BRAND PERSONALITY AND MARKET PENETRATION AMONG INSU RANCE

COMPANIES IN KENYA

By

Samuel W. Ngunijiri

A RESEARCH PROJECT SUBMITTED IN PARTIAL FULFILLMENT  OF THE
REQUIREMENTS FOR THE AWARD OF THE DEGREE OF MASTER OF

BUSINESS ADMINISTRATION OF THE UNIVERSITY OF NAIROB |

2013



DECLARATION

This MBA research project is my original work arasmot been submitted for a degree in any

other university.

Signed: Date:

SAMUEL WANG'OMBE NGUNJIRI

D61/60085/2010

This management research project has been subriattegdamination with my approval as the

University Supervisor.

Signed: Date:

DR. J. M. MUNYOKI

Senior Lecturer,
Department of Business Administration
University Of Nairobi



DEDICATION

To my dear wife, Betty T. Mkalama, my daughter Baktumbi and son Elvis Ngunjiri.



ACKNOWLEDGEMENT

Divine thanks to the Almighty God for giving me tbeergy, resources and time to go through

the MBA programme.

I would wish to record my sincere appreciation tpsuapervisor Dr. J. M. Munyoki for his

inspiration, encouragement and availability for adtation.

| extend my sincere gratitude to all those respotsdeho found time and interest to complete my
guestionnaire during the survey, some even goin@fineir way to call me to collect the ready

document. Some of you were just amazing!

| am also grateful to my workmates and colleagoestfe support and encouragement during the

MBA programme.

My special appreciation goes to my family for the@tience and understanding all through those

instances of unavailability during the period of MiBA programme.



TABLE OF CONTENTS

DECLARATION . ...ttt ettt ettt ettt b et e sa e et et e bt esb et sbessebessebassebenssbessbessasasas i
DEDICATION . ... oottt ettt sttt ettt se sttt te bt e s et e ss et e s e besbebesbess et esssbesssbatesaesesbesesseteasans iii
ACKNOWLEDGEMENT ..ottt sttt bbbt ss e bbb te et e e sebeassbesebens iv
TABLE OF CONTENTS......oiottesstte sttt ettt ese sttt st et ss e s sesnnens v
LIST OF TABLES AND FIGURES..........cooiierttcrnece sttt vii
ABSTRACT ...ttt es sttt s et s st s s st s ettt s s st e viii
CHAPTER ONE: INTRODUCTION.....c.cittriritirieieeiiseieesisee et essssesssssssse s ssssssssesessssssesssssses 1
1.1 Background to the StUAY .............ooiimmm et eee e 1
1.1.2 Brand PerSONAIILY ..........eeeeiiiiiiiiiie ettt e e et e e e e e e ee e s 2
1.1.2 Market PENETration .............cevuieiicamammennesaasaaaseeeeeeeeeeeeeeeeeeeeeeeseneeenrereeeeeeeessssssnnnnnns 3
1.1.3 The Insurance INAUSEIY iN KENYA.......ccceeeeiiiiiiiiiiiiiiiics e eeee e 4
1.2 The Research ProbIem ...ttt ee e s e e e e e e e e e e e ean 6
1.3 RESEAICN ODJECHIVES ... .ottt e e e e e e e e e e e eeaeeeaaanns 9
1.4 Value OF the STUAY ...ttt e e e e 9
CHAPTER TWO: LITERATURE REVIEW........ceeeeeeteet ettt 10
P20 I 11 0T L0410} o ISP 10
2.2 Theoretical Foundation of the StUAY ....cccieiiiieei e 10
2.3 Brand PerSON@lity ..........uuuiiriiiiiiieeieit e e s s e e e e e e e e e e e e e e e e e e eeeaaeaeaeaeeeeeeeeeeeeaeaaraaa—a 12
2.3.1 Measuring Brand Personality ...........cccoooiiiiiiieiiieeee e 14
2.4 Market PENEIIAtiON ...........uuuueieuiiiimmmmmme e eeee e e et eeeeeteeeaeeeee e s e e e e e neeaeaeeas 14
2.4.1 Market Penetration Strategy ...........ccuvueeriiiiiiiiiii e eeee e 16
2.4.2 Measuring Market Penetration ..........ccceeeiiiiiiiiii et 19
CHAPTER THREE: RESEARCH METHODOLOGY......cccoiiieieeeeeteeee ettt 21
G0 I [ o1 1o o (3 T4 1T o RSO 21
G T S =TT = T o o T T [ | o S PRRURRS 21
3.3 Study POPUIALION ..o 21
R R DT - W 00| [=Tox 1o o DTSR 21
3.5 DAt ANGIYSIS ... e e e e e e e e e e aaaaa— 22



CHAPTER FOUR: DATA ANALYSIS AND INTERPRETATION........ccooeiiiiiniicccne, 23

v I [ g (oo [FTo{ 1 o] o HNU PO TSP PPPPPPPPPPPI 23
4.2 General INFOIMALION .......ooiiiii e ceeeee e e e e e e e e e e enee s 23
4.3 Key ReSEArCh FINAINGS. .....uuuuiiiiii it ceeeeee s e e e e e e e e e e e e e e e e e e e e e e e e aeaeaes 25
4.3.1 Respondents’ Age and Premium Production................c.ovvvviiviiiiiiiiiniseescrenennns 25
4.3.2 Respondents’ Licensed Business Lines andiBmeiroduction............cccccceeeeeeeeeennn. 26
4.3.3 Respondents' Brand Personality ........ccccccuueeeeeiiiiiiiiiniiiiiiieieee e 27
4.3.4 Respondents' Premium ProducCtion............cccuuviiiiiiiiiiiie i ee e 28
4.3.5 Respondents' Brand Personality And PremiwdWRition ................evvvvveeiiiiiienennn. 29.
4.3.6 Respondents' Licensed Business Lines anceRigp Brand Personality ................... 31
4.3.7 Individual Respondent's Brand Personality Rremium Production.............ccc.c.oeeee. 32
4.3.8 Brand Sub-Personality Percentage WeighteteSCO..........ccceevieeeiiiiiiiieeeeeeeee e 34
4.4 DISCUSSION ...ceiiiieeeis ittt ettt et et e et e e e e e e e s s bbbt ettt e et eeeeeeaa s s ammmneeeaeeeesaaaannnnbnrenneeeaeeens 35
4.4.1 Challenges Facing the INAUSEIY ... 35
4.4.2 INAUSEIY REQUIALION ....ceviiiiiiiiiiitteeeeee e e e eeee e e e e e e e e e e e e e aeeaeaeees 36
4.4.3 Brand Personality .......ccccoiiiiiiii i e e e e e e e e e e e e 37
CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATI®S.......c.ccccovriununne 39
ST A g1 oo (U1t i o] o B PP P PP PPPPPPRPN 39
5.2 Summary of the FINAINGS .....cooiiiiii e 39
IR Of0] (o1 (1] (0] o S OO PPPPPPPPPP 43
5.4 Limitations of the StUAY ..........coo i 45
5.5 RECOMMENUALIONS .....eeiiiiiiieie ettt e e e e e e e e e e e e 46
5.5.1 Recommendations with Policy IMpPliCatiONS ceeee.vvvvveieiiiiiiiiiiiieee e 46
5.5.2 Suggestions for further RESEArCh. ..o 47
REFERENGCES . ...ttt ettt s st e et se st ane e s sesenenenes 48
APPENDIX 1: LETTER OF INTRODUCTION.......coititirireieireireisee e e seeees 50
APPENDIX 2: QUESTIONNAIRE........cotiitrtrieeires e ettt sse s sse e 51
THANK YOU.APPENDIX 3: INSURANCE COMPANIES IN KENYA.......cocooirrriereeneens 56
APPENDIX 3: INSURANCE COMPANIES IN KENYA ... 57

Vi



LIST OF TABLES AND FIGURES

Table 4.1: Ages of Respondent Companies and Prefractuction Per Age Bracket (in

IMIHIIONIS) .ttt bbbt bbb bbbttt s bbbt b s en s 25
Table 4.2: Underwriters’ Licensed Business Lined Bremium Production...........c.cccccveeeee. 26
Table 4.3: Respondents' Brand Personalily.............ccccccciceeeeeeeeseeecee e 27
Table 4.4: Respondents' Premium Production (20ILMHIIONS........cccoiiienniernccerees 28
Table 4.5: Respondents' Brand Personality Matché&émium Production...........cccceeeeeneeee 30
Table 4.6: Respondents' Brand Personality Matcleedidensed Business Lines.................... 32

Figure 4.1: Each Respondent's Brand Personalitygélédgainst Premium Production (in 0.1
BillIONS) . et 33

Figure 4.2: The Brand Sub-Personality PercentagigMés SCOres...........ccooeveevnincieirnicninenes 34

Vii



ABSTRACT

The study sought to establish the brand persor@ligach of the various insurance companies in
Kenya as well as establish the relationship betwaand personality and market penetration
among these insurance companies. To achieve thgsetives, a survey research design was
used and primary data was collected betwedh S€ptember 2013 and L@ctober 2013. A
semi-structured questionnaire were administerechiydiy ‘drop and pick later’ method. The
respondents were mainly marketing managers, atstioter senior officers in marketing,
corporate communications and underwriting. Outhef 46 six firms targeted for the study three
could not be reached due to varying reasons. Ghaatihave contacts or physical address given
while another was in the vicinity of the terroraatt, an area barred for almost two weeks. The
third firm changed their office location and nobddytheir former premises could direct where
they moved to. Out of the 43 firms contacted 32 oesled, representing 74% response rate,
which adequately represents the population and lesathe research to conclude on the
objectives.

The insurance industry has a long history of eristein Kenya but with a penetration of only
3.16% of Gross Domestic Product (GDP) by 2012. Tis penetration after over eighty years
of existence may be attributed to factors like fnegtation of insurance companies, general
poverty, fraud, high inflation, weak governmentippland regulations, and poor image of the
industry. Industry fragmentation (several insureus none is large enough, except in a local
context) limits the growth due to inadequate incoared resources to finance research,
innovation and publicity by the numerous small ameddium-sized players. In view of the low
levels of product innovation, differentiation remsilow over the years leading to increased but
shallow competition and price wars, a phenomen@attyr impacting on industry growth and
profitability. One front of differentiation is thugh unique brand personality, to increase brand
engagement, create strong bonds with customerseandance. This would undoubtedly provide
an insurer with a competitive edge/advantage ttere cannot duplicate. Brand personality as a
means to consequential differentiation triggerotaable brand response and customer loyalty,
thus enabling further market growth and penetratieor faster market growth the industry
players should team up and handle the challengegyjotechnically with the guidance of the

regulator and the trade association(s).

viii



CHAPTER ONE: INTRODUCTION

11 Background to the Study
Business strategy is designed to position the @aegtan within the industry so that over a long

period it can earn a high rate of return on itestinent. To achieve this position an organization
must implement a business strategy that develogpsastains an advantage over its competitors,
majorly achieved through a differentiation or a lowst strategy (Baraza, 2012). The insurance
industry in Kenya is fragmented with 46 playerstie market offering similar products with
minimal switching costs, which has led to cut-thrpace wars, with smaller players offering
very low rates in order to stay in business. KesyaSurance penetration stood at 3.1 per cent at
the end of 2012 (Business Monitor, 2012). Marketgieation is a measure of brand or category
popularity. To achieve market penetration, the pizgtion may choose to increase the current
customers’ rate of use of the product, or attrachpetitors’ customers, or attract current non-
users (Ansoff, 1990). The study will involve allethregistered and licensed forty-six (46)

insurance companies in Kenya as at the beginnidggtist of 2013.

A brand personality is the set of human characdiesisassociated with a given brand (Aaker,
1996). Personality is the individual's pattern dditis that influences behavioral responses to
situations, such as self-confidence, domineerimgoversion, friendliness, etc. (Etzel et al, 2007)
By assigning human personality traits/charactesstio a brand differentiation is achieved,
because it not only includes the personality fesucharacteristics, but also the demographic
features like age, gender or class, and psychogrdlifiestyle) features (McCarthy et. al, 1993).
Brand personality is the way a brand speaks anavesh and is seen as a valuable factor in
increasing brand engagement and brand attachnmentuch the same way as people relate and
bind to other people. Personality traits are wiat brand exists for, and these characteristics
signify brand behaviour through both individualpnesenting the brand (i.e. it's employees) as
well as through advertising, packaging, etc. The fiactors of brand personality scale have
various facets or traits each, which provide textand descriptive insight. An apt brand
personality statement provides depth and textuaertrakes it easier to keep the communication
effort on target. Brand personality is used byteggets to enrich their understanding of people’s

perceptions of, and brand attitudes towards thedo(Aaker, 1996).



Just as the perceived personality of a persorfestaefl by everything associated with that person,
including the neighborhood, friends, activities aménner of interacting, so too is the brand
personality. Product-related characteristics, pcbdclass, packaging or features drive and
influence the brand personality; a high priced braray be considered wealthy, stylish, or a bit
snobbish. Non-product-related characteristics taat affect a brand include advertising style,
country of origin, company image, CEO identificaticand celebrity endorsers (Aaker, 1996).
Consumers show more interest in brands for what slag about them rather than what they do
for them (Chernatony, et al, 2011). Properly explbi brand personality can create loyal
customers through merging of personalities (custnaad the brand’s), ultimately providing the

company “with a competitive advantage that otharmot duplicate” (Wanjau, 2001).

