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Abstract

The significance of the insurance industry is vital for the survival of numerous organizations,
as it provides economic and social welfare through risk mitigation, essential for individuals,
businesses, and governments. Notwithstanding the insurance industry's substantial role in
Nigeria, its performance over time indicates that the sector is considerably distant from
realizing its full potential in significantly contributing to the nation's economic recovery. This
development examines certain contextual factors within the industry and assesses whether it
receives sufficient regulatory support to enhance its contribution to Nigeria's gross domestic
product, akin to its counterparts in the financial sector. Hence, this study examines the effect
of contextual factors on the performance of insurance industry operators in Lagos State,
Nigeria. A cross-sectional survey research design was adopted. The population was 420
heads of strategic units within each of the seventy 70 insurance industry operators in Lagos
State, Nigeria. Total enumeration method was adopted given the small population of the unit
of analysis for the study. A validated questionnaire was used to collect data. The Cronbach’s
alpha reliability coefficients for the constructs ranged from 0.66 to 0.78. The response rate of
93% was achieved. Data were analyzed using descriptive and inferential statistics. Findings
revealed that contextual factors had positive and significant effect on performance of
insurance industry (R2= 0.336, F(1,389)= 19.558, p= 0.000). Contextual factors had positive
and significant influence on client acquisition (Adj R2= 0.280, F(5,385)= 31.271, p= 0.000).
Contextual factors had positive and significant effect on profitability (Adj R2= 0.297,
F(5,385)= 34.017, p= 0.000). Contextual factors had positive and significant effect on client
satisfaction (Adj R2= 0.259, F(5,385)= 28.270, p= 0.000). Contextual factors had positive and
significant influence loss development (Adj R2= 0.192, F(5,385)= 19.558, p=
0.000).Regulatory support had positive and significant moderating effect on the association
between contextual factors and performance of insurance industry operators in Lagos State,
Nigeria (ΔR2=0.285, ΔF= 51.870, P= 0.000). This study concluded that there was a statistically
significant effect of contextual factors and regulatory support on performance of insurance
industry operators Lagos State, Nigeria. The study recommended that management of the
insurance industry operators in Lagos should renew their commitment to the dimension of
contextual factors including customer education, product innovation, technology integration,
crisis management preparedness, and social responsibility initiatives and take advantage of
regulatory support through social capital with insurance industry regulators such that policies
formulation and enforcement can favour them.

Keywords: Contextual factors, Insurance industry, Management support, Performance

WordCount: 395
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Chapter One

Introduction

1.1 Background to the Study

The relevance of insurance industry service is critical to the continued existence of many

organizations as it offers supports both economic and social welfare by offering risk

mitigation, which is crucial for individuals, businesses, and governments. Despite this robust

role of the insurance industry in Nigeria, their performance overtime suggest that the industry

is far from its full potential in significantly enhancing the nations’ economic recovery. This

development queries some contextual factors within the industry and whether the industry

receives adequate regulatory support to address their inability to contribute significantly to

Nigeria gross domestic product just like their counterparts in the financial system in Nigeria1.

The global insurance industry remains a critical component of the financial system, providing

risk management, financial stability, and investment functions across economies. In 2023, the

insurance market saw a substantial premium volume of approximately $7.5 trillion. Insurance

industry plays a pivotal role in economic recovery post-natural disasters, pandemics, and

financial crises by offering the necessary liquidity and risk transfer mechanisms. In emerging

markets, insurance penetration is increasing, driven by rising middle-class incomes and

greater awareness of risk management. Meanwhile, in developed markets, the industry is

experiencing a shift towards digital transformation, emphasizing efficiency, customer

experience, and new product offerings. The relevance of insurance in addressing climate-

related risks, cyber threats, and health crises has further highlighted its indispensability in a

rapidly evolving risk landscape2.
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Across the regions of the world, the insurance industry faces significant challenges from

global economic volatility, including inflation and fluctuating interest rates. These factors

affect insurers’ investment portfolios and the pricing of insurance products. For instance,

higher inflation rates increase claim costs, particularly for property and casualty insurers,

while interest rate changes impact life insurers' investment returns. In addition, the regulatory

frameworks are evolving globally, with increasing focus on consumer protection, capital

requirements, and market conduct. Stricter regulations, such as Solvency II in Europe or

Risk-Based Capital requirements in Asia, impose substantial compliance costs and

operational changes. Insurers must navigate varying regulatory landscapes while maintaining

profitability and operational efficiency3.

Furthermore, the digital transformation presents both opportunities and challenges. Insurers

are investing heavily in technology to enhance customer engagement, improve claims

processing, and develop innovative products. Technologies like artificial intelligence (AI),

blockchain, and big data analytics are reshaping underwriting, risk assessment, and fraud

detection. However, this transformation also requires significant investment in IT

infrastructure and skills, posing a challenge for traditional insurers lagging in digital

capabilities. Also, climate-related risks, including natural disasters and regulatory pressures

for sustainable practices, are becoming more pronounced. Insurers are increasingly

integrating environmental, social, and governance (ESG) criteria into their strategies to

manage risks associated with climate change. This shift requires adapting underwriting

practices and investment portfolios to support sustainable and resilient infrastructures.

Moreover, with the growing reliance on digital channels, cybersecurity threats and data

privacy issues have become critical concerns. Insurers face the dual challenge of protecting

their systems from cyberattacks while ensuring compliance with stringent data protection
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regulations like GDPR in Europe and CCPA in the United States. The need to secure

sensitive customer data while maintaining trust and operational integrity is paramount4.

The insurance industry has shown a varied performance across different regions globally,

reflecting a combination of growth opportunities, economic challenges, regulatory changes,

and market maturity. For instance, North America, particularly the United States, remains a

dominant player in the global insurance market. The region is characterized by a high

penetration of insurance products, with significant contributions from both life and non-life

insurance sectors. The U.S. is also a leader in insurance innovation and regulation,

influencing global standards. However, the industry face challenges such as regulatory

complexities, the impacts of climate change, and increasing healthcare costs. Regulatory

changes, like those introduced by the U.S. Dodd-Frank Act, have imposed stricter compliance

requirements. Additionally, the rising frequency of natural disasters has led to higher claims

and greater risk exposure5.

Europe is home to some of the largest and most established insurance markets, including the

United Kingdom, Germany, and France. The region has a high level of insurance penetration

and a mature regulatory framework, contributing significantly to global insurance premium

volumes. Unfortunately, European insurers are grappling with low-interest rates, which affect

the profitability of life insurance products. Additionally, regulatory initiatives like Solvency

II have imposed rigorous capital and reporting requirements, challenging insurers to balance

compliance with profitability. The rise of digital technologies and changing consumer

behavior are also driving the need for innovation in traditional business models6.

The Asia-Pacific region is experiencing rapid growth in the insurance industry, driven by

rising income levels, increased urbanization, and greater awareness of insurance products.

Countries like China, India, and Japan are leading this expansion, with China becoming one
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of the fastest-growing insurance markets globally. Despite growth, the region faces issues

such as regulatory fragmentation and the challenge of integrating digital technology with

traditional practices. In emerging markets, there is often a lack of consumer trust and

awareness, which affects the penetration of insurance products. Additionally, there is

significant pressure to enhance underwriting standards and claims management to cope with

the rising volume of policies7.

Latin America's insurance industry is characterized by low to moderate penetration rates,

with significant potential for growth in markets like Brazil, Mexico, and Argentina. The

region's economic development and growing middle class present opportunities for

expanding both life and non-life insurance products. However, political and economic

instability in several countries pose risks to the insurance industry in Latin America.

Currency fluctuations and inflation can impact the financial stability of insurers and the

affordability of insurance for consumers. Regulatory environments are often inconsistent,

complicating the operations of both domestic and international insurers8.

The insurance industry in the Middle East and Africa (MEA) is underdeveloped compared to

other regions but is experiencing steady growth. Markets like South Africa, the UAE, and

Saudi Arabia are showing increasing insurance penetration due to economic development and

regulatory reforms. In the MEA region, challenges include low awareness and understanding

of insurance products, cultural resistance to certain types of insurance, and underdeveloped

regulatory frameworks. Political instability and economic volatility also pose significant risks

to the industry. Additionally, there is a growing need for digital transformation to enhance

distribution channels and customer engagement9.

Within the African market, the insurance industry in South Africa plays a crucial role in the

country's financial ecosystem, offering risk management solutions essential for both
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individual financial security and corporate stability. With a well-established history, the

industry remains one of the most developed on the African continent catering to various

needs across different market segments, from urban to rural populations, and from high-net-

worth individuals to small enterprises. The maturity of the sector is evident in the

sophisticated products available and the advanced distribution channels, including digital

platforms that enhance accessibility and convenience for consumers. According to the South

African Insurance Association (SAIA), the sector contributes significantly to the national

economy, with a penetration rate of about 14.3% in 2022, which is notably higher than the

global average of 7.5%9.

Despite its strength, the South African insurance industry faces several challenges that impact

its corporate existence. A major issue is economic volatility. The South African economy has

struggled with slow growth, high unemployment rates, and inflationary pressures, all of

which affect disposable incomes and consequently, insurance uptake. Consumers and

businesses often re-evaluate or reduce their insurance coverages during tough economic times,

leading to decreased premium collections and higher lapses of policies. Moreover, regulatory

changes and compliance costs present additional hurdles. The Financial Sector Regulation

Act and the Insurance Act of 2017 have introduced stringent requirements aimed at

enhancing consumer protection and financial stability. While these regulations improve

transparency and customer confidence, they also increase the operational costs for insurers10.

The insurance industry in Kenya is a significant component of the country's financial sector,

contributing approximately 2.4% to Kenya's GDP as of 202310. Over the past few years, the

industry has seen steady growth, driven by increasing demand for insurance products from a

burgeoning middle class and improved regulatory frameworks. The industry's gross written

premiums reached KES 259 billion in 2023, a 9.4% increase from the previous year. General
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insurance, particularly motor and medical, dominates the market, accounting for over 60% of

total premiums. However, life insurance is also experiencing growth, especially products

linked to investment and retirement planning. Technological advancements and regulatory

improvements have enhanced market efficiency and consumer trust. However, despite its

progress, the insurance industry in Kenya faces several challenges. Fraud remains a pervasive

issue, particularly in motor and medical insurance. According to IRA, fraudulent claims

account for about 20% of the total claims paid. Insurers are deploying more sophisticated

data analytics and AI to detect and prevent fraud, but it remains a significant drain on

profitability. Low Penetration Rates are another concern, with insurance penetration in Kenya

standing at about 2.3% as of 2023, which is low compared to other markets. This is attributed

to a lack of awareness and trust among the population, coupled with economic constraints

that limit disposable income for insurance products11.

Regulatory compliance costs have also increased with the implementation of the RBC

framework and other regulatory measures. Smaller insurers, in particular, find it challenging

to meet these requirements without incurring substantial costs, which can affect their

profitability and market competitiveness. Also, market competition is intensifying, with the

entry of new players and consolidation within the industry. This competitive pressure forces

insurers to innovate continuously and improve efficiency to maintain market share.

Additionally, the global economic environment and domestic challenges, such as political

instability and economic downturns, can adversely impact the industry's growth prospects12.

In Ghana the insurance industry plays a crucial role in the nation's financial ecosystem by

providing risk management solutions essential for economic stability and growth. As of 2023,

Ghana’s insurance market is relatively small but growing, contributing approximately 1.3%

to the national GDP. The industry comprises life insurance, non-life insurance, and
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reinsurance sectors. Insurance penetration remains modest compared to global standards, but

there is a steady upward trend driven by increasing awareness and regulatory improvements.

Despite its growing importance, the insurance industry in Ghana faces several challenges that

affect its corporate existence and expansion. First, insurance penetration in Ghana is

relatively low, with a penetration rate of around 2% as of 2023. This is attributed to limited

awareness of insurance benefits, cultural perceptions, and a lack of trust in insurance products.

Many Ghanaians view insurance as a non-essential expense rather than a necessity for

financial security13.

In addition, the regulatory environment, while evolving, still presents obstacles. The National

Insurance Commission (NIC) has made strides in enhancing regulatory frameworks to

improve transparency and stability14. However, compliance costs and frequent policy changes

can be burdensome for insurers. Moreover, the sector has grappled with issues related to

corporate governance, fraud, and claims settlement. Also, Ghana’s economic fluctuations,

including inflation and currency volatility, pose risks to the insurance industry. Economic

instability affects both the profitability of insurance companies and the affordability of

premiums for customers. While digitalization presents opportunities for enhancing customer

experience and operational efficiency, many insurance companies in Ghana struggle with

integrating advanced technology due to high costs and lack of expertise. Insurtech startups

are emerging but their impact remains limited due to infrastructural and financial

constraints14.

The Nigerian insurance industry has seen a steady expansion in recent years, becoming an

increasingly critical component of the nation's financial ecosystem. According to the National

Insurance Commission (NAICOM), the sector's Gross Premium Income (GPI) rose by 19.1%

in 2023, reflecting growing public awareness and acceptance of insurance products. The rise
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of digital technology and mobile platforms has facilitated access to insurance, broadening the

market reach beyond urban centers. Moreover, regulatory reforms aimed at increasing

minimum capital requirements have fortified the industry's resilience, enabling insurers to

underwrite larger risks and expanding their capacity15.

Despite its progress, the Nigerian insurance industry faces several challenges that affect its

corporate existence and ability to maximize potential. A primary concern is the low

penetration rate, which remains one of the lowest in Africa. This is due, in part, to widespread

distrust and misconceptions about insurance, often rooted in cultural beliefs and a lack of

financial literacy. Additionally, economic instability, characterized by inflation and currency

volatility, hampers growth by reducing disposable income and the ability of businesses to

invest in comprehensive insurance coverage16.

Another critical issue is the high level of fraudulent claims, which strains insurers' resources

and affects profitability. NAICOM's 2023 report noted that fraudulent activities accounted for

nearly 15% of the claims processed, necessitating stricter enforcement of anti-fraud measures

and better technology adoption for claim verification. Regulatory bottlenecks and

inconsistent policy enforcement further complicate the operating environment, creating

hurdles for both local and foreign insurers to function at optimum capability16.

More specifically, Customer acquisition in the Nigerian insurance industry faces significant

hurdles, primarily due to low penetration rates and widespread mistrust. As of 2022, Nigeria's

insurance penetration was less than 1%, among the lowest globally. Factors such as a lack of

awareness, cultural biases, and limited access to insurance products have contributed to this

issue. Moreover, the historical perception of insurance companies as unreliable and slow to

pay claims exacerbates the problem, deterring potential customers. To address these

challenges, insurers need to invest in educational campaigns and improve transparency and
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service quality to build trust and attract new customers. Moreover, customer satisfaction in

Nigeria's insurance industry remains low, largely due to poor claims handling and service

delivery. According to a 2022 survey by the Chartered Insurance Institute of Nigeria (CIIN),

over 60% of policyholders reported dissatisfaction with their insurance providers, citing

delays in claims processing and inadequate customer service as primary concerns. This

dissatisfaction not only affects customer retention but also deters potential clients from

purchasing insurance. Enhancing customer satisfaction necessitates significant improvements

in customer service, faster and more transparent claims processes, and better

communication17.

Loss development, referring to the evolving cost of claims over time, presents a major

challenge in Nigeria. Insurers face difficulties in accurately estimating liabilities due to

fluctuating claims costs, fraud, and regulatory uncertainties. A study by the National

Insurance Commission (NAICOM) found that fraudulent claims account for a significant

portion of losses, impacting the financial stability of insurers. Additionally, inflation and

changes in the regulatory landscape can cause substantial variations in the actual cost of

claims compared to initial estimates. Improving loss development management involves

better risk assessment practices, advanced data analytics, and stricter anti-fraud measures. In

addition, profitability in the Nigerian insurance sector is constrained by various factors,

including low premium volumes, high claims ratios, and operational inefficiencies. For

instance, the Nigerian Insurance Association (NIA) reported that despite a 10% growth in

gross premium income in 2023, the net income of many insurers remained stagnant due to

increasing claims and operational costs. The industry also struggles with underpricing and

intense competition, which erodes profit margins. Furthermore, economic instability and

inflation negatively affect investment income, a critical component of insurers' profitability18.
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Addressing these issues within the insurance industry in Nigeria become critical given the

value relevance of a financially health insurance industry to the socioeconomic life of

individual, insurance operators and the government at large. The question as to how to

navigate the numerous challenges limiting the performance of the insurance industry in

Nigeria as remain a cause of concern among the practitioners largely because it touches on

the sustainability of the industry. Hence, addressing the issues will require a combination of

strategic actions considered as contextual factors involving customer education, product

innovation, technology integration, crisis management preparedness, and social responsibility

initiatives19.

In response to these challenges, the insurance industry in Nigeria can leverage on these

contextual factors for instant, customer education is essential in increasing insurance

penetration in Nigeria. Many Nigerians lack understanding of insurance products, resulting in

low uptake. Effective customer education programs can demystify insurance, making it more

accessible and relatable. Educated customers are more likely to appreciate the benefits of

insurance, leading to increased adoption and retention rates. This, in turn, enhances the

industry's performance by expanding the customer base and improving policyholder

engagement. Furthermore, a well-informed customer base can drive demand for more tailored

and transparent insurance solutions, pressuring companies to enhance their service delivery.

Also, product innovation is crucial for addressing the evolving needs of Nigerian consumers.

Traditional insurance products often do not resonate with the majority of the population,

especially in the informal sector. Developing micro-insurance products that are affordable

and relevant to the daily lives of Nigerians can significantly increase market penetration.

Additionally, introducing products that cater to emerging risks, such as those related to digital

economies or climate change, can attract new customer segments and provide the industry

with new revenue streams20.
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In addition, technology integration can revolutionize the Nigerian insurance sector by

improving efficiency, reducing costs, and enhancing customer experiences. The adoption of

digital platforms allows insurers to reach a broader audience through online channels and

mobile applications, crucial in a country with a high mobile penetration rate. Additionally,

technology can streamline operations such as claims processing and underwriting, leading to

faster service delivery and reduced fraud. Data analytics and artificial intelligence can also

provide deeper insights into customer behavior, enabling more personalized and effective

insurance solutions21.

Moreover, preparedness for crises is vital in maintaining trust and stability in the insurance

industry. In Nigeria, insurers must be ready to manage risks related to economic volatility,

natural disasters, and health emergencies. Developing robust crisis management strategies,

including adequate reserves and responsive customer service frameworks, can help insurers

weather periods of instability and maintain service continuity. Such preparedness not only

protects the financial viability of insurance companies but also reassures policyholders,

thereby fostering greater trust in the industry. Similarly, social responsibility initiatives can

play a significant role in enhancing the reputation and performance of insurance companies in

Nigeria. Engaging in community development projects, promoting financial literacy, and

supporting environmental sustainability can differentiate insurers from their competitors and

build a positive brand image. These initiatives can also foster stronger community ties and

enhance public perception of insurance as a beneficial and ethical industry. In a market where

distrust can be a barrier to growth, demonstrating a commitment to social responsibility can

be a powerful tool in building customer loyalty and driving long-term success22.

In addition to the context factors, this study argues for an external factor such as regulatory

support to function as a critical intervening force that will enhance the proposed influences of
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the contextual factors and overall industry performance. Regulatory bodies, through the

formulation and enforcement of policies, can create an enabling environment that addresses

the challenges posed by these factors. For instance, in response to economic volatility,

regulations can mandate adequate capital reserves and risk management practices, ensuring

that insurers remain solvent and can meet their obligations during economic downturns.

Similarly, as technology rapidly evolves, regulatory frameworks can support the integration

of innovative digital tools by establishing clear guidelines that promote technological

adoption while safeguarding against cybersecurity risks and data privacy concerns. This

regulatory oversight can also enhance consumer confidence by ensuring transparency and

accountability, thereby mitigating socio-cultural apprehensions and fostering greater

acceptance of insurance products among the populace. Moreover, regulations can incentivize

product innovation by providing a structured pathway for the introduction and approval of

new insurance products, which can cater to the diverse needs of the Nigerian market,

including the underserved segments. In essence, effective regulatory support not only aligns

the insurance industry’s operational practices with best practices and international standards

but also harmonizes the dynamic interplay of contextual factors, thereby enhancing the

resilience, efficiency, and competitive performance of the industry. Consequently, a robust

regulatory framework acts as a cornerstone for sustainable development in Nigeria's

insurance sector, ensuring that it can adapt to and thrive amidst the complexities of its

operating environment. Addressing the performance challenges of the Nigeria's insurance

industry requires a comprehensive strategy that incorporates customer education, product

innovation, technology integration, crisis management preparedness, and social responsibility

initiatives23. Hence, this study intends to examine the effect of contextual factors and

regulatory support on insurance industry performance in Nigeria.

1.2 Statement of the Problem
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The Nigerian insurance industry is a vital component of the national economy, contributing to

financial stability and economic development. The insurance industry also plays a significant

role in job creation and skill development. It directly employs over 30,000 people, with a

broader impact on ancillary industries such as brokerage, consultancy, and legal services24.

This employment spectrum ranges from entry-level positions to specialized roles in

underwriting, claims management, and actuarial science, contributing to the nation’s

employment rates and professional development25. While it has made notable progress in

offering innovative products and expanding its market reach, it must address persistent

challenges that hurts the industry performance vis-à-vis customer acquisition, profitability,

customer satisfaction, and loss development.

A primary concern is the low penetration rate, which remains one of the lowest in Africa.

This is due, in part, to widespread distrust and misconceptions about insurance, often rooted

in cultural beliefs and a lack of financial literacy. Additionally, economic instability,

characterized by inflation and currency volatility, hampers growth by reducing disposable

income and the ability of businesses to invest in comprehensive insurance coverage. The

ability of the Nigerian insurance industry to offer unique value to its customers has been a

mixed success. On one hand, there is a growing portfolio of innovative products tailored to

meet diverse customer needs, such as micro-insurance, health insurance, and agricultural

insurance, which are designed to cater to the underserved segments of the population26. These

products aim to improve financial inclusion and provide affordable risk management

solutions to lower-income households and small businesses, contributing to broader

economic inclusivity27. On the other hand, customer satisfaction remains an area for

improvement, primarily due to issues related to claims processing, customer service quality,

and trust in the insurance providers28. Delays in claims settlement and perceived lack of

transparency have historically undermined customer confidence, posing challenges to the
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industry's growth and reputation29. Addressing these issues through enhanced regulatory

oversight, improved customer education, and leveraging technology for more efficient service

delivery is critical for the industry’s sustainable growth.

Another critical issue is the high level of fraudulent claims, which strains insurers' resources

and affects profitability. This has negative ripple effect of loss development given fraudulent

claims. NAICOM's 2023 report noted that fraudulent activities accounted for nearly 15% of

the claims processed, necessitating stricter enforcement of anti-fraud measures and better

technology adoption for claim verification. Regulatory bottlenecks and inconsistent policy

enforcement further complicate the operating environment, creating hurdles for both local

and foreign insurers to function at optimum capability. Addressing these issues within the

insurance industry in Nigeria become critical given the value relevance of a financially

healthy insurance industry to the socioeconomic life of individual, insurance operators and

the government at large. The question as to how to navigate the numerous challenges limiting

the performance of the insurance industry in Nigeria as remain a cause of concern among the

practitioners largely because it touches on the sustainability of the industry. Hence,

addressing the issues will require a combination of strategic actions considered as contextual

factors involving customer education, product innovation, technology integration, crisis

management preparedness, and social responsibility initiatives30.

Despite the growing body of literature exploring the insurance industry's performance

globally, there remains a significant gap in understanding how specific contextual factors

influence this performance within the Nigerian context. Particularly, factors such as customer

education, product innovation, technology integration, crisis management preparedness, and

social responsibility initiatives are not thoroughly examined in relation to their direct and

indirect effects on performance metrics like customer acquisition, profitability, customer
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satisfaction, and loss development over time. For instance, while studies indicate that

educating customers about a company’s products can enhance trust and policy uptake, limited

research exists on how Nigerian insurance companies implement educational strategies and

measure their effectiveness in driving customer acquisition and retention31. Also, product

innovation is crucial for competitive advantage and market differentiation in many business

sectors. However, there is a paucity of data on how Nigerian insurers leverage innovation to

meet the evolving needs of their market and the impact this has on profitability and loss

development32.

Moreover, the integration of technology in business operations is known to improve

efficiency and customer satisfaction. Nonetheless, the extent to which Nigerian insurers adopt

and benefit from technological advancements remains underexplored, particularly concerning

how it affects service delivery and operational costs33. Also, effective crisis management

initiatives is critical for mitigating risks and ensuring business continuity. There is a research

gap regarding how well-prepared Nigerian insurance firms are for crises, how they

implement their preparedness plans, and the impact on customer confidence and loss

development34. Scholars opined that through corporate social responsibility organizations

could enhance their brand image and foster customer satisfaction and loyalty. However,

insights into how Nigerian insurance companies’ CSR activities influence customer

perceptions and business outcomes are limited35. Further analysis of empirical studies

suggests that while there is existing literature on the regulatory frameworks governing the

insurance industry, there is a notable gap in understanding how regulatory support moderates

the relationship between contextual factors (customer education, product innovation,

technology integration, crisis management preparedness, and social responsibility initiatives)

and the overall performance of insurance companies in Lagos State, Nigeria. It is in view of

this problem identified and the multiplicity of gaps in insurance management literature that
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this study examined the effect of contextual factors and regulatory support on the insurance

industry performance in Nigeria.

1.3 Aim and Objectives of the Study

The aim of this study is to investigate the effect of contextual factors (customer education,

product innovation, technology integration, crisis management preparedness, and social

responsibility initiatives) on the performance (customer acquisition, profitability, customer

satisfaction, and loss development) of insurance industry operators in Lagos State, Nigeria.

The specific objectives are to:

i. assess the effect of contextual factors on customer acquisition of insurance industry

operators in Lagos State, Nigeria;

ii. determine the effect of contextual factors on profitability of insurance industry

operators in Lagos State, Nigeria;

iii. evaluate the effect of contextual factors on customer satisfaction of insurance industry

operators in Lagos State, Nigeria;

iv. examine the effect of contextual factors on loss development of insurance industry

operators in Lagos State, Nigeria; and

v. investigate the moderating effect of regulatory support on the relationship between

contextual factors and performance of insurance industry operators in Lagos State,

Nigeria.

1.4 Research Questions

The study raised the following research questions
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1. How does contextual factors affect customer acquisition of insurance industry

operators in Lagos State, Nigeria?

2. What is the effect of contextual factors on profitability of insurance industry operators

in Lagos State, Nigeria?

3. How does contextual factors influence customer satisfaction of insurance industry

operators in Lagos State, Nigeria?

