Intra Africa Assurance Company Limited
. Invesco Assurance Company Limited
. Kenindia Assurance Company Limited

Kenya Orient Insurance Limited

. Kenya Reinsurance Corporation Limited

. Madison Insurance Company Kenya Limited
. Mayfair Insurance Company Limited

. Mercantile Insurance Company Limited

. Metropolitan Life Kenya Limited

. Occidental Insurance Company Limited

. Old Mutual Life Assurance Company Limited
. Pacis Insurance Company Limited

. Pan Africa Life Assurance Limited

Phoenix of East Africa Assurance Company Limited

. Pioneer Assurance Company Limited

. Real Insurance Company Limited

. Shield Assurance Company Limited

. Takaful Insurance of Africa

. Tausi Assurance Company Limited

. The Heritage Insurance Company Limited

. The Jubilee Insurance Company of Kenya Limited
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42. The Kenyan Alliance Insurance Co Ltd
43. The Monarch Insurance Company Limited
44. Trident Insurance Company Limited

45. UAP Insurance Company Limited
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