1.1.1 Brand Personality
Brand personality is the set of human charactesistssociated with a given brand (Aaker, 1996).

By assigning human personality traits/charactesstd a brand differentiation is achieved, since
it not only includes the personality features/cheeastics, but also the demographic features like
age, gender or class, and psychographic (lifestidajures (McCarthy et. al, 1993). These
characteristics signify brand behaviour throughhbiadividuals representing the brand (i.e. it's
employees) as well as through advertising, packpgitc. It is seen as a valuable factor in
increasing brand engagement and brand attachnmentuch the same way as people relate and
bind to other people, and an apt brand personatayement provides depth and texture that
makes it easier to keep the communication effortavget. Personality traits are what the brand
exists for, and it is the way a brand speaks ahd\es (Aaker, 1996).

Unlike brand image which denotes the tangible (j@&snd functional) benefits and attributes of
a brand, brand personality indicates emotional @asons of the brand. If brand image is a
comprehensive brand according to consumers’ opinwand personality is that aspect of a
comprehensive brand which generates its emotiohatacter and associations in consumers’
mind. Brand personality helps to build brand eqtiitough self-expression, and sets the brand
attitude. It is a key input into the look and feélany communication or marketing activity by the
brand. It helps in gaining thorough knowledge o§tomers’ feelings about the brand. Brand
personality differentiates among brands specifjcalhen they are alike in many attributes and

can be used to make the brand strategy lively adi¢ate the kind of relationship a customer has
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with the brand. It is a means by which a custonoenmaunicates his own identity (McCarthy et.

al, 1993). Trustworthy celebrity (user imagery) dmdnd personality should supplement each
other to ensure immediate awareness, acceptabiiityoptimism towards the brand (McCarthy
et. al, 1993). This influences consumers’ purcliesasion and also creates brand loyalty. Brand
Associations are not benefits, but are images gnibsls associated with a brand or a brand
benefit. Associations are not “reasons-to-buy” fmatvide acquaintance and differentiation that's
not replicable (McCarthy et. al, 1993). Associatisrrelating perceived qualities of a brand to a

known entity. For instance The Serena Hotel is@ased with luxury and comfort.

A brand should be associated with a positive palggrso that the customers relate the brar
positive. Brand associations are the attributes bfand which come into consumerschivher
the brand is talked about. It is related with thmplicit and explicit meanings which a consui
relates/associates with a specific brand name.dagsociation can also be defined as the d
to which a specific product/service is recognizethiw its product/service class/category. W
choosing a brand name, it is essential that theenahosen should reinforce an impor
personality, attribute or benefit association tfuaims its product positioning (McCarthy et.
1993).

1.1.2 Market Penetration
According to Ansoff (1990) market penetration isnaasure of brand or category popularity. It

occurs when a company penetrates a market in vwhigkent or similar products already exist. It
is different from market development where a congpaeeks out new markets for existent
products. Market penetration is trying to increaakes of a firm’s present products in its present
markets — usually through a more aggressive mawdetiix. To achieve market penetration, the
firm may choose to increase the current customeat® of use of the product, or attract
competitors’ customers, or attract current nonssdfor effective analysis and planning,
marketers need to really understand why some peaplduying now and what will motivate

them to change brands, or buy more, or begin emnesbuying” (McCarthy et. al, 1993).

Market penetration is the act of a new entranhegitn firm or a product, into an existing market.
It is also obtaining increased market share foradygct with no change in the target market.

Penetration is the extent to which a product ordwertisement has been accepted by, or has

3



registered with, the total of possible users” (iar2009). A market penetration strategy seeks to
increase market share of the current product etice in the existing market, i.e. the firms seek
to raise their sales revenue without making chanigeshe products or services. Market
penetration strategy can be implemented by offesalgs, increasing sales force, increasing
product's channels of distribution and promotiorlalels, and increasing expenditure in

marketing and advertising activities with an obpf increasing turnover.

1.1.3 The Insurance Industry in Kenya
The Insurance industry in Kenya is regulated by theilasce Regulatory Authority, which was

established under the Insurance (Amendment) ABteaember 2006. The act became effective in
2007. The IRA formulates and enforces insurancendstals, particularly in relation to
compulsory lines such as compulsory third-partyanéability insurance. It also approves tariffs
and rates of insurance, deals with complaints ftben public, and monitors the viability of
insurers. It monitors and enforces claims settléamesich includes limiting ownership of a
single individual shareholder to 25% and increasiregminimum capital requirement from the 50
Million Kenya Shillings to 150 Million Kenya Shiligs for life (long-term) insurers and 300
Million Kenya Shillings for general (short-term)surers. In the 1980s legal restrictions required
that the insurers be locally incorporated with sdéooal ownership (Business Monitor, 2012).

For an insurance company to penetrate the matketeds to have a competitive advantage over
the other insurance companies through a betteratinagkmix. Currently many of the insurance
companies may be carrying the wrong personalitys tafy ‘faceless, bureaucratic, and cold’
(Aaker, 1996) because they have allowed a distbateeen themselves and the customer due to
the involvement of intermediaries. The insurancdusiry has some (players who) want to be
innovators and eagerly search out new opportuniéisers are willing to be creative imitators or
risk-avoiding ‘me-too’ marketers (McCarthy et. 4B93). The insurance market has displayed
evidence of shallow competitive framework and tharketing mix for most companies is
characterized by price undercutting with destricttensequences. Fragmentation of the industry
has resulted in low growth rate and intensifieclny among players, with premiums being driven

down by brokers and insurers to uneconomical lef@tgplla, 2005).

In spite of Kenya’s well publicized economic, séaad political problems, non-life insurance
penetration has risen to around 2% of GDP — a reabdy high figure given the overall income

level in Kenya. This is a reflection of the inndavaness of many of Kenya'’s indigenous non-life
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insurers, most of which are small organizationgnimst standards. The insurers understand the
needs of the clients and are responding accordingly

Examples include agricultural risk products thaverofarmers against the impact of natural
disaster, facilities to pay premiums via mobile pé®, and Takaful insurance, (Business Monitor,
2012). Majority of the insurance companies are awbg Kenyans and even where companies
are foreign-owned Kenyans have substantial st&kieso-insurance products are developing and
are ready for the regulatory and economic envirarirnt@ improve their selling potential. Micro-
insurance business means the authorized insurarseelss that provides protection accessible to
the low income population against specific pemiseichange for regular provision payments
proportionate to that risk and managed in accomanith generally accepted insurance
principles. Insurance companies are grouping themeseogether (merging) in an effort to build
economies of scale (Business Monitor, 2012). Sorin¢ghe weaknesses are that among the
insurers none is large, except in a local contaxd, there are few actual economies of scale. Past
restrictions and a generally challenging businessrenment in a small economy have limited
the involvement of foreign insurers. Poverty antklaf awareness appear to be major constraints,
and state-owned enterprises potentially substansiafs of insurance, have financial problems.
According to the Insurance Regulatory Authority AR fraud and corruption have also been
significant problems, while the regulatory struetunas limited the sales of micro-insurance
(Business Monitor, 2012).

Opportunities that exist include economies of sdiftkey if some insurers proceed with further

consolidation. The East African Community (EAC) aoon market, which came into effect in

July 2010, may provide opportunities for Kenyanuiess. Kenyan insurers have demonstrated
that they understand micro-insurance, are innogatind can receive payments through mobile
phone-based networks. The development of Takaswlrance products may open up a previously
untapped market. Agricultural insurance may devedgpdly off an extremely low base, more so
with the onset of county governments (Business konR2012). Threats include deterioration of
political conditions, insecurity and unexplainedssillings in some regions that could hamper
the development of the insurance sector. Also igh flation poses a major challenge to the

long-term development of the life insurance segment

The unprecedented instability in the Middle East Blorth Africa (MENA) region during 2011 is
likely to signal a change in pricing and appetdgegolitical risk and terrorism insurance, business
5



interruption insurance and other related lines aglokal scale. A perceived need for asset and
property protection is likely to increase not odlymestically, but also amongst the international
commercial and industrial communities; this preseat new challenge and opportunity for
insurers to address: not only to satisfy the inmedademand for coverage with improved and
tailored products; but also for improved risk prami calculation to ensure profitable

underwriting (Business Monitor, 2012).

The insurance industry in Kenyan is fragmented esinat of the large number of small and
medium sized companies, none has a significant ebatkare to strongly influence the industry
outcome. Fragmentation in the industry has restuitethhealthy competition manifested by price
cutting among other unprofessional practices. Cdaitipe in the insurance industry in Kenya has
been termed as cut-throat, stiff, unhealthy, andllelv with destructive consequences. The
number of players has been viewed as excessivensigatagnant or shrinking market,
characterized by a marketing mix of price-undemogttvith destructive consequences. The main
challenge facing the insurance firms is how toease the market share and remain competitive

in the face of unfavorable internal and externalibess environment (Ogolla, 2005).

The trade association is the Association of Kemgaders. The AKI was set up in 1987 and is the
umbrella group for the country’s insurers. Its gimmsbroad terms, include representation of the
insurance sector to government and the general gitom of insurance in Kenya (Business
Monitor, 2012).

1.2 The Research Problem
Brand personality as part of the brand identitipash distinctive, enduring and has considerable

face validity, for customers often interact wittabds as if they were people. Brand personality is
used by strategists to enrich their understandingeople’s perceptions of, and brand attitudes
towards the brand. It also contributes to diffei@idn of brand identity, guides the
communication effort and creates brand equity (Aalk€®96). Insurance being a low-contact
service has much of the firms’ expertise hidden fanmaks are often forced to illustrate equipment,
procedures, employees’ characteristics and a@svifThe marketing function assumes a lead role
in transforming an organization’s distinctive skilnd resources into products and services that

enjoy positional advantages in the market. Marlegtgpration is defined as the number of people
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who buy a specific brand or a category of goodeast once in a given period, divided by the

size of the relevant market population.

Several studies have been done addressing vaspesta of brand personality and branding, and
separately on insurance industry market penetrasitiieit leaving out some key conceptual and
contextual features. Research that has been ddfenya about brand personality involves other
products; the researcher did not come across atyhts tackled brand personality in respect to
insurance products or insurance companies. Farnost Wanjau (2001) focused on the extent of
usage of brand personality in brand positioninthian lubricants market. The study expounded on
the Aaker’s (1996) big five brand personality sadeemployed by marketers of oil products, and
articulated that the brand personality scale (BR8ps managers to identify elements when
deciding on positioning strategies to appeal toidinget customers. The study affirmed that brand
personality creates a strong bond with customedspaovides a manufacturer with a competitive

edge/advantage that others cannot duplicate.

On the other hand, Marami (2006) studied the fadioat determine brand loyalty in a case of the
petroleum marketing industry in Kenya; seeking fdmors that would lead to brand loyalty and
the achievement of the associate values. The stwdys that in the past, firms used to
differentiate their offerings through additives foels, but this eventually stopped due un-
transferrable costs owing to stiff competition. ®tedy also reiterated Aaker’s (1991) words that
as brand loyalty increases, the vulnerability oé ttustomer base to competitive action is

substantially reduced.

On his part, Kamiri (2007) carried out a surveyaseation and application of brand equity by
insurance companies in Kenya. The study reiterdtetler's (2000) facts that a brand is
essentially a seller’'s promise to deliver a spedét of features, benefits and services consigtent
to the buyers and the best brands convey a warmdrgyality. The study asserted that perceived
guality is of significance to their (insurance canjes) brands and these firms mostly consider
psychology and emotional benefits to consumer$eir torands. He concluded that brand equity
is one of the most important factors to be considdry insurance companies for the potential
buyers to be able to recognize their products andlide to differentiate them from those others.

Branding also helps the firms to compete using n@operties of a product.



Finally, Chege (2008) studied the competitive sgas adopted by Equity Bank Limited, and
quoted the generic strategies of ‘overall costéestuip strategy’, ‘the differentiation strategy’dan
‘the focus approach’. The study concluded that mimys succeed when they understand the
competitive environment and then decide on the @pyate strategy to adopt, some even
choosing a hybrid (a combination) of the strategiegen where firms choose to adopt the
differentiation strategy they may not differentiaten all fronts of, areas of distribution,
technology, segmentation, pricing, product develepin branding, service quality and

relationship ‘banking’.

The study is to draw attention of the insurance games in Kenya that brand personality matters
to facilitate differentiation and a favourable hidamesponse. The study will endeavor to
underscore how brand personality can assist theanse companies to differentiate in order to
avoid other companies imitating their innovationsd eofferings. By assigning some positive
human characteristics and traits to their brandsurance companies will provide depth and
texture to their offerings and generate emotiorr@racter and associations in the consumers’
minds. With increased brand engagement and bratathatent it will influence purchase
decisions enabling the company penetrate the marketacquire very loyal customers (Aaker,
1996), not easily swayed by competitors’ promiskeprize reduction or proposed extra benefits,
or even allusion of better customer service. Bresgbnance reflects a completely harmonious
relationship between customers and the brand,treigustomers become evangelists and share

their experiences with others, (Keller, 2001).