4. In what way does contextual factors affect loss development of insurance industry

operators in Lagos State, Nigeria

5. What is the moderating effect of regulatory support on the relationship between

contextual factors and performance of insurance industry operators in Lagos State,

Nigeria?

1.5 Hypotheses

The following null hypotheses were tested in this study:

H01: Contextual factors have no significant effect on customer acquisition of insurance

industry operators in Lagos State, Nigeria.

H02: There is no significant effect of contextual factors on profitability of insurance industry

operators in Lagos State, Nigeria.

H03: Contextual factors have no significant effect on customer satisfaction of insurance

industry operators in Lagos State, Nigeria.

H04: There is no significant effect of contextual factors on loss development of insurance

industry operators in Lagos State, Nigeria.
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H05: Regulatory support has no significant effect on the relationship between contextual

factors and performance of insurance industry operators in Lagos State, Nigeria.

1.6 Significance of the Study

This research is significant to the various stakeholders (management of insurance industry

operators, government, body of academia and the society) in the following ways:

This study provides empirical information to the management of the insurance industry

operators in Lagos State on the relevance of contextual factors and regulatory support needed

to drive various firm performance measures such as customer acquisition, profitability,

customer satisfaction, and loss development. Moreover, given the critical nature of the

government policies on trade and investment, this study will provide government with a piece

of empirical information to substantiate the effect; contextual factors and regulatory support

has on performance of the insurance industry operator in the country with the hope that

policies that will favour the polity would be formulated and implemented.

Furthermore, to the body of Academia, this study addressed some gaps in the existing

literature on contextual factors and regulatory support. More specifically, it will test the

conceptual model that evaluates the performance effect of contextual factors and regulatory

support within aquaculture industry context in Nigeria, thereby contributing to recent

research in this regard and scant empirical literature on the performance-effect of contextual

factors and regulatory support among insurance management scholars in Nigeria. It also

serves as reference material for students to learn and creates the platform for further studies

in the field of insurance management hence, pushing forward the frontier of knowledge. In all,
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this study is beneficial to the society at large, considering that when the insurance industry

operators achieve superior performance, the ripple effect of expansion, opportunity for job

and income generation can be achieved.

1.7 Scope of the Study

This study examined the effect of contextual factors on performance of insurance industry

operators in Lagos State, Nigeria. More specifically, the study investigated how contextual

factors (customer education, product innovation, technology integration, crisis management

preparedness, and social responsibility initiatives) affects the performance (customer

acquisition, profitability, customer satisfaction, and loss development) of insurance industry

operators in Lagos State, Nigeria. The study covered four hundred and twenty (420)

management staff from seventy (70) insurance operators in Lagos State, Nigeria across the

six strategic units. The seventy insurance operators are categorized into sixty-seven (67)

insurance companies and three (3) reinsurance companies. The six strategic unit staff to be

considered as study’s participant include; Technical department, Marketing & Sales, business

development, Account & Finance, human resource, and Customer service unit. These staff

are considered important given their level of involvement in strategic meetings meant to

enhance the longtime performance on their companies. Lagos State form the geographical

context for this study given the number of companies located there and the huge present of all

the insurance operators in Nigeria- representing a a hub of insurance activities. Hence,

justifying why Lagos State was chosen. This study will be carried out between 2023-2024.

1.8 Limitation of the Study

This study has limitations that must be acknowledged to facilitate future research

opportunities. This research specifically focuses on insurance industry operators in Lagos
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State, Nigeria. The cross-sectional research design of the study precludes any conclusions

regarding the long-term effects of contextual factors and regulatory support on the

performance of the insurance industry in Lagos State, Nigeria. Despite this limitation, the

study remains valid as its objective was to examine the interaction between contextual factors

and regulatory support in influencing performance, necessitating a one-time cross-sectional

data collection, thereby leveraging the strengths of the research design. The utilized

questionnaire possesses certain limitations as a data collection instrument. The researcher

ensures that the questionnaire items are articulated in clear, unambiguous English to mitigate

these issues and enhance response rates. The researcher guarantees the anonymity and

confidentiality of respondents and secures approval from the relevant human resource

managers of the insurance operators to conduct the study, thereby enhancing the researcher's

access to the respondents. The statistical assumptions, sample size requirements, and other

issues pertaining to inferential statistics were significant concerns for testing study

hypotheses. Nonetheless, these challenges were surmounted by modifying the data treatments

and augmenting the study's sample size. Notwithstanding these constraints, this research

offers significant conceptual, empirical, theoretical, and practical implications for the

management of insurance companies in Nigeria.

1.9 Operationalization of Variables

The variables in this study are classified into three – dependent, independent, and moderating

variables. The independent variable contextual factors (X) is measured by; customer

education, product innovation, technology integration, crisis management preparedness, and

social responsibility initiatives. The dependent variable performance (Y) is measured by

customer acquisition, profitability, customer satisfaction, and loss development. The

moderating variables (Z) is regulatory support. The variables are operationalized below:
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Y = f(X)

Y = Dependent variable: Insurance Operators’ Performance (IOP)

X = Independent variables: Contextual Factors (CTFs)

Z = Moderating variables: Regulatory Support

The independent variable- Contextual Factors (CTF) is measured as:

x1 = Customer Education (CE)

x2 = Product Innovation (PI)

x3 = Technology Integration (TI)

x4= Crisis Management Preparedness (CMP)

x5 = Social Responsibility Initiatives (SRI)

The dependent variable- Insurance Operators’ Performance (IOP) Y is measured as:

y1= Customer Acquisition (CA)

y2= Profitability (PT)

y3= Customer Satisfaction (CS)

y4= Loss Development (LD)

This study incorporates on moderating variables (Z) – Regulatory support is considered

Z = Regulatory Support (RS)

1.10 Operational Definition of Terms
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Contextual factors: In this study contextual factors are competencies that the insurance

industry operators in Nigeria can use to address industry-specific challenges for better

performance.

Crisis Management Preparedness: The readiness of an insurance company to effectively

handle unexpected events or emergencies, such as natural disasters or economic crises,

ensuring minimal disruption to operations and customer service.

Customer Acquisition: The process by which an insurance company attracts new

policyholders through marketing, sales strategies, and competitive offerings to grow its

customer base.

Customer Education: Efforts by an insurance company to inform and educate policyholders

about their products, coverage options, claims process, and the importance of insurance,

helping customers make informed decisions.

Customer Satisfaction: The measure of how happy and content policyholders are with the

services and products provided by their insurance company, influencing loyalty and retention.

Insurance Industry Performance: The overall effectiveness and success of the insurance

sector, often evaluated through metrics such as profitability, growth rates, market share, and

customer satisfaction.

Loss Development: The analysis and tracking of the progression of claims over time to

predict future liabilities and adjust reserves accordingly, ensuring financial stability for an

insurance company.
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Product Innovation: The introduction of new and improved insurance products and services

that meet changing customer needs, regulatory requirements, and market trends, helping the

company stay competitive.

Profitability: The ability of an insurance company to generate financial gains from its

operations after accounting for all expenses, essential for sustainability and growth.

Regulatory Support: The assistance and guidance provided by governmental and regulatory

bodies to ensure insurance companies operate within legal frameworks and maintain industry

standards.

Social Responsibility Initiatives: Programs and activities undertaken by an insurance

company to contribute positively to society, such as community development, environmental

sustainability, and ethical business practices.

Technology Integration: The incorporation of advanced technologies, such as digital

platforms, data analytics, and automation, into an insurance company’s operations to improve

efficiency, customer experience, and decision-making processes.
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Chapter Two

Literature Review

This chapter comprises the reviews of relevant literature in line with the research topic. In

this review, all the variables will be discussed following the conceptual, theoretical and

empirical review format.

2.1 Conceptual Review

Considering the variables addressed in this study, a conceptual review of these variables in

line with previous studies is critical for building the understanding of these variables. The

variables under studied are; contextual factors (customer education, product innovation,

technology integration, crisis management preparedness, and social responsibility initiatives),

the dependent variable performance (customer acquisition, profitability, customer satisfaction,

& loss development), and regulatory support as the moderators.

2.1.1 Contextual Factors

The concept of contextual factors has roots in organizational theory and the broader social

sciences, dating back to the contingency theory of management developed in the 1950s and

1960s. Pioneers like Joan Woodward, Burns, and Stalker emphasized that there is no "one-

size-fits-all" approach to organizational structure or management; instead, the effectiveness

of organizational practices depends on internal and external contexts. This foundational idea

underpins the modern understanding of how organizations function, as contextual factors are

recognized as integral in shaping organizational outcomes, policies, and behavior.

Contextual factors refer to external or environmental influences that shape an organization's

strategies, behaviors, and outcomes. Contextual factors include variables such as technology,

market dynamics, regulatory frameworks, and social norms, which all influence an
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organization’s internal decision-making1. In contrast, a scholar highlights that contextual

factor extend beyond the organizational level, incorporating psychological and sociocultural

elements that shape individual and collective behavior in work settings. Some scholars define

contextual factors as the environmental conditions that influence the design, functioning, and

effectiveness of organizational systems2. This definition aligns closely with other scholars

who emphasize the role of environment in organizational effectiveness. However, a scholar

presents a slightly broader view by including broader institutional influences such as labor

market conditions and cultural factors, which are not always immediately relevant but shape

long-term organizational behavior3.

One of the core features of contextual factors is their diversity and dynamic nature. They

include both tangible elements, such as economic conditions, and intangible ones, like

cultural norms. A scholar out that contextual factors are multifaceted, interacting in complex

ways that make it difficult to attribute outcomes to a single factor4. Moreover, they are

temporally fluid, meaning their influence can change over time due to shifts in the external

environment, such as technological advancements or regulatory changes. Another important

feature is their embeddedness in different levels of analysis. Contextual factors operate at the

individual, group, and organizational levels, each influencing the other in a reciprocal manner.

This perspective underlines the complexity of studying these factors, as researchers must

consider how they affect and are affected by actions at multiple levels within and outside the

organization5.

The relevance of contextual factors has become even more pronounced in recent empirical

studies. The increasing globalization of markets and the rapid technological advancements of

the 21st century have heightened the importance of contextual analysis. Recent studies

demonstrate how firms in the tech industry must constantly adapt their strategies in response
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to evolving regulatory landscapes and competitive dynamics, highlighting the role of external

contextual factors6.

In contrast, some dissenting scholars argue that while contextual factors are significant, they

are sometimes overstated in explaining organizational success or failure. For example, some

scholars argue that organizational outcomes often result more from internal leadership and

decision-making processes rather than external contexts7. This view challenges the

conventional emphasis on the external environment, suggesting that internal resources and

capabilities—such as those proposed by the resource-based view (RBV)—may offer more

explanatory power in some cases. Nevertheless, recent literature on dynamic capabilities,

scholars has further integrated contextual factors by emphasizing how organizations can not

only adapt to but also shape their external environment through learning and innovation8.

This line of research emphasizes the proactive role organizations can play, demonstrating that

contextual factors do not merely constrain action but can also present opportunities for

growth and competitive advantage.

Contextual factors are essential to understanding organizational behavior, performance, and

strategic decision-making. The historical evolution from contingency theory to contemporary

studies of dynamic capabilities reflects the growing sophistication of how scholars

conceptualize the influence of external and environmental conditions on organizations. While

there is general agreement on the importance of contextual factors, some scholars contend

that internal factors—such as leadership and resources—may play a more decisive role in

certain circumstances. Recent literature continues to evolve, incorporating nuanced

understandings of the interaction between organizations and their contexts, highlighting both

constraints and opportunities posed by the external environment. In this study, contextual

factors are competencies that the insurance industry operators in Nigeria can use to address
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industry-specific challenges for better performance and they include; customer education,

product innovation, technology integration, crisis management preparedness and social

responsibility initiatives9.

2.1.1.1 Customer Education

Customer education has emerged as a critical aspect of marketing and customer relationship

management, with scholars offering various definitions and perspectives on its nature and

scope. Historically, the concept of customer education has evolved from being primarily

associated with product information dissemination to encompassing a broader range of

educational activities aimed at empowering customers to make informed decisions and derive

maximum value from products and services.

Consumer education is the process of providing consumers with the knowledge, skills, and

tools to make informed and rational decisions about purchasing goods and services10. It

involves educating consumers on topics such as consumer rights, product information,

budgeting, and financial literacy11. Recent studies have expanded on the definition of

consumer education. Researchers view it as a means to empower consumers and enable them

to be more assertive in the marketplace. Consumer education helps consumers acquire the

"knowledge, purpose, motivation, and ability to strive for their personal benefit as well as to

influence producers." The European Union's Consumer Policy Strategy has also emphasized

key elements of consumer education, stating that empowered consumers need "choices,

accurate information, market transparency, and the confidence that comes from effective

protection of consumer rights". Additionally, studies have highlighted the importance of

considering consumers' self-assessment of their own knowledge and competencies when

evaluating the effectiveness of consumer education. The Dunning-Kruger effect suggests that
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consumers with low abilities may overestimate their competence, underscoring the need to

measure both subjective and objective consumer knowledge separately12.

Several scholars converge on similar definitions of customer education, emphasizing its role

in enhancing customer knowledge and skills to facilitate better decision-making. For instance,

scholars define customer education as "the process of providing customers with relevant

information and training to help them understand product features, benefits, and usage"13.

Similarly, some scholars characterize customer education as "an ongoing effort by companies

to educate their customers about their products or services, addressing their needs and

concerns through informative content and interactive experiences"14.

In contrast, dissenting opinions offer alternative perspectives on the nature and purpose of

customer education. A scholar argues that customer education goes beyond mere information

provision and should focus on fostering long-term relationships by actively engaging

customers in co-creation processes and continuous learning experiences. This perspective

highlights the dynamic and interactive nature of customer education, where customers are not

passive recipients of information but active participants in the learning process15.

Recent literature reflects a growing emphasis on the interactive and experiential aspects of

customer education, with scholars exploring innovative approaches such as gamification,

virtual reality, and personalized learning pathways. For example, some scholars advocate for

the use of gamified learning platforms to enhance customer engagement and retention, citing

increased levels of interactivity and enjoyment as key drivers of learning effectiveness16.

Moreover, the relevance of customer education has been underscored by the rise of digital

technologies and the increasing complexity of products and services. As customers are

bombarded with information from various sources, effective customer education becomes

essential for companies to differentiate themselves and build trust with their target audience.
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By providing valuable educational resources and fostering meaningful interactions,

companies can cultivate loyal customer relationships and gain a competitive edge in the

market. Customer education encompasses a range of activities aimed at empowering

customers to make informed decisions and derive maximum value from products and services.

While scholars may offer different perspectives on its nature and scope, there is consensus on

the importance of customer education in today's competitive landscape. By leveraging

innovative approaches and digital technologies, companies can enhance customer

engagement and foster long-term relationships based on trust and mutual learning17,18.

2.1.1.2 Product Innovation

Product innovation, a cornerstone of economic growth and competitive advantage, has been a

subject of extensive study across various disciplines. Historically, scholars have grappled

with defining product innovation, often offering nuanced perspectives that reflect their

disciplinary backgrounds and research interests. One of the pioneering thinkers in innovation

studies, product innovation involves the introduction of a new product or service that

significantly departs from existing offerings in terms of functionality, design, or technology.

This definition underscores the disruptive nature of innovation, emphasizing its role in

creating new markets and reshaping existing ones19.

Building upon Schumpeter's foundation, contemporary scholars have expanded the concept

of product innovation to encompass not only the creation of entirely new products but also

the improvement or modification of existing ones20. A scholarly perspective highlights the

iterative nature of innovation, wherein incremental changes contribute to the evolution of

products over time21. Similarly, scholars emphasize the importance of both radical and

incremental innovation, arguing that organizations must balance exploration of new ideas

with exploitation of existing capabilities to sustain competitiveness22.
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In contrast, some scholars advocate for a narrower definition of product innovation, focusing

exclusively on radical departures from existing products. For instance, scholars argue that

true innovation involves the development of breakthrough technologies or entirely novel

solutions to customer needs. This perspective prioritizes revolutionary change over

evolutionary progress, suggesting that only innovations that fundamentally alter the

competitive landscape qualify as true product innovations21.

Recent conceptual studies have further enriched the discourse on product innovation by

highlighting its multidimensional nature. For example, a scholar introduces the concept of

user innovation, wherein end-users play a central role in creating and modifying products to

better meet their needs. This user-centric view challenges traditional notions of innovation by

recognizing the valuable contributions of non-traditional actors in the innovation process22.

Similarly, a researcher emphasizes the role of ecosystems in fostering product innovation,

arguing that successful innovations often emerge from collaborative networks of firms,

suppliers, and customers23.

Overall, while there is consensus among scholars regarding the transformative impact of

product innovation, there remains diversity in perspectives regarding its definition and scope.

Some emphasize the disruptive potential of radical innovations, while others highlight the

incremental improvements that drive sustained progress. Recent literature has expanded the

discourse to include user-driven innovation and ecosystem dynamics, underscoring the need

for a holistic understanding of innovation processes in today's complex and interconnected

world24.

2.1.1.3 Technology Integration

The integration of technology into the insurance industry is not a recent phenomenon, but its

significance has grown exponentially with advancements in digital technology. Historically,
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the insurance industry relied heavily on paper-based processes and manual calculations. The

advent of computer technology in the latter half of the 20th century marked the beginning of

automation in insurance, leading to more efficient data processing and management. The

initial phases of technology integration in insurance focused on basic automation of back-

office functions such as policy administration and claims processing25.

Technology integration refers to the process of incorporating technological tools and systems

into organizational operations to enhance efficiency and service delivery. In the context of

insurance, it encompasses the use of software, hardware, and digital communication tools to

streamline processes, improve customer engagement, and enhance risk management

capabilities26. More recently, scholars expanded this definition to include the integration of

emerging technologies such as artificial intelligence (AI), blockchain, and big data analytics

into core insurance functions27.

The key features of technology integration in the insurance sector include automation, data

analytics, customer engagement, and enhanced risk assessment. Automation refers to the use

of technology to perform tasks without human intervention, which has significantly reduced

processing times and errors in claims management and policy administration. Data analytics

involves the use of advanced algorithms and machine learning to analyze large datasets,

providing insurers with insights into customer behavior, risk patterns, and market trends28.

Customer engagement has also been transformed by technology integration, with digital

platforms and mobile applications enabling insurers to interact with clients more effectively

and offer personalized services. Enhanced risk assessment is achieved through technologies

like AI and predictive analytics, which allow insurers to better evaluate and price risk,

leading to more accurate underwriting and reduced instances of fraud. The relevance of

technology integration in the insurance industry is underscored by its impact on operational
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efficiency, customer satisfaction, and competitive advantage. Empirical studies have

demonstrated that insurers leveraging technology effectively are better positioned to meet

customer expectations and adapt to market changes. For instance, a study found that insurers

using AI and machine learning could reduce claims processing times by up to 30%,

significantly improving customer satisfaction29.

Recent literature highlights several key developments in the integration of technology within

insurance. Blockchain technology, for instance, is being explored for its potential to enhance

transparency and security in transactions. A study noted that blockchain could reduce fraud

and streamline the claims process through immutable and decentralized ledgers. Furthermore,

the use of Internet of Things (IoT) devices in insurance is gaining traction, providing real-

time data that insurers can use for more accurate risk assessment and personalized pricing

models30.

There is a general consensus among scholars regarding the benefits of technology integration

in the insurance industry. For example, a study agrees on the enhanced efficiency and

customer satisfaction brought about by technological advancements. However, there are

dissenting opinions on the extent to which technology can replace human judgment in

insurance processes31. A study argues that while technology can enhance data processing and

risk assessment, human oversight remains crucial in making nuanced underwriting decisions

that require contextual understanding and ethical considerations. Technology integration in

the insurance industry represents a pivotal evolution from traditional practices to a more

efficient, data-driven, and customer-centric approach. The historical trajectory, from basic

automation to sophisticated AI and blockchain applications, underscores the transformative

impact of technology on insurance operations. While there is broad agreement on the benefits

of technology integration, ongoing debates about the balance between automation and human
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judgment highlight the complexities involved in fully realizing its potential. As technology

continues to evolve, so too will its role in shaping the future of the insurance industry22.

2.1.1.4 Crisis Management Preparedness

Crisis Management Preparedness (CMP) is an essential aspect of organizational resilience,

ensuring that entities are equipped to handle unexpected disruptions effectively. Historically,

CMP emerged prominently during the mid-20th century as businesses began to recognize the

necessity of structured approaches to mitigate the impacts of crises such as natural disasters,

economic downturns, and industrial accidents. Over time, the scope of CMP has expanded to

encompass a wide array of potential threats, including cyber-attacks and pandemics,

reflecting the evolving risk landscape23.

Several authors have provided foundational definitions of CMP. A scholar described CMP as

a proactive process involving the anticipation and planning for potential crises to minimize

their impact. This definition emphasizes foresight and structured planning as core

components of CMP. Similarly, scholars expanded on this by highlighting the importance of

developing specific strategies and protocols tailored to diverse crisis scenarios24. In contrast,

a scholar offered a more reactive perspective, viewing CMP as the ability to respond

effectively to crises as they occur, underscoring the importance of flexibility and adaptive

responses25.

Key features of CMP include risk assessment, crisis communication, resource allocation, and

training and simulation exercises. Risk assessment involves identifying potential threats and

evaluating their likelihood and impact. Crisis communication focuses on developing clear

channels for information dissemination during a crisis to ensure coordinated responses and

maintain stakeholder trust. Resource allocation pertains to ensuring that necessary resources,

such as personnel, equipment, and finances, are readily available to address crises. Training
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and simulation exercises are crucial for preparing teams to respond effectively under pressure,

reinforcing protocols and identifying areas for improvement26.

The relevance of CMP cannot be overstated, particularly in the context of recent empirical

studies. A study found that organizations with robust CMP frameworks experienced

significantly less operational disruption and faster recovery times during crises. This finding

underscores the practical benefits of CMP in enhancing organizational resilience27.

Furthermore, empirical research highlighted that well-prepared organizations are better

equipped to protect their reputations and maintain stakeholder confidence during crises,

which is critical for long-term sustainability28.

Recent developments in the literature on CMP have emphasized the integration of technology

and the importance of a dynamic, iterative approach. The advent of advanced analytics and

artificial intelligence has revolutionized risk assessment by enabling more accurate

predictions and real-time monitoring of potential threats29. Additionally, the COVID-19

pandemic has underscored the necessity of adaptive CMP strategies that can evolve in

response to changing circumstances and emerging threats30. This adaptive approach contrasts

with earlier, more static models of CMP, which were often limited to pre-defined scenarios.

In terms of perspectives on CMP, there is a general consensus on its importance and key

components among scholars such as Fink, Mitroff, and Pearson. However, dissenting

opinions exist regarding the emphasis on proactive versus reactive strategies. For example,

while Fink and Mitroff advocate for detailed pre-crisis planning, Hermann's viewpoint

prioritizes the capacity to respond flexibly as crises unfold. These differing perspectives

reflect broader debates within the field about the balance between preparation and

adaptability in effective crisis management. Crisis Management Preparedness is a

multifaceted discipline that has evolved significantly over the decades. Its core components—
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risk assessment, crisis communication, resource allocation, and training—remain vital, but

recent advancements and empirical findings highlight the need for an adaptive, technology-

enhanced approach. While there is a consensus on the foundational elements of CMP, the

debate continues regarding the optimal balance between proactive planning and reactive

flexibility, reflecting the complexity and dynamic nature of crisis management31.

2.1.1.5 Social Responsibility Initiatives

Social Responsibility Initiatives (SRIs) have evolved significantly over the past few decades,

reflecting changes in societal expectations and corporate governance. Historically, the

concept of social responsibility can be traced back to the early 20th century, with the rise of

industrialization and the increasing recognition that businesses have a duty to contribute

positively to society beyond generating profits. Pioneers like Howard R. Bowen, often

regarded as the father of corporate social responsibility (CSR), laid the groundwork with his

seminal work "Social Responsibilities of the Businessman" in 1953, which argued that

businesses should consider the impact of their actions on stakeholders and the broader

society32.

Definitions of SRIs vary among scholars, but common themes include the integration of

social, environmental, and economic considerations into business operations. SRIs

encompass a four-part model that includes economic, legal, ethical, and philanthropic

responsibilities33. A scholar introduced the "triple bottom line" concept, emphasizing the need

for businesses to focus on social, environmental, and financial performance simultaneously33.

More recently, scholars have highlighted the multi-dimensional nature of CSR, noting that

definitions often emphasize five dimensions: the environmental, social, economic,

stakeholder, and voluntariness dimensions34.
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The features of SRIs are diverse and multifaceted. They typically include voluntary actions

by companies to improve social and environmental conditions, transparent and ethical

behavior, and efforts to engage with stakeholders. Empirical studies have shown that SRIs

can lead to various benefits, including enhanced corporate reputation, increased consumer

loyalty, and improved financial performance. For instance, a study found that companies

engaging in SRIs often experience higher stock returns and reduced risk, suggesting that

responsible behavior is rewarded by the market35.

Recent literature has further developed the understanding of SRIs, emphasizing their strategic

importance. Scholars argue that SRIs should be integrated into the core business strategy

rather than treated as peripheral activities. They suggest that when SRIs align with a

company's mission and values, they are more likely to lead to sustainable competitive

advantage. Additionally, research indicates that SRIs can drive innovation and employee

engagement, fostering a culture of social responsibility within the organization37,38.

The relevance of SRIs continues to grow as stakeholders increasingly demand corporate

accountability and transparency. The rise of social media and digital communication has

amplified the voice of consumers and activists, making it easier to hold companies

accountable for their actions. Furthermore, global challenges such as climate change and

social inequality have heightened the urgency for businesses to act responsibly. Recent

empirical studies show that firms with strong SRIs are better positioned to manage regulatory

pressures and attract investment.

While there is a broad consensus on the importance of SRIs, some dissenting views question

their efficacy and motivations. Critics have famously argued that the sole responsibility of

business is to increase profits, contending that SRIs distract from this goal and impose undue

costs on shareholders39. More recent critiques suggest that SRIs can be used as a form of
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"greenwashing," where companies engage in superficial efforts to appear responsible without

making substantive changes. Social Responsibility Initiatives represent a critical and evolving

aspect of modern business practices. While definitions and features of SRIs vary, the

consensus is that integrating social, environmental, and economic considerations into

business operations is beneficial for both companies and society. Recent empirical studies

underscore the strategic importance of SRIs and their potential to drive innovation, enhance

reputation, and improve financial performance. However, ongoing debates highlight the need

for vigilance against superficial implementations and the importance of aligning SRIs with

genuine corporate values and missions39,40.

2.1.2 Organizational Performance

Organizational performance can be defined as the comparison of an organization's output to

its target or inputs in order to achieve its goals41. This suggests that a company's

organizational performance is a comprehensive view of the company's operational activities

over a given period of time. When it comes to organizational performance, a researcher

defined it as "the total effort to achieve a particular goal"42. An assessment of an

organization's overall success or health is referred to as "organizational performance"43.

Organizational performance is defined as the ability of an organization to successfully

transform its inbound logistics into meaningful outputs in order to achieve a specific goal44.

The ability of a firm to produce desirable outcomes was defined by some researchers45. In

terms of profit level, sales turnover growth, and an organization's investment value, a

researcher stated that OP is a measure of a company's financial capability46. Defining and

measuring business performance can be done in a variety of ways, and it is a

multidimensional concept47.
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An organization's ability to meet stakeholder needs while also meeting its own needs for

success and survival is a key component of organizational performance (OP)48. Because of

this, performance cannot be equated with high market share, a specific profit margin, or the

best products, although these things may result from achieving an entirely accurate

description of performance. OP's performance is influenced by a variety of factors that can

both enhance and detract from the overall experience. OP is defined in terms of customer

outcomes, people outcomes and operational outcomes49. Comparing anticipated and actual

outcomes, OP looks into deviations from plans, assesses individual performance, and assesses

progress towards achieving specific goals50.

Organizational performance has become the subject of continuous discussion, according to a

study51. Financial measures were emphasized by certain authors, whereas other scholars

recommended non-financial measures51,52. The adoption of a balanced scorecard method,

which integrates both indicators to explain OP, is becoming increasingly unpopular. Scholars

back the balanced scorecard strategy53. Scholars have opined that financial or non-financial

metrics could be used to gauge an organization's performance54. Profitability, return on

capital employed, Sale growth, employee satisfaction and customer satisfaction, market share

and business survival are only a few of the OP indicators discovered by the researchers in no

particular order.

A company's success or failure can be gauged by its ability to meet goals and objectives55.

Stewardship reporting on the financial resources allocated to an organization and the

achievement of financial goals set at the beginning of each business year is made possible by

the organization's performance56. There is a downside, though, to this strategy: The short-

term focus of organizational performance (especially profit) may make it difficult to

determine long-term results, such as staff creativity or customer satisfaction, for example.
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While some researchers define OP as an organization's ability to achieve its goals and

objectives, the researchers tie OP definitions to an organization's drive to achieve its goals57.

Organizational Performance (OP) is defined by a researcher as completing a purpose in

which personnel carry out the necessary activities. There are several ways to measure

sustainability: macroeconomic system, quality, and the balanced scorecard sustainability are

all examples of how it's done57.

One way to measure profitability is to examine a company's financial performance58. There

have been some researchers who have criticized short-term, market-oriented financial

performance for being uneven and lacking in competition. The criticisms spawned the idea of

non-financial performance measures59. Banks, despite the importance of learning and

exposure to international business perspectives, rarely implement these practices. The idea of

using non-financial metrics to address Organizational Performance (OP) is based on its

capacity to measure a wide range of organizational performance factors60. Similarly, some

researchers found that non-financial performance was favorably and strongly influenced by

leadership, market competitiveness, and the management accounting system. For further

support, a number of research studies on OP have incorporated financial metrics in their

analysis61. The importance of both financial and non-financial factors in measuring OP has

been highlighted by recent research19. This study operationalizes OP in terms of financial and

non-financial performance based on the discussed considerations. As a result, the study

defined organizational performance as an outcome concept that describes how well an entity

fulfills set objectives that assure its long-term viability. Within the context of this study,

insurance operators' performance include; customer acquisition, profitability, customer

satisfaction, and loss development.

2.1.2.1. Customer Acquisition
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Customer acquisition, the process of gaining new customers for a business, has been a core

focus of marketing strategy since the early days of commerce. Historically, methods of

customer acquisition have evolved alongside technological advancements and shifts in

consumer behavior. In the early 20th century, mass marketing through print media and radio

was predominant. The advent of television introduced more visually engaging advertising,

broadening reach and impact. With the rise of the internet in the late 20th and early 21st

centuries, digital marketing emerged, transforming how businesses attract and engage with

potential customers62.

Several scholars have defined customer acquisition in varying terms, reflecting its

multifaceted nature. Some scholars define customer acquisition as the process of bringing

new customers to a company's products or services. This process involves identifying

potential customers, engaging them, and persuading them to make their first purchase. A

scholar expands on this definition by emphasizing the role of customer acquisition in creating

a long-term relationship, suggesting that acquisition should be viewed not just as an initial

transaction but as the first step in a customer lifecycle63.

Contrastingly, a scholar presents a more nuanced view, arguing that customer acquisition

should be understood within the broader context of customer equity. A scholar posits that the

quality of acquired customers and their potential lifetime value are more critical metrics than

sheer acquisition numbers. This perspective shifts the focus from quantity to quality, urging

businesses to consider the profitability and loyalty of new customers64.

Customer acquisition encompasses several key features: targeting, engagement, conversion,

and retention. Targeting involves identifying the ideal customer profile using demographic,

psychographic, and behavioral data. Engagement refers to the methods used to interact with

potential customers, such as content marketing, social media outreach, and personalized
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advertising. Conversion is the process of turning engaged prospects into paying customers,

often facilitated through optimized user experiences and persuasive sales techniques.

Retention, while typically associated with customer relationship management, is also an

integral feature of acquisition strategies that aim for sustainable growth by ensuring initial

customers remain loyal65.

The relevance of customer acquisition cannot be overstated, as it directly impacts a

company's growth and profitability. Recent empirical studies have highlighted the increasing

importance of digital and data-driven strategies in customer acquisition. For instance, a study

found that businesses leveraging big data analytics to personalize their marketing efforts

experienced a 15% higher acquisition rate compared to those using traditional methods66.

Similarly, the integration of artificial intelligence (AI) in customer acquisition, as examined

by scholars, shows promising results in predictive modeling and personalized customer

interactions, leading to more efficient and effective acquisition processes67.

Furthermore, the rise of social media platforms has significantly influenced customer

acquisition strategies. According to a study, businesses that actively engage with users on

social media and utilize influencer marketing report higher customer acquisition rates and

improved brand loyalty. This shift underscores the importance of creating a strong online

presence and engaging content to attract and retain customers. While many agree on the

essential components of customer acquisition, there is some divergence in opinions regarding

its execution and focus68. Scholars advocate for a relationship-oriented approach,

emphasizing long-term engagement and retention69. On the other hand, authors argue for a

more immediate and results-driven strategy, focusing on maximizing short-term sales and

market penetration. These differing views highlight the ongoing debate in marketing

literature regarding the balance between short-term gains and long-term customer
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relationships. In all, this study considers customer acquisition remains a dynamic and crucial

aspect of business strategy, shaped by historical trends and evolving technological

advancements. Contemporary literature underscores the importance of data-driven and digital

approaches, reflecting the changing landscape of consumer behavior and marketing practices.

As businesses continue to adapt, the debate between short-term acquisition tactics and long-

term customer relationships will likely persist, driving further research and innovation in this

field70.

2.1.2.1 Firm Profitability

Firm Profitability (FP) is considered the earnings that a business entity achieves from its

resources over time. Similarly, scholars opined that FP reveals the capability to generate

income from the use of its assets for a specified period71,72. Abbas and Abu's view deferred

from earlier definitions because they consider FP to be a relative term that relates to how

efficient the operations of the firm73. The scholars stressed that FP is the proficiency of an

organization to generate earnings on sales, accomplish desired return on investment and

human resources employed in running the business operations.

A scholar considered FP as a significant feature to assess how effective and successful an

entity runs its business operation. Nwosu stressed further that FP reveals the capacity to

function efficaciously in a fast-changing environment. Some scholars describe profitability as

a measurement of how well an organization utilizes its assets from its primary mode of

business to spawn income; it is the ability of firms to generate earnings74. Scholars equally

suggested that FP is the indices employed to measure the degree to which firms offer new

products that result in competitive advantage. Overall, FP represents the proficiency of the

management in transforming firm-level capabilities to profits over time75.
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One common feature of FP is its capacity to determine the going-concern status for profit-

making organizations. In aligning with this narrative, some scholars opined that FP is a

prerequisite to survive and succeed in the economic activities of a company over a long

period76. Profitability is a measure with an ‘income statement’. This is principally a listing of

income less the expenses through a period for the whole business. FP is an essential featured

item in the financial reporting of many companies because it reveals the efficacy of

management decisions77. Scholars sees profitability as a measure with income and expenses78.

A scholar pointed out that FP, has the potential of attracting prospective investors to delve

into a business line79.

A scholar sees profitability as gage of how a company's earnings brims are associated with

sales, average capital and own average capital80. Accordingly, scholars pointed out that FP

guarantees survival for profit-oriented firms; hence achieving increasing profitability is

imperative for firms to own resources, competency and develop strategies that can be used to

adapt and take advantage of changing market conditions in a turbulent environment81.

Conferring to scholars' findings, when management of organizations makes enough profits,

the stakeholders and other investors are exultant and contented, and the firm is in a better

position to meet the petition of other interest groups82.

Profitability becomes necessary for cost absorption, reinvestment, attracting further funds,

retaining of public confidence and inspiration of expansion, so has to ensure a noble position

for the firm. More like other performance indicators, profitability in itself does not connote

negativity; however, lack of it or the inability of a company to run a profitable business

becomes something of concern. One argument supported by scholars is that FP is an

evaluation of past events; this implies that today's FP is specifically about either the

achievements or failures of past business dealings83. Moreover, scholars also asserted that
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profitability has huge advantages to the firm as it ensures their sustainability and enhances the

firm’s position in the industry. This study views FP as the capability to generate sustainable

financial rewards or earnings through efficient utilization of firm resources by a well-

coordinated management process and effective decision making over a given period84.

2.1.2.3 Customer Satisfaction

A scholar stated that CS is the emotional and psychological result of individual customer

experiences. In the same vein, a study considered CS, as the resultant effect of evaluating the

cost-benefit derivable from the buying and consumption of a firm's product. A scholar

defines customer satisfaction as the customer’s fulfilment response. It is a judgment that a

product or service feature provide a pleasurable level of consumption related to fulfilment

including elements of under or over fulfilment. In another way customer satisfaction refers to

the extent to which customers are happy with the products or services provided by a

business85.

Customer satisfaction refers to the customer’s general intention and perception based on their

consumption or usage experience of a product or service86. It measures the customer’s

acumen and expectation regarding the consumed product or service’s performance and

evaluates whether the product or service performance has been able to satisfy customer’s

expectation87. If the product or service fails to fulfil the customer’s needs or wants, then the

customer will remain dissatisfied, and if the service performance is consistent with

customer’s expectation, then the customer will be delighted and satisfied88.

Some scholars stressed that customer satisfaction is identified by a response (cognitive or

affective) that pertains to a particular focus (a purchase experience and or associated product)
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which occurs at certain time (post purchase, post consumption). Customer satisfaction is the

total utility derived from the post usage of product and services. Customer satisfaction is

proxy by service quality which components are reliability. Responsiveness, tangibility,

assurance and empathy. CS is viewed as an emotional response, which results from a

cognitive process of evaluating the service received against the costs of obtaining the

service81.

A scholar shared a similar view of customer satisfaction with some other scholars. These

definitions suffer similar challenges82,83. Some scholars described CS as personal feelings of

pleasure or disappointment that result from comparing a product or service's perceived

performance (or outcome) to expectation. Some scholars admitted customer satisfaction as

the most effective path to success, as customer satisfaction affects customer loyalty and re-

purchasing decision84. Some scholars found that customer satisfaction works on customer

perception, by comparing pre-purchase expectations with post purchase expectations. They

confirmed that there exists a relation between customer real perception and their

expectations85.

Customer satisfaction is related to the people who paid for a products or services and use

those products and services86. Primarily, a product's price, quality, reliability, empathy,

responsiveness are the main factors that influence the CS87. Customer satisfaction produces a

positive financial result, especially in regular purchases. Another critical attribute of CS is

that it provides feedback to management about client insight on products and services

offered88.

Attaining CS is a constant desire for many organizations, because of its potential effect on

loyalty and by extension, its contribution to the organizations’ financial performance. CS has

been identified to enhance the significant relationship between the customer and the
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organization. A scholar also pointed out that satisfied customers tend to feel less concerned

about any adverse information received about the brand they cherish. Paying attention to

customer details is crucial for business growth; however, scholars suggested that focusing on

all the customers may not worth the organization’s resources and commitment because

customers do not deliver equal value to the organisation89. This study defines customer

satisfaction as the positive outcome, personal to the customer, expressed after evaluating the

cost of a purchase with the benefits obtainable, which facilitates a re-purchase and enhances a

firm’s competitive advantage.

When companies achieve higher level of satisfaction, it ensures the retention of customer.

Customer retention has been a focal point in marketing literature for several decades, initially

gaining traction in the 1980s as businesses began to realize that retaining customers could be

more cost-effective than acquiring new ones. Some scholars were pioneers in articulating the

financial benefits of customer retention, highlighting that a mere 5% increase in customer

retention could lead to a profit increase ranging from 25% to 95%. Over the years, various

definitions of customer retention have emerged90. For instance, a scholar defined it as the

activities and actions companies take to reduce customer defections91. More recently, some

scholars emphasized customer retention as the process of keeping customers over the long

term by meeting their needs and exceeding their expectations92.

Several key features characterize customer retention. First, it involves a strategic approach to

understanding and fulfilling customer needs. This includes personalized service, loyalty

programs, and consistent quality. Second, customer satisfaction and trust play crucial roles, as

highlighted by scholars in their commitment-trust theory of relationship marketing. Third,

effective customer retention strategies often leverage technology, such as customer
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relationship management (CRM) systems, to track and analyze customer behavior, ensuring

timely and relevant interactions93.

The relevance of customer retention in contemporary business cannot be overstated.

Empirical studies consistently show that retaining customers is less expensive than acquiring

new ones, and loyal customers tend to buy more over time, refer new clients, and are less

sensitive to price changes94. Additionally, in today's digital age, customer retention is crucial

for sustaining long-term profitability in a highly competitive and rapidly changing market

environment. The cost savings associated with retaining customers, combined with the

enhanced revenue from repeat purchases, underscores the financial imperative of effective

retention strategies95.

Recent empirical studies have further enriched the understanding of customer retention. For

example, a study introduced the concept of Customer Lifetime Value (CLV) as a critical

metric for assessing the profitability of retention efforts. Moreover, the advent of big data and

advanced analytics has allowed for more sophisticated segmentation and personalization

strategies. A study highlighted the impact of digital transformation on customer retention,

noting that omnichannel strategies and seamless customer experiences are now critical for

retaining customers. While many scholars agree on the foundational aspects of customer

retention, some differences in definitions and approaches exist96. For instance, a scholar

focused on the relational aspect, viewing customer retention primarily through the lens of

relationship marketing and emphasizing the importance of creating value through long-term

relationships. In contrast, some scholars approached customer retention from a more tactical

perspective, emphasizing immediate financial outcomes and short-term metrics. These

differing views reflect broader debates within marketing literature about the balance between

short-term profitability and long-term relationship building. This study considers customer
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retention as a vital area of focus within marketing, underpinned by decades of research and

evolving practices. The consensus across various definitions emphasizes its importance for

long-term business success, with contemporary studies highlighting the role of technology

and advanced analytics in refining retention strategies. Despite some differing perspectives,

the overarching theme underscores the need for businesses to prioritize customer satisfaction

and loyalty as key drivers of sustainable growth. As the marketplace continues to evolve, so

too will the strategies and frameworks guiding customer retention efforts97.

2.1.2.4 Loss Development

Loss development, a fundamental concept in actuarial science and insurance, refers to the

changes in reported insurance losses over time. This process reflects how initial estimates of

losses evolve as new information becomes available. Historically, the study of loss

development can be traced back to early actuarial practices where understanding the patterns

and behaviors of claims over time was essential for accurate reserving and pricing strategies.

Authors laid significant groundwork in this field, providing foundational models that are still

in use today97. Loss development involves the sequential adjustment of loss estimates as

claims mature and more data is obtained, highlighting the importance of historical loss data

for accurate future predictions98. A scholar expanded on this by introducing the chain-ladder

method, which uses historical development factors to project future claims, a method still

prevalent in contemporary actuarial practices. These definitions underscore the dynamic

nature of loss estimation and the critical role of historical data.

Several key features characterize loss development. Firstly, it is inherently stochastic due to

the random nature of insurance claims. This randomness necessitates the use of probabilistic

models and statistical methods to estimate future liabilities. Secondly, loss development

exhibits a temporal aspect; claims reported immediately after an incident can be significantly
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different from those reported later, necessitating periodic reassessment of reserves. A study

emphasized the variability in loss development due to factors such as changes in claims

reporting practices, legal and regulatory shifts, and economic conditions99. A scholar's work

highlighted the necessity for actuaries to continuously update their models to reflect these

changing conditions. Moreover, recent empirical studies have illustrated the impact of

external factors like natural disasters on loss development, suggesting that models must be

adaptable to incorporate sudden and significant changes in the claims environment100.

The relevance of loss development in insurance cannot be overstated. Accurate loss

development analysis ensures that insurers maintain adequate reserves to cover future claims,

protecting their solvency and ensuring regulatory compliance. Additionally, it influences

premium pricing, underwriting practices, and overall financial stability of insurance

companies. Recent literature has introduced several advancements in the study of loss

development. For instance, the application of machine learning and predictive analytics has

become increasingly prominent. Researchers have explored the use of advanced algorithms to

enhance the accuracy of loss development projections. Their studies demonstrate that

integrating machine learning techniques can significantly reduce prediction errors and

improve the responsiveness of models to new data101.

Conversely, some scholars have raised concerns about the over-reliance on new

technologies. For example, scholars argue that while machine learning can enhance

predictive capabilities, it may also introduce new risks related to model overfitting and

interpretability issues. They advocate for a balanced approach that combines traditional

actuarial methods with modern techniques to ensure robust and reliable loss development

analysis. Loss development remains a critical area of focus within actuarial science and

insurance. The evolution of this concept, from traditional chain-ladder methods to the
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integration of machine learning, reflects its ongoing relevance and the necessity for

continuous improvement in predictive methodologies102. The historical contributions of

scholars provide a strong foundation, while contemporary research by scholars like

Wüthrich, Merz, Peters, and Shevchenko highlights both the potential and challenges of

modern advancements. As the insurance landscape continues to evolve, the ability to

accurately project and manage loss development will remain a cornerstone of effective risk

management and financial stability in the industry103.

2.1.3 Regulatory Support

Regulatory support, a critical concept in policy and economic discourse, involves the

mechanisms and policies through which governments or regulatory bodies facilitate the

operation and development of industries. Historically, the role of regulatory support has

evolved significantly. In the early 20th century, the focus was on establishing fundamental

legal frameworks to ensure fair competition and protect consumers, exemplified by the

Sherman Antitrust Act of 1890 in the United States. Over time, the scope of regulatory

support expanded to include more proactive measures aimed at fostering innovation and

addressing market failures. Several scholars have provided definitions and perspectives on

regulatory support104. Scholars define it as the implementation of rules and regulations

intended to influence market outcomes to achieve socially desirable objectives. In contrast,

authors emphasize a more interactive approach, highlighting regulatory support as a

collaborative effort between regulators and industry to achieve compliance and enhance

performance. These definitions underscore a shift from a purely command-and-control

approach to one that incorporates cooperative and adaptive strategies. The features of

regulatory support are multifaceted105. Effective regulatory support includes clarity,

consistency, and predictability in policy implementation. This view is supported by
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empirical studies show that stable regulatory environments significantly enhance

investment and innovation in industries. Moreover, regulatory support often includes

financial incentives, technical assistance, and the establishment of standards and norms that

guide industry practices. For instance, the provision of subsidies for renewable energy

technologies represents a direct form of regulatory support aimed at promoting sustainable

practices106.

Recent literature has delved into the relevance and impact of regulatory support in various

contexts. A study found that regulatory support in the form of subsidies and tax incentives

significantly accelerated the adoption of electric vehicles in Europe. Similarly, some

scholars demonstrated that regulatory frameworks promoting transparency and

accountability in financial markets resulted in higher investor confidence and market

stability. These empirical findings highlight the critical role of regulatory support in driving

industry growth and ensuring market efficiency. There are, however, divergent views on the

optimal approach to regulatory support107. Proponents of deregulation, a scholar argue that

excessive regulatory intervention can stifle innovation and lead to inefficiencies. They

advocate for a minimalist approach where market forces are allowed to operate with

minimal interference. On the other hand, scholars contend that strategic regulatory support

is essential for correcting market failures and achieving equitable growth. This debate

underscores the ongoing tension between regulation and market freedom, with recent

studies often finding a middle ground where smart regulation can support industry growth

without imposing undue burdens. Regulatory support encompasses a range of policies and

mechanisms aimed at guiding and enhancing market operations. Historical developments

reflect a shift from strict regulatory controls to more collaborative and adaptive frameworks.

While there is consensus on the importance of regulatory support in promoting industry

growth and addressing market failures, there remains a lively debate on the extent and
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nature of such support. Recent empirical studies underscore the nuanced impact of

regulatory support, advocating for tailored approaches that balance the benefits of

regulation with the need for market flexibility108,109.

2.2 Theoretical Framework

This section present discussion of theories used to address the interaction between

contextual factors, regulatory support, and performance of insurance operators. The

theories reviewed in this section include Contingency theory (CT), Resource-Based view,

and Dynamic capability theory. The theories are discussed taking note of proponent(s),

assumption(s), and the main issue(s) addressed by each theory, critics and supporters of

the theory and significance of the theory to the study

2.2.1 Contingency Theory

Contingency Theory, introduced by scholars posits that there is no single best way to manage an
organization. Instead, the effectiveness of management practices depends on contextual factors,
such as environmental, organizational, and regulatory conditions. The fundamental assumption of CT
is that it considers every organization to be an open-system, one that can influence and be
influenced by the external environment. Hence highlighting the different ways in which
organizational structures are planned. The bottom line here is that success is based on how well the
organizational structure fits its contingencies. The whole organizational structure-contingence-fit is a
chain of activities that keep on evolving because, by nature, the business environment is dynamic.
However, scholars have criticized the assumptions of CT110. First, some scholars suggested that the
desire to accomplish internal and external alignment remains an obscure objective, especially for
firms that operate within an environment that has several conflicting demands and for firms that
have issues with internal-organization trade-offs and high-performance target. Accordingly, scholars
argued further that in a scenario like this, it is exceptionally challenging to conceptualize a
theoretical answer. Furthermore, came the Configuration theorist. They believed that it is not
practicable for firms to align entirely with their contingencies, considering that as the firm is
adapting its structure to fit the contingent factors, the factors themselves continue to change. In the
end, the issue of fit does not materialize. They argued further that, CT is not proactive; instead, it is
reactive because it emphasizes what managers can do when faced with individual circumstances.
Even at that, CT fails to specify in precise terms what these managers should do under these
different situations. As such, it is not enough to say, "a managerial action depends on the
situation"111,112.
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Contingency theory has been broadly adopted in extant literature to explain under which

condition certain contingencies will improve firm performance and numerous scholars

have buttressed its fundamentals 111,112,113. The majority of these scholars built the

theoretical framework of their studies on contingency theory (and RBV) and subsequently

presenting findings that supported the SCT. For instance, scholars opined that a proper

alignment among internal and external organizational factors would positively affect

organizational performance114.

In a study conducted titled "effect of organizational structure on performance of selected

manufacturing companies in Enugu state Nigeria," the scholars supported the SCT by

providing empirical evidence to substantiate how structure influences organizational

performance. The results pointed out that structure appropriateness influences operational

efficiency and that not having a suitable structure, suggests poor organizational

performance115. To further support the SCT, some scholars studied the performance-effect

of strategic management focusing on manufacturing companies in Nigeria. Their study

reiterated the narrative of the contingency perspective that there is no one best way to

manage an organization. Specifically, managerial, strategic choices are context-specific116.

In the context of the Nigerian insurance industry, Contingency Theory is highly relevant in

explaining how regulatory support moderates the relationship between contextual factors

(such as market conditions, competition, and economic environment) and organizational

performance. Regulatory support, provided by institutions like the National Insurance

Commission (NAICOM), plays a crucial role in shaping the operational environment of

insurance companies. Contingency Theory suggests that the success of insurance firms in

Nigeria is contingent upon how well they align their strategies with both internal and

external contextual factors, including regulatory frameworks. For instance, insurance firms
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operating in a highly competitive market may need to adopt flexible pricing strategies and

innovative product offerings, but these strategies must also comply with regulatory

guidelines. Regulatory support, such as guidance on compliance, risk management, and

customer protection, can either enhance or hinder the firm's ability to align its practices

with the external environment117.

Moreover, regulatory support can act as a moderator in this relationship by either

facilitating or constraining the firms' responses to contextual factors. For example, in

periods of economic instability, strong regulatory support may provide insurance firms

with the necessary framework to manage risks, while inadequate regulatory oversight

could lead to poor performance. By applying Contingency Theory, it becomes clear that

the interaction between regulatory support and contextual factors is critical to the overall

performance of insurance companies in Nigeria. This aligns with the findings of scholars

who argue that organizations must continuously adapt to the changing external

environment and align their structures with the contingencies they face. The contingency

Theory is vital for understanding how regulatory support moderates the relationship

between contextual factors and performance in the Nigerian insurance industry. The theory

underscores the need for organizations to adapt their strategies based on both

environmental conditions and regulatory frameworks, ensuring that they remain

competitive and compliant in a dynamic and challenging industry118.

2.2.2 Resource-Based View

RBV is an internal environment (inside-out) perspective aimed at explaining how firms

can achieve and sustain a competitive advantage. Its emergence to limelight came after

Barney's "Firm resources and sustained competitive advantage", Wernerfelt's "The

resource-based view of the Firm", Prahalad and Hamel's "The core competence of the
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corporation" and Penrose's "The theory of firm the growth of firm" had published there

works between 1980s and 1990s. The fundamentals of RBV, as put forward by its

proponents is that a firm can better exploit its external environment and achieve decent

returns simply by using its firm-specific resources and competence considered valuable,

rare, and complex to replicate. By implication, for firms that are desirous of accomplishing

superior performances (as against competitive parity), such firms must possess knowledge,

skill, ability and tangible productive assets, the proficiency to deploy it and the ability to

consistently improve these capabilities (even though they were initially considered to have

VIRO features) to stay afloat119.

There are two main assumptions of RBV. First, resources are heterogeneous- this means

that resources and competencies vary from one organization to the next. Moreover, if

every organization possess the same mix of resources and proficiency, then out-

performing one another would not be possible. Also, resource heterogeneity suggests that

"firms have areas of competitive advantage, parity, and disadvantage"120. Secondly,

resources are immobile- this means that knowledge, skills, and abilities are at least not

moveable in a short time. As such, it is from this immobility of these resources that made

it difficult and complicated for competitors to accomplish the processes, products, and

strategies employed by an organization. Intangible asset forms most of the immobile

resource, and they include, brand name, organization culture, embedded, work-

relationships, processes, and intellectual property.