From the foregoing, the author did not come acebssudy done in Kenya that has addressed
similar aspects. This study will therefore seekettablish the relationship between brand
personality and market penetration levels amongrarsce companies in Kenya. The study will

venture to answer the following question; -

What is the relationship between brand personalitgd market penetration among insurance

companies in Kenya?



1.3 Research Objectives
I To determine the brand personality of each of theous insurance companies in

Kenya.
il. To establish the relationship between brand pelgpreand market penetration among

insurance companies in Kenya.

1.4 Value of the study
This study will assist insurance companies to razmgand appreciate the personality or multiple

personalities associated with their brands, and garough knowledge of customers’ feelings
and probably unravel the reasons why they havetgad the market to the extent they have (or
vice versa). The study will assist the brand stjiate of each insurance company to comprehend
the brand personality of their company and workais enhancing it (if positive) or transform it
(if adverse) and subsequently come up with appatgnnarketing strategies for further market

penetration.

The study findings will assist the academia in nefieing and as a source of secondary data as
well as determine areas of further research indparsonality, and marketing in general. It will
also add to the wealth of knowledge on theory amdtice of marketing, particularly pertaining
to brands and brand personality. The study wilb @ssist the general public to appreciate brand

personality as a concept.



CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction
This chapter focuses on various theories and cascep brand personality and market

penetration. The theories and concepts will alswmlire Branding, Brand Personality, Brand

Associations and Brand Equity, as well as markeivgn (penetration) strategies.

2.2 Theoretical Foundation of the Study
Before the 1970s branding had not attracted mutdntadn, not even for companies with an

understanding of the possible advantages of agtboand. Consequently, for a long time, an
uncertainty existed as to how much companies shemlphasize their brands and how much the
average customer cared about those brands. Henbecame vital for marketers to establish
through research how important brands were in theehasing process. This challenge was
accepted by Marquardt et al, (1965) when they @ettd investigate this issue by focusing on an
everyday product. The results revealed that consumanted products with a well-known brand
and that only 25% of the respondents did not psgntion to the brand at all, instead considering

the price as the most important factor in buyirg phoduct.

Another concept that was explored by Cunninghanb§l® the 1950s was brand loyalty; the
concept evoked much debate and became one of ggedbicontroversies of that time. By that
time, companies had already invested large amoumtbranding; the problem was scarce
empirical evidence that the efforts had had angctffHence, even though the idea of brand
loyalty had already been introduced, there was rasemainty whether it was something worth
striving for. Through his research, Cunningham ata@ that household loyalty was strong and
consumers were brand loyal in more than 90% ofithes while purchasing household goods. In
the early 1960s, another concept was introducecdhtidha major influence on marketing, namely

lifestyle.

Martineau (1958) lay the theoretical foundatiorbdnd personality as early as in the 1950s when
he established that in spite of the fact that tialar stores could offer the same prices, quality
of products, and equally good services, the custestdl often show partiality toward one of the

stores and not the other. The reason for this behawe argued, is the personality of the store. To
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be able to create the desired personality, onedase the power of the brand image. That is,
consumers will always choose the store that reptesieir own personality and is, hence, in
accordance with how they wish to be perceived. @edonomic factors will always be important
for customers, if the product and store personatity not correspond to the consumers’
personality, no campaigns or sales will be of amyphEven though Martineau put much
emphasis on store personality, he also made it ¢kedt what holds true for store personality

applies to brand personality as well.

Gummesson (2002) explains that there is a commbef lileat relationships are something that
explicitly occurs between human beings. This isyéner, not entirely true since there could be
relationships that involve objects, symbols, anteotimmaterial phenomena. This kind of
branding, which pays attention to the importance refationships, is called parasocial
relationships. The existing relationships betweastamers and the company, including their
products and services, are often impersonal buéntte®ess important in branding since such
relationships affect the image of a company. Timage is created by such factors as the company
name, brands, famous company personalities, arer p#rsons who symbolize the attitudes of
the company. It has been shown that consumerseddii|m brand relationship from their own
individual perspectives and the brand relationsimg relational value are very much personalized
in the minds of consumers. Customers generateithdil/ relationships based on their individual

perception of brand value, brand meaning and theeriences (Lindberg-Repo, 2001).

Another important milestone in the evolution of fulang is the theory behind the concept of
positioning. The word positioning was coined in 2%% Ries and Trout in the article series “The
Positioning Era” published in a business magazideeftising Age. Ries and Trout (1981) later
argued that positioning is not something you ddhwite product itself; instead, it is about the
target group. The marketers’ aim is to put the povdnto the mind of the customers. Hence,
when outlaying the positioning strategy, one dagtschange anything about the core product but
instead concentrates on the surrounding elementheofproduct. In the early 1980s, a new
concept was coined that became one of the mosinedsd areas within the field of marketing:
namely, brand equity. This concept embraces trgdesimost important aspect of marketing as of

today, that is, how to measure the value of a brand
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2.3 Brand Personality
A brand is a name and/or mark intended to ident#y product of one seller to differentiate it

from competing products. Brands are easily recaghiin stores and advertisements, reduces
price comparisons, and the resultant reputatiolmentes customer loyalty due to the assurance
to consumers that they will get consistent qualitien they reorder (Etzel, et al, 2007).
Personality refers to the unique psychological atiristics that lead to relatively consistent and
lasting responses to a person’s environment. Paligois an individual’s pattern of traits that
influence behavioral responses, such as self-oemfie, domineering, introversion, flexibility,

friendliness, etc (Kotler, et al, 2010).

Brand Personality is the set of human qualities fadures associated with a given brand that
includes the personality characteristics like teendgraphic features of age, gender or class, and
psychographic features {lifestyle; activities, imsts and opinions}. Just as the perceived
personality of a person is affected by nearly ethiéng associated with that person, including
his/her neighborhood, friends, activities, clottaasl manner of interacting, so too is a brand
personality. Product-related characteristics armyet class can be primary drivers of brand
personality, and these characteristics signify éhtaehaviour through individuals representing the
brand (i.e. employees) as well as through advegjgiackaging, events sponsorship, etc. (Aaker,
1996).

These personality traits influence consumers’ pgaroes and buying behaviour, and can be
valuable factors in increasing brand engagementoaawd attachment, in much the same way as
people relate and bind to other people (Etzel],2G07). Some people buy products or services
for good feelings, fun, entertainment, even faessand mostly show more interest in brands for
what they say about them rather than what theyodahfem (Chernatony et al, 2011). Brand

personality is the way a brand speaks and behawesthus personality traits are what the brand
exists for (Aaker, 1996).

Brand personality is different from brand image,sense that, while brand image denotes the

tangible (physical and functional) benefits andilaites of a brand, brand personality indicates

emotional associations of the brand. If brand imag@& comprehensive brand according to

consumers’ opinion, brand personality is that aspka comprehensive brand which generates its

emotional character and associations in consumargd. Brand personality helps to build brand
12



equity through self-expression, sets the brantud#i and it is a key input into the look and feel
of any communication or marketing activity by thard. It helps in gaining thorough knowledge
of customers’ feelings about the brand and aiddifferentiate among brands specifically when
they are alike in many attributes. Brand persopnaditused to make the brand strategy lively and
indicates the kind of relationship a customer hath whe brand. It is a means by which a
customer communicates his own identity (self-exgiteg. Brand personality and celebrity should
supplement each other, because trustworthy cefelfuser imagery) ensures immediate
awareness, acceptability and optimism towards thend This will influence consumers’

purchase decision and also create brand loyaltkgAd 996).

A study by Aaker (1996) developed and tested tten@Personality Scale (BPS), a compact set
of traits designed to both measure and structumadpersonality. Five personality factors (the
Big Five) of Sincerity, Excitement, Competence, Bepcation, and Ruggedness emerged to
explain all of the observed differences betweemdisa The big five have extended set of traits
which provide an understanding of their scope aclthess. For instance an insurance company
tends to assume a personality of either competsetious, masculine, older, faceless,
bureaucratic, cold, or upper class; depending emtn-product-related characteristics that affect
brand personality like advertising style, countfyoaigin, company image, executive influence,
and celebrity endorsers (Kotler, 2010).

Brand association creates positive feelings/atitiehd helps processing and retrieval of
information to facilitate unconditional buying, l@se of the attributes of a brand which come
into consumer’s mind when the brand is talked ablbus related with the implicit and explicit
meanings which a consumer relates/associates Wwihspecific brand name, the images and
symbols associated with a brand or a brand berfdgociations are not “reasons-to-buy” but
provide acquaintance and differentiation that's reylicable. Association is relating perceived
gualities of a brand to a known entity. For ins&rfihe Serena Hotel is associated with luxury
and comfort. While choosing a brand name, it i®etal that the name chosen should reinforce
an important personality, attribute or benefit agson that forms its product positioning. A
brand should be associated with a positive perggrsd that the customers relate the brand as
positive (Aaker, 1996).
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Brand personality contributes towards brand equatyset of assets (and liabilities) linked to a
brand’'s name and symbol that adds to (or subtfacts) the value provided by a product or

service to a firm and/or that firm’s customers.

2.3.1 Measuring Brand Personality
The same vocabulary used to describe a personecasdul to describe a brand personality. Brand

Personality Scale (Sincerity, Competence, Sophitio, Excitement and Ruggedness) is a
compact set of traits designed to both measurestndture brand personality. Like a person, the
brand can have a complex personality that rangessthe Brand Personality Scale (Big Five).
Each of the Big Five factors has been divided fat®ts to provide texture and descriptive insight
regarding the nature of the brand personality. fifteen facets are given descriptive hames to
suggest strategic options and measure the degrpestiive and negative attitude towards the
brand. Personality variables are significantly tedato attitude, with specific relationship varying
by the brand. Users will frequently and generallygeive the brand to have a strong personality,
unlike non-users. Two brands may be rated as stoonfRuggedness” with one brand being
perceived positively as having a strong persondldy example cigarettes, sports shoes), while
the other brand’s personality is perceived neghbtias weak and unattractive (for example
cosmetics, an insurance company). In each casepeifsmnality objective and implementation

strategy would be very different.

Brand personality is affected by uses, the userigihiborhood, activities, packaging, marketing
and advertising style, executive influence, theespntative employees who interact with users,
the product attributes of quality and reliabilittand name awareness, brand loyalty and other
organizational attributes (Aaker, 1996). Therefareasurement of the brand personality will
strongly be influenced by the effects of the intéian, relations and communication with the
above. For instance a strong executive influendeQ@articipation) and/or a celebrity endorser

tend to transfer the particular individual’s peraliy to the brand.

2.4 Market Penetration
Industry competition is driven by the five forcefs ) threat of new entrants, ii) rivalry among

competing firms, iii) threat of substitute prodycts) bargaining power of buyers, and v)
bargaining power of suppliers (Porter, 1998). Valeating potential product/market fits, a firm

must evaluate new market opportunities, deterntisenimber and aggressiveness of competitors
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and gauge its own strengths and weaknesses. Thieetingr function assumes a lead role in
transforming an organization’s distinctive skilladaresources into products and services that
enjoy positional advantages in the market. Marlegtgpration is defined as the number of people
who buy a specific brand or a category of goodeadt once in a given period, divided by the
size of the relevant market population. Market pext®n is one of the four growth strategies of
the Product-Market Growth Matrix as defined by Afifigh990). Market penetration is the act of a
new entrant, either a firm or a product, into amstxg market. It is also obtaining increased
market share for a product with no change in thgetamarket. Penetration is the extent to which
a product or an advertisement has been acceptear bns registered with, the total of possible
users (Harris, 2009). A market penetration strateegks to increase market share of the current
product or services in the existing market, i.e. fibms seek to raise their sales revenue without
making changes in the products or services. Mapegtetration occurs when a company
penetrates a market in which current or similadpats already exist. The best way to achieve
this is by gaining competitors' customers to becpart of your market share. Other ways include
attracting non-users of your product or convinciogrrent clients to use more of your
product/service through advertising, promotions, @ften, managers must decide whether to
seek sales growth by acquiring existing categogysuBom their competitors or by expanding the
total population of category users, attracting rawtomers to the market. Penetration metrics
help indicate which of these strategies would bestnappropriate and help managers to monitor
their success (Reibstein, 2010).

Some people buy products for good feelings, furtertminment, even fantasies, and attach
symbolic meanings to the selected brands. Consushers more interest in brands for what they
say about them rather than what they do for theansGmers construct and make sense of the
world through interpreting brands as symbols imfegrmeaning; then they use these meanings to
surround themselves with brands and so internadlyetbp their self-identity. The symbolic
meaning of brands is strongly influenced by peayth whom the consumer interacts. To be part
of a social group, the person doesn't just neeatiteere to the group’s attitude and beliefs but also
to reflect these attitude and beliefs through ttight brand’. To facilitate understanding of
symbolic meanings of brands, design and visualesgmtations are vital in conveying meanings,

especially in the service sector where no tangbdelucts are available.
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Visual representations have the advantage of awpithe logical examinations and therefore
more likely to be accepted unlike verbal expressiubjected to logic). Customers are less
likely to challenge the symbolic simplicity of agoluct than the verbal claim of the same
(Chernatony, et al, 2011).