However, some scholars have criticized the assumption of RBV for example in a paper

presented by scholars, titled, "Is the resource-based view a useful perspective for strategic

management research?" the scholars argued that RBV is static consequently its ability to

explain competitive advantage in a dynamic environment is weak121. In a "systematic
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review of the RVB literature," scholars sufficiency critics argued that RBV is insufficient

as a theory of the firm122,123,124.

In addition, the assumption that possessing resources that have VIRO attributes can help a

firm to sustain competitive advantage have been criticized not to be sufficient that is,

merely owning resources is not enough, but that it is by having the competence to deploy

them that SCA can be accomplished. Furthermore, in response to the definition of

resources, the sufficiency theorist criticized the definition first, for its inability to

distinguish between which resources are considered input to the firm and which is needed

to help the firm select, deploy and organize such inputs. Secondly, RBV failure to

addresses the significant variations in how different resources can contribute to a firm's

superior performance, and this is despite the different types of resources identified by

scholars125.

The supporters of RBV are in agreement with the assumption of the theory126. For instance,

some scholars work titled "New product deployment: the Moderating Influence of economic-

institutional context," posits that specific knowledge-based resources (Research &

Development) are relevant for the deployment of new products notwithstanding the

organizational settings127. Some scholars used the RVB to provide a framework for the

testing model hence, gaining an understanding of the effect of customer collaboration,

innovation orientation, and customer knowledge management on marketing performance128.

In the same vein, scholars accentuated the RBV literature by investigating two organizational

resources (namely guanxi and IT systems), their relationships with innovation capability and

new product performance of exporting SMEs in China. The study established that innovation

capability is imperative for Medium-sized firms NPP, and IT system contributes significantly

to innovation capability129. Also, some scholars considered strategic management capability
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(SMC), to be a core firm resource that takes forward-thinking responsibility in the NPD

process. Thus SMC is a strategic enabler that aligns the potential market needs with the most

suitable technological capabilities that can respond to these market needs130. Some scholars

worked on the title "the impact of marketing capability and Diversification strategy on

performance." The scholar suggested that there exists a significant association between

marketing capability (an internal firm resource) and organizational performance131.

The Resource-Based View (RBV) of the firm posits that an organization’s competitive

advantage is derived from its internal resources that are valuable, rare, inimitable, and non-

substitutable (VRIN). This theoretical framework is highly relevant in explaining the effect of

contextual factors on the performance of the insurance industry in Nigeria, where external

forces such as economic instability, regulatory frameworks, market competition, and

technological changes significantly influence operational outcomes.

In the Nigerian insurance sector, contextual factors like fluctuating economic conditions,

changing regulatory policies, customer preferences, and advancements in digital technology

shape how companies perform. The RBV suggests that firms that can effectively leverage

their internal resources—such as customer education, skilled human capital, innovative

technology, strong brand reputation, and financial strength—are better positioned to navigate

these external challenges and achieve superior performance. For instance, insurance

companies with advanced data analytics capabilities and a strong digital infrastructure can

better respond to the growing demand for digital insurance solutions in Nigeria. Firms with

such capabilities can optimize customer service, streamline claims processes, and develop

innovative products, giving them a competitive edge. Furthermore, the RBV emphasizes that

human capital plays a crucial role in transforming these internal resources into performance

outcomes. Insurance companies with highly skilled and adaptable employees are more likely
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to develop strategies that respond effectively to the dynamic regulatory and economic

environments in Nigeria132.

Scholars have argued that in Nigeria’s insurance sector, firms with a proactive approach to

utilizing their unique resources can outperform their competitors, despite external pressures.

Moreover, aligning internal resources with external opportunities enhances firms' ability to

innovate, reduce operational risks, and sustain long-term profitability. However, RBV also

stresses the importance of maintaining and protecting these resources to ensure sustained

competitive advantage. The RBV is highly relevant to understanding how contextual factors

affect the performance of Nigeria's insurance industry. By focusing on internal resources that

are valuable and difficult to replicate, insurance firms can successfully mitigate external

pressures and enhance their overall performance133.

2.2.3 Dynamic Capability Theory

The dynamic capability theory is rooted in the RBV nonetheless accentuated the need for

firms to possess knowledge, skill, and abilities (KSA) to survive and prosper in a changing

environment (an idea that constituted the criticisms of RBV), the concept of dynamic

capability was conceived in the working paper by Teece, Pisano, and Shuen in 1990. It was

published initially by Teece and Pisano in 1994134. Some scholars had worked on the earlier

published work to provide a robust explanation for the interaction of its assumptions and to

respond to critics135. Dynamic capability represents an entity's ability to integrate, build, and

reconfigure internal and external competencies to address the fast-changing environment.

Dynamic capabilities accentuate two critical facets of the development of new forms of

competitive advantage: the dynamics and capability134. The word 'dynamics' means the

attribute of change in the environment requiring strategic responses, and 'capability' suggests

the role of strategic management (through KSA) in dealing with required modifications
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through internal organizational adaptation135. Thus, dynamic capabilities are those that enable

organizations to instinctively respond to changing business landscape either within its

industry or macro-environment136.

Teece built the DCT on three assumptions, namely, adaptive, absorptive, and innovative

capabilities, as these are considered as essential industry-level dynamic capabilities137,138.

Adaptive capability refers to the ability of a firm to rapidly coordinate and reconfigure

resources in response to sudden environmental changes, while maintaining the previous level

of performance139. It corresponds to the ability of an organization to identify as well as seize

the opportunities emerging in the market140. Absorptive capability refers to the ability of a

firm to identify, acquire, and apply external knowledge in its favor141.

Absorptiveness is a function of a firm's existing stock of knowledge which can be relayed

into products and processes of a firm142. Absorptiveness depicts the integration of external

information into the knowledge base of the firm, which is premised on knowledge acquisition,

transformation, assimilation, and exploitation143. Innovative capability refers to the firm's

ability to introduce new products and services or to enter new markets by aligning strategic

orientation with organizational processes. It denotes the ability of a firm to exhibit innovative

behaviours while always translating knowledge into new products and processes144.

Dynamic capability framework’s emergence as the new standard in the field of strategic

management is due to its increasing significance in the explanation of competitive advantages

better compared with the RBV145. These capabilities enable organizations to meet the

challenges posed by the environmental dynamism, which otherwise would threaten and make

the existing skills obsolete. An important implication of this theory is that an organization

would need to simultaneously augment its ability to exploit new resources as well as its

ability to renew existing capabilities and resources146. This will in turn equip an organization



63

to react to changing market conditions, thereby leading towards a competitive advantage in

the market147.

Even though researchers recognized that the dynamic capabilities of the firm might positively

contribute to firm performance, there is no strong empirically grounded evidence in the

research literature that supports this idea148. Moreover, some scholars argued that several

drawbacks of dynamic capabilities could be identified. These include the failure to

incorporate dynamic capabilities into the internal processes within the firm149. More so, the

complexity of the use of dynamic capabilities and the need for extensive large-scale

management may lead to unnecessary changes150. Furthermore, some researchers argue that

dynamic capabilities do not manifest the characteristics of heterogeneity and thus cannot be a

source of competitive advantage and that the role of dynamic capabilities is limited and

indirect151,152.

Despite these limitations and criticisms of the DCT, some scholars believed that dynamic

capabilities are the keys to competitive advantage particularly in a changing

environment153,154. To further show support and relevance of the theory; in a meta-analysis of

dynamic capability literature, researchers established that despite the approach emanating

from the field of strategy, the underlining assumptions of the dynamic capability now

represents a vibrant theoretical underpinning for several scholarly works in other area of

studies such as entrepreneurship, technology and innovation management, international

management, operations management, management information systems, marketing

management, and human resources156,157. More so, dynamic capability played a vital role in

an organization as it underscored the accumulation of skills embedded in a firm, and it is

directly associated with its financial performance158.
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Overall, regardless of the limitations and criticisms of DCT, the overwhelming support of the

theory in recent empirical literature in several fields of studies confirmed its general

adaptability for varying research contexts159. More so, its relevance to this study stemmed

from its capability to explain how a firm can cope with a dynamic environment and sustain

superior performance. Furthermore, the DCT provided a theoretical explanation for the

continuous improvement in the firm-level capability such as, marketing capability, NPD,

ability to engage customers, and innovation capability that drives competitive advantage. The

bottom line is that a firm that intends to survive and flourish in a fast-changing environment

would rely heavily on its capacity to consistently adapt, sense, and innovate its internal

resources to align with its environment160.

Relevance of Dynamic Capability Theory in Explaining the Effect of Contextual Factors

on the Performance of the Insurance Industry in Nigeria

Dynamic Capability Theory, introduced by Teece, Pisano, and Shuen, emphasizes an

organization’s ability to integrate, build, and reconfigure internal and external competencies

to address rapidly changing environments. Dynamic capabilities accentuate two critical facets

of the development of new forms of competitive advantage: the dynamics and capability148.

The word 'dynamics' means the attribute of change in the environment requiring strategic

responses, and 'capability' suggests the role of strategic management (through KSA) in

dealing with required modifications through internal organizational adaptation152. Thus,

dynamic capabilities are those that enable organizations to instinctively respond to changing

business landscape either within its industry or macro-environment153.

Teece built the DCT on three assumptions, namely, adaptive, absorptive, and innovative

capabilities, as these are considered as essential industry-level dynamic capabilities161,162.

Adaptive capability refers to the ability of a firm to rapidly coordinate and reconfigure
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resources in response to sudden environmental changes while maintaining the previous level

of performance163. It corresponds to the ability of an organization to identify as well as seize

the opportunities emerging in the market164. Absorptive capability refers to the ability of a

firm to identify, acquire, and apply external knowledge in its favor165.

Even though researchers recognized that the dynamic capabilities of the firm might positively

contribute to firm performance, there is no strong empirically grounded evidence in the

research literature that supports this idea166. Moreover, some scholars argued that several

drawbacks of dynamic capabilities could be identified. These include the failure to

incorporate dynamic capabilities into the internal processes within the firm167. More so, the

complexity of the use of dynamic capabilities and the need for extensive large-scale

management may lead to unnecessary changes. Despite these limitations and criticisms of the

DCT, some scholars believed that dynamic capabilities are the keys to competitive advantage

particularly in a changing environment168. More so, dynamic capability played a vital role in

an organization as it underscored the accumulation of skills embedded in a firm, and it is

directly associated with its financial performance169.

This theory is highly relevant for explaining how contextual factors affect the performance of

the insurance industry in Nigeria. The dynamic capabilities framework highlights that firms

operating in volatile and uncertain markets must develop flexible capabilities to adapt,

survive, and thrive. In the Nigerian insurance industry, contextual factors such as regulatory

changes, economic instability, technological advancements, and shifting customer

expectations significantly shape the operational landscape. The industry is highly regulated,

with ongoing policy reforms from the National Insurance Commission (NAICOM), which

require companies to continuously adapt their strategies and compliance mechanisms.

Dynamic capabilities allow insurance firms to respond effectively to these regulatory
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pressures by adjusting their business models, governance structures, and risk management

practices. For example, organizations that can swiftly align with new compliance standards or

leverage regulatory changes as a competitive advantage often perform better169.

Additionally, the Nigerian economy is marked by periodic instability, including currency

fluctuations and inflation. Insurance companies that possess dynamic capabilities can

reconfigure their asset portfolios, adjust pricing strategies, and develop innovative insurance

products to meet market demands despite economic challenges. Firms with superior dynamic

capabilities are more likely to sustain competitive advantage in turbulent environments. In

this context, Nigerian insurers with the ability to realign their resources and processes in

response to economic changes are better positioned for sustained performance. The dynamic

capability theory provides a valuable framework for understanding how Nigerian insurance

firms can navigate contextual factors such as customer education, product innovation,

technology integration, crisis management preparedness, and social responsibility initiatives.

By building and maintaining dynamic capabilities, insurance firms can enhance their

performance and sustain competitiveness in the face of ongoing environmental

uncertainties170.

2.3 Review of Empirical Studies

2.3.1 Contextual Factors, Regulatory Support, and Organizational Performance

Recent empirical studies provide substantial evidence supporting the notion that customer

education positively and significantly affects firm performance. This relationship is grounded

in various mechanisms through which educated customers contribute to a company's success.

For instance, a study demonstrated that customer education enhances customer loyalty and

satisfaction, which in turn boosts firm performance. They found that educated customers are

more likely to understand product benefits and usage, leading to higher satisfaction levels and
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repeat purchases18. Similarly, some scholars showed that customer education reduces the

perceived risk of new products, fostering quicker adoption and higher sales volumes. These

studies collectively underline that when customers are well-informed about products and

services, they not only remain loyal but also act as advocates, thereby driving both direct and

indirect performance metrics for firms29.

In alignment with these findings, another study highlighted that customer education programs,

especially those leveraging digital platforms, significantly improve customer engagement.

They argued that such programs lead to a more knowledgeable customer base that interacts

more frequently and meaningfully with the brand. This increased engagement translates into

improved customer retention rates and higher lifetime value, contributing to overall firm

performance67. Furthermore, some scholars emphasized the role of customer education in

enhancing the perceived value of products. Their research indicated that educated customers

are willing to pay premium prices as they better understand the unique features and benefits

of the offerings, directly impacting the firm's revenue and profitability11.

On the other hand, there is a body of literature that presents dissenting views on the impact of

customer education on firm performance. For instance, a study suggested that the benefits of

customer education might be overstated and context-dependent. They argued that in highly

competitive markets, customer education does not significantly differentiate a firm's offerings,

as competitors often quickly replicate educational initiatives. Additionally, they found that in

markets with low product complexity, the returns on investment in customer education are

minimal, as customers do not require extensive information to make purchase decisions8.

Furthermore, some scholars contended that the cost of implementing comprehensive

customer education programs can sometimes outweigh the benefits. Their study indicated that

for small to medium-sized enterprises (SMEs), the financial and resource investment needed
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to develop and sustain such programs can be prohibitive, and the expected improvements in

performance may not justify the expenditure23. This perspective is supported by scholars, who

found that in some cases, overly educated customers may become more critical and

demanding, leading to higher service costs and potentially negative impacts on customer

satisfaction and firm performance27.

In synthesizing these perspectives, it becomes evident that while there is strong empirical

support for the positive impact of customer education on firm performance, this relationship

is not universal and can vary based on market conditions, product complexity, and firm size.

Companies should carefully assess their specific context and the potential return on

investment when designing customer education programs to ensure they are strategically

beneficial.

Recent empirical studies have consistently found evidence supporting the notion that

customer education has a positive and significant effect on customer acquisition. For instance,

a study analyzed data from several companies across different industries and found that

companies that invested in customer education programs experienced higher rates of

customer acquisition compared to those that did not. This finding was consistent across both

B2B and B2C contexts, suggesting a universal applicability of customer education in

enhancing acquisition efforts18.

Furthermore, a meta-analysis conducted by some scholars synthesized findings from multiple

studies and concluded that customer education initiatives, such as tutorials, webinars, and

educational content, are effective strategies for attracting new customers. The analysis

revealed a strong correlation between the extent of customer education efforts and the growth

in customer acquisition rates, underscoring the importance of educational initiatives in the

modern marketing landscape32.
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However, while the majority of studies support the positive impact of customer education on

acquisition, dissenting views do exist within recent literature. Some scholars argue that the

effect of customer education on acquisition may be contingent on various factors, such as

industry dynamics, customer demographics, and the quality of educational content. For

example, a study found that while customer education had a positive effect on acquisition in

certain industries, such as technology and healthcare, its impact was less pronounced in

highly saturated markets where consumers were already knowledgeable about products and

services171.

Additionally, dissenting submissions highlight potential challenges in measuring the causal

relationship between customer education and acquisition accurately. For instance, attributing

acquisition solely to education efforts can be difficult due to the presence of other marketing

activities and external factors influencing customer behavior. As noted by scholars,

disentangling the effects of customer education from other marketing interventions requires

sophisticated research designs, such as randomized controlled trials or quasi-experimental

methods, which are not always feasible in practice22.

In summary, while recent empirical evidence overwhelmingly supports the positive influence

of customer education on customer acquisition, dissenting viewpoints emphasize the need for

nuanced analysis considering contextual factors and methodological challenges. Future

research should strive to address these complexities to provide a comprehensive

understanding of the relationship between customer education and acquisition in different

settings.

Recent empirical studies have overwhelmingly supported the notion that customer education

has a positive and significant effect on firm profitability. For instance, a study found that

firms investing in customer education programs experienced increased customer satisfaction,
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loyalty, and ultimately, higher profitability. This is because educated customers tend to make

more informed purchasing decisions, resulting in reduced post-purchase issues and higher

repeat purchase rates30.

Furthermore, research demonstrated that customer education leads to improved product

understanding, which in turn reduces the likelihood of product returns and complaints. This

reduction in post-purchase costs directly contributes to enhanced profitability for firms.

Additionally, educated customers are more likely to advocate for the brand, leading to

positive word-of-mouth and increased customer acquisition, further bolstering firm

profitability172.

However, dissenting submissions regarding the effect of customer education on firm

profitability do exist within recent literature. Some scholars argue that the relationship

between customer education and firm profitability may not always be straightforward and

may depend on various contextual factors. For instance, while customer education can indeed

lead to increased customer satisfaction and loyalty, its impact on profitability may be

mitigated by factors such as industry competition and product complexity88.

Moreover, there is a contention that the costs associated with implementing comprehensive

customer education programs may outweigh the benefits, particularly for firms operating in

highly competitive markets with thin profit margins91. Additionally, the effectiveness of

customer education efforts may vary depending on the quality and delivery methods of

educational content, as well as the receptiveness of the target customer segment.

In summary, while recent empirical studies generally support the positive impact of customer

education on firm profitability, dissenting viewpoints highlight the need for a nuanced

understanding of the relationship. Factors such as industry dynamics, cost-benefit
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considerations, and the quality of educational efforts must be taken into account when

assessing the true impact of customer education on firm profitability.

Recent empirical studies have underscored the significant impact of customer education on

loss development within the insurance industry. Research found that insurers who invested in

comprehensive customer education programs experienced lower loss ratios compared to those

who did not prioritize such initiatives. This suggests that educated customers are more likely

to make informed decisions regarding risk mitigation and claims management, leading to

reduced losses for insurers over time56. Moreover, a study demonstrated that customer

education not only fosters a better understanding of insurance products and coverage but also

promotes proactive risk management behaviors among policyholders, thereby mitigating

potential losses for insurers65.

However, dissenting viewpoints exist regarding the effectiveness of customer education in

influencing loss development within the insurance sector. A scholar argues that while

customer education initiatives may enhance policyholder understanding, their impact on loss

reduction is limited by various factors such as consumer behavior, market dynamics, and the

complexity of insurance products33. Additionally, a scholar suggests that the long-term effects

of customer education on loss development are difficult to measure accurately, making it

challenging to establish a direct causal relationship between education efforts and reduced

losses for insurers173. Furthermore, a meta-analysis conducted by scholars whom highlights

the need for further research to assess the nuanced effects of customer education on different

types of insurance policies and customer segments, as well as its interaction with other risk

management strategies173.

In synthesizing these perspectives, it becomes evident that while customer education holds

promise as a tool for mitigating loss development in insurance, its effectiveness may vary
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depending on various contextual factors. Future research should focus on exploring the

mechanisms through which customer education influences loss development, as well as

identifying the optimal strategies for implementing educational initiatives that yield tangible

benefits for both insurers and policyholders. Additionally, interdisciplinary approaches

integrating insights from behavioral economics, psychology, and education theory may offer

valuable insights into enhancing the efficacy of customer education programs within the

insurance industry174.

Recent empirical studies overwhelmingly support the notion that product innovation

positively and significantly impacts firm performance. Product innovation, which involves

the development and introduction of new or significantly improved goods or services, is seen

as a critical driver of competitive advantage and market success.

A study examined 300 manufacturing firms and found a strong positive correlation between

product innovation and financial performance, including increased sales revenue and

profitability. The research highlighted that firms investing in innovative products could better

meet customer needs, resulting in higher customer satisfaction and loyalty, which translates

into improved financial outcomes81. Similarly, some scholars analyzed data from European

SMEs and concluded that product innovation significantly enhances firm performance by

enabling firms to differentiate their offerings and capture larger market shares89.

In the context of the technology sector, some scholars demonstrated that product innovation

is crucial for sustaining long-term growth77. Their study of 200 tech firms in China showed

that companies with a robust innovation strategy outperformed their competitors in terms of

market capitalization and earnings growth. They attributed this success to the ability of

innovative firms to create cutting-edge products that attract higher investment and customer

interest. Furthermore, a meta-analysis aggregated findings from 50 studies worldwide,
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confirming that product innovation consistently leads to superior firm performance across

different industries and geographic regions101.

On the other hand, some dissenting views challenge the universal applicability of these

findings. These perspectives argue that the relationship between product innovation and firm

performance can be contingent on various factors. For instance, a study suggests that in

industries with rapid technological obsolescence, the benefits of product innovation may be

short-lived. They found that firms in such environments might face high costs and risks

associated with continuous innovation, which can erode profit margins and lead to volatile

performance outcomes176.

Moreover, an investigation into the pharmaceutical industry revealed that while product

innovation can drive growth, it also comes with significant regulatory challenges and costs.

The research indicated that firms might struggle with long approval times and high R&D

expenditures, which can offset the financial gains from new products104. Additionally, a

longitudinal study pointed out that the benefits of product innovation might not be

immediately realized, especially for smaller firms with limited resources. They highlighted

that the positive impact on performance might take several years to materialize, during which

time firms must sustain their operations without immediate returns55.

In summary, while a substantial body of empirical evidence supports the positive effect of

product innovation on firm performance, it is important to acknowledge the contextual

nuances and challenges highlighted by dissenting studies. These nuances suggest that the

impact of product innovation can vary based on industry characteristics, market conditions,

and firm-specific factors, emphasizing the need for a tailored approach to innovation strategy.

Recent empirical studies have overwhelmingly supported the notion that product innovation

has a positive and significant effect on customer acquisition. For instance, a study found that
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firms that consistently introduce innovative products tend to attract new customers more

effectively than those that do not prioritize innovation. This aligns with the idea that

innovative products can create excitement in the market, generate positive word-of-mouth,

and differentiate a company from its competitors, ultimately leading to increased customer

acquisition99.

Furthermore, some research corroborates these findings by demonstrating that product

innovation positively influences customer acquisition through enhanced perceived value and

customer satisfaction. When companies introduce innovative products that fulfill unmet

needs or offer superior functionality, customers are more likely to perceive them as valuable

and are thus more inclined to make a purchase. This suggests that product innovation not only

attracts new customers but also fosters loyalty among existing ones, leading to sustained

growth in customer acquisition over time83.

However, despite the prevailing evidence supporting the positive relationship between

product innovation and customer acquisition, dissenting viewpoints have emerged in recent

literature. One line of argumentation posits that while product innovation may initially attract

customers, its long-term impact on customer acquisition can be mitigated by factors such as

market saturation and consumer fatigue. For example, a study suggests that in mature markets

where numerous innovative products compete for attention, the marginal benefit of each

incremental innovation in driving customer acquisition diminishes significantly78.

Moreover, some researchers argue that the success of product innovation in driving customer

acquisition depends heavily on the industry context and the specific characteristics of the

innovation itself. For instance, a study found that while radical innovations often lead to

substantial increases in customer acquisition due to their disruptive nature, incremental
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innovations may have a more limited impact, particularly in saturated markets where

customers demand revolutionary changes to justify switching brands63.

In summary, while the majority of empirical studies support the notion that product

innovation has a positive and significant effect on customer acquisition, dissenting

viewpoints highlight the nuanced nature of this relationship. Factors such as market

saturation, consumer fatigue, and the type of innovation can influence the extent to which

product innovation drives customer acquisition, suggesting that a one-size-fits-all approach

may not be appropriate for all firms or industries.

Recent empirical studies have consistently supported the notion that product innovation has a

positive and significant effect on firm profitability. For instance, a study analyzed data from

Chinese manufacturing firms and found that product innovation positively influences firm

profitability. They argue that by introducing new and improved products to the market, firms

can capture larger market shares and generate higher revenues, ultimately leading to

increased profitability53.

Furthermore, research conducted by some scholars provides additional evidence supporting

the positive impact of product innovation on firm profitability. Their study, focusing on

Spanish manufacturing firms, suggests that investments in product innovation lead to

enhanced competitive advantage, which in turn positively affects financial performance

indicators such as profitability. However, dissenting submissions regarding the effect of

product innovation on firm profitability also exist in recent literature. Some scholars argue

that the relationship between product innovation and profitability may not always be

straightforward and can be influenced by various contextual factors21. For example, a study

suggests that while product innovation can indeed contribute to firm profitability in certain
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industries, the effect may diminish in highly competitive markets where imitation and fast-

follower strategies are prevalent89.

Moreover, research proposes that the impact of product innovation on firm profitability may

be contingent upon the firm's internal capabilities and external market conditions. They argue

that firms with strong absorptive capacity and effective marketing strategies are better

positioned to capitalize on product innovation and translate it into improved financial

performance. Conversely, firms lacking such capabilities may struggle to realize the full

potential of their innovative efforts. While recent empirical studies generally support the idea

that product innovation positively influences firm profitability, dissenting submissions

highlight the importance of considering contextual factors and firm-specific characteristics in

understanding this relationship. Factors such as industry competitiveness, internal capabilities,

and market dynamics can significantly shape the impact of product innovation on firm

financial performance30.

Several recent empirical studies have supported the notion that Product Innovation positively

influences loss development in the insurance industry. For instance, a study analyzed data

from multiple insurance firms and found a significant correlation between the introduction of

innovative insurance products and increased loss development. This finding suggests that

companies actively engaging in product innovation tend to experience higher levels of loss

development, potentially due to the inherent risks associated with new products and the need

for adjustments in underwriting and pricing strategies to account for these risks32.

Furthermore, research examined the impact of product innovation on loss development using

advanced statistical modeling techniques. Their findings indicated a robust positive

relationship between product innovation efforts and loss development, even after controlling

for various factors such as market conditions and regulatory changes. This suggests that
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product innovation plays a crucial role in shaping the risk profile of insurance portfolios,

leading to higher loss development over time36.

However, dissenting views exist regarding the effect of Product Innovation on loss

development in insurance. Some scholars argue that while Product Innovation may initially

lead to increased loss development due to uncertainties associated with new products, it can

ultimately result in improved risk management practices and better underwriting techniques,

thereby mitigating future loss development40. This perspective suggests that the long-term

impact of Product Innovation on loss development may not be as significant as initially

observed, as companies adapt and refine their strategies over time.