Consumers perceive brands in very personal waysaftadh their own values to them. Even
though competing firms may strive to portray unigquedues for their brands the symbolic
interpretation of each brand varies by type of per®ifferent people ascribe different meanings
to the same product. The symbolic meaning of th@dbis defined by the group of people using it
and varies according to different social settinggmbols acquire their meanings in a cultural
context so the culture of the society consuminghitzends needs to be appreciated to understand
the encoding and decoding process. To take a lmém@d new culture may require subtle changes
to ensure that the symbol acquires the right meginiits new cultural context e.g. Red Cross and
Red Crescent (Chernatony, et al, 2011).

2.4.1 Market Penetration Strategy
For most business marketers, the company name isrtimd, so the key questions become: “what

do you want your company name to stand for? Andtwlbayou want it to mean in the mind of
the customer?” The power of the brand lies in wdtatsumers have learnt, felt, seen, and heard
about the brand over time. This may include thosigfgelings, images and experiences that
become linked to the brand in the minds of custemBrand positioning involves establishing
unigue brand associations in the minds of custontedifferentiate it and establish competitive
superiority (Hutt et al, 2010).

Insurance being a low-contact service has muchefitms’ expertise hidden and firms are often
forced to illustrate equipment, procedures, emmsyeharacteristics (qualifications, experience,
commitment and professionalism) and activities fepphes to reduce losses and costs due to
accidents, philanthropy, etc). Some companies rézeghat front-line personnel are central to
service delivery because their presence makesetivece more tangible and more personalized,
so they strategically engage employees endowed weiti positive personalities. Highlighting
also the expertise and commitment of employeeshen dack offices enhances trust in the

organization’s competence and commitment to sewyidity (Lovelock et al, 2007).

16



As a branding strategy is implemented, speciaintte should be directed to how customers
react to the brand and the associated marketingtes. Customer judgments are vital to the
creation of a strong brand (brand response), eslbeevhen they perceive the quality matches
value and satisfaction, and the brand is crediblegerms of expertise, trustworthiness and
likeability. This will enhance the degree to whiclistomers find the brand to be an appropriate
option worthy of serious consideration and makearsrs believe that the brand offers unique

advantages over competitors’ brands (Keller, 2001).

Feelings relate to the customers’ emotional readticthe brand and include numerous types that
have been tied to brand building, including warnftim, excitement and security (Hutt et al,
2010). Brand resonance represents the strengtie gfsychological bond that a customer has with
a brand and the degree to which this connectiamslates into loyalty, attachment, and active
engagement with the brand. It reflects a complet@ymonious relationship between customers

and the brand; they become evangelists and shaireettperiences with others (Keller, 2001).

The actions of competitors as well as environmeaotaiditions influence how customers feel
about a brand. Strong brands stay relevant and akpeoviding the benefits that matter the most
to customers. The primary pay off from positivetouser thoughts and feelings is reflected in the
purchases they make. Strong brands provide suckfiterms greater customer loyalty, less
vulnerability to competition, high profit margingnd greater co-operation and support from
channel partners. Competitive positioning stratesgypased on establishing and maintaining a
distinctive place in the market for an organizatanmd its offering through focus of efforts to
particular niche markets and provide singular, $&mgnd consistent message. A challenge of
developing a viable positioning strategy is to avtiie trap of investing too heavily in points of
difference that can easily be copied. Positioniegds to keep the competitors out, not draw them
in (Lovelock et al, 2007). Tactically, the brandgmnality concept and vocabulary communicates
the brand identity with richness and texture tosthavho must implement the identity building
and positioning effort, be it in advertising, praimas, packaging or selecting events to associate
with (Aaker, 1996).

Consumers may perceive only minor differences betweompeting brands and therefore get
confused by the lack of clear brand differenceghWlit any solid beliefs about the advantages of

any particular brand, a choice is made based @t o#fasons e.g. friends’ opinion or advice given
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by a shop assistant. Upon purchase the consumerfeefyinsure, particularly if they receive
information that conflicts with their reasons fanying. The consumer may experience mental
discomfort (post-purchase dissonance) and wouldmgt to reduce this state of mental
uncertainty, either by ignoring the dissonant infation, or by selectively seeking those
messages that confirm their beliefs. The customechases without firm brand beliefs, then
changes attitude afterwards based on experiende thét chosen brand. Learning occurs on a
selective basis to support the original brand ahdig the consumer being attentive to positive
information and ignoring negative information.

When consumers purchase a brand but perceivebitled differentiation or lack the ability to
judge between competing brands, the advertisemedtse the post-purchase dissonance through
providing reassurance after purchase. This mayaligtancourage loyalty and recommendation

to others (Chernatony et al, 2011).

Services are mentally intangible and are oftenadiff to visualize and understand, more so due
to lack of easy reference points which can helgligtinguishing among competing suppliers.

Services cannot be inventoried because they aresitbay and perishable, which makes it

necessary to strategize on how to smooth demaradsi¢hrough reservations, promotions, and
dynamic pricing strategies to match available capatlt is difficult to assess important service

features in advance of use and to evaluate thatyjolkthe performance itself, because intangible
elements like processes, expertise, attitudesrofcgepersonnel usually dominate value creation
(Lovelock et al, 2007).

As consumers’ lives become complicated, rushed, tand-starved, the ability of a brand to
simplify decision-making is invaluable. Brand sigma certain level of quality so that satisfied
buyers can easily choose the product again, whiaviges predictability and security of demand,
and creates barriers to entry (Kotler, 2001). 8gi@s to increase the penetration rate include
adjusting the marketing and packaging strategyettegate sales growth and increasing the total
market size by attracting new customers (Chirani®95). The primary pay off from positive
customer thoughts and feelings is reflected ingfeater customer loyalty, less vulnerability to

competition and higher profit margins, among othemefits.
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2.4.2 Measuring Market Penetration
Penetration is the number of people who have bowgiht product, or the category of products

you are measuring. Market Penetration is definethagproportion of people who buy a specific
brand or a category of goods at least once in engperiod, divided by the size of the relevant
market population. Two key measures of a produfgitspularity’ are penetration rate and
penetration share. The penetration rate (also ccgkenetration, brand penetration or market
penetration as appropriate) is the percentageeofeievant population that has purchased a given
brand or category at least once in the time peuioder studyA brand’'s penetration share, in
contrast to penetration rate, is determined by @ring that brand’s customer population to the
number of customers for its category in the relévaarket as a whole. Penetration measures the
popularity of a product in terms of usage or pusehdt is a function of the number of people who
buy a product category or a particular brand ardsilze of the relevant market. Start-ups and
established businesses use this metric to evalbateffectiveness of their product development
and marketing strategies. Market Share focuseshames of revenues generated as the total
revenues for that market, by either looking atltstes versus competitors, or by looking at

shares of usage at a consumer level.

The measurement time period can affect the permirate. For example, computer sales may
spike during the weeks preceding the start of ttieoal year, which may lead to a higher
penetration rate than normal for that period ofilye market share of a brand is a factor of the
brand penetration share, the heavy usage indexhenghare of requirements. The heavy usage
index measures consumption intensity, while theesloh requirements measures brand loyalty.
The least risky strategy to increase market petietrés to sell more units of the current product.
Companies may use different pricing and promotictiedtegies to achieve unit volume growth.

Examples include six bars of soap in one packagesot-pack of beer.

Market penetration is one thing, but market pemietmaopportunity is a far more important and
deeper concept. Determining market penetratioroieeptually fairly simple; establish the total
market potential, then divide that potential by #mount of product that is already sold or
purchased. For example, penetration of televissomsautomobiles into their potential markets in
the United States is very high, while penetratibhausehold robots is very low. If | have 10,000
possible users, and 1,000 of them are already usipgoduct or service, then that's a 10%
penetration. If 6,000 already use it, then thapemetration of 60%. Conceptually simple, yes, but
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it's not so simple to actually develop the numb&he problem is that the total potential market
for anything is a moving target; it changes witkbhigology, costs, socioeconomic trends, and
many other factors. How do we know there are 10 88@ntial users? How did we determine
who is a potential user and who isn't? This is whte most interesting point comes up, in that
you are asking not about the market penetratiohabout the market penetration opportunity.
That's pretty much the same as asking about thiedsssopportunity. Evaluating whether or not
an opportunity exists, and how much of an oppotyusekists, is one of the core problems of
Entrepreneurship. There are no formulas. Does titirggy market leave room for something
new? Is it entirely penetrated? Could the marketvgsignificantly with some new entrant, and is
it therefore less penetrated than other peopl&k®hirhese are core decisions every entrepreneur
makes (Reibstein, 2006).

Kenya's insurance penetration stood at 3.1 per aetite end of 2012 (Business Monitor, 2012).
The figures obtained from the research for eacHystinit when related to the global industry

statistics will reveal the penetration trend anawgh over the past three years.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1 Introduction
This chapter is about the research methodologlywhaa used, including research design, data

collection methods and the data analysis methdas.objective of this chapter is to demonstrate
how data collection and analysis is utilized in stiedy to answer the research questions and meet

the objectives outlined in chapter one.

3.2 Research Design
The research was of a descriptive survey desigthasstudy was intended to describe the

characteristics of insurance companies in respecthé brand personalities and how they
penetrate the market. It was a correlation studiaf’ market penetration is facilitated by the
brand personality of an insurance company. Desegipesearch portrays an accurate profile of
persons, events or situations, and allows the cadie of large amount of qualitative and

guantitative data from the target population.

3.3 Study Population
The project undertaken was a census survey invplaihthe registered and licensed forty-six

insurance companies in Kenya. The list of the fsrkyinsurance companies was obtained from

the website of Insurance Regulatory Authority (IR&s)at the beginning of August 2013.

3.4 Data Collection
Primary data was collected by use of questionnaifee questionnaire had three sections with

Section A collecting data about the research @@ttion B collecting data of brand personality
and Section C collecting data on market penetrati@iscussions and guidance on how to
complete the questionnaire was offered where seticiand any additional information gathered
was recorded in a note book for and assisted inlyzing the data collected through the
guestionnaires. The target respondents were thketivagg managers of the identified insurance
companies. Where the companies had brand manageraral strategists they were the preferred
respondents. The questionnaires were dropped amdpilcked upon follow-up with the relevant
people. Some of the research units were contacteglmne to follow up on when the

questionnaire is likely to be ready and those redpots who had difficulties completing the
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guestionnaires guidance was offered. Some resptsdead the dropped questionnaires
misplaced and other copies were either droppedhailed.

Secondary data was gathered from the marketingrohe@ats, brand managers and corporates
affairs officers of the insurance companies. Somgial data were obtained from Insurance

Regulatory Authority (IRA) and Association of Kenyesurers websites.

3.5 Data Analysis
Data collected was both quantitative and qualigativ nature. The data was checked and edited

for accuracy, completeness and consistency, thatyzed through examination, categorizing,
coding, tabulating and testing to identify the pats and enhance the validity of the study.

The quantitative data was analyzed using descetatistics resulting to tables, graphs, charts,
and percentages. Content analysis was used tozanglyalitative data to facilitate in making
inferences by systematically and objectively idgirig specified characteristics of variables. The

relationship of variables was estimated using daticn and regression analysis.
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CHAPTER FOUR: DATA ANALYSIS AND INTERPRETATION

4.1 Introduction
This chapter presents data analysis, findings amergretation of the information gathered

through the questionnaires completed by the resusdThe questionnaires were hand-delivered
to forty-three (43) insurance companies out of fibity-six (46) targeted subjects. Responses
were received from thirty-two (32) of these inswamompanies, representing a response rate of
74% (seventy-four percent). The eleven (11) insteagsompanies who did not participate in the
survey for various reasons and excuses were ndicylarly unique and therefore were
adequately represented in the 74% respondents.theopurpose of answering the research
guestions the data was summarized and tabulated €requencies and percentages. The mean
scores (averages) and standard deviations wereailatd using Microsoft Excel computer
software. The descriptive data are presented lagabthrough to 6 and figures 1 and 2 below.
The study had two objectives namely (i) to estabiie brand personality of each of the various
insurance companies in Kenya as well as (ii) estathe relationship between brand personality
and market penetration among these insurance coegpdine presentation will first focus on the
general information on the insurance industry aodhganies and the insurance companies
respective brand personality(ies). Then the present will delve into relating the market share

(production) to the brand personality.

4.2 General Information
The insurance industry has a long history of errstein Kenya and has grown steadily at an

average rate of 15% over the past ten years (pregé@fd11). It plays its insignificant role in
injecting investment funds into the Kenyan econoiitye industry continues to face a number of
challenges, competition for business being the m&joview of the very low levels of product
innovation, differentiation remains quite low owbe years leading to massive price cutting, a
phenomenon greatly impacting on growth and profitgh Most of the respondent companies
have branches in Kenya, mainly in the cities amgdtbivns. Some of the respondents have their
presence in the Eastern African countries like WigarRwanda, Tanzania, with some already in
Southern Sudan. The Kenyan government has demtwmtstis commitment to prudent and

business-friendly economic policy.

23



The Association of Kenya Insurers (AKI) has pub#idha strategic plan to promote the
development of the overall insurance sector, andyKebeing one of the most diversified
economies in Sub-Saharan Africa makes the coumBy $usceptible to shocks. The deepening
financial markets in the country make it easier dompanies to hedge risk and prevent asset-

liability mismatches.

The respondent insurance companies were establshedrying dates with some as recently as
2010 while others were over 80 years old in the y@enMarket. There are those respondent
companies which started as branches of interndtioisarance companies established over a
hundred years ago. Other respondents were formmiviog a merger and/or acquisitions by
older companies and despite their date of incotmorebeing recent they enjoy the wealth of
experience, revenue and goodwill from existing heiss accounts of the merged entities. Some
insurance companies are grouping themselves tag@tterging) in an effort to build economies
of scale. The respondents are licensed to undereititer long-term or short-term business lines,
with some few still licensed to underwrite bothdeterm and short-term (otherwise referred to as
composite business lines). In 2011 a number oehithcomposite companies demerged into Life
(long-term) and Non-Life (short-term) Insurance gamies enabling the management of these
respective companies to focus a lot more on thepewive lines of business unlike in the past
when managements found themselves torn betweenirgyohife and Non-Life insurance

businesses simultaneously.

Brand Personality is the set of human qualities fadures associated with a given brand that
includes the personality characteristics. Prodalzted characteristics can be primary drivers of a
brand personality with even the product class &ffigat. The insurance industry is affected most
by the product class because the products are alroosgeneous with little and/or unnoticeable
differentiation in characteristics. Five personafactors (the Big Five) of Sincerity, Excitement,
Competence, Sophistication, and Ruggedness exalaof the observable differences between
brands. The big five have extended set of trait&kvprovide an understanding of their scope and
richness. Personality traits come to be associaittda brand in a direct way through the people
associated with the brand such as brand’s userepag set of human characteristics associated
with the typical user of a brand or a brand endorseustworthy celebrity (user imagery) and
brand personality should supplement each othengare immediate awareness, acceptability and
optimism towards the brand. Many of the resporgleil not seem to have a deliberate and
24



premeditated brand personality for which they wdrkeowards enhancing, and would
undoubtedly get surprised whatever the brand pafgprthey may be assigned following this
study. Several respondents whenever they placedriggbments dwelt more on the positive
things that they do or quote achievements and adeslthat have been bestowed on them, with
minimal user imagery or trustworthy celebrity(ies) brand endorsers. The brand endorsers tend
to transfer their personality to the brand they agsd, a benefit several respondents had not
exploited. Some few respondents had used the CH@emte with some positive results while
majority were satisfied with the intermediariess(irance brokers and agencies) being their

frontage and the only interaction and contact tiseried ever had with the underwriter.

4.3 Key Research Findings

4.3.1 Respondents’ Age and Premium Production
The respondents were asked to indicate when ttenmation commenced operations in Kenya as

well indicate the premium production in 2010, 2@k 2012. The results are as shown in Table

4.1, the ages being presented in intervals of eamsy

Table 4.1: Ages of Respondent Companies and PremiuRroduction Per Age Bracket (in
Millions)

Frequency/ | Percentage | Total Premium Percentage| Production

Age Bracket Occurrence | Occurrence | Ages | Production | Production | Mean
Between 1 to 10 Years 8 25.0 48 8,325.16 14.74 01684
Between 11to 20 Years 3 9.4 53 2,199.63 3.89 133.2
Between 21to 30 Years 1 3.1 29 2,000.00 3.54 20000
Between 31 to 40 Years 11 34.4 364 16,850.249.83 1,531.87
Between 41 to 50 Years 5 15.6 230 14,604.28.85 2,920.96
Over 51 Years 4 12.5 309 12,507.832.14 3,126.96
TOTAL 32 100.0 1037 | 56,487.93100.00 1,765.25
Average Age (Mean) 32.4

Standard Deviation (Age) 22.4

Source: Survey Data

The respective ages were added up to arrive abthkand then the average age was computed

by dividing by the total 32 respondents to arriv82.4 years. Twenty-five percent (25%) of the
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respondents were below 10 years old in operatiodeinya while the bulk of the respondents
were between 31 and 40 years old. Also shown irtdhke is the age standard deviation, which
calculates to 22 years, computed by taking theviddal age of each unit and subtracting from it
the average (mean) age before squaring the differand totaling the squares, then getting the
square root of the squares. The standard deviatfoB2 years means that majority of the
respondents (about 65%) were aged between 10 arye@d¥4. While some of the respondents
were as young as three years old others had ogktyeyears of existence in the Kenyan market.
One of the over-fifty-years old respondents setethe ‘Excitement’ personality probably owing
to the fact that the company felt rejuvenated aad tecently been severally in the media. The
premium production has also been shown in Tablefat.ach age bracket and the production
percentages and the average production per agenstcamputed. It is noteworthy that those age
brackets of respondents each over thirty-years yoed above 20% a piece of the total
production. The average production apparently smes with age as those over fifty years
averaged at 3,126.96 Million, those between 415hdveraging at 2,920.96 Million, while those
aged between 31 and 40 years produced an averdg&3df87 Million per respondent.

4.3.2 Respondents’ Licensed Business Lines and Priem Production
The respondents were asked to specify the busiimessthe insurance companies were licensed

to underwrite. The results of the business lingudencies of occurrence and percentages are as
shown on Table 4.2, which also captures the resjeetital premium produced by each business

line.

Table 4.2: Underwriters’ Licensed Business Lines ahPremium Production

Gross Average

Business Occurrence | Percentage | Production Percent.age Production
Underwritten Frequency | Occurrence | (Millions) Production /Unit (Millions)
Long Term Only 9 28.1 10,478.78 | 18.55 1,164.31
Short Term Only 17 53.1 25,017.97 | 44.29 1,471.65
Composite (Long &

Short Term) 6 18.8 20,991.18 | 37.16 3,498.53
TOTAL 32 100.0 56,487.93 1,765.25

Source: Survey Data
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Those licensed for long-term business lines orifg (hsurance) constituted 28.1% producing
18.55% of the total premium, while those licensedutderwrite short-term business lines only
(non-life or general insurance) comprised of 53.&%the respondent companies producing
44.29% of premium. Composite insurers making uB%®B.are those respondent companies
licensed to underwrite both long-term and shomntéusiness lines and took up 37.16% of the
total premium produced in 2011. The average pradogier unit shown in the table is the mean
for each business line. The per capita compossigrér production was 198% of the global mean,
with some respondents producing well above two dstech deviations (over double 1,896.73
Million) above the mean.

4.3.3 Respondents' Brand Personality
The respondents were asked to select traits tisatsled their brand character. The traits were

arranged on the questionnaire in sets of branddaued factors without revealing the facets and
brand factors they related to. The respondents teeselect within one set of traits (out of five
sets) the descriptive names or traits that besthedttheir brand personality as shown in Table
4.3

Table 4.3: Respondents' Brand Personality

Brand Personality Type Frequency Percentage (%
Competence — 1 9 28.1
Competence — 2 7 21.9
Competence — 3 1 3.1
Competence — 4 1 3.1
Excitement — 1 1 3.1
Excitement — 2 1 3.1
Sincerity — 1 7 21.9
Sincerity — 2 2 6.3
Non-scored Respondents 3 9.4
GRAND TOTALS 32 100.0
KEY:
Brand Sub-Personality Factor Personality Facets
Competence — 1 Reliable, Intelligent & Successful
Competence — 2 Reliable, Successful
Competence — 3 Reliable, Intelligent
Competence — 4 Reliable
Excitement — 1 Daring, Spirited, Imaginative & Update
Excitement — 2 Daring, Imaginative & Up-to-date
Sincerity — 1 Down-to-earth, Honest, Wholesome & éxful
Sincerity — 2 Honest & Cheerful

Source: Survey Data
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The resultant brand personalities of the respondempanies were divided into sub-personality
as per the key (explanation) that gives the brawets that make up each sub-personality. For
instance competence-1 is where a respondent sgletdtethe facets available under the
Competence personality while competence-4 seldtiedeast facets available. Those classified
under ‘Competence Personality’ (sub-personalitg #)tcomprised of 56.2% of the respondents,
‘Excitement’ scoring 6.2% while ‘Sincerity Brand mBenality’ constituted 28.2%. The
respondents who selected all the traits availablalli the five sets represented 9.4% and are
shown in Table 4.3 as ‘non-scored’ because it wHEwt to determine their preferred brand

personality.

4.3.4 Respondents' Premium Production
The respondents were required to indicate the prasiunderwritten in years 2010, 2011 and

2012 as shown in Table 4.4. The 2011 productioaréig given by respondents were confirmed
with the Association of Kenya Insurers’ (AKI) reparf 2011.

Table 4.4: Respondents' Premium Production (2011)in Millions

Source: Qurvey Data

. Frequency Total Production | % Production | Avg. Production

Annual Production | Frequency Percentage Per Category | per Respondent| Per  Category
(Millions) Category (Millions)

Below 500 Million 6 18.8 1,060.81 1.9 176.80
Between 501 Million
and 1 Billion 10 31.3 6,760.49 12.0 676.05
Between 1 Billion
and 2 Billion 8 25.0 11,916.33 21.1 1,489.54
Over 2 Billion 8 25.0 36,750.30 65.1 4,593.79
TOTALS 32 100.0 56,487.93 100.0 1,765.25
Average Production / Respondent (mean) 1,765.25
Standard Deviation 1,896.73

The respondent companies that produced premiutosvt0 Million each were 18.8% of the
total respondents, averaging at 176.8 Million pespondent out of the total annual premium
underwritten by respondents in 2011. The resposdpmduced between 501 Million and 1

Billion calculating to an average of 720.89 Milligger respondent constituted 31.3%. Twenty-
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five percent (25%) produced between 1 Billion anBition constituting 21.1% of production,
while another twenty-five percent (25%) produceeéro® Billion each, making up 65.1% of the
total respondents’ production (in 2011). The indusiverage premium production per insurance
company calculated to 1,765.25 Million with a startl deviation of 1,896.73 Million. The
standard deviation was computed by taking the iddad production of each respondent and
subtracting from it the average (mean) before sggaand totaling the squares and thereafter
getting the square root of the total squares. Mgjaf the respondents produced within one

standard deviation of the mean.

4.3.5 Respondents' Brand Personality and Premium @duction
The respondents were asked to select traits tistrbatched their brand character and indicate

the total premium they produced in 2010, 2011 &@iP2Based on the premium underwritten and
personality traits selected by each respondentpthenium production (2011) and brand sub-

personality were matched as shown in Table 4.5
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Table 4.5: Respondents' Brand Personality Matchedot Premium Production

Brand Sub-Personality Frequency Percentage (%)| Average % | Avg.  Production
Type Production Production/Unit Per Unit (Millions)
Competence - 1 9 60.74 6.75 3,812.34
Competence - 2 7 13.67 1.95 1,103.07
Competence - 3 1 6.02 6.02 3,400.11
Competence - 4 1 3.02 3.02 1,706.62
SUB-TOTALS

(Competence) 18 83.45 4.64 2,618.85
Excitement — 1 1 1.25 1.25 706.02
Excitement — 2 1 2.18 2.18 1,234.01
SUB-TOTALS

(Excitement) 2 3.43 1.72 970.01
Sincerity — 1 7 8.22 1.17 663.59
Sincerity — 2 2 3.57 1.78 1,007.42
SUB-TOTALS (Sincerity) | 9 11.79 131 739.99
Non-scored Respondents 3 1.33 0.44 249.58
SUB-TOTALS  (Non-

scored) 3 1.33 0.44 249.58
GRAND TOTALS 32 100.00 3.13 1,765.25

Source: Survey Data
KEY:

Brand Personality Factor

Personality Facets

Competence — 1
Competence — 2
Competence — 3
Competence — 4
Excitement — 1
Excitement — 2
Sincerity — 1

Reliable, Intelligent & Successful

Reliable, Successful
Reliable, Intelligent
Reliable

Daring, Spirited, Imaginative & Update
Daring, Imaginative & Up-to-date
Down-to-earth, Honest, Wholesome &é&xtiul
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Sincerity — 2 Honest & Cheerful

The respondent companies were clustered under Haged brand sub-personality and
corresponded with their consolidated premium préidaqin 2011). Respondents clustered under
Competence personality (sub-personality 1 to 4) haderwritten 83.45% of the annual total
premium production, Excitement personality achig\@43% while Sincerity personality attained
11.79%. The non-scored respondents produced 1.88%aging at 249.58 Million per non-scored
respondent. From the tabulated statistics the Ctanpe brand personality was the most popular
and also produced the highest, averaging at 2,61BiBlion per respondent. The average
production per respondent under the Excitementopatdy was 970.01 Million and under
Sincerity personality was 739.99 Million. The awpraproduction per brand personality was
computed by adding up production of respondentstetad under each brand personality and

then dividing the total figure by the number ofpesdents in each cluster.