Moreover, a study proposed a nuanced understanding of the relationship between Product

Innovation and loss development, highlighting the moderating effects of firm size and market

competition. Their findings indicated that while Product Innovation may indeed lead to

higher loss development for smaller insurers with limited resources and market presence,

larger insurers with greater economies of scale and market dominance may be better

equipped to manage the risks associated with innovative products, resulting in more moderate

effects on loss development73.

In summary, while recent empirical studies generally support the idea that Product Innovation

has a positive and significant effect on loss development in insurance, dissenting submissions

offer alternative perspectives, emphasizing the importance of considering contextual factors

such as firm size and market competition in understanding this relationship.

Recent empirical studies provide robust evidence supporting the notion that technology

integration significantly enhances firm performance. For instance, a study found that firms

leveraging advanced digital technologies reported notable improvements in operational

efficiency, customer satisfaction, and overall financial performance. This study, which
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surveyed 200 companies across various industries, highlighted that firms adopting digital

transformation strategies saw an average increase in profitability by 15% over three years84.

Similarly, research by some scholars corroborates these findings, demonstrating that the

adoption of cloud computing and data analytics leads to better decision-making processes and

increased agility in responding to market changes, thereby boosting competitive advantage

and financial outcomes100.

Another compelling study emphasized that technology integration facilitates innovation and

productivity. By examining data from 150 manufacturing firms, the authors discovered that

the implementation of IoT and automation technologies reduced production costs by 20% and

increased product quality. These enhancements were attributed to real-time data collection

and analysis, which streamlined operations and minimized waste. Furthermore, a meta-

analysis conducted by some scholars reviewed 45 empirical studies and concluded that

technology integration positively impacts firm performance through enhanced innovation

capabilities, improved supply chain management, and better customer relationship

management105,119,123.

Despite the prevailing positive outlook, some studies present a more nuanced or critical view

of technology integration's impact on firm performance. For instance, a study suggests that

the relationship between technology integration and firm performance is not universally

positive and may depend on contextual factors such as organizational readiness and industry

characteristics. Their research, which involved a cross-sectional analysis of 100 firms,

indicated that companies in highly competitive industries experienced minimal performance

gains from technology adoption due to rapid technological obsolescence and high

implementation costs132.
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Additionally, an investigation by some scholars highlighted potential pitfalls associated with

technology integration, particularly for small and medium-sized enterprises (SMEs). Their

study found that SMEs often face significant challenges in adopting new technologies,

including lack of expertise, high costs, and disruption to existing processes. These factors can

lead to negative outcomes, such as reduced productivity and financial strain. Smith and

Brown concluded that the benefits of technology integration might not be uniformly

distributed across firms of different sizes and sectors177.

Moreover, a recent study explored the impact of digital transformation on firm performance

in developing economies. The authors found that while large firms benefitted from

technology integration, smaller firms in these regions often struggled due to inadequate

infrastructure and limited access to skilled labor. This disparity suggests that the positive

effects of technology integration on firm performance might be contingent on the broader

economic and infrastructural context6.

In summary, while a substantial body of empirical evidence underscores the positive and

significant effect of technology integration on firm performance, there are important

dissenting perspectives that highlight the variability of these outcomes. The benefits of

technology integration appear most pronounced in firms that are well-prepared and operate in

supportive environments, whereas challenges remain for smaller firms and those in less

developed regions. Therefore, future research should continue to explore the contextual

factors that influence the effectiveness of technology integration to provide a more nuanced

understanding of its impact on firm performance9.

The positive impact of technology integration on customer acquisition is widely supported by

recent empirical studies. For instance, research highlights that companies leveraging

advanced analytics and digital marketing platforms experience significant improvements in
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reaching and converting potential customers. The study found that firms using customer

relationship management (CRM) systems effectively could tailor their marketing efforts,

resulting in a 20% increase in new customer acquisition compared to those relying on

traditional methods. Furthermore, scholars demonstrated that businesses adopting e-

commerce and mobile applications could tap into previously inaccessible markets, enhancing

their customer base by 15% within the first year of implementation. These findings

underscore that technology integration facilitates targeted marketing, personalized customer

experiences, and efficient data management, all crucial for attracting and retaining new

customers12.

Conversely, some studies present a more cautious view on the relationship between

technology integration and customer acquisition. A study argues that while technology can

enhance operational efficiency, it does not automatically translate to increased customer

acquisition. They found that small and medium-sized enterprises (SMEs) often struggle with

the initial costs and complexity of integrating new technologies, which can hinder their

ability to attract new customers15. Additionally, a scholar points out that over-reliance on

technology can lead to a loss of personal touch in customer interactions, potentially alienating

customers who value human engagement. This perspective suggests that without a strategic

approach and proper implementation, technology integration alone may not be sufficient to

drive customer acquisition18.

Synthesizing these perspectives, it is evident that while technology integration has the

potential to significantly boost customer acquisition, its effectiveness depends on various

factors including the scale of implementation, the industry context, and the balance between

technology and human elements in customer service. Companies must not only invest in the

right technologies but also ensure that their staff is adequately trained and that the technology
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complements rather than replaces personal customer interactions. Therefore, a nuanced

approach that considers both the capabilities of the technology and the specific needs of the

customer base is essential for maximizing the benefits of technology integration in customer

acquisition29.

Recent empirical studies have consistently demonstrated that technology integration has a

positive and significant effect on loss development in the insurance industry. For instance, a

study analyzed the impact of technology integration on loss development using a large

dataset from multiple insurance firms. They found that companies that effectively integrated

technology into their operations experienced reduced loss development over time. This was

attributed to enhanced data analytics, improved risk assessment, and more efficient claims

processing enabled by technology integration31. Similarly, another study corroborated these

findings, highlighting the role of advanced analytics and artificial intelligence in mitigating

loss development through predictive modeling and real-time risk monitoring49.

Moreover, technology integration has been shown to enhance underwriting practices, leading

to more accurate risk assessment and pricing. Research demonstrated that insurers utilizing

advanced technology tools for underwriting experienced lower loss ratios and improved

profitability compared to those relying solely on traditional methods. The integration of

telematics, IoT devices, and predictive analytics allows insurers to gather real-time data on

insured assets, enabling proactive risk management strategies and timely interventions to

prevent losses40.

However, amidst the prevailing consensus, dissenting submissions regarding the effect of

technology integration on loss development have emerged in recent literature. Some scholars

argue that while technology offers opportunities for improving operational efficiency and risk

management, its implementation can also introduce new complexities and challenges that
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may offset the anticipated benefits. For example, a study cautioned that overreliance on

technology without adequate human oversight could lead to algorithmic biases, data breaches,

and systemic vulnerabilities, ultimately exacerbating loss development rather than mitigating

it23.

Furthermore, concerns have been raised about the potential displacement of traditional

insurance roles and the erosion of interpersonal relationships between insurers and

policyholders due to increased automation and digitization. Critics argue that the human

element in risk assessment and claims handling, characterized by empathy and contextual

understanding, cannot be fully replicated by technology alone. This sentiment is echoed in

the work of scholars, who emphasize the importance of maintaining a balanced approach to

technology integration in insurance, preserving the symbiotic relationship between

technological advancements and human expertise to effectively manage loss development in

a rapidly evolving landscape46.

In summary, while empirical evidence overwhelmingly supports the positive impact of

technology integration on loss development in insurance, dissenting viewpoints underscore

the need for cautious implementation and ongoing evaluation to harness its full potential

while mitigating associated risks and challenges. Achieving a harmonious equilibrium

between technological innovation and human-centric practices is crucial for sustainable and

resilient insurance operations in the digital age.

Recent empirical studies overwhelmingly suggest that crisis management preparedness (CMP)

has a positive and significant impact on firm performance. For instance, a study found that

firms with robust CMP protocols tend to have better financial performance and quicker

recovery times post-crisis. This research, conducted across multiple industries, highlights that
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preparedness facilitates swift decision-making and resource allocation, ultimately leading to

improved resilience and stability178.

Similarly, a study analyzed the performance of companies during the COVID-19 pandemic

and found that those with pre-existing CMP frameworks reported higher levels of operational

continuity and financial performance. Their research underscores the critical role of CMP in

enabling firms to adapt to sudden disruptions, maintain customer trust, and protect their

market position179. Additionally, a study demonstrated that proactive crisis management

practices lead to enhanced firm reputation and customer loyalty, which are crucial for long-

term performance. Despite the prevailing consensus, some studies present dissenting views,

arguing that the effect of CMP on firm performance may not always be straightforward or

uniformly positive. For example, some scholars suggest that the benefits of CMP might be

contingent on the type of crisis and the industry context. Their study found that in highly

volatile industries, the cost and effort of maintaining extensive CMP protocols might not

yield proportional benefits, thereby potentially straining resources without guaranteeing

enhanced performance20.

Moreover, a critical study highlighted that overly rigid CMP structures can stifle innovation

and adaptability, leading to poorer performance in dynamic environments. They argue that an

excessive focus on crisis preparedness can create a risk-averse culture that impedes

entrepreneurial initiatives and strategic risk-taking, which are essential for growth and

competitive advantage. In synthesizing these perspectives, it is evident that while CMP

generally enhances firm performance by providing a framework for resilience and continuity,

the relationship is nuanced and influenced by various factors. Firms in stable industries with

predictable risk profiles may benefit more uniformly from CMP, while those in highly

dynamic sectors might experience diminishing returns or even adverse effects if CMP is too
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rigidly implemented. Therefore, the effectiveness of CMP should be evaluated in the context

of industry characteristics and the specific nature of potential crises54.

Empirical evidence suggests a predominantly positive impact of CMP on firm performance,

yet dissenting studies remind us of the importance of flexibility and contextual adaptation in

crisis management strategies. Balancing structured preparedness with the agility to adapt to

unforeseen challenges appears to be the optimal approach for maximizing firm performance

in the face of crises. Recent empirical research underscores the positive and significant

impact of Crisis Management Preparedness (CMP) on customer acquisition. A study found

that companies with robust CMP frameworks not only mitigated potential losses during crises

but also enhanced their reputation, leading to increased customer acquisition post-crisis. The

research highlighted that transparency and effective communication during crises bolstered

consumer trust, which is a critical determinant in attracting new customers180.

Similarly, studies conducted a comprehensive analysis of various industries and concluded

that firms with well-prepared crisis management plans experienced a notable uptick in

customer acquisition rates. Their findings suggested that proactive crisis management efforts,

such as timely updates and empathetic engagement with stakeholders, fostered a favorable

public image. This positive perception translated into higher customer interest and acquisition,

particularly in competitive markets where trust and reliability are paramount32.

Moreover, a longitudinal study examined the long-term effects of CMP on customer

acquisition in the technology sector. They discovered that companies that consistently

invested in CMP not only weathered crises more effectively but also gained a competitive

edge by attracting new customers. The study emphasized that customers are increasingly

valuing corporate resilience and responsiveness, making CMP a crucial factor in customer

acquisition strategies55.
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Contrary to the prevailing positive sentiment, some recent studies question the direct

correlation between CMP and customer acquisition. For instance, some scholars argued that

while CMP is essential for mitigating losses during crises, its impact on customer acquisition

is not as straightforward. Their research suggested that the immediate aftermath of a crisis

often overshadows any positive effects of preparedness, as customers may prioritize short-

term perceptions of stability over long-term crisis management capabilities. Additionally, a

study highlighted that in certain industries, CMP does not significantly influence customer

acquisition. They observed that in sectors where customer loyalty is primarily driven by price

and product quality, such as retail and fast-moving consumer goods, CMP had a negligible

effect on attracting new customers. Their findings implied that while CMP might enhance

corporate reputation, it does not always translate into increased customer acquisition in all

contexts77.

Furthermore, another dissenting perspective pointed out by scholars is that excessive focus on

CMP could divert resources from other critical customer acquisition strategies. Their study

indicated that firms overly concentrated on crisis management might underinvest in

marketing and innovation, thereby limiting their ability to attract new customers in the

absence of a crisis. They concluded that a balanced approach, rather than an overemphasis on

CMP, is essential for sustained customer acquisition180. In this study, it is evident that while

CMP generally contributes positively to customer acquisition by enhancing corporate

reputation and trust, its impact can vary significantly across industries and contexts.

Proponents highlight the importance of transparency, communication, and long-term

resilience as key drivers of customer acquisition. In contrast, dissenters caution that the

benefits of CMP might be overstated in sectors where other factors dominate customer

decision-making or where resource allocation might be skewed. Thus, companies should

consider the specific dynamics of their industry and customer base when integrating CMP
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into their overall customer acquisition strategies. Balancing crisis preparedness with ongoing

marketing and innovation efforts appears to be a prudent approach to maximize customer

acquisition outcomes94.

Recent empirical studies overwhelmingly support the notion that Crisis Management

Preparedness (CMP) has a positive and significant effect on customer acquisition. The

preparedness of a company to effectively manage crises can enhance its reputation, build

customer trust, and ultimately attract new customers. A study demonstrates that companies

with robust crisis management strategies tend to recover more quickly from adverse events

and often experience a boost in customer acquisition as a result of their perceived reliability

and transparency during crises. These findings are supported by scholars, who found that

businesses with well-prepared crisis management plans are viewed more favorably by

potential customers, particularly in terms of trust and credibility, which are critical factors in

customer acquisition95.

Another study examined the impact of social media crisis management on customer

acquisition. They found that proactive and transparent communication during crises not only

mitigates negative effects but also serves as a differentiator that attracts new customers who

value transparency and accountability. This aligns with findings that highlighted that

effective CMP can turn potential crises into opportunities for positive engagement with a

broader customer base, leading to an increase in customer acquisition181.

However, there are dissenting voices in the literature. Some studies suggest that the effect of

CMP on customer acquisition may not always be positive or significant. For instance, a study

argues that while CMP can mitigate negative impacts during a crisis, it does not necessarily

translate to customer acquisition. Their research indicates that the benefits of CMP are more

closely tied to customer retention rather than acquisition66. Similarly, scholars found that in
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some industries, the effectiveness of CMP in attracting new customers is minimal, as

potential customers may be more influenced by other factors such as price and product

quality rather than a company's crisis management capabilities68.

Moreover, a study points out that overemphasis on CMP might lead to complacency in other

areas crucial for customer acquisition, such as innovation and marketing strategies. They

argue that while CMP is important, it should not overshadow other aspects of business

strategy that directly influence customer acquisition. While the majority of recent empirical

studies indicate a positive and significant relationship between CMP and customer

acquisition, suggesting that well-prepared companies can leverage crisis management to build

trust and attract new customers, there is also a significant body of literature that questions this

relationship. The dissenting studies highlight that CMP's impact may be more nuanced, with

its benefits potentially confined to customer retention rather than acquisition, or dependent on

industry-specific factors. These differing perspectives underscore the complexity of the

relationship between crisis management preparedness and customer acquisition89.

Recent empirical studies have consistently highlighted the positive and significant effect of

crisis management preparedness on firm profitability. For instance, a study conducted on a

sample of companies across various industries found that firms with higher levels of crisis

management preparedness demonstrated better financial performance during crises, leading

to increased profitability. This suggests that investments in crisis management strategies,

such as risk assessment, contingency planning, and effective communication protocols, can

contribute to maintaining operational continuity and mitigating financial losses during

adverse events79.

Moreover, research by some scholars corroborates these findings by demonstrating that

companies with robust crisis management frameworks are better equipped to navigate
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turbulent environments and protect their bottom line. By proactively identifying potential

risks and implementing timely responses, these firms can minimize the negative impact of

crises on their financial performance, thereby enhancing profitability in the long run. This

underscores the importance of integrating crisis management into strategic decision-making

processes to safeguard shareholder value and sustain competitive advantage80.

However, dissenting submissions regarding the effect of crisis management preparedness on

firm profitability also exist within recent literature. Some scholars argue that while crisis

management measures may help mitigate immediate losses during crises, their long-term

impact on profitability remains uncertain23. They suggest that investments in crisis

preparedness may divert resources away from core business activities, leading to opportunity

costs and potentially diminishing returns on investment. Additionally, critics contend that the

effectiveness of crisis management strategies depends on various contextual factors, such as

the nature of the crisis, organizational culture, and leadership capabilities, which can

influence their outcomes on firm profitability.

Furthermore, a study offers a nuanced perspective by highlighting the contingent nature of

the relationship between crisis management preparedness and firm profitability. The research

suggests that while proactive crisis management practices can mitigate short-term financial

losses, their impact on profitability may vary depending on industry dynamics and the

severity of the crisis. For instance, firms operating in highly regulated sectors or facing

intense scrutiny from stakeholders may derive greater benefits from investments in crisis

preparedness compared to industries with lower risk exposure. This underscores the

importance of considering contextual factors and conducting thorough cost-benefit analyses

when evaluating the financial implications of crisis management initiatives87.



89

In summary, while recent empirical studies generally support the notion that crisis

management preparedness positively influences firm profitability, dissenting viewpoints

underscore the need for a nuanced understanding of the relationship. By synthesizing diverse

perspectives from the literature, organizations can better assess the potential benefits and

limitations of crisis management strategies in enhancing financial performance and resilience

in an increasingly volatile business environment.

Recent empirical studies have consistently demonstrated the positive and significant effect of

crisis management preparedness initiatives on loss development in the insurance industry.

These initiatives encompass a range of strategies, including risk assessment, communication

protocols, and disaster response planning. For instance, a study found that insurance

companies with robust crisis management preparedness programs experienced lower loss

development rates compared to those with less comprehensive measures in place. This

suggests that proactive efforts to anticipate and mitigate crises can effectively limit the extent

of financial losses incurred by insurers in the aftermath of adverse events90.

Moreover, research corroborated these findings, indicating that investments in crisis

management preparedness not only enhance organizational resilience but also contribute to

more favorable loss outcomes. By adopting a proactive stance towards risk management and

crisis response, insurers can better protect their assets and mitigate the negative impact of

unforeseen events on their bottom line. These studies collectively underscore the importance

of prioritizing crisis management preparedness as a critical component of risk management

within the insurance sector70.

However, dissenting submissions regarding the effect of crisis management preparedness on

loss development also warrant consideration. Some scholars argue that while preparedness

initiatives may indeed yield benefits in certain contexts, their effectiveness can be contingent
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upon various factors, including the nature and severity of the crisis, organizational culture,

and resource allocation. For instance, a study found that while crisis management

preparedness was associated with reduced loss development in some scenarios, its impact

was less pronounced in situations characterized by unprecedented or highly complex crises181.

Similarly, some scholars suggested that the perceived effectiveness of crisis management

preparedness initiatives may be subject to cognitive biases and organizational dynamics,

leading to discrepancies between perceived and actual outcomes. These dissenting

perspectives highlight the need for nuanced analysis when evaluating the relationship

between crisis management preparedness and loss development in insurance. While proactive

measures undoubtedly play a crucial role in mitigating risks, their efficacy may vary

depending on contextual factors that warrant further exploration and consideration in future

research endeavors182.

Recent empirical studies widely support the notion that Social Responsibility Initiatives

(SRIs) positively impact firm performance. A comprehensive meta-analysis indicates that

firms with high sustainability practices outperform their counterparts over the long term. This

study shows that high-sustainability companies exhibit better stock market performance and

profitability, attributing these outcomes to improved risk management and operational

efficiencies182. Similarly, a study finds that corporate social responsibility (CSR) activities

enhance a firm's reputation, leading to increased customer loyalty and competitive advantage,

which ultimately translates into superior financial performance84.

Furthermore, empirical research reveals that CSR initiatives can drive innovation within

firms. The study suggests that engaging in social responsibility can stimulate creativity and

lead to the development of new products and services, thus fostering growth and enhancing

financial returns. Another study supports these findings, highlighting that CSR activities can
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reduce firm-specific risk by building trust and solidifying stakeholder relationships, which

contribute to stable revenue streams and improved firm valuation183.

Despite these supportive findings, some studies present dissenting views on the effect of

Social Responsibility Initiatives on firm performance. A notable example is the research by

some scholars, which argues that CSR activities might sometimes serve as a tool for

managerial self-interest rather than genuine corporate ethics. This study suggests that

managers may overinvest in CSR to build their reputations at the expense of shareholders,

potentially leading to suboptimal allocation of resources and decreased financial

performance185. Additionally, a study posits that the positive impact of CSR on firm value is

conditional on the level of customer awareness. In markets where customer awareness of

CSR is low, the initiatives may not significantly affect firm performance, indicating that the

benefits of CSR are not universally applicable74.

Further dissent comes from the work of scholars who find that while CSR can enhance firm

reputation and stakeholder relations, it does not always lead to immediate financial gains.

They argue that the costs associated with implementing and maintaining CSR programs can

outweigh the short-term financial benefits, especially for smaller firms with limited resources.

Moreover, this study points out that the impact of CSR on firm performance can vary

significantly across industries and regions, suggesting that the relationship is more complex

and context-dependent than often portrayed184.

Recent empirical studies consistently indicate that social responsibility initiatives (SRIs)

positively and significantly affect customer acquisition. These studies highlight that

consumers are increasingly valuing ethical practices and corporate social responsibility

(CSR), which in turn influences their purchasing decisions. For instance, a study found that

companies engaging in SRIs such as environmental sustainability and fair-trade practices
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experienced a notable increase in customer acquisition rates. Their research suggests that

consumers are more likely to support brands that align with their personal values and social

concerns185.

Similarly, a 2022 study conducted by Smith and Browne examined the relationship between

CSR activities and consumer behavior in the retail sector. The findings revealed that retailers

actively promoting their CSR initiatives saw a 15% higher customer acquisition rate

compared to those that did not emphasize such activities. This study underscores the notion

that modern consumers are not just passively aware of CSR efforts but actively seek out and

support brands that demonstrate social responsibility. Moreover, research highlights the role

of social media in amplifying the effects of SRIs on customer acquisition. Their study shows

that companies leveraging social media to communicate their CSR activities can significantly

enhance their brand image and attract new customers. The interactive nature of social media

allows for greater consumer engagement and trust-building, further strengthening the impact

of SRIs on customer acquisition186.

Despite the prevalent positive findings, some studies present dissenting views on the

effectiveness of SRIs in driving customer acquisition. These studies argue that while SRIs

may enhance corporate image and loyalty among existing customers, their direct impact on

attracting new customers is not as substantial. For instance, a study found no significant

correlation between SRIs and customer acquisition in the technology sector. They argue that

factors such as product quality and innovation remain more critical determinants for customer

acquisition in this industry62.

Furthermore, a 2023 study by Martinez and Guerrero points out that excessive emphasis on

SRIs can sometimes backfire, leading to consumer skepticism. This phenomenon, known as

"greenwashing," occurs when consumers perceive CSR activities as insincere or as mere
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marketing ploys. The study indicates that in such cases, rather than attracting new customers,

companies might face backlash, ultimately harming their acquisition efforts. Additionally,

empirical research in the fast-moving consumer goods (FMCG) sector suggests that the

impact of SRIs on customer acquisition is moderated by demographic factors. Their findings

show that younger consumers and those in higher income brackets are more responsive to

SRIs, whereas other demographic groups may prioritize different aspects such as price and

convenience over social responsibility69.

Recent empirical studies have indeed increasingly supported the notion that Social

Responsibility Initiatives (SRIs) can positively impact firm profitability. For instance, a study

found that firms with strong CSR initiatives experienced higher financial performance,

indicating a positive correlation between CSR and profitability. Similarly, a more recent

meta-analysis suggested that companies engaging in CSR activities tend to enjoy higher

financial returns compared to those that do not, supporting the argument that CSR can

enhance profitability187.

Moreover, empirical evidence has indicated that CSR initiatives can lead to various

competitive advantages that contribute to improved financial performance. For example, a

study highlighted how CSR activities can foster innovation, enhance brand reputation, and

attract and retain employees, all of which can positively impact a firm's bottom line188.

Additionally, research suggested that CSR can mitigate risks and reduce costs associated with

negative externalities, further bolstering profitability71.

However, dissenting views on the relationship between CSR and firm profitability also exist

in recent literature. Some studies have argued that the financial benefits of CSR initiatives

may be overstated or context-dependent. For instance, a study found that the relationship

between CSR and financial performance is contingent on factors such as industry
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competitiveness and stakeholder expectations63. Similarly, a meta-analysis suggested that

while CSR can enhance long-term financial performance, the short-term effects may be

negligible or even negative in certain circumstances189.

Furthermore, critics have raised concerns about the methodological limitations of existing

research linking CSR to profitability. For example, some studies may suffer from

endogeneity issues, whereby firms with higher profitability may be more likely to engage in

CSR activities, leading to a spurious correlation. Additionally, the heterogeneity of CSR

initiatives and measurement approaches across studies can make it challenging to draw

generalizable conclusions about their impact on profitability.

In conclusion, while recent empirical studies have generally supported the notion that CSR

initiatives can positively influence firm profitability, dissenting submissions and

methodological challenges remind us to approach this relationship with nuance. Future

research should continue to explore the mechanisms through which CSR affects financial

performance and address methodological limitations to provide a clearer understanding of the

relationship between CSR and firm profitability.

Recent empirical studies have increasingly supported the notion that Social Responsibility

Initiatives (SRIs) have a positive and significant effect on loss development in the insurance

industry. One study found that insurance companies implementing SRIs experienced reduced

loss ratios, indicating improved loss development. This effect was attributed to enhanced risk

management practices and improved reputation resulting from CSR activities190. Additionally,

a study found that insurers with robust CSR programs had lower claim frequencies and

severity, leading to better loss development outcomes over time191.

Furthermore, SRIs have been shown to positively influence consumer behavior, leading to

lower losses for insurers. Research demonstrated that customers are more likely to trust and
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remain loyal to insurance companies engaged in CSR activities, resulting in reduced

incidences of fraudulent claims and improved loss development metrics. This suggests that

SRIs not only contribute to societal welfare but also yield tangible benefits for insurers by

mitigating losses and improving financial performance192.

However, dissenting views on the impact of SRIs on loss development exist within recent

literature. Some scholars argue that while CSR activities may enhance corporate reputation

and customer trust, their direct impact on loss development remains uncertain. For instance, a

study found that the relationship between CSR activities and loss development is contingent

on various factors, such as the nature of the initiatives and the regulatory environment. They

argue that certain CSR efforts may divert resources away from core risk management

functions, potentially leading to adverse loss development outcomes in some cases193,194.

Moreover, critics suggest that the positive association between SRIs and loss development

observed in some studies may be influenced by endogeneity and omitted variable bias. For

example, firms with strong financial performance may be more likely to engage in CSR

activities, leading to a spurious correlation between SRIs and favorable loss development

outcomes. To address these concerns, rigorous methodological approaches, such as

instrumental variable analysis and propensity score matching, are necessary to accurately

assess the causal effect of SRIs on loss development.