The global standard deviation was calculated u#iiegrespondents’ average (mean) premium
produced of KShs.1,765,247,812.50 to get the vandir each respondent’s production. The

global standard deviation calculated to KShs.1,B86419.70, which shows that the production
scores of the respondent industry players were lyigigread out. The standard deviation has
special relevance in relation to a normal distidutusually a bell-shaped curve when there are
as many scores above the mean (average) as beltwtitis study the production figures are

widely spread that you find some players producingre than two standard deviations

(KShs.1,896,727,419.70 multiplied by two) aboveitisustry average (mean).

4.3.6 Respondents' Licensed Business Lines and Resgive Brand Personality
The respondents had been asked to specify thedsssiimes they are licensed to underwrite as

well as select the personality traits that describeir brand personality as shown in Table 4.6
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Table 4.6: Respondents' Brand Personality Matched @ Licensed Business Lines

Business Line Frequency | Competence| Excitement | Sincerity | Non-scored
Long Term Only 9 4 1 3 1
Percentage (%) 28.1 12.5 3.1 9.4 3.1
Short Term Only 17 9 1 5 2
Percentage (%) 53.1 28.1 3.1 15.6 6.25
Composite (Long &

Short Term) 6 5 0 1 0
Percentage (%) 18.8 15.6 0 3.1 0
TOTALS 32 18 2 9

Total Percentage (%) | 100 56.25 6.25 28.1 9.4

Source: Survey Data

The brand personality was matched with the licermesiness line of either short-term, long-term
or composite. Out of the 56.25% respondents wi@oepetence personality 12.5% were long-
term business line respondents, 28.1% short-termminbsss line and 15.6% composite
underwriters. Out of the long-term business lineposdents 3.1% were of the Excitement
personality while 9.4% fell under the Sincerity smrality (3.1% were not scored). Among the
composite business lines respondents (total of%808 all respondents), 15.6% were of the

Competence personality and all others (3.1%) we&ireerity personality.

4.3.7 Individual Respondent's Brand Personality andPremium Production
The respondents had been asked to select the pétgdraits that described their brand character

and indicate their production figures for 2010, 20dnd 2012. The percentage frequency of
occurrence of each brand sub-personality was nhieltiippy the production of each respondent in
multiples of a tenth of a Billion to arrive at thmand personality weighted score for each

respondent.
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Figure 4.1: Each Respondent's Brand Personality Ptted Against Premium Production (in
0.1 Billions)

Branmnd Personality Score &

Production (0.1 Billions)
300.00

BP Score (% Frequency) * (Unit Prodn-
oo Millions)

Respondent Prod'n (100 Millions) - 2011
200.00

150.00

100.00

50.00

KEY:
. Respondent
Brand Personality -Code \?\;gin?wted SCPoer‘resonalltv Production (0.1
eighted Scor Billions) - 2011

COMPETENCE-1 151.94 48.62
COMPETENCE-1 174.48 55.83
COMPETENCE-1 44.95 14.39
COMPETENCE-1 43.46 13.91
COMPETENCE-1 175.20 56.06
COMPETENCE-1 28.86 9.24
COMPETENCE-1 114.02 36.48
COMPETENCE-1 100.46 32.15
COMPETENCE-1 238.84 76.43
COMPETENCE-2 87.25 27.92
COMPETENCE-2 7.69 2.46
COMPETENCE-2 15.37 4.92
COMPETENCE-2 27.00 8.64
COMPETENCE-2 31.42 10.05
COMPETENCE-2 28.01 8.96
COMPETENCE-2 44.55 14.25
COMPETENCE-3 106.25 34.00
COMPETENCE-4 53.33 17.07
EXCITEMENT-1 22.06 7.06
EXCITEMENT-2 38.56 12.34
SINCERITY-1 15.94 5.10
SINCERITY-1 53.61 17.16
SINCERITY-1 19.75 6.32
SINCERITY-1 18.75 6.00
SINCERITY-1 15.95 5.10
SINCERITY-1 2.60 0.83
SINCERITY-1 18.57 5.94
SINCERITY-2 62.50 20.00
SINCERITY-2 0.46 0.15
N/A 16.37 5.24
N/A 1.63 0.52
N/A 5.40 1.73
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Each respondent’s brand personality score waseplatgiongside the individual respondent’s
production (in 0.1 Billions) and matched to eachnar sub-personality as shown in Figure 4.1
above. The result were two curves, with the curbeva the other representing the brand
personality weighted score (BP score) while theveubelow it represented production per
respondent in 100 Millions (0.1 Billion). The twaoirwes slope downwards from left to right and
are almost in tandem, portraying a positive retetiop between brand personality and premium

production as far as insurance business in Kengariserned.

4.3.8 Brand Sub-Personality Percentage Weighted Ses
The respondents had been asked to select the pBtgdraits that express their brand character

and indicate their premium production figures fa®1@, 2011 and 2012. The percentage
frequency of occurrence of each cluster of brandotmersonality was multiplied by the total
production of respondents in that cluster, produrctin multiples of a Hundred Million (0.1
Billion) to arrive at the brand personality weigthtecore for each cluster. Each cluster's brand
personality weighted score was calculated as aeptage of the total scores for all clusters and

the data converted into a pie-chart as shown iarEig.2 below.

Figure 4.2: The Brand Sub-Personality Percentage Wghted Scores

0.99% 0.17%_ 0.30%

0.42% _1.96%

B COMPETENCE-1
B COMPETENCE-2
m COMPETENCE-3
B COMPETENCE-4

B SINCERITY-1
m SINCERITY-2
B EXCITEMENT-1
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KEY:

Brand Sub-Personality Brand Personality Score % BP. Score
COMPETENCE-1 9.65 75.56
COMPETENCE-2 1.69 13.23
COMPETENCE-3 0.11 0.83
COMPETENCE-4 0.05 0.42
SINCERITY-1 1.02 7.96
SINCERITY-2 0.13 0.99
EXCITEMENT-1 0.02 0.17
EXCITEMENT-2 0.04 0.30
NON-SCORED 0.07 0.55
12.77 100.00

Brand sub-personality of Competence-1 takes up @%b of the weighted scores while the
entire Competence brand personality (sub-persgnalito 4) takes up 90.03% of the weighted
scores. The balance of weighted score was sharéuehbyther three brand personality categories
with Sincerity taking 8.94%, Excitement managing /% behind the non-scored respondents
who attained 0.55%. As shown on Figure 4.2 Competelorand personality is the brand

personality that limes well with insurance businiegs ratio of 9:1 against all other personalities.

4.4 Discussion
The discussion seeks to address the research apgesti determining the brand personality of

insurance companies in Kenya and establishing e¢feionship between brand personality and
market penetration among them. The industry chgderand deficiency in regulation in some
situations restrain the formation of clear brandspeality and therefore slow down market

penetration of insurance.

4.4.1 Challenges Facing the Industry
Some of the challenges dogging the industry inclui&ir and cut-throat competition resulting

from the low penetration and growth of insuranaey land ‘inaudible’ publicity, poor public
image in general, and low levels of innovation gmaduct development. The Insurance

Regulatory Authority (IRA) formulates and enforcesurance standards in Kenya. The IRA
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should ensure there are minimum prices for majaiftihe risks and enforce compliance through

hefty fines and stern disciplinary measures.

The other serious drawbacks include poor productedge by some of the employees working
for the insurance firms, unclear work proceduregraeliance on intermediaries to get business
(over 80%) and fragmentation (there are many savadl medium-sized firms sharing the small
insurance portfolio in Kenya). If Kenya had aboer insurance firms only as at the time of the
study, the gross annual production in 2011 (KShé.8lllion) would have been shared amongst
the ten and the average production per firm woaldehbeen over 9 Billion (compared with the
respondents’ average production of KShs.1.76 Bi)liccragmentation is such that no single
insurance company commanded even ten percent ofinthestry performance (the highest
respondent performer being 9.82%) and thereforee ramuld influence the industry majorly in

any direction.

There are respondents who had very few marketingsafes work force, meaning they wholly
depended on intermediaries for their business ey tiready had captive business from the
affiliate organizations and institutions, since mansurance intermediaries usually place their
customers’ businesses only with reputable firmsveitisements and the marketing function in
general assume a lead role in transforming an argaon’s distinctive personality, skills and
resources into positional advantages in the maaket in the minds of customers. Failure to
market and/or advertise raises more questions dnawers and led the author to suspect that a
number of respondents could have been formed frstie purpose of insuring their affiliate

organizations and other related entities hencéttleeneed for marketers.

4.4.2 Industry Regulation
The insurance regulator can address the problegpnenfiium undercutting by imposing premium

minimums for various risks and policies and policthe industry with imposed severe penalties
for non-compliance. The insurance firms can assisiarket penetration through a global
publicity campaign where every entity contributesed minimum amount of money towards the
general advertising and promotions to reach as npmagpects as possible. These campaigns
should be tailor-made to clean the poor public ientlge industry currently is encumbered with,
as well as involving the public more in risk pretien and reward for less risky policy-holders.

Each firm would still be free to do their individupublicity. The poor employee product
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knowledge can be addressed by requiring insuraoe®anies recruit only applicants with basic
insurance knowledge and then have training budgetsnproving and equipping the employees
further. This will facilitate product developmentcaenhance innovation. It may be difficult to
reign in ‘suspicion’ in the industry although thregulator and the Association of Kenya Insurers
(AKI) can minimize it through enlightenment of tpiwyers, but at least the firms should give the
academia a chance to collect information for edangturposes, with the hope that the academia
may in future assist in product development andwations. The regulator can also help the
industry by requiring that customers be owned lyittsurance firms that have insured them so
that the insurers can interact with their custonwathout inhibitions, albeit with the knowledge
of and attendance by intermediaries. With closetaminand constant interaction the brand
personality of the insurance companies will be stakiable and will be enhanced further by the

feedback from customers.

4.4.3 Brand Personality
Brand personality is affected by uses, the usaghiborhood, activities, packaging, marketing

and advertising style, executive influence, theespntative employees who interact with users,
the product attributes of quality and reliabilityrand name awareness, brand loyalty and other
organizational attributes. Advertisements contebimimensely to brand building and shaping of
the brand personality. The brand personality andsquality traits influence consumers’
perceptions and buying behaviour, and are valufgai®rs in increasing brand engagement and
brand attachment. Fragmentation of insurance cormpam Kenya limited the growth of
insurance in the country because several of thgepdadid not make enough money to enable
them carry out research adequately (to aid prodeetlopment and innovation) and publicize for
awareness and further penetration. If only tenresuwere registered in Kenya by time of the
study (2011) the average production would have bmesr 9 Billion per firm (91.6 Billion
divided by ten), which is relatively adequate toga&ge is substantial advertisement and
promotions, finance research, reward innovationsrggrother improvements. From the general
information obtained from the study there is sulissh evidence that several respondents did not

apparently have knowledge about their brand pelgpna

The disadvantage of lacking knowledge about theantd personality is that whenever the
respondents advertised or undertook publicity amnptional drives, they did not exploit brand

personality to reach the target audience in a meéuli and emotionally associative dimension.
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Advertisements and the marketing function in gelnglhauld assume a lead role in transforming
an organization’s distinctive personality, skillsdaresources into positional advantages in the
market and in the minds of customers. Customeretgmions and judgments of quality and
contentment are vital pillars to a strong brangoese. Insurance as a low-contact service has
much of the insurer’s expertise hidden, and it imithe customers have learnt, felt, seen, heard
or expect that make them develop trust, likeabiktyd credibility towards the insurer and only

then can they subsequently put the brand (insureheir consideration set.

There is a high correlation between brand persiyn@ind market growth (penetration) of
insurance products and services because only araiducts/services are mandatory and the bulk
of the other products/services are optional anduntary. Brand personality can influence
production and demand, especially with life insaeapolicies that are sold based on referrals by
close acquaintances who have already bought, ak aselales people quoting prominent
personalities who have similar policies to thoseythare fronting. This by extension assists the
prospect to form perceptions and project the pexdggs of the existing customers to the

insurance company before considering getting irslv
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CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIO NS

5.1 Introduction
In this last chapter it will cover the summary imidings, conclusion and recommendations. It will

also highlight the limitations of the study andameunendation for policy and practice. The two
objectives of the study were to (i) establish tmanld personality of each of the forty-six (46)
licensed insurance companies in Kenya, and (iipstablish the relationship between brand

personality and market penetration among theseanse companies.