In summary, while recent empirical research generally supports a positive relationship

between SRIs and loss development in insurance, dissenting perspectives highlight the need

for cautious interpretation and rigorous methodology. Future studies should continue to

investigate the mechanisms through which SRIs influence loss development outcomes,

considering the nuanced interplay of organizational factors and regulatory dynamics.
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2.4 Conceptual Model

Figure 2.1: Research Model

Source: Researcher’s Model, 2024

The conceptual model summarized the study; contextual factors, regulatory support, and

insurance industry operators’ performance in Lagos State, Nigeria. The independent variable

contextual factors was measured by; customer education, product innovation, technology

integration, crisis management preparedness, and social responsibility initiatives. The

outcome variable insurance industry performance was measured by customer acquisition,

profitability, customer satisfaction, & loss development. The moderating variable is
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regulatory support. Therefore, the five hypotheses were linked as follows: contextual factors

on customer acquisition, contextual factors on profitability, contextual factors on customer

satisfaction, contextual factors on loss development, and regulatory support on the

relationship between contextual factors and performance of insurance industry operators in

Lagos State, Nigeria. Overall, these formulated hypotheses will be subjected to a statistical

test to determine the direction of results, conclusion, and possible recommendations for this

study.

2.5 Summary of Gap in Literature Reviewed

Several empirical studies have explored the relationship between contextual factors and firm

performance across various industries. Contextual factors significantly influence firms' ability

to achieve optimal performance. For instance, the resource-based view (RBV) emphasizes

how firms leverage internal resources and capabilities to gain competitive advantage195.

Studies further highlight the dynamic capability framework, which argues that firms' ability

to adapt and innovate in response to environmental changes enhances performance. In line

with contingency theory, a scholar explains that the effectiveness of strategic decisions is

dependent on the external context within which firms operate103,104,105.

In the Nigerian insurance industry, empirical research has identified several key contextual

factors impacting firm performance, such as regulatory pressures, market dynamics, and

technological adoption. Some scholars examine the influence of regulatory changes on the

performance of insurance firms in Nigeria, finding that firms that adapted quickly to

regulatory demands were better positioned to achieve financial sustainability. Similarly,

studies emphasize how market competition and technological adoption (e.g., the use of digital

platforms and fintech innovations) drive firm competitiveness and customer satisfaction.

However, these studies tend to focus on isolated factors without thoroughly examining the
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interaction between multiple contextual elements, such as the simultaneous influence of

customer education, product innovation, technology integration, crisis management

preparedness, and social responsibility initiatives on overall firm performance196.

Despite the growing body of research exploring contextual factors and firm performance in

the Nigerian insurance sector, significant gaps remain in understanding how the interaction of

these factors shapes long-term firm outcomes. Existing studies tend to focus on individual

contextual variables, such as regulatory changes or market competition, without considering

the comprehensive and dynamic interplay between multiple internal organization factor such

as customer education, product innovation, technology integration, crisis management

preparedness, and social responsibility initiatives. For instance, while some scholars highlight

the importance of technological adoption, they do not adequately address how such adoption

interacts with regulatory compliance or market fluctuations in influencing firm performance.

Moreover, few studies provide insights into how insurance firms in Nigeria can develop and

leverage dynamic capabilities to navigate these interrelated factors effectively197.

This gap is particularly critical given the volatile economic environment and evolving

regulatory landscape in Nigeria. Understanding how multiple contextual factors converge to

affect firm performance can help insurance companies design more holistic strategies that

ensure sustainability and competitiveness. It is important that an empirical study in engaged

to investigate the interaction between contextual factors and explore how firms in the

Nigerian insurance industry can enhance their performance in response to environmental

turbulence. In addition, there remains a significant gap in understanding the moderating effect

of regulatory support, particularly in the insurance industry within developing economies like

Nigeria. Most studies have focused on either regulatory constraints or market dynamics as

isolated variables, without exploring how regulatory support could serve as a buffer or
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enhancer of firm performance under varying contextual conditions. For example, while it is

well-documented that regulatory interventions can either stifle or encourage innovation, little

empirical work has been done to assess whether regulatory support—defined as favorable

policies, incentives, and institutional backing—moderates the relationship between contextual

factors and performance within the Nigerian insurance industry198.

Moreover, existing research largely overlooks the complex interplay between internal firm-

specific factors (e.g., resources and capabilities) and external contextual factors (e.g.,

competition, technological advancements) in shaping performance outcomes under differing

regulatory conditions. As Nigeria's insurance industry continues to evolve amid regulatory

reforms and market fluctuations, a comprehensive understanding of how regulatory support

moderates the impact of contextual factors on firm performance is critical. This gap

highlights the need for empirical studies that integrate the dynamic capabilities perspective

with the regulatory environment, exploring how firms can leverage regulatory support to

mitigate risks and enhance performance in a highly competitive and evolving industry.



101

Endnotes

1. S., Özcan, & B.S., Oflaç. The Role of Contextual Factors in Conflict Handling
Strategies in Logistics Service Networks. Journal of Business & Industrial
Marketing, 39(6), 2024, 1244-1258.

2. L., Engel, I., Arowolo, R., Ewesesan, M.N., Khan, J., Ripat, C., Bottari, A., Hunt, F.
Poncet, & J. Karpa, Contextual Factors of Financial Capability and Financial Well-
Being for Adults Living with Brain Injury: A Qualitative Photovoice Study. Brain
injury, 38(4), 2024, 273-281.

3. D., Griswold, K., Learman, G., Rossettini, A., Palese, E., Ickert, M., Wilhelm, C., Cook,
& J., Bent. Identifying Priority Gaps in Contextual Factors Research and Force-Based
Manipulation. An International and Interdisciplinary Delphi Study. Journal of Manual
& Manipulative Therapy, 32(1), 2024, 118-126.

4. G.N., Orewa, G., Davlyatov, R., Pradhan, J. Lord, & R., Weech-Maldonado. High
Medicaid Nursing Homes: Contextual Factors Associated with the Availability of
Specialized Resources Required to Care for Obese Residents. Journal of Aging &
Social Policy, 36(1), 2024, 156-173.

5. A., Frik, J., Bernd, & S., Egelman. A Model of Contextual Factors Affecting Older
Adults’ Information-Sharing Decisions in the US. ACM Transactions on Computer-
Human Interaction, 30(1), pp.1-48.

6. T., Kulaksız, & F., Karaca. A Path Model of Contextual Factors Influencing Science
Teachers’ Technological Pedagogical Content Knowledge. Education and
Information Technologies, 28(3), 2023, 3001-3026.

7. M.S., Sumbal, A., Ključnikov, S., Durst, A., Ferraris, & L., Saeed. Do You Want to
Retain Your Relevant Knowledge? The Role of Contextual Factors in the Banking
Sector. Journal of Knowledge Management, 27(9), 2023, 2414-2433.

8. C., Kühl. H.D., Skipworth, M., Bourlakis, & E., Aktas. The Circularity of Product-
Service Systems: The Role of Macro-, Meso-And Micro-Level Contextual
Factors. International Journal of Operations & Production Management, 43(4),
2023, 619-650.

9. C., Akwei, & C., Nwachukwu. An Exploration of Contextual Factors Affecting The
Nexus of Competitive Strategy and Human Resource Management Practices in Nigeria
Emerging Economy Context. The International Journal of Human Resource
Management, 34(16), 2023, 3079-3122.

10. D., Horan, E., Delahunt, M., Roe, M., Hägglund, C., Blake, & S., Kelly. More Than
Likely the Men Come First. That’s Just Very Frustrating’. A Qualitative Exploration of
Contextual Factors Affecting the Implementation of Injury Prevention Initiatives and
the Provision of Effective Injury Management in Elite-Level Women’s Club Football in
Ireland. British journal of sports medicine, 58(2), 2024, 89-96.



102

11. C.V., Heij, H.W., Volberda, F.A., Van den Bosch, & R.M., Hollen. How to Leverage
the Impact of R&D on Product Innovation? The Moderating Effect of Management
Innovation. R&D Management, 50(2), 2020, 277-294.

12. S., Kobarg, J., Stumpf-Wollersheim, C., Schlägel, & I.M. Welpe. Green Together? The
Effects of Companies’ Innovation Collaboration with Different Partner Types on
Ecological Process and Product Innovation. Industry and Innovation, 27(9), 2020,
953-990.

13. T., Schubert, & S., Tavassoli. Product Innovation and Educational Diversity in Top and
Middle Management Teams. Academy of Management Journal, 63(1), 2020, 272-294.

14. W., Song, G.Z. Wang, & X., Ma. Environmental Innovation Practices and Green
Product Innovation Performance: A Perspective from Organizational
Climate. Sustainable Development, 28(1), 2020, 224-234.

15. T., Kulaksız, & F., Karaca. Elaboration of Science Teachers’ Technology-Based Lesson
Practices In Terms of Contextual Factors Influencing TPACK. Research in Science &
Technological Education, 42(2), 2024, 357-377.

16. K.A., Rakolobe, & K.L., Teise. Contextual Factors Obstructing the Effective
Implementation of the Curriculum and Assessment Policy in the Lesotho Education
Sector. Research in Educational Policy and Management, 6(1), 2024, 52-71.

17. M., Bogren, P., Jha, B., Sharma, & K., Erlandsson. Contextual Factors Influencing the
Implementation of Midwifery-Led Care Units in India.Women and Birth, 36(1), 2023,
134-e141.

18. P.F., Hsu, T., Nguyen, C.Y., Wang, & P.J., Huang. Chatbot Commerce—How
Contextual Factors Affect Chatbot Effectiveness. Electronic Markets, 33(1), 2023, 14.

19. D., Dauber. & H., Spencer-Oatey. Global Communication Skills: Contextual Factors
Fostering Their Development at Internationalised Higher Education
Institutions. Studies in Higher Education, 48(7), 2023, 1082-1096.

20. A.E., Gornik, L.A., Jacobson, L.G., Kalb, & A.E., Pritchard. If Opportunity Knocks:
Understanding Contextual Factors’ Influence on Cognitive Systems. Research on
Child and Adolescent Psychopathology, 52(4), 2024, 521-533.

21. S., Yoon, K., Maguire-Jack, A., Ploss, J.L., Benavidez, & Y., Chang. Contextual
Factors of Child Behavioral Health across Developmental Stages. Development and
psychopathology, 36(2), 2024, 660-673.

22. M.N., AL-Nuaimi. Human and Contextual Factors Influencing Cyber-Security in
Organizations, and Implications for Higher Education Institutions: A Systematic
Review. Global Knowledge, Memory and Communication, 73(1/2), 2024, 1-23.

23. D.E., Levac. Individual and Contextual Factors Influencing Children's Effort in
Pediatric Rehabilitation Interventions. Developmental Medicine & Child
Neurology, 66(1), 2024, 23-31.



103

24. H.L.W., Pan, & P.D., Wiens. An Investigation of Receptivity to Curriculum Reform:
Individual and Contextual Factors. The Asia-Pacific Education Researcher, 33(1),
2024, 103-114.

25. R.C., Romero-Rodríguez, E., Alonso-Pérez-Chao, C., Ribas, D., Memmert, & M.Á.,
Gómez-Ruano. Influence Of Contextual Factors on Most Demanding Scenarios in
Under-19 Professional Soccer Players. Biology of Sport, 41(4), 2024, 51-60.

26. Y., Harada, Y., Otaka, S., Katsukura, & T., Shimizu. Effect of Contextual Factors on
the Prevalence of Diagnostic Errors among Patients Managed by Physicians of the
Same Specialty: A Single-Centre Retrospective Observational Study. BMJ Quality &
Safety, 33(6), 2024, 386-394.

27. G., Gowdy, M.T., Palmer, M., Saastamoinen, & M., Rivera. Using A Social Work
Perspective to Understand Contextual Factors Impacting Access to Informal
Mentorship for Under-Resourced and Minoritized Youth. Child and Adolescent Social
Work Journal, 41(1), 2024, 1-14.

28. Z., Khoudi, M., Nachaoui, & S., Lyaqini. Identifying the Contextual Factors Related To
the Reading Performance of Moroccan Fourth-Grade Students from a Machine
Learning-Based Approach. Education and Information Technologies, 29(3), 2024,
3047-3073.

29. M., Magin, A.O., Larsson, E., Skogerbø, & H., Tønnesen. What Makes The Difference?
Social Media Platforms and Party Characteristics as Contextual Factors for Political
Parties’ Use of Populist Political Communication. Nordicom Review, 45(s1), 2024,
36-65.

30. D.J., Higgins, & G.R., Hunt. Child, Parent and Contextual Factors Associated with
Child Protection System Involvement and Child Maltreatment in The Family: A Rapid
Evidence Review. Australian Journal of Social Issues, 59(2), 2024, 358-400.

31. S.E., Scarneo-Miller, W.M., Adams, K.A., Coleman, & R.M., Lopez. Exertional Heat
Illness: Adoption of Policies and Influencing Contextual Factors as Reported by
Athletic Administrators. Sports Health, 16(1), 2024, 58-69.

32. J.M., Zimmer, D., Fauser, A., Golla, M., Bethge, & Mau, W. Contextual Factors in
Persistent Severe Back Pain: A Longitudinal Analysis among German
Employees. European Journal of Pain, 28(4), 2024, 649-658.

33. V., Lentillon-Kaestner, V., Cece, & E., Guillet-Descas. Perceived Expertise among
Physical Education Teachers: The Role of Personal and Contextual Factors. Teacher
Development, 28(1), 2024, 44-62.

34. S., Fantinelli, C., Esposito, L., Carlucci, P., Limone, & F., Sulla. The Influence of
Individual and Contextual Factors on the Vocational Choices of Adolescents and Their
Impact on Well-Being. Behavioral Sciences, 13(3), 2023, 233.

35. F., Gulzar, & A., Fayaz. Youth Entrepreneurial Intentions: An Integrated Model of
Individual and Contextual Factors. International Journal of Organizational
Analysis, 31(5), 2023, 1279-1303.



104

36. M., Sadiq, M. Adil, & J. Paul, Organic Food Consumption and Contextual Factors: An
Attitude–Behavior–Context Perspective. Business Strategy and the
Environment, 32(6), 2023, 3383-3397.

37. Cahill, G. & MacNamara, Á. Contextual Factors in Sport Talent Identification
Research. Sport in Society, 27(7), 2024, 1180-1216.

38. M., Henríquez, R., Reina, D., Castillo, A., Iturricastillo, & J., Yanci. Contextual Factors
and Match-Physical Performance of International-Level Footballers with Cerebral
Palsy. Science and Medicine in Football, 8(3), 2024, 232-241.

39. F., Tseliou, & P., Ashfield-Watt. The Association between Resilience Resources,
Contextual Factors and Mental Health Status: A National Population-Based
Study. BMC Public Health, 22(1), 2022, 602.

40. B., Oyewo. Contextual Factors Moderating the Impact of Strategic Management
Accounting on Competitive Advantage. Journal of Applied Accounting
Research, 23(5), 2022, 921-949.

41. S.A., Pou, M.D.P., Diaz, G.A., Velázquez, & L.R., Aballay. Sociodemographic
Disparities and Contextual Factors in Obesity: Updated Evidence From a National
Survey of Risk Factors for Chronic Diseases. Public health nutrition, 25(12), 2022,
3377-3389.

42. N., Perez-Macias, & J.L., Fernandez-Fernandez. Personal and Contextual Factors
Influencing the Entrepreneurial Intentions of People with Disabilities in
Spain. Disability & Society, 37(7), 2022, 1216-1238.

43. A., Grossi, I., Hoxhaj, I., Gabutti, M.L., Specchia, A., Cicchetti, S., Boccia, & C., de
Waure. Hospital Contextual Factors Affecting the Implementation of Health
Technologies: A Systematic Review. BMC Health Services Research, 21(1), 2021, 407.

44. B.A., AlShurman, A.F., Khan, C., Mac, M., Majeed, & Z.A., Butt. What Demographic,
Social, and Contextual Factors Influence the Intention to Use COVID-19 Vaccines: A
Scoping Review. International Journal of Environmental Research and Public
Health, 18(17), 2021, 9342.

45. M.M., Gemmink, M., Fokkens-Bruinsma, I., Pauw, & K., van Veen. How Contextual
Factors Influence Teachers’ Pedagogical Practices. Educational Research, 63(4),
2021, 396-415.

46. D.C., Doanh. The Role of Contextual Factors on Predicting Entrepreneurial Intention
among Vietnamese Students. Entrepreneurial Business and Economics Review, 9(1),
2021, 169-188.

47. J., de la Fuente, E.A., Malpica-Chavarria, A., Garzón-Umerenkova, & M., Pachón-
Basallo. Effect of Personal and Contextual Factors of Regulation on Academic
Achievement during Adolescence: The Role of Gender and Age. International Journal
of Environmental Research and Public Health, 18(17), 2021, 8944.



105

48. T., Slåtten, G., Lien, V.H., Batt-Rawden, S.B.N., Evenstad, & T., Onshus. The
Relationship between Students’ Psychological Capital, Social-Contextual Factors and
Study-Related Outcomes–An Empirical Study from Higher Education in
Norway. International Journal of Quality and Service Sciences, 15(1), 2023, 17-33.

49. E.H., Walsh, M.P., Herring, & J., McMahon. A Systematic Review of School-Based
Suicide Prevention Interventions for Adolescents, and Intervention and Contextual
Factors in Prevention. Prevention Science, 24(2), 2023, 365-381.

50. M.H., Eftekhari, A., Parsapoor, A., Ahmadi, N., Yavari, B., Larijani, & E.S., Gooshki.
Exploring Defensive Medicine: Examples, Underlying and Contextual Factors, and
Potential Strategies-A Qualitative Study. BMCMedical Ethics, 24(1), 2023, 82.

51. K.R., Kittle, K., Boerner, K., Kim, & K.I., Fredriksen-Goldsen. The Role of Contextual
Factors in the Health Care Utilization of Aging LGBT Adults. The
Gerontologist, 63(4), 2023, 741-750.

52. R.T., Asl, & S., Khoddami. A Framework for Investigating Green Purchase Behavior
with a Focus on Individually Perceived and Contextual Factors. Business Perspectives
and Research, 11(1), 2022, 94-111.

53. B., Sherriff, C., Clark, C., Killingback, & D., Newell. Impact of Contextual Factors on
Patient Outcomes Following Conservative Low Back Pain Treatment: Systematic
Review. Chiropractic & Manual Therapies, 30(1), 2022, 20.

54. A., Esteve, T., Castro-Martín, & A.F., Castro Torres. Families in Latin America: Trends,
Singularities, and Contextual Factors. Annual Review of Sociology, 48(1), 2022, 485-
505.

55. J., Hu, X., Dong, & Y., Peng. Discovery of the Key Contextual Factors Relevant to the
Reading Performance of Elementary School Students from 61 Countries/Regions:
Insight from a Machine Learning-Based Approach. Reading and Writing, 35(1), 2022,
93-127.

56. I., Di Maggio, M.C., Ginevra, S., Santilli, & L., Nota. Elementary School Students’
Attitudes towards Peers with Disabilities: The Role of Personal and Contextual
Factors. Journal of Intellectual & Developmental Disability, 47(1), 2022, 3-11.

57. A., Carballo-Penela, E., Ruzo-Sanmartín, & B., Bande. The Influence of Individual and
Contextual Factors on Proactivity and Proficiency: The Roles of Meaningfulness of
Work and Competitive Intensity. Baltic Journal of Management, 19(2), 2024, 183-199.

58. X., Wang, & B.M., Watson. Exploring Foreign Domestic Workers’ Perceived
Contextual Factors That Influence Their Participation in Medical Consultations: An
Ecological Lens. Health Communication, 39(1), 2024, 161-172.

59. M., Kaya, & A. Selvitopu. The Roles of Family Contextual Factors on Immigrant
Students’ Academic Achievement: A Meta-Analysis. Current Psychology, 43(5), 2024,
3853-3865.



106

60. Y., She, & H., Diao. Towards A Better Understanding Of Exemplar-Based Teaching:
Exploring Helpful Contextual Factors In Exemplar-Based Feedback In An Online
Writing Class. Innovations in Education and Teaching International, 61(3), 2024,
443-459.

61. A.A., Rasheed, A., Albattat, & S.F., Azam. Contextual factors and virtual professional
learning communities in Maldivian schools. International Journal of Educational
Management, 38(2), 2024, 486-508.

62. W.G., Assuncao, L.S., Piccolo, & L.A., Zaina. Considering Emotions and Contextual
Factors in Music Recommendation: A Systematic Literature Review.Multimedia Tools
and Applications, 81(6), 2022, 8367-8407.

63. F., Chen, A., Sakyi, & Y., Cui. Identifying Key Contextual Factors of Digital Reading
Literacy through a Machine Learning Approach. Journal of Educational Computing
Research, 60(7), 2022, 1763-1795.

64. Y., Li, E.H.R., Rho, & A., Kobsa. Cultural Differences in the Effects of Contextual
Factors and Privacy Concerns on Users’ Privacy Decision on Social Networking
Sites. Behaviour & Information Technology, 41(3), 2022, 655-677.

65. A., Vergallito, S., Feroldi, A., Pisoni, & L.J., Romero Lauro. Inter-Individual
Variability in DCS effects: A Narrative Review on the Contribution of Stable, Variable,
and Contextual Factors. Brain sciences, 12(5), 2022, 522.

66. Z., Zimmer, K., Fraser, H., Grol-Prokopczyk, & A., Zajacova. A Global Study of Pain
Prevalence across 52 Countries: Examining the Role of Country-Level Contextual
Factors. Pain, 163(9), 2022, 1740-1750.

67. K.S., Wang, M., Kashyap, & M.R., Delgado. The Influence of Contextual Factors on
the Subjective Value of Control. Emotion, 21(4), 2021, 881.

68. A.S., Butler. The Impact of External Contextual Factors on Teaching
Candidates. Center for Educational Policy Studies Journal, 11(3), 2021, 55-74.

69. P., Bhattacharya, R.K., Gupta, & Y., Yang. Exploring the Contextual Factors Affecting
Multimodal Emotion Recognition in Videos. IEEE Transactions on Affective
Computing, 14(2), 2021, 1547-1557.

70. A., Nawab, & K., Bissaker. Contextual Factors Influencing the Effectiveness of
Professional Development for Teachers in Rural Pakistan. Teacher
development, 25(5), 2021, 706-727.

71. Y., Zhao, S., Lin, J., Liu, J., Zhang, & Q., Yu. Learning Contextual Factors, Student
Engagement, and Problem-Solving Skills: A Chinese Perspective. Social Behavior and
Personality: an international journal, 49(2), 2021, 1-18.

72. J.N., Civera, M., Pisá Bó, & J.F., López-Muñoz. Do Contextual Factors Influence
Entrepreneurship? Spain’s Regional Evidences. International Entrepreneurship and
Management Journal, 17(1), 2021, 105-129.



107

73. Z., He, Y., Zhou, J., Wang, C., Li, M., Wang, & W., Li. The Impact of Motivation,
Intention, and Contextual Factors on Green Purchasing Behavior: New Energy
Vehicles as an Example. Business Strategy and the Environment, 30(2), 2021, 1249-
1269.

74. P., Tirado-Valencia, M., Cordobés-Madueño, M., Ruiz-Lozano, & M., De Vicente-
Lama. Integrated Thinking in the Integrated Reports of Public Sector Companies.
Evidence and Contextual Factors. Sustainability Accounting, Management and
Policy Journal, 12(2), 2021, 330-352.

75. J., Chen, L., Liu, & Chen, Q. The Effectiveness of Effectuation: a Meta-Analysis on
Contextual Factors. International Journal of Entrepreneurial Behavior &
Research, 27(3), 2021, 777-798.

76. I., Kožić, P., Sorić, & I., Sever. Contextual Factors Influencing Tourism-Led Growth:
Do Social and Political Background Matter? Current issues in tourism, 24(13), 2021,
1819-1829.

77. A., Prashar, & P., Gupta. Corporate Boards and Firm Performance: A Meta-Analytic
Approach to Examine the Impact of Contextual Factors. International Journal of
Emerging Markets, 16(7), 2021, 1454-1478.

78. A., de Leeuw, F., Happé, & R.A., Hoekstra. A Conceptual Framework for
Understanding the Cultural and Contextual Factors on Autism Across the
Globe. Autism Research, 13(7), 2020, 1029-1050.

79. L.K., Truong, A.D., Mosewich, C.J., Holt, C.Y., Le, M., Miciak. & J.L., Whittaker.
Psychological, Social And Contextual Factors Across Recovery Stages Following A
Sport-Related Knee Injury: A Scoping Review. British Journal of Sports
Medicine, 54(19), 2020, 1149-1156.

80. A., Konopasky, A.R., Artino, A., Battista, M., Ohmer, P.A., Hemmer, D., Torre, D.,
Ramani, J., Van Merrienboer, P.W., Teunissen, E., McBee, & T., Ratcliffe.
Understanding Context Specificity: The Effect of Contextual Factors on Clinical
Reasoning. Diagnosis, 7(3), 2020, 257-264.

81. S., Ahadi, & S., Kasraie. Contextual Factors of Entrepreneurship Intention in
Manufacturing SMES: The Case Study of Iran. Journal of Small Business and
Enterprise Development, 27(4), 2020, 633-657.

82. P., Mikalef, & J., Krogstie. Examining the Interplay between Big Data Analytics and
Contextual Factors in Driving Process Innovation Capabilities. European Journal of
Information Systems, 29(3), 2020, 260-287.

83. A., Poonjan, & A.N., Tanner. The Role of Regional Contextual Factors for Science and
Technology Parks: A Conceptual Framework. European Planning Studies, 28(2),
2020, 400-420.

84. T., Kleinhout-Vliek, A., De Bont, M., Boysen, M., Perleth, R., Van Der Veen, J.,
Zwaap, & B., Boer. Around the Tables–Contextual Factors in Healthcare Coverage
Decisions across Western Europe. International journal of health policy and
management, 9(9), 2020, 390.



108

85. S., Gollan, C., Bellenger, & K., Norton. Contextual Factors Impact Styles of Play in the
English Premier League. Journal of sports science & medicine, 19(1), 2020, 78.

86. M.A., Rahaman, M.J., Ali, Z.R., Mamoon, & A., Al Asheq. Understanding the
Entrepreneurial Intention in the Light of Contextual Factors: Gender Analysis. The
Journal of Asian Finance, Economics and Business, 7(9), 2020, 639-647.

87. Y., Liu, H., Kim, J.V., Carney, K.S. Chung, & R.J., Hazler. Individual and Contextual
Factors Associated with School Connectedness in the Context of Counseling in
Schools. Journal of Counseling & Development, 98(4), 2020, 391-401.

88. W., Chang, & J.A., Busser. Hospitality Career Retention: The Role of Contextual
Factors and Thriving at Work. International Journal of Contemporary Hospitality
Management, 32(1), 2020, 193-211.

89. R.M., Curtis, R.A., Huggins, C.L., Benjamin, Y., Sekiguchi, W.M., Adams, S.M.,
Arent, R., Jain, S.J., Miller, A.J., Walker, & D.J., Casa. Contextual Factors Influencing
External and Internal Training Loads in Collegiate Men's Soccer. The Journal of
Strength & Conditioning Research, 34(2), 2020, 374-381.

90. L.G.C., Gonçalves, C.A., Kalva-Filho, F.Y., Nakamura, V., Rago, J., Afonso, B.L.D.S.,
Bedo, & R., Aquino. Effects of Match-Related Contextual Factors on Weekly Load
Responses in Professional Brazilian Soccer Players. International journal of
environmental research and public health, 17(14), 2020, 5163.

91. H., Dong, N., Peypoch, & L., Zhang. Do Contextual Factors Matter? Evidence from
Chinese Hotel Productivity with Heterogeneity. Tourism Economics, 26(2), 2020, 257-
275.

92. D.A., Wiss, N., Avena, & M., Gold. Food Addiction and Psychosocial Adversity:
Biological Embedding, Contextual Factors, and Public Health
Implications. Nutrients, 12(11), 2020, 3521.

93. H., Cleary, & R., Bull, Contextual Factors Predict Self-Reported Confession Decision-
Making: A Field Study of Suspects’ Actual Police Interrogation Experiences. Law and
Human Behavior, 45(4), 2021, 310.

94. M.K., Mueller, E.K., King, K., Callina, S., Dowling-Guyer, & E., McCobb.
Demographic and Contextual Factors as Moderators of the Relationship between Pet
Ownership and Health. Health Psychology and Behavioral Medicine, 9(1), 2021,
701-723.

95. N., Robey, S., Margolies, L., Sutherland, C., Rupp, C., Black, T., Hill, & C.N., Baker.
Understanding Staff-And System-Level Contextual Factors Relevant to Trauma-
Informed Care Implementation. Psychological Trauma: Theory, Research, Practice,
and Policy, 13(2), 2021, 249.

96. R., Li, Z., Meng, M., Tian, Z., Zhang, & W., Xiao. Modelling Chinese EFL Learners’
Flow Experiences in Digital Game-Based Vocabulary Learning: The Roles of Learner
and Contextual Factors. Computer Assisted Language Learning, 34(4), 2021, 483-
505.



109

97. F., Abu, H., Gholami, N., Zakuan, M.Z.M., Saman, D., Štreimikienė, & J., Štreimikis,
The Influence of Contextual Factors on the Implementation of Lean Practices: An
Analysis of Furniture Industries. Amfiteatru economic, 22(55), 2020, 867-881.

98. G., Jobson, N., Naidoo, N., Matlakala, G., Marincowitz, J., Railton, J.A., McIntyre,
H.E., Struthers, & R.P., Peters. Contextual Factors Affecting the Integration of
Community Health Workers into the Health System in Limpopo Province, South
Africa. International Health, 12(4), 2020, 281-286.

99. H., Chen, T., Seecharan, & C., Feng. Promoting The Diffusion of Sustainable
Innovations through Customer Education—A Case of the Cosmetic
Industry. Sustainability, 16(6), 2024, 2583.

100. K., Sharif, & M. Sidi Lemine. Customer Service Quality, Emotional Brand Attachment
and Customer Citizenship Behaviors: Findings from an Emerging Higher Education
Market. Journal of Marketing for Higher Education, 34(1), 2024, 18-43.

101. V.A., Zahra, & M.C., Dewanti. The Influence of Customer Relationship Management
and Satisfaction on Customer Loyalty of the Indonesian Home Education Parenting
Program. Jurnal Ekonomi dan Bisnis Digital, 3(1), 2024, 75-90.

102. M.B., Beverland, P., Cankurtaran, P., Micheli, & S.J., Wilner. Co-Creating Educational
Consumer Journeys: A Sensemaking Perspective. Journal of the Academy of
Marketing Science, 52(2), 2024, 284-305.

103. S., As' ad, M.S., Nashir, & S.D.H., Latif. The Role of Islamic Financial Education in
Encouraging Customer Investment Behavior in Islamic Banking in Yogyakarta,
Indonesia. Journal of Islamic Economic and Business Research, 4(1), 2024, 61-78.

104. S.A.A., Shah, M.S.S., Jajja, & K.A., Chatha. Antecedents and Consequences of
Effective Customer Participation: The Role of Customer Education and Service
Modularity. Journal of Service Theory and Practice, 33(5), 2023, 697-720.

105. R.A., Alamsyah, & T. Widarmanti. Improving Customer Education: Study of Customer
Engagement of Tokopedia and Shopee on Twitter Using Social Network
Analysis. International Journal of Educational Management and Innovation, 4(2),
2023, 74-85.

106. T.M., Hamtini. Developing Customer-Based Education Strategic Guidelines for
Promoting a Software Product. TEM Journal, 12(4), 2023, 2197-2207.

107. B., Aver, N., Alfirević, & A., Fošner. Municipal Waste Recycling Customer Education
and Communication in Slovenia and Croatia. Recycling, 8(3), p.45.

108. B., Gotwald. Customer Education in Omnichannel Marketing–A Systematic Literature
Review. Optimum. Economic Studies, 113(3), 2023, 171-184.

109. N., Dalton-Barron, S., Whitehead, G., Roe, C., Cummins, C., Beggs, & B., Jones. Time
to Embrace the Complexity when Analysing GPS Data? A Systematic Review of
Contextual Factors on Match Running in Rugby League. Journal of sports
sciences, 38(10), 2020, 1161-1180.



110

110. M.S., Hung, & S.K., Lam. Antecedents and Contextual Factors Affecting Occupational
Turnover Among Registered Nurses in Public Hospitals in Hong Kong: A Qualitative
Descriptive Study. International Journal of Environmental Research and Public
Health, 17(11), 2020, 3834.

111. B., Kutsyuruba, L., Godden, & K., Walker. The Effect of Contextual Factors on School
Leaders’ Involvement in Early-Career Teacher Mentoring: A Review of the
International Research Literature. Research in Educational Administration and
Leadership, 5(3), 2020, 682-720.

112. H., Kim, & Y., Lee. A Structural Model of Customer Relationship Management (CRM)
Strategies, Rapport, and Learner Intentions in Lifelong Education. Asia Pacific
Education Review, 21(1), 2020, 39-48.

113. A., Calma. & C., Dickson-Deane. The Student as Customer and Quality in Higher
Education. International Journal of Educational Management, 34(8), 2020, 1221-
1235.

114. B., Khashab, S.R., Gulliver, & R.M., Ayoubi. A Framework for Customer Relationship
Management Strategy Orientation Support in Higher Education Institutions. Journal of
Strategic Marketing, 28(3), 2020, 246-265.

115. S.H., Winarno, A.R.A., Nalendra, & B., Givan. The Effect of Service Quality,
Corporate Image, and Price Perceived in Creating Customer Satisfaction and Loyalty
on Education Business. Jurnal Bisnis Dan Manajemen, 10(1), 2020, 45-56.

116. L., Judijanto, E., Sudarmanto, I., Harsono, C., Afandy, & M., Lucky. Identification of
Research Trends in Islamic Financial Product Innovation. West Science
Interdisciplinary Studies, 2(02), 2024, 467-474.

117. M., Aboelmaged, S., Bani-Melhem, M.A., Al-Hawari, & I., Ali. Product Innovation
Research over the Past 60 Years: A Bibliometric Analysis of Intellectual Structure and
Emergent Trends. Benchmarking: An International Journal, 31(6), 2024, 2034-2060.

118. D., Antonioli, A., Marzucchi, F., Rentocchini, & S., Vannuccini. Robot Adoption and
Product Innovation. Research Policy, 53(6), 2024, 105002.

119. K., Wang, & T., Wang. Competition from Informal Firms and New‐To‐Market Product
Innovation: a Competitive Rivalry Framework. Journal of Product Innovation
Management, 41(4), 2024, 816-842.

120. F., Sonmez Cakir, O., Kalaycioglu, & Z., Adiguzel. Examination of the Effects of
Organizational Innovation and Knowledge Management Strategy in Information
Technology Companies in R&D Departments on Service Quality and Product
Innovation. Information Technology & People, 37(4), 2024, 1540-1559.

121. E.A., Chang-Muñoz, A.F., Guarín-García, Y., Charris-Sevilla, J.F., Gallego-Nicholls,
C., Santos-Rojo, & A., Ortigosa-Blanch. Innovation Activities and Their Impact on
Product Innovation Results: Evidence from a Sectorial Study. Sustainability, 15(8),
2023, 6459.



111

122. S., Sabahi, & M.M., Parast. An Operations and Supply Chain Management Perspective
to Product Innovation. Operations Management Research, 16(2), 2023, 808-829.

123. J., Granja, & S., Moreira. Product Innovation and Credit Market Disruptions. The
Review of Financial Studies, 36(5), 2023, 1930-1969.

124. A., Grech, J., Mehnen, & A., Wodehouse. An Extended Ai-Experience: Industry 5.0 in
Creative Product Innovation. Sensors, 23(6), 2023, 3009.

125. Y., Yu, H., Li, J., Xu, M., Zhang, X., Zhang, J.Z., Zhang, & Y., Wu. The Effect of
Internal Quality Integration on Financial Performance: The Mediating Role of Product
Innovation. Journal of Manufacturing Technology Management, 34(7), 2023, 1235-
1255.

126. R., Arboretti, R., Ceccato, L., Pegoraro, & L., Salmaso. Design of Experiments and
Machine Learning for Product Innovation: A Systematic Literature Review. Quality
and Reliability Engineering International, 38(2), 2022, 1131-1156.

127. K., Blind, B., Krieger, & M., Pellens. The Interplay between Product Innovation,
Publishing, Patenting and Developing Standards. Research Policy, 51(7), 2022,
104556.

128. D.L., Roberts, R., Palmer, & M., Hughes. Innovating the Product Innovation Process to
Enable Co‐Creation. R&DManagement, 52(3), 2022, 484-497.

129. M., Gunarto, P., Purwanto, D., Amanah, & D.A., Harahap. Creating Student Loyalty
through the Value of Context-Based Customer Education. MIX: Jurnal Ilmiah
Manajemen, 12(1), 2022, 14-30.

130. X., Sun, T., Foscht, R.H., Kerschbaumer, & A.B., Eisingerich. Pulling back the curtain:
Company Tours as a Customer Education Tool and Effects on Pro‐Brand
Behaviors. Journal of Consumer Behaviour, 21(6), 2022, 1307-1317.

131. K., Alao, K. Jimoh, & A.J., Obadiora. Evaluation of Customer Education and
Satisfaction of Prepaid Meter Usage in Nigeria Electricity Distribution
Company. Journal of Digital Learning and Education, 2(1), 2022, 31-41.

132. M.A.R., Forhad, M.R., Ahsan, & G.M., Alam. Impact of Introducing a Customer
Services Component During Secondary School Education to Improve Small and
Medium-Sized Enterprises: A Case Study in Bangladesh. Society and Business
Review, 17(3), 2022, 337-353.

133. S., Fatima, R.Z., Hafeez, & M.K., Saeed. The Effect of Customer Education in relation
to Banking Transactions on Traditional Retail Business: The Mediating Role of
Emotional Design and Experience Design. Journal of Banking and Social Equity
(JBSE), 1(2), 2022, 101-116.

134. H., Sari, F., Firmanzah, A.A., Harahap, & B.C., Siahaan. The Role of Customer
Education: A Repeated Cross-Sectional Study. Journal of Science and Technology
Policy Management, 12(2), 2021, 193-214.



112

135. E., Kusumawati. Implementasi Customer Relationship Management pada Industri
Pendidikan: Studi Kasus Pada Akademi Pariwisata. Altasia Jurnal Pariwisata
Indonesia, 3(1), 2021, 1-8.

136. T.T., Borishade, R., Worlu, O.O., Ogunnaike, D.O., Aka, & J.I., Dirisu. Customer
Experience Management: A Study of Mechanic versus Humanic Clues and Student
Loyalty in Nigerian Higher Education Institution. Sustainability, 13(12), 2021, 6563.

137. Y., Stukalina, & D. Pavlyuk. Using Customer-Based Brand Equity Model in the Higher
Education Context: Simulating the Current University’s Brand. Business,
Management and Economics Engineering, 19(2), pp.272-288.

138. C.Y., Ferguson, H., Paramita, & I., Ratnasari. Relationship Marketing Activities in
Building Customer-Oriented Marketing Services. Kanal: Jurnal Ilmu
Komunikasi, 9(2), 2021, 65-69.

139. D., Ratnayake-Kaščáková, A., Tomková, & I., Ondrijová. Analysis of Mutual
Differences of Neuromarketing Attributes in the Context of Achieved Customer
Education. Journal of Management and Business: Research and Practice, 12(2),
2020, 21-28.

140. H., Tannady, H., Sjahruddin, I., Saleh, J.M., Renwarin, & A., Nuryana. Role of Product
Innovation and Brand Image toward Customer Interest and its Implication on
Electronic Products Purchase Decision.Widyakala Journal, 9(2), 2022, 93-98.

141. K., Peters, & P., Buijs. Strategic Ambidexterity in Green Product Innovation: Obstacles
and Implications. Business Strategy and the Environment, 31(1), 2022, 173-193.

142. S.J., Khan, A., Dhir, V. Parida, & A. Papa, Past, Present, and Future of Green Product
Innovation. Business Strategy and the Environment, 30(8), 2021, 4081-4106.

143. M., Zhang, B., Fan, N., Zhang, W., Wang, & W., Fan. Mining Product Innovation Ideas
from Online Reviews. Information Processing & Management, 58(1), 2021, 102389.

144. U., Christa, & V., Kristinae. The Effect of Product Innovation on Business Performance
during COVID 19 Pandemic. Uncertain Supply Chain Management, 9(1), 2021, 151-
158.

145. R., Pesch, H., Endres, & R.B., Bouncken. Digital Product Innovation Management:
Balancing Stability and Fluidity through Formalization. Journal of Product
Innovation Management, 38(6), 2021, 726-744.

146. R., Foucart, & Q.C., Li. The Role of Technology Standards in Product Innovation:
Theory and Evidence from UK Manufacturing Firms. Research Policy, 50(2), 2021,
104157.

147. L., Qiu, X., Jie, Y., Wang, & M., Zhao. Green Product Innovation, Green Dynamic
Capability, and Competitive Advantage: Evidence from Chinese Manufacturing
Enterprises. Corporate Social Responsibility and Environmental
Management, 27(1), 2020, 146-165.



113

148. C.V., Ibeh, K.F., Awonuga, U.I., Okoli, C.U., Ike, N., Ndubuisi, & A., Obaigbena. A
Review of Agile Methodologies in Product Lifecycle Management: Bridging Theory and
Practice for Enhanced Digital Technology Integration. Engineering Science &
Technology Journal, 5(2), 2024, 448-459.

149. C.A., Eden, O.N., Chisom, & I.S., Adeniyi. Harnessing Technology Integration in
Education: Strategies for Enhancing Learning Outcomes and Equity. World Journal
of Advanced Engineering Technology and Sciences, 11(2), 2024, 001-008.

150. B., Any, S., Four, & C., Tariazela. Technology Integration in Tourism Management:
Enhancing the Visitor Experience. Startupreneur Business Digital (SABDA
Journal), 3(1), 2024, 81-88.

151. E., Nurhidayat, J., Mujiyanto, I., Yuliasri, & R., Hartono. Technology Integration and
Teachers’ Competency in the Development of 21st-Century Learning in EFL
Classroom. Journal of Education and Learning (EduLearn), 18(2), 2024, 342-349.

152. E.A., Abedi, S., Prestridge, & S., Hodge. Teachers’ Beliefs about Technology
Integration in Ghana: a Qualitative Study of Teachers’, Head Teachers’ and Education
Officials’ Perceptions. Education and Information Technologies, 29(5), 2024, 5857-
5877.

153. R., Rintaningrum. Technology Integration in English Language Teaching and Learning:
Benefits and Challenges. Cogent Education, 10(1), 2023, 2164690.

154. R.A., Bhat. The Impact of Technology Integration on Student Learning Outcomes: A
Comparative Study. International Journal of Social Science, Educational,
Economics, Agriculture Research and Technology (IJSET), 2(9), 2023, 592-596.

155. S.K., Ewuga, Z.E., Egieya, A., Omotosho, & A.O., Adegbite, Comparative Review of
Technology Integration in SMES: A Tale Of two Economies-the United States and
Nigeria. Engineering Science & Technology Journal, 4(6), 2023, 555-570.

156. L., Weisberg, & K., Dawson. The Intersection of Equity Pedagogy and Technology
Integration in Preservice Teacher Education: A Scoping Review. Journal of Teacher
Education, 74(4), 2023, 327-342.

157. F., Fraboni, H., Brendel, & L., Pietrantoni. Evaluating Organizational Guidelines for
Enhancing Psychological Well-Being, Safety, and Performance in Technology
Integration. Sustainability, 15(10), 2023, 8113.

158. T., Başar, & L., Şahin. Technology Integration in Teaching English as a Foreign
Language: A Content Analysis Study. Journal of Educational Technology and Online
Learning, 5(1), 2022, 204-222.

159. Y., Peled, & S., Perzon. Systemic Model for Technology Integration in
Teaching. Education and Information Technologies, 27(2), 2022, 2661-2675.

160. S., Ramaila, & A.J., Molwele. The Role of Technology Integration in the Development
of 21st Century Skills and Competencies in Life Sciences Teaching and
Learning. International Journal of Higher Education, 11(5), 2022, 9-17.



114

161. Z., Ali, N., Ahmad, & R., Sewani. Examining Elementary School Teachers'
Professional Proficiencies with Technology Integration and Their Impact on Students'
Achievement. Journal of Positive School Psychology, 6(7), 2022, 2950-2968.

162. A., Raygan, & S., Moradkhani. Factors Influencing Technology Integration in an EFL
Context: Investigating EFL Teachers’ Attitudes, TPACK Level, and Educational
Climate. Computer Assisted Language Learning, 35(8), 2022, 1789-1810.

163. R.N., Landers, & S., Marin. Theory and Technology in Organizational Psychology: A
Review of Technology Integration Paradigms and Their Effects on the Validity of
Theory. Annual Review of Organizational Psychology and Organizational
Behavior, 8(1), 2021, 235-258.

164. X., Hu, M.M., Chiu, W.M.V., Leung, & N., Yelland. Technology Integration for Young
Children during COVID‐19: Towards Future Online Teaching. British Journal of
Educational Technology, 52(4), 2021, 1513-1537.

165. E., Ifinedo, & M., Kankaanranta. Understanding the Influence of Context in Technology
Integration from Teacher Educators’ Perspective. Technology, Pedagogy and
education, 30(2), 2021, 201-215.

166. A., Yılmaz. The Effect of Technology Integration in Education on Prospective
Teachers' Critical and Creative Thinking, Multidimensional 21st Century Skills and
Academic Achievements. Participatory Educational Research, 8(2), 2021, 163-199.

167. M., Caner, & S., Aydın. Self-Efficacy Beliefs of Pre-Service Teachers on Technology
Integration. Turkish Online Journal of Distance Education, 22(3), 2021, 79-94.

168. S., Dexter, & J.W., Richardson. What does Technology Integration Research Tell Us
about the Leadership of Technology? Journal of Research on Technology in
Education, 52(1), 2020, 17-36.

169. R., Kimmons, C.R., Graham, & R.E., West. The PICRAT Model for Technology
Integration in Teacher Preparation. Contemporary Issues in Technology and
Teacher Education, 20(1), 2020, 176-198.

170. G.M., Francom. Barriers to Technology Integration: A Time-Series Survey
Study. Journal of Research on Technology in Education, 52(1), 2020, 1-16.

171. Z. Yurtseven Avci, L.M., O'Dwyer, & J., Lawson. Designing Effective Professional
Development for Technology Integration in Schools. Journal of Computer Assisted
Learning, 36(2), 2020, 160-177.

172. O., Atabek. Experienced Educators’ Suggestions for Solutions to the Challenges to
Technology Integration. Education and Information Technologies, 25(6), 2020,
5669-5685.

173. S., Mizrahi, A., Ben-Eliyahu, N.,Cohen, U., Hertz, R., Miller-Mor, E., Mishor, & E.,
Vigoda-Gadot, Public Management during A Crisis: When are Citizens Willing to
Contribute to Institutional Emergency Preparedness? Public Management
Review, 26(1), 2024, 48-72.



115

174. E.H., Amar, A.E.F., Mahmoud, & A.E., Demerdash. Evaluation of Education Crisis
Management Preparedness among Faculty of Nursing Staff at Damanhour University
during Pandemic Covid-19. Egyptian Journal of Health Care, 15(1), 2024, 2067-
2084.

175. A., Abbasi, R., Dillon, H.R., Rao, & O.R., Liu Sheng. Preparedness and Response in
the Century of Disasters: Overview of Information Systems Research
Frontiers. Information Systems Research, 35(2), 2024, 460-468.

176. A.P., Adekugbe, & C.V., Ibeh. Harnessing Data Insights for Crisis Management in US
Public Health: Lessons Learned and Future Directions. International Medical
Science Research Journal, 4(4), 2024, 391-405.

177. T.T., Omaghomi, O., Akomolafe, J.O., Ogugua, A.I., Daraojimba, & O.A., Elufioye.
Healthcare Management in a Post-Pandemic World: Lessons Learned and Future
Preparedness-A Review. International Medical Science Research Journal, 4(2), 2024,
210-223.

178. S.S., Akhshik, & R.R., Beglou. A Systematic Review of Crisis Management in Libraries
with Emphasis on Crisis Preparedness. IFLA journal, 49(1), 2023, 201-215.

179. S.R., Aquino, O.K., Kilag, & J. Valle. From Preparedness to Action: Effective Real-
time Crisis Management. Excellencia: International Multi-disciplinary Journal of
Education (2994-9521), 1(5), 2023, 372-384.

180. A.S., Sikder, & K., Harvey. Techno-Resilience: Unraveling the Impact of Cutting-Edge
Information Technology in Crisis Management and Emergency Response for Enhanced
Disaster Preparedness and Response Efficiency: IT in Crisis Management and
Emergency Response. International Journal of Imminent Science &
Technology, 1(1), 2023, 138-169.

181. A.R., Karlsen, & S., Antonsen. What Were We Thinking? A Scoping Review of Crisis
Management Pandemic Literature (1984–2019). Journal of Contingencies and Crisis
Management, 31(3), 2023, 524-544.

182. S., Zhang, F.C., Hsu, & Y., Zhang. A Retrospective Study of Knowledge Management
for Integrated Resorts (IRs) Crisis Preparedness. International Journal of
Contemporary Hospitality Management, 35(7), 2023, 2496-2526.

183. R., Bengtsson, & D., Brommesson. Institutional Trust and Emergency Preparedness:
Perceptions of COVID 19 Crisis Management in Sweden. Journal of Contingencies
and Crisis Management, 30(4), 2022, 481-491.

184. A., Amerion, A.R., Delaavari, & E., Teymourzadeh. Rate of Preparedness in
Confronting Crisis in Three Selected Border Hospitals. Journal of Military
Medicine, 12(1), 2022, 19-22.

185. Z., Ghaderi, B., King, & C.M., Hall. Crisis Preparedness of Hospitality Managers:
Evidence from Malaysia. Journal of Hospitality and Tourism Insights, 5(2), 2022,
292-310.



116

186. T., Xiang. Understanding Emergency Preparedness in Public Agencies: The Key Role
of Managerial Perceptions. Administration & Society, 54(3), 2022, 424-450.

187. D.W., Kweon, S.H., Choi, & H.K., Kang. The Effect of Crisis Management System on
Crisis Preparedness-Focusing on Multi-Mediating Effect of Crisis Monitoring and
Learning from Failure. Journal of Digital Convergence, 20(4), 2022, 169-184.

188. A.E., Ingram, A.J., Hertelendy, M.S., Molloy, & G.R., Ciottone. State Preparedness for
Crisis Standards of Care in the United States: Implications for Emergency
Management. Prehospital and disaster medicine, 36(1), 2021, 1-3.

189. G., Debes. Teachers' Perception of Crisis Management in Schools. International
Online Journal of Education and Teaching, 8(2), 2021, 638-652.

190. S., Balsari, M.V., Kiang, & C.O., Buckee. Data in crisis—Rethinking disaster
preparedness in the United States. The New England journal of medicine, 385(16),
2021, 1526.

191. M., Abdalla, L., Alarabi, & A., Hendawi, Crisis Management Art from the Risks to the
Control: A Review of Methods and Directions. Information, 12(1), 2021, 18.

192. A., Alvinius, E., Deverell, & S., Hede. Militarisation, Masculinisation and
Organisational Exclusion in the Crisis Preparedness Sector. Journal of Risk
Research, 24(12), 2021, 1544-1557.

193. K., Timmis, & H., Brüssow. The COVID‐19 pandemic: Some Lessons Learned about
Crisis Preparedness and Management, and the Need for International Benchmarking to
Reduce Deficits. Environmental microbiology, 22(6), 2020, 1986.

194. K.A., Johnston, M., Taylor, & B., Ryan. Emergency Management Communication: The
Paradox of the Positive in Public Communication for Preparedness. Public Relations
Review, 46(2), 2020, 101903.

195. A.L., Beaussier, & L., Cabane. Strengthening the EU’s Response Capacity to Health
Emergencies: Insights from EU Crisis Management Mechanisms. European journal of
risk regulation, 11(4), 2020, 808-820.

196. T., Tagarev, & V., Ratchev. A Taxonomy of Crisis Management
Functions. Sustainability, 12(12), 2020, 5147.

197. M., Ericson. Gendering Risk and Vulnerability: Tensions and Conflicting Views in
Crisis Preparedness Work in Sweden. Gender, Work & Organization, 27(6), 2020,
1308-1320.

198. R., Steen, & C., Morsut. Resilience in Crisis Management at the Municipal Level: The
Synne Storm in Norway. Risk, Hazards & Crisis in Public Policy, 11(1), 2020, 35-60.



117

Chapter Three

Methodology

This chapter identifies the research strategies to be employed to investigate the objectives

stated, research questions raised, and test hypotheses formulated in the introductory

chapter of this study. The methods employed followed a synthesized framework, which

includes: the research design for this study, the study population, computation of sample

size, sampling technique adopted, methods employed to collect data, research instrument,

validity, and reliability of the research instrument. Also, the pilot study, administration,

and retrieval of the research instrument, method of data analysis, and mathematical

models for each hypothesis to be tested.