5.2 Summary of the Findings
The research findings established the first objectif determining the brand personality of the

respondents and to a great extent confirmed thengegbjective of the survey by establishing a
relationship between brand personality and margaetration among these insurance companies.
Brand personality of insurance companies in Kernyanfluenced by age; the ages of the
respondent companies as shown in Table 4.1 rewbatsabout forty percent (40%) of the
respondent companies are below 30 years of agejingethat sixty percent (60%) respondents
have been doing business in Kenya for over 30 yd@drs average age of the respondents was
actually 32.4 years with a standard deviation ofy2ars implying that a major cluster of the
respondents is within one standard deviation from mean (average). The standard deviation
took account of all of the scores and providesrsitige measure of dispersion. It is noteworthy
that the age dispersion of the insurance compatieked can be termed as a normal distribution
because about two thirds (65%) of the respondeatwithin one standard deviation from the
mean, that is, those between ages of 10 and 52 y#aexistence in Kenya. The premium
production per age bracket as shown in Table 4/&ale that age plays a part in the market
penetration and growth in that the older insurasw®panies produced more on average. The age
brackets of respondents above 30 years producettcargage above twenty, and even the age
stratum of 1 to 10 years that averaged productiah&0.64 Million had a contribution of age

because one of the respondents was as a resum@iger of two older companies.

Classifying the respondents in terms of the busire®s they are licensed to underwrite as
shown in Table 4.2 revealed that despite 53.1%hefdompanies being licensed to underwrite

short-term business lines they only produced 4408%e total annual premiums. The lions share
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actually went to the composite underwriters who pdesbeing 18.8% of the respondent
population managed to produce 37.1% of the to@mpums. The long-term underwriters made
up 28.1% of the population and managed about 1806%he annual production by the

respondents. In 2011 a number of hitherto compasitepanies demerged into Life (long-term)
and Non-Life (short-term) Insurance companies eéngblhe management of these respective
companies to focus a lot more on the respectivesliaf business. Hopefully the demerged
companies will maintain the tempo of productionvdgen they were under composite business

line.

The first objective of establishing the brand pesdity of each of the respondent companies was
achieved ninety percent (90.6%) because some rdspts(9.4%) could not be scored. The most
common and popular brand personality that emergad the study was ‘Competence’ (56.3%)
but with some variations. Some respondents seledtede available traits (and by extension all
facets) within ‘Competence’, while others seledieel traits corresponding to the facets of either
‘reliable’, ‘intelligent’ or ‘successful’ or a conmmation of two of them. Some few of these
respondents who have ‘Competence’ personality sgtected another second personality, mainly
‘Sincerity’. Respondents had been allowed on thestjonnaire to pick a maximum of two sets of

personality traits therefore giving them a chamckave duo personality.

The five (5) brand factors and fifteen (15) facetye not displayed alongside the traits on the
guestionnaire to avoid respondents superfluoudlyrtmaking their brand personality or picking
an appealing Personality Factor and by extensibthalfacets and traits under it without close
scrutiny and consideration. That way they would fai point out the appropriate traits that
communicate their brand. Within the brand factoifGdmpetence’ the descriptive traits that were
shown on the questionnaire under the facet of & included hard-working, secure, efficient,
trustworthy and careful. Those under ‘Intelligefatet were technical, corporate, and serious.
Traits under ‘Successful’ facet were leader, caritdand influential. The second popular brand
personality factor was ‘Sincerity’ (28.1%) with tlf@cets of down-to-earth, honest, wholesome
and cheerful. Majority of those who selected Siitgaalso picked Competence as their second
brand personality. The descriptive traits withinn&rity’ under the facet of Down-to-earth that
were shown on the questionnaire included familgmted, conventional, blue colour. The traits
under ‘Honest’ facet were sincere, real, ethical aaring, while under ‘Wholesome’ facet the
traits were original, genuine, ageless, classic aladfashioned. Under ‘Cheerful’ facet were
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sentimental, friendly, warm, and happy. The thirchrd personality factor selected was
‘Excitement’ (6.3%) with the facets of daring, s{@d, imaginative and up-to-date. The traits
shown on the questionnaire under ‘Daring’ facetuded trendy, exciting, off-beat, flashy and

provocative. Under ‘Spirited’ facet the traits wewol, young, lively, outgoing and adventurous,
while under ‘Imaginative’ facet were unique, humaspsurprising, artistic and fun. Under ‘Up-

to-date’ facet the traits were independent, conteany, innovative, and aggressive. Some of the
popular traits as selected under Excitement wemgjtie’ and ‘innovative’ because a number of

respondents thought their brand as unique or irthaa

Product class affects brand personality but thelypbrelated characteristics are usually primary
drivers of brand personality. ‘Competence’ brandspreality should embrace traits like skills,
efficiency, proficiency and strong aptitude levatswell as trustworthiness and prosperity. That
informed the author to divide this brand persowgalito four brand sub-personality because when
some of the facets or key personality traits of hhend factor are left out the personality is not
ideally as authoritative and influential as it isvisioned to be. For instance those respondents
who only selected ‘reliable’ facet scored high @ostworthiness and hardworking but the
‘Competence’ personality was incomplete becausenigsed the innovativeness, skills and
prosperity. ‘Sincerity’ personality embraces tralise genuineness, authenticity, originality,
honesty, friendliness and warmth. The respondehts selected only traits within ‘honest’ facet
missed out on friendliness, originality and warmthich would otherwise have brought out a
convincing ‘sincerity’ personality. In the studyetie were only two variations under ‘sincerity’
personality. Excitement personality embraces matermumor, fun-loving, aggressiveness,
uniqueness, innovation and youth. In the studyetlegre only two variations under ‘excitement’
personality. The employees or directors of a redpoh company tended to select what they
considered most appropriate traits on the questioemot to depict their company in bad light as
is normal in self-reporting. However, the authot igbormation that the respondents who selected
‘Excitement’ personality were represented by veeywremployees in those firms who obviously

did not have all the facts about the organization.

The respondent companies were classified basetheomrinual premium underwritten in 2011

divided into four layers to accommodate roughlyuarter of the subjects. As shown in Table 4.4

18.8% of the respondents each produced premiunesvidsd0 Million, which averaged at 176.8

Million per respondent, while 31.3% of the respamdeproduced between 501 Million and 1
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Billion with an average of 720.89 Million per resment. 25% of the respondents produced
between 1 Billion and 2 Billion, a share of 21.1%tlwe total annual production, and an equal
percentage produced over 2 Billion amassing 65.1%etotal production. The overall average
(mean) premium production per respondent calculated,765.25 Million with a standard
deviation of 1,896.7 Million. The standard deviat@s a measure of dispersion shows there are as
many scores above the mean (average) as below thid study the production figures were
widely spread that you find some players produ@rdriuch more than two standard deviations
(double of KShs.1,896,727,419.70) above the ingiusterage (mean) of 1765.25 Million.

The research findings established the positiveiogiship of brand personality and market growth
or penetration. The respondent companies who hathffétence’ brand personality are the ones
that had achieved a higher market growth and mastkate. As shown in Table 4.5 the average
production per respondent among those with a Cagnpetpersonality was 4.6% of production
or about 2,618.8 Million (a total among them of 3. or about 47,139.2 Million). The second

personality of Excitement only scored an averageldR% or about 970.01 Million per

respondent, with the third personality of Sincerisecond popular, but among the smaller
players) managed an average production of 1.31%bout 739.99 Million per respondent. The

respondent companies that fitted the second amd bhand personality scored way below the
industry average production of 1,725.25 Million,iahhcan be attributed to many factors one of

them being a weak brand personality.

The brand personality of many respondent compamiag not have properly formed due to the
minimal or lack of publicity (surprisingly some eflapees of some insurance companies did not
know some of their competitors). Some owned up théy not publicize be it through
advertisements or sponsorship of public or chdsta&vents, with several not even having any
advertisement budgets. Some few others confirmeyl lthd very few marketers and sales people.
Several of those respondent companies that ocedlicadvertised hinted they only did so for
particular occurrences, while those that sponsexehts mainly chose football. Considering that
advertisements and sponsorships must bring outesdnce the desired personality and a
conscious effort has to be made to achieve thisghcuitable advertisements and appropriate

sponsorship; several respondents apparently didawa a brand personality to work towards.
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5.3 Conclusions
The study was to draw attention to insurance comegain Kenya that brand personality was a

means to consequential differentiation which caygar favourable brand response. The level of
innovation among the insurance companies waslgtilland differentiation on that front was
minimal or non-existent. Even where one player wated the innovator enjoyed a very short
span of exclusive business pertaining to theirvation because the others copied the product or
service and at times even sold at a lower premhan the innovator. Many respondents lacked
concentration on any particular niche markets wwild have generated and nurtured an amiable

brand personality for them.

Several of them traded with the entire market, raftethe same products and services that were
being offered by others thus being one-in-ten (tioed). This increased competition and price
wars while trying to get business to justify thexistence. Some of the respondent companies that
were strong in particular products or service adgsarently never made a conscious choice to
concentrate in such products or services as tlagsliip offerings. That would have enabled their
potential customers to learn the strength of theagamy in the particular product(s) and get

attracted more to that company and eventually @gvalpersonal relationship with the ‘brand’.

Brand personality is affected by uses, the useghibborhood, activities, packaging, marketing
and advertising style, executive influence, theegspntative employees who interact with users,
the product attributes of quality and reliabilittand name awareness, brand loyalty and other
organizational attributes. If the companies strisngertain fronts were to differentiate themselves
through development of unique brand personalitgy tvould have created perceptions through
presentations and packaging of the offering (prodaucservice), and ensure their employees
behave accordingly towards customers and the gepebdic, as well as highlight the relevant
brand’s user imagery. They would also ensure tisget® brand personality and the user imagery
e.g. trustworthy celebrities, supplements each rottee bring out immediate awareness,

acceptability and optimism towards their offering.

The Insurance Industry in Kenya recorded a gros@enrpremium of KShs.108.54 billion in

2012 compared to KShs. 91.60 billion in 2011, repr#ing an increase of 18.49%. Africa

continues to register the lowest contribution te tlobal insurance premium at 1.6%, although

Kenya has been able to grow its penetration frof%2to 3.16% of Gross Domestic Product
43



(GDP) in the last seven (7) or so years. The Kengaarance market once again managed an
overall growth of 18% in 2012 against 15% in 20add now it is the fourth highest in Africa,
and higher than Mexico, Russia and China. The nigdeeetration in Kenya was 3.16% of Gross
Domestic Product (GDP) in 2012 compared to 3.02%0ih1.

Market penetration being a measure of a brand @goay popularity, or the extent to which a
product or an advertisement has been acceptedrhyafregistered with) the total of possible
users, insurance companies in Kenya had threergptibmarket penetration. One was to increase
the current insurance customers’ rate of use aframce products and services. Another was to
attract the competitors’ customers, and a third veaattract the current non-users. From this
study and Association of Kenya Insurers (AKI) reparompetition was exacerbated by most of
the respondents preferring the second option cdaihg competitors’ customers through lower
premiums than the other two options. That wouldlarpthe dismal growth from 3.02% (2011)
to 3.16% (2012) in market penetration despite tbpufar micro-insurance products. Micro-
insurance business provides protection accessibikret low income population against specific
perils and should be the next frontier of insurapepetration in Kenya, if the banking lesson can
be duplicated.

Competition was ranked highest among the challerigesig the insurance companies with
several respondents even being suspicious thatftvenation they give on the questionnaire may
be used by their competitors to undermine theirinass position. With some insurance
companies doing so dismally in the market the mnwbbf premium undercutting coupled with

imprudent underwriting practices continued to deiite the sector. Other challenges facing the
insurance industry included the economic factonsiftdition, moral hazard and fraud, poor image
of the industry, weak government policy and regdofet, HIV/AIDS, and worst of all

fragmentation.

The survey revealed the serious level of fragmantain that there was no single insurance

company that commanded even ten percent of thesirnydperformance (the highest respondent

performer being 9.82%) and therefore none thatccdanfluence the industry majorly in any

direction. The large number of players in a rekthsmall economy also contributed to the unfair

competition and the minimal penetration and shaltegearch into the market requirements if
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any. The many small players could not invest inosesr research and innovation and barely had
marketing, promotional and publicity budgets tocteaheir customers adequately leave alone
explore the uninsured mass market in the countgrRentation was a major contributor to the
low growth rate and led to intensified shallow amthealthy rivalry among the players. All was
not lost because the Association of Kenya Insui&id) in the meantime had started a publicity
campaign in an effort to reach the masses, detfgtemeager budget. With the numerous media
houses in the country currently it was rather esp@nto reach the masses in a significant way.
The author learnt that some respondents were scptdr small insurance companies with the
intent of consolidation to enjoy economies of scahel also gain competitive advantage. Some
players were eager and creative innovators whilerstwere creative imitators and risk avoiders.
Services are mentally intangible and difficult tsualize and understand due to lack of easy
reference points to help distinguish among compesuppliers. Insurance is a service and it is
difficult to assess important service features divaace of use and to evaluate the quality of
performance itself. As consumers’ lives become daated, rushed and time-starved, the ability
of a brand to simplify decision-making is invaluablnsurance brands should signal a certain
level of quality so that satisfied buyers can gasiioose the product or service again, and also
become ambassadors of the brand(s). Brand pergonalidistinctive and enduring with

considerable face validity to even guide commuiocagffort.

5.4 Limitations of the Study
Surveys are obtrusive and unmistakable and therdfoe respondents are aware that they are

being interviewed. Such awareness can potentiéiigtatheir response. The information obtained
through the survey was self-reporting where thepaedents gave information about their
companies and most likely the information given rhaye been skewed or inaccurate. The use of
structured questions where the researcher predegirthe information they wish to obtain from
the respondents assumed that the researcher walbleeto get answers to all questions because
the respondents will understand and respond acwyiydi This was not always the case, for
instance there were instances where respondenésasied to select one set of traits out of five

sets and some actually selected all the traitfl thefive sets.

The other limitation was the suspicion held by maesgpondents that the information needed by
the researcher was ‘very’ sensitive and confidérdiad if it fell into the wrong hands can

compromise their business position. Three targgiaoedents categorically declined to complete
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the questionnaire, with some few others omittinmedsensitive’ questions. There was also the
issue of bureaucracy where information to be giwenhad to be authorized at different levels in
the organization, which delayed the questionnairesin some cases making them time barred.
The drop and pick method of conducting the surveywed to be inappropriate because almost
25% of the questionnaires dropped got misplacedaye given to the senior management who
were most of the time out of the office or inacdass and nobody could pick the questionnaire
from their offices without their express authorifthis method also proved to be a burden in the
sense that junior and new and inexperienced peojple organizations were left to complete the
guestionnaire with a lot of information not in thdomain or control being inaccurate or left out
altogether. There was a feeling among many of #spandents that the study was actually a
bother and an interruption of their busy schedaled this partly informs why new employees
found themselves with the questionnaires to corapléts ironic that the same organizations will
soon be seeking persons with this or that acadeneidentials but they are not interested how

they attained these certificates.

Despite these limitations the researcher is confitleat the study was not significantly impaired

and the results point towards the conclusion given.

5.5 Recommendations

5.5.1 Recommendations with Policy Implications
The insurance industry in Kenyan is fragmentedesinone of the insurance companies has a

significant market share to strongly influence thdustry outcome. The regulatory authority
should ensure that the requirements for licensig msurance companies are stringent enough
to limit the number of new entrants. The regulataughority may also come up with minimums
to be attained in each business line so that twbgedo not meet these deadlines are deregistered
or required to consolidate with others to meetgaeminimums. Some of the set minima may
include premium production, training levels of §tabntributions towards Association of Kenya
Insurers (AKI) advertisements (to facilitate pea#@tn), strict patent rights for innovators, and
confine self-insuring of assets belonging to ineaeacompanies and their affiliates to a fraction

or percentage and the balance be ceded to otherwariigrs.
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5.5.2 Suggestions for further Research
The author had not come across similar studies @doKenya involving the brand personality of

insurance companies and the relationship to mapkeketration. More research is therefore
necessary in this field and it is recommended tieat time round the insurance intermediaries
and some customers be targeted as the respondentsiimize cases of self-reporting. The self-
reporting by the subject of a study tends to givekewed result. The actual but a vivid brand
personality may be communicated by users and @rtsidho interact closely with the subject. A

similar study can also be extended to other keystrées in Kenya.
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APPENDIX 1: LETTER OF INTRODUCTION

% November, 2013

TO WHOM IT MAY CONCERN

RE: LETTER OF INTRODUCTION

I am Samuel W. Ngunjiri, a Master of Business Adstnation (MBA) student of the University
of Nairobi. My registration number is D61/60085/R01

| am required to submit as part of my course assess a research project report on a
management problem. The topic of my study is BRARBERSONALITY AND MARKET
PENETRATION AMONG INSURANCE COMPANIES IN KENYA.

You have been selected to participate in this stiigy to the importance of your organization’s
information to the study. The information you praiwill be used solely for academic purposes

and a copy of the report will be availed to youganization on request.
| truly appreciate your participation.
Thanking you.

Yours sincerely,

SAMUEL W. NGUNJIRI

D61/60085/2010
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APPENDIX 2: QUESTIONNAIRE

Brand personality is the set of human charactercgihuman traits associated with a given
brand, and helps to differentiate among brands siiieally when they are alike in many
attributes. Brand personality creates loyal custarmehrough merging of personalities, and
contributes to differentiation of brand identity, des the communication effort and creates

brand equity. Customers often interact with brands if they were people.

Please answer the following questions in relatiyaur brand.

SECTION A
1. Name of your Company:
2. Name of the respondent (optional):
3. Respondent’s job title in the Company
4. What insurance business is your Company licensedderwrite? (Please check as
applicable);
Short-term Long-term
5. What is the number of your permanent staff membg?Ease check one}
Upto 50 Between 51 & 100 Between 101 & 200 ov&h200
6. When did your organization commence operationsany@? YEAR
7. Do you have branches within Kenya? YES - [ ] NO ]
If so, how many? [ P]€ase provide a list with locations).
SECTION B

8. What is the exadirand name of your organization {the Company name / Departiien
Product / Person / Other}?
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9. What is your brand marketing campaign slogan(s)?

10. Which events, charities or games have you sponsori last three years?

Event YEAR 2012 YEAR 2011 YEAR 2010
Football [ ]
Charity [ ]
Rugby [ ]
Athletics [ ]
Marathon [ ]
Other [ ]

specify Other Event

11. Whatis unique or what stands out about your Brand?

Consistent visual and verbal elements - [ ]
Unigque memorable logo - [ ]
Meaningful graphics - [ ]
Identifiable personality (look & feel) - [ ]
Professionalism - [ ]
Other (please specify below) - [ ]

12. How often do you advertise your Brand?

Monthly -[ ], Quarterly -[ ], Annually -[ Dther -[ ] please specify;
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13.

14.

15.

16.

17.

18.

Which medium/media do you mostly use to advertma Brand?
Print[ ] Internet[ ] Television[ ] Rad[o] Other [ ]please specify

In advertising do you use any of the following?
Reference Groups [ ]

Celebrities [ ]

CEO influence [ ]

Symbols [ ]
Idealized/Stylized/Famous Users [ ]

Other [ please specify

Do you use the above (see Question 14.) for ycwerdirand marketing efforts?
YES|[ ] NO[ ] If so, which one(s)?

Insurance being a low-contact service, what kindaritact, interaction and association do
you maintain with majorityf your customers?

Direct Contact [ ] Through Brokers {[ Internet/ Emails -[ ]

Through Tied Agents -[ ] Other -[ plase specify

When your customers experience difficulties or @nstosses/claims, do they commonly

contact your Company directly or through intermeds? YES | ] NO[ ]

What are some of the strongest associations yaiowgiers have to your branfi®hat

comes to your customer’s mind when they hear onthabout your brand’p
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19. Is there any class of insurance (or product) thatarketed separately as a sub-brand of
your main or company brand? YES|[ ] NOT[ ] “YES”, what is the

sub-brand?

20. What is your sub-brand marketing campaign slog&n(s)

21. If your BRAND was to come alive as a person, whatould it be like? What would it

do? Where would it live? What people would it assaate with? Would it be old or

young? Would it be cold or warm? Would it be ruggedr sophisticated?

Please read the following human qualities/charesties/traits and indicate the ones that

rightly apply to your brand(s); -

Please check (tick or cross) the traits within any ONE SET that suitably apply to your brand. If

you strongly consider another set of traits also applies to your brand, please indicate {at most
TWO sets, 1to 5, will be considered}; -

SET1
Family- Conventiona Blue
oriented Colour
Sincere Real Ethical Caring

- . . Old-
Original Genuine Ageless Classic fashioned
Sentimental Friendly Warm Happy
SET 2
Trendy Exciting Off-beat Flashy Provocative
Cool Young Lively Outgoing Adventurous|
Unique Humorous Surprising Artistic Fun
Independent Contemporary Innovative Aggressive
SET 3
Hanq- Secure Efficient Trustworthy Careful
working
Technical Corporate Serious
Leader Confident Influential
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SET 4

Glamorous Goo_d- Pretentioug Sophisticated
looking

Feminine Smooth Sexy Gentle

SETS

Masculine Active Athletic

Rugged Strong No-nonsense
SECTION C

22. Which channel(s) generates most of your businedfofio, considering the past three

23.

years {2010/2011/2012}?
Direct Sales force -[ ] Through Brokers /Agees -[ ] Tenders-[ ]
Through Tied Agents-[ ] Other - [plkase specify

Out of the insurance business acquired, which bae@ some of your leading insurance
products in the past three years and how much prardid your organization underwrite

in these respective years?

Product YEAR 2010 YEAR 2011 YEAR 2012

Motor Private [ ]

Motor Commercial [ ]

Fire Industrial [ ]

Domestic Package [ ]
Burglary [
All Risks [
Medical [
Group Life [
Ordinary Life [
Other(s) [

[a—
— e e [a—

24. Would you attribute your improved performance iy ahthese products to attracting; -

a) Business from the competitors (other insurance eongs)? YES[ ] NO|[ ]
b) Additional business from your existing policy-hotg@ YES[] NOJ ]
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c) New business from previously non-insured customers? YES[ ] NO| ]

OR

d) New product features through your organizationfoiation? YES|[ ] NO| ]

e) Increment in your premium rating? YES[ ] NQ[

25. Which of the following insurances do you market engigorously OR would you

consider your flagship product(s)?

Motor Commercial -

[
Motor Private - [

Medical -1 ]

Fire Industrial -1

Ordinary Life -1

Other -[ please specify .

26. Do you have a specific target or niche market farninsurance products? For example; -
Bottom of the pyramid (low income) -[ ]
Up-market clientele (high income) -[ ]

Middle class clientele -1 1

Other -[ please specify .

THANK YOU.
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APPENDIX 3: INSURANCE COMPANIES IN KENYA

List of Registered Insurance Companies — 2013

No. Company Address
1 AAR Insurance Kenya Limited P. O. Box 41766 —OQOINAIROBI
2 A P A Insurance Limited P. O. Box 30065 — 00198JROBI

3 Africa Merchant Assurance Company Limited P. ©xB1599 — 00200, NAIROBI

4 Apollo Life Assurance Limited P. O. Box 303896100, NAIROBI
5 AIG Kenya Insurance Company Limited P. O. Box@®4 00100, NAIROBI
5 British-American Insurance Company (Kenya) P. 0. Box 30375 — 00100, NAIROBI
Limited
7 Cannon Assurance Limited P. O. Box 30216-00100R08I
8 Capex Life Assurance Company Limited P. O. Bo@412- 00400, NAIROBI
9 CFC Life Assurance Limited P. O. Box 30364 — ODIQAIROBI
10 CIC General Insurance Limited P. O. Box 5948®200, NAIROBI
11  CIC Life Assurance Limited P. O. Box 59485 — 002NAIROBI
12  Corporate Insurance Company Limited P. O. Bak724- 00100, NAIROBI
13 Directline Assurance Company Limited P. O. B68@3 — 00100, NAIROBI
14  Fidelity Shield Insurance Company Limited PBOx 47435 — 00100, NAIROBI
15 First Assurance Company Limited P. O. Box 306®0100, NAIROBI
16 G A Insurance Limited, P. O. Box 42166 — 001AJROBI
17 Gateway Insurance Company Limited P. O. Box 60680200, NAIROBI
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18

19

20

21

22

23

24

25

26

27

28

29

30

31

32

33

34

35

36

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

Madison Insurance Company Kenya Limited
Mayfair Insurance Company Limited
Mercantile Insurance Company Limited
Metropolitan Life Insurance 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

Resolution Insurance Company Limited
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P. O. Box &13D0200, NAIROBI

P. O. Box 30190 — 00100, NAIROBI

P. G»B846143 — 00100, NAIROBI

P. O. B@241 — 00100, NAIROBI

P. O. Box 8238200, NAIROBI

P. O. Box7443 00100, NAIROBI

P. O. Box 3458040, NAIROBI

P. & 806382 - 00100, NAIROBI

P. O. Box 463600100, NAIROBI

P. O. B688D — 00200, NAIROBI

P.EBax 46783 — 00100, NAIROBI

P. O. Bo45® — 00623, NAIROBI

P.Box 30059 — 00100, NAIROBI

P. O. Box 1800200, NAIROBI

P. O. Box 446400100, NAIROBI

P. O. Box 30129 — 00100, NAIROBI

P. O. Box 2033200, NAIROBI

P. O. Box 4,0000100, NAIROBI

P. O. B&63A- 00100, NAIROBI



37 Shield Assurance Company Limited P. O. Box 250@B00, NAIROBI
38 Takaful Insurance of Africa Limited P. O. Box1118- 00100, NAIROBI
39 Tausi Assurance Company Limited P. O. Box 2888200, NAIROBI
40 The Heritage Insurance Company Limited P. O. 82390 - 00100, NAIROBI.
41 The Jubilee Insurance Company of Kenya P. 0. Box 30376-00100, NAIROBI
Limited

42  The Monarch Insurance Company Limited P. O. 84303 — 00100, NAIROBI
43  Trident Insurance Company Limited P. O. Box 85690200, NAIROBI
44  UAP Insurance Company Limited P.O. Box43013101) NAIROBI
45 UAP Life Assurance Limited P. O. Box 23842 —001NAIROBI
46  Xplico Insurance Company Limited P. O. Box 381080623, NAIROBI

This list of insurance companies was obtained frothe website of Insurance Regulatory
Authority (IRA) as at the beginning of August 2013.
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