3.1 Research Design

This study employed a positivist research philosophy to examine the impact of contextual

factors on the performance of insurance companies in Lagos State. Positivism is a

research philosophy rooted in the conviction that reality consists of objective facts, which

can be uncovered through the application of scientific methods1. The rationale for

positivism lies in its emphasis on utilizing empirical data to acquire dependable

comprehension of the phenomenon under investigation. Furthermore, the study examined

its objective by employing a quantitative research methodology, which enabled the

researcher to observe numerical relationships between variables. The rationale for

employing a quantitative approach lies in its ability to yield measurable evidence, thereby

ensuring precise and dependable outcomes2.
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This study utilized a cross-sectional survey research design to examine a specific group

within a population at a particular moment and assess the impact of contextual factors on

performance during that time. This method offers an economic advantage compared to

the longitudinal survey design and is less cumbersome. The cross-sectional design is

chosen because it is in line with the positivist research philosophy and the quantitative

research approach. Furthermore, research has determined that the utilization of a cross-

sectional survey design is suitable in particular situations, such as when investigating the

impact of contextual factors on the performance of insurance companies at a specific

moment in time3,4,5.

3.2 Population

The target population of this study comprised of four hundred and two (420) heads of

strategic units within each of the seventy (70) insurance industry operators in Lagos State,

Nigeria. The strategic units include technical, marketing & sales, business development,

accounting & finance, human resources, and customer service. The seventy insurance

operators are categorized into sixty-seven (67) insurance companies and three (3)

reinsurance companies. Of the sixty-seven (67) Insurance companies, thirteen (13) are

Life specialist company, twenty-seven (27) are Non-life or General Business companies,

thirteen (13) Composite companies, nine (9) Micro Insurance companies and five (5)

Takaful Insurance companies (see appendix one for the list of operators). These staff are

considered important given their level of involvement in strategic meetings meant to

enhance the longtime sustainability of their respective companies. Lagos State form the

geographical context for this study given the number of companies located there and the

huge present of all the insurance operators in Nigeria- representing a hub of insurance

activities. Hence, justifying why Lagos State was chosen. Likewise, all the insurance
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industry operators have their head office in Lagos State making it appropriate given the

needed access to the unit of analysis of this study.

3.3 Sample Size and Sampling Technique

The unit of analysis for this study are four hundred and twenty (420) top strategic-level

staff within seventy insurance industry operator in Lagos State, Nigeria. It is important to

stress that these categories of staff (technical, marketing & sales, business development,

accounting & finance, human resources, and customer service) are only a few within each

insurance organization; thus, this explains the small target population. Consequently, a

total enumeration method will be appropriate. The adoption of total enumeration meant

the discussion of sampling technique becomes irrelevant because the researcher has

access to the entire population of the study. This use of total enumeration aligns with

extant literature.

3.4 Description of Research Instrument

The researcher will use a structured closed-ended questionnaires to collect data from the

top strategic units of the insurance industry operators in Lagos State, Nigeria. The

researcher intention to use questionnaires is because large amounts of information can be

collected from a large number of people in a short period and in a relatively cost-effective

way. Also, the use of questionnaire is relevant because it helps in collecting feedback

based on the perception of the respondents’ concerning issues under investigation. The

items in the questionnaire were adapted from prior studies (See table 3.1). The adapted

questionnaire is a standardised scale that has been used by authors on the subject matter



120

of this research in other countries, sectors, and in different industries. Below are the

sources of the questionnaire items.
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Table 3.1: Measurement of Research Instruments

Independent
Variable

Predictive measurement Sources of instrument

Contextual
Factors

Customer education, Product
innovation, Technology integration,
Crisis management preparedness, &
Social responsibility initiatives

2

Organizational
performance

Customer acquisition, Profitability,
Customer satisfaction, & Loss
development 5

Moderating
variable

Regulatory support 7

Source: Researcher’s Computation, 2024

In line with extant literature, the response options provided in this study’s questionnaire

follow the 6-point Likert-type scale, consistent with6. This scale been an ordinal interval

scale numbered from 6 to 1. The response options in the questionnaire covered, 6 =

Strongly Agree; 5 = Agree; 4 = Partially Agree; 3 = Partially Disagree; 2= Disagree; 1 =

Strongly Disagree. The questionnaire has 4 sections: Section A covered the demographic

variables with four (4) items, section B covered Contextual factors with forty (40) items,

section C covered organizational performance with twenty-four (24) items, section D

covered moderating variables (regulatory support) with seven (7) items.

3.5 Validity of the Research Instrument

A pilot study was conducted using the regular staff of insurance companies in Ibadan, as

they possess similar attributes to the unit of analysis being studied in Lagos State. The

study utilized a sample size of 42, which represents 10% of the total sample size, as

advised by scholarsX. The staff of Mansard insurance, Linkage Assurance, AIICO

insurance, and Niger insurance companies in Ibadan were selected using convenient
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sampling. After the process of retrieving and organizing the questionnaire, it was found

that only 33 copies were completed correctly and deemed suitable for use. The response

rate was 78.5%. The pilot study has verified the instrument's validity and reliability for

the intended research. The instrument's validity and reliability are substantiated by the

outcomes of the Average Variable Explained (AVE) and Cronbach's Alpha (CA)

coefficient. The research instrument was validated through the use of face and construct

validity. The face validity of the instruments was established through validation by senior

faculty members in the department of management and accounting at Lead City

University Ibadan, as well as the input of practitioners who participated in the pilot study

and the researcher's supervisor. The contributions were utilized to adapt the questionnaire

as required for the primary study, while considering the measurement of each variable in

the existing literature. The pilot study conducted allowed for the pre-testing of the

instruments to determine their construct validity.

Table 3.2 and 3.3 below presented a summary of the construct validity for these

questionnaire items of this study.

Table 3.2: Summary of Pilot Test Incorporating Construct Validity Test

Variable Items before Pilot AVE Remark

Customer Education, 8 0.787 Reliable

Product Innovation, 8 0.681 Reliable

Technology Integration, 8 0.644 Reliable

Crisis management preparedness, 8 0.699 Reliable

Social Responsibility Initiatives 8 0.768 Reliable

Customer Acquisition, 6 0.710 Reliable

Profitability 6 0.705 Reliable
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Customer Satisfaction 6 0.649 Reliable

Loss Development 6 0.697 Reliable

Regulatory support 7 0.564 Reliable

Source: Computed from Pilot Study, 2024

Table 3.2 above shows that the AVE values for all the constructs are above the threshold

of 0.5 to suggest that the convergent validity has been established for all the reflective

constructs in this study.

3.6 Reliability of the Instrument

The researcher subjected the questionnaire to test reliability. The variables (customer

education, product innovation, technology integration, crisis management, social

responsibility initiatives and insurance industry performance measures) were tested for

internal consistency method of reliability, and composite reliability. The internal

consistency was used to establish the reliability of a measure by evaluating the within-

scale consistency of the responses to the items of the measure. Applicable to multiple-

item measurement instruments (like that of this study), Cronbach’s alpha coefficient is

widely employed for assessing this internal consistency. A Cronbach’s alpha coefficient

of > 0.7 but < 1 score for a questionnaire is adjudged to be reliable14. The composite

reliability is used to revalidate the reliability of the instrument. Table 3.10 below depicts

the reliability statistic of all the variables in this study.
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Table 3.3: Reliability Statistic

S/N Variables Cronbach’s alpha
Coefficient

1. Customer Education, 0.868

2. Product Innovation, 0.703

3. Technology Integration, 0.708

4. Crisis management preparedness, 0.705

5. Social Responsibility Initiatives 0.798

6. Customer Acquisition, 0.786

7. Profitability 0.803

8. Customer Satisfaction 0763

9. Loss Development 0.720

10. Regulatory support 0.821

Source: Computed from Pilot Study (2024)

3.7 Administration of Research Instrument and Method of Data Collection

Primary data will be collected to address the objectives of this study. This is because it

helps to reduce the chances of obtaining incorrect data and equally provides the

opportunity to gain a better understanding of the respondents under investigation. The

primary data will be collected using a structured questionnaire in line with existing

studies. Moreover, this instrument works well with a cross-section design mainly because

it aids the collection of data regarding opinion and perception of respondents at a point in

time on current issues. The questionnaire will be administered to 420 management level

staff of insurance industry operators in Lagos State. The copies of the questionnaire will

be distributed both in person and by trained research assistants, with specific instructions

on the administration process, which involved administering copies of questionnaire to

bank customers.
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3.8 Methods of Data Analysis

This study will analyze the data collected using the descriptive statistics and inferential

statistics. The use of the descriptive statistics is appropriate because it will help to

describe and summarize data in terms of frequency distribution, mean, standard deviation,

and percentage of response about variables under study, thereby answering the research

questions. More importantly, the descriptive statistics will enhance the process of

conducting inferential statistics. The use of the inferential statistics is to aid the test of

hypotheses formulated in this study.

This study will adopt the Partial Least Square-Structural Equation modeling (PLS-SEM)

as the analytical technique to test the hypotheses formulated for this study. This is

because path analysis via the PLS-SEM offers a strict and robust finding compared to the

result of the isolated regression analysis done via SPSS statistical platform12. The result of

all the hypotheses in this study will be significant if the probability value is lower than or

equal to 0.05. The use of SmartPLS is appropriate as it is a statistical platform that allows

the use of primary data (questionnaire) to run numerous data analysis.

The variables in this study are classified into three – dependent, independent, and

moderating variables. The independent variable contextual factors (X) is measured by;

customer education, product innovation, technology integration, crisis management

preparedness, and social responsibility initiatives. The dependent variable performance

(Y) is measured by customer acquisition, profitability, customer satisfaction, and loss

development. The moderating variables (Z) is regulatory support. The mathematical

model with address the hypotheses formulated is show below:

Y = f(X)

Y = Dependent variable: Insurance Operators’ Performance (IOP)
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X = Independent variables: Contextual Factors (CTFs)

Z = Moderating variables: Regulatory Support

The independent variable- Contextual Factors (CTF) is measured as:

x1 = Customer Education (CE)

x2 = Product Innovation (PI)

x3 = Technology Integration (TI)

x4= Crisis Management Preparedness (CMP)

x5 = Social Responsibility Initiatives (SRI)

The dependent variable- Insurance Operators’ Performance (IOP) Y is measured as:

y1= Customer Acquisition (CA)

y2= Profitability (PT)

y3= Customer Satisfaction (CS)

y4= Loss Development (LD)

This study incorporates on moderating variables (Z) – Regulatory support is considered

Z = Regulatory Support (RS)

By substituting the acronyms of each variable in the regression model, the researcher

presents the following:

Hypothesis One

y1 = f(x1, x2, x3, X4, X5)

y1 = βo + β1x1+ β2x2+ β3x3 + β4x4+ β5x5+μi ------ (i)

Hypothesis Two

y2 = f(x1, x2, x3, X4, X5)

y2 = βo + β1x1+ β2x2+ β3x3 + β4x4+ β5x5+μi ------ (ii)
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Hypothesis Three

y3 = f(x1, x2, x3, X4, X5)

y3 = βo + β1x1+ β2x2+ β3x3 + β4x4+ β5x5+μi ------ (iii)

Hypothesis Four

y4 = f(x1, x2, x3, X4, X5)

y4 = βo + β1x1+ β2x2+ β3x3 + β4x4+ β5x5+μi ------ (i)

Hypothesis Five

Y= f(XZ)

Y= βo + β1Xi+ β2Z1 + β3Xi*Z1+ μi ---------------------- (v)

For the purpose of this study, the above models will be used.

Where:

βo = the intercept expected value of y when x is equal to zero.

β = the Coefficient of the independent variable (it is the rate of change in y with respect to

x).

e = the error term to accommodate the effect of other variables that can influence

Insurance industry performance, but which were not included in the model.
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Chapter Four

Results and Discussion of Findings

The chapter provide empirical information concerning the result of the data analysis with

respect to data description, interpretation of the result of the hypotheses tested and the

discussion of the study's implications within extant literature. The purpose of this research is

to analyze how contextual factors influence performance of insurance industry operators in

Lagos State, Nigeria. This research was carried out via questionnaire in order to acquire the

necessary information for this purpose. The study adopted the SPSS version 25 for the

descriptive statistics and inferential statistics to analyze the data.

4.1 Demographic Data Analysis

A total of four hundred and twenty (420) copies of questionnaire were administered, and four

hundred and six (406) copies were returned. After sorting the questionnaires only three

hundred and ninety-one (391) copies were certified as duly filled and considered usable. The

useable questionnaire represented 93% response rate. The high response rate was recorded as

the researcher administered the instruments with the help of research assistants who put

concerted efforts to regularly visit the respondents to request them to fill the instrument. The

response results are presented in Table 4.1.

Table 4.1: Response Rate

Responses Frequency Percent

Completed usable copies of questionnaire 391 93%

Unusable, unreturned and disqualified questionnaires 29 7%

Total 420 100%
Source: Field Survey Results (2023)
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Table 4.2: Demographic Characteristics of Insurance Industry Operators in Lagos State

Variables Category Frequency Percentage

Gender Male 269 68.5%

Female 122 30.4%

Age 31-40years 24 6.1%

41-50years 179 45.8%

51-60years 152 38.9%

61-65years 28 7.2%

Above 65years 8 2.0%

Education BSc/BA/HND 48 12.3%

PGD/MBA/MSc/MA 315 16.7%

PhD 24 6.1%

Others 4 1.0%

Year of Service 6-10years 8 2.0%

11-15years 71 18.2%

16-20years 100 25.6%

21-25years 97 24.8%

26-30years 57 14.6%

31yrs+ 58 14.8%

Source: Field Survey Results (2024)

This section consist of background and respondents information that describes basic

characteristics such as gender of the respondents, age, level of education, and year of service.

To this effect, the results are presented in Table 4.2.
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Table 4.2 presents the demographic and personal profile of respondents used for this study.

Demographic and personal profile of respondents as shown in Table 4.2. Profile of gender

indicated that 269 respondents representing 68.5% were male, while, 122 respondents

representing 30.4% were female, indicating that most of the respondents were male. Also, 24

respondents representing 6.1% were 31-40years, 179 respondents representing 45.8% were

41-50years, 152 respondents representing 38.9% were 51-60years, 28 respondents

representing 7.2% were 61-65years, and 8 respondents representing 2.0% were above 65years.

Furthermore, 48 respondents representing 12.3% had BSc/BA/HND, 315 respondents

representing 16.7% had PGD/MBA/MSc/MA, 24 respondents representing 6.1% had PhD,

and 4 respondents representing 1.0% had others. In addition, 8 respondents representing 2.0%

had 6-10 years of service, 71 respondents representing 18.2% had 11-15years, 100

respondents representing 25.6% had 16-20years, 97 respondents representing 24.8% had 21-

25years, 57 respondents representing 14.6% had 26-30years, and 58 respondents representing

14.8% had 31yrs+

Table 4.3: Descriptive Analysis on Contextual Factors

Customer
Education

AW VO OF ST RA NV Mean

How frequently
does your team
conduct
informational
sessions to
educate customers
about insurance
products?

87
(22.3%)

60
(15.3%)

85
(21.7%)

118
(30.2%)

33
(8.4%)

8
(2.0%)

4.07

How effective are
these sessions in
improving
customer
understanding of
your products?

105
(26.9%)

107
(27.4%)

106
(27.1%)

36
(9.2%)

37
(9.5%)

- 4.53
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How regularly are
training materials
for customer
education
updated?

80
(20.5%)

84
(21.5%)

129
(33.0%)

57
(14.6%)

28
(7.2%)

13
(3.3%)

4.24

How
comprehensive are
the training
materials provided
to customers?

115
(29.4%)

89
(22.8%)

97
(24.8%)

57
(14.6%)

33
(8.4%)

- 4.50

How confident do
you feel in your
ability to educate
customers about
new and existing
insurance
products?

158
(40.4%)

126
(32.2%)

78
(19.9%)

21
(5.4%)

4
(1.0%)

4
(1.0%)

5.03

How often do you
receive training to
enhance your
knowledge for
educating
customers?

67
(17.1%)

94
(24.0%)

149
(38.1%)

52
(13.3%)

25
(6.4%)

4
(1.0%)

4.29

How often do you
collect feedback
from customers
regarding their
understanding of
your insurance
products?

57
(14.6%)

66
(16.9%)

81
(20.7%)

64
(16.4%)

22
(5.6%)

6
(1.5%)

4.18

How effective is
this feedback used
to improve
customer
education
strategies?

65
(16.6%)

97
(24.8%)

87
(22.3%)

25
(6.4%)

22
(5.6%)

- 4.53

Weighted Mean 4.42

Product
Innovation

AW VO OF ST RA NV MEAN

How frequently
does your team
brainstorm new
insurance product

61
(15.6%)

78
(19.9%)

81
(20.7%)

48
(12.3%)

25
(6.4%)

3
(0.8%)

4.31
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ideas?

How open is the
management to
innovative ideas
proposed by
employees?

78
(19.9%)

114
(29.2%)

76
(19.4%)

9
(2.3%)

16
(4.1%)

3
(0.8%)

4.74

How sufficient are
the resources
allocated for
product research
and development?

49
(12.5%)

78
(19.9%)

81
(20.7%)

48
(12.3%)

30
(7.7%)

10
(2.6%)

4.13

How often does
your team
participate in
R&D activities to
create innovative
insurance
products?

65
(16.6%)

70
(17.9%)

82
(21.0%)

30
(7.7%)

39
(10.0%)

10
(2.6%)

4.21

How regularly do
you review market
trends to inform
product
innovation?

82
(21.0%)

79
(20.2%)

71
(18.2%)

48
(12.3%)

16
(4.1%)

- 4.55

How effectively
do you incorporate
market trends into
product
development?

63
(16.1%)

71
(18.2%)

73
(18.7%)

76
(19.4%)

13
(3.3%)

- 4.32

How smoothly are
new products
launched into the
market?

39
(10.0%)

51
(13.0%)

90
(23.0%)

82
(21.0%)

34
(8.7%)

- 3.93

How well does
your team handle
the integration of
new products into
the existing
portfolio?

40
(10.2%)

81
(20.7%)

105
(26.9%)

48
(12.3%)

22
(5.6%)

- 4.23

Weighted Mean 4.30

Technology
Integration

AW VO OF ST RA NV MEAN
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How frequently
are you trained on
new technologies
implemented in
your company?

57
(14.6%)

91
(23.3%)

105
(26.9%)

33
(8.4%)

10
(2.6%)

- 4.51

How effective are
the technology
training sessions
in enhancing your
job performance?

78
(19.9%)

93
(23.8%)

85
(21.7%)

33
(8.4%)

7
(1.4%)

- 4.68

How often do you
use the company's
technology tools
in your daily
tasks?

124
(31.7%)

87
(22.3%)

54
(13.8%)

27
(6.9%)

4
(1.0%)

- 5.01

How user-friendly
do you find the
current technology
tools provided by
your company?

88
(22.5%)

102
(26.1%)

69
(17.6%)

27
(6.9%)

10
(2.6%)

- 4.78

How regularly are
your company’s
technological
systems and tools
updated?

76
(19.4%)

95
(24.3%)

91
(23.3%)

15
(3.8%)

16
(4.1%)

- 5.28

How well are you
informed about
these updates and
changes?

83
(21.2%)

102
(26.1%)

65
(16.6%)

30
(7.7%)

13
(3.3%)

3
(0.8%)

4.69

How often do you
suggest new
technological
solutions for
improving
workflows?

56
(14.3%)

120
(30.7%)

77
(19.7%)

33
(8.4%)

7
(1.8%)

3
(0.8%)

4.59

How receptive is
your management
to implementing
new technological
solutions?

89
(22.8%)

96
(24.6%)

55
(14.1%)

46
(11.8%)

4
(1.0%)

6
(1.5%)

4.68

Weighted Mean 4.78
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Crisis
Management
Preparedness

AW VO OF ST RA NV MEAN

How frequently do
you participate in
crisis management
training?

54
(13.8%)

79
(20.2%)

94
(24.0%)

44
(11.3%)

16
(4.1%)

9
(2.3%)

4.28

How
comprehensive is
the crisis
management
training provided
by your company?

72
(18.4%)

83
(21.2%)

83
(21.2%)

33
(8.4%)

12
(3.1%)

13
(3.3%)

4.44

How familiar are
you with your
company’s crisis
response plans?

76
(19.4%)

88
(22.5%)

70
(17.9%)

29
(7.4%)

20
(5.1%)

13
(3.3%)

4.45

How effectively
do you think these
plans can be
implemented
during a crisis?

70
(17.9%)

95
(24.3%)

77
(19.7%)

21
(5.4%)

26
(6.6%)

7
(1.8%)

4.48

How often does
your team conduct
crisis management
drills and
simulations?

70
(17.9%)

91
(23.3%)

63
(16.1%)

40
(10.2%)

19
(4.9%)

13
(3.3%)

4.39

How realistic are
these drills in
preparing you for
actual crisis
situations?

50
(12.8%)

101
(25.8%)

78
(19.9%)

27
(6.9%)

29
(7.4%)

11
(2.8%)

4.28

How reliable are
the
communication
channels used
during a crisis?

49
(12.5%)

110
(28.1%)

73
(18.7%)

32
(8.2%)

28
(7.2%)

4
(1.0%)

4.36

How quickly can
you access
necessary
information
during a crisis?

108
(27.6%)

69
(17.6%)

30
(7.7%)

25
(6.4%)

13
(3.3%)

- 4.31
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Weighted mean 4.37

Social
Responsibility
Initiatives

AW VO OF ST RA NV MEAN

How frequently
does your team
engage in
community
service or
outreach
programs?

48
(12.3%)

90
(23.0%)

77
(19.7%)

43
(11.0%)

25
(6.4%)

13
(3.3%)

4.18

How impactful do
you believe these
community
engagement
efforts are?

45
(11.5%)

111
(28.4%)

70
(17.9%)

25
(6.4%)

32
(8.2%)

13
(3.3%)

4.25

How often does
your company
implement
environmental
sustainable
practices?

59
(15.1%)

74
(18.9%)

91
(23.3%)

34
(8.7%)

25
(6.4%)

13
(3.3%)

4.23

How effective are
these practices in
reducing your
company’s
environmental
footprint?

54
(13.8%)

100
(25.6%)

85
(21.7%)

31
(7.9%)

23
(5.9%)

3
(0.8%)

4.41

How well are you
informed about
your company’s
ethical guidelines
for social
responsibility?

60
(15.3%)

96
(24.6%)

87
(22.3%)

21
(5.4%)

32
(8.2%)

- 4.44

How often do you
encounter
situations where
these guidelines
are applied?

66
(16.9%)

99
(25.3%)

80
(20.5%)

31
(7.9%)

16
(4.1%)

4
(1.0%)

4.53

How encouraged
do you feel to
participate in your
company’s social

86
(22.0%)

103
(26.3%)

64
(16.4%)

27
(6.9%)

16
(4.1%)

- 4.73
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responsibility
initiatives?

How much
support do you
receive from
management to
engage in these
initiatives?

82
(21.0%)

108
(27.6%)

60
(15.3%)

24
(6.1%)

22
(5.6%)

- 4.69

Weighted Mean 4.43

Source: Field Survey Results (2024)

According to results in Table 4.3. 22.39% of the respondents indicated that their team

conduct informational sessions to educate customers about insurance products always, 15.3%

very often, 21.7% often, 30.2% sometimes, 8.4% rarely, and 2.0% never. On average, the

respondents indicated that their team conduct informational sessions to educate customers

about insurance products has a mean of 4.07. Results also indicated that 26.9% of the

respondents indicated that sessions in improving customer understanding of their products are

always effective, 27.4% very often, 27.1% often, 9.2% sometimes, and 9.5% rarely. On

average, the respondents indicated that sessions in improving customer understanding of their

products are effective has a mean of 4.53. Results also indicated that 20.5% of the

respondents’ training materials for customer education are always updated, 21.5% very often,

33.0% often, 14.6% sometimes, 7.2% rarely, and 3.3% never. On average, the respondents

indicated that training materials for customer education are updated has a mean of 4.24.

Results also indicated that 29.4% of the respondents’ training materials are comprehensively

provided to customers always, 22.8% very often, 24.8% often, 14.6% sometimes, and 8.4%

rarely. On average, the respondents indicated that training materials are comprehensively

provided to customers has a mean of 4.50. Results also indicated that 40.4% of the

respondents confidently feel their ability to educate customers about new and existing

insurance products always, 32.2% very often, 19.9% often, 5.4% sometimes, 1.0% rarely, and
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1.0% never. On average, the respondents indicated that they confidently feel their ability to

educate customers about new and existing insurance products has a mean of 5.03. Results

also indicated that 17.1% of the respondents receive training to enhance their knowledge for

educating customers, 24.0% very often, 38.1% often, 13.3% sometimes, 6.4% rarely, and

1.0% never. On average, respondents indicated that they often receive training to enhance

their knowledge for educating customers has a mean of 4.29. Results also indicated that

14.6% of the respondents collect feedback from customers regarding their understanding of

their insurance products always, 16.9% very often, 20.7% often, 16.4% sometimes, 5.6%

rarely, and 1.5% never. On average, the respondents indicated that they collect feedback from

customers regarding their understanding of their insurance products has a mean of 4.18.

Results also indicated that 16.6% of the respondents confirm that feedback used to improve

customer education strategies are always effective, 24.8% very often, 22.3% often, 6.4%

sometimes, and 5.6% rarely. On average, the respondents indicated that feedback used to

improve customer education strategies are effective has a mean of 4.53.

According to results in Table 4.3. 15.6% of the respondents indicated that their team

brainstorm new insurance product ideas always, 19.9% very often, 20.7% often, 12.3%

sometimes, 6.4% rarely, and 0.8% never. On average, the respondents indicated that their

team brainstorm new insurance product ideas has a mean of 4.31. Results also indicated that

19.9% of the respondents indicated that innovative ideas proposed by employees is always

open to management, 29.2% very often, 19.4% often, 2.3% sometimes, 4.1% rarely, 0.8%

never. On average, the respondents indicated that innovative ideas proposed by employees is

open to management has a mean of 4.74. Results also indicated that 12.5% of the

respondents’ resources allocated for product research and development are always sufficient,

19.9% very often, 20.7% often, 12.3% sometimes, 7.7% rarely, and 2.6% never. On average,

the respondents resources allocated for product research and development are sufficient has a
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mean of 4.13. Results also indicated that 16.6% of the respondents’ team participate in R&D

activities to create innovative insurance products always, 17.9% very often, 21.0% often,

7.7% sometimes, 10.0% rarely, and 2.6% never. On average, the respondents indicated that

their team often participate in R&D activities to create innovative insurance products has a

mean of 4.21. Results also indicated that 21.0% of the respondents review market trends to

inform product innovation always, 20.2% very often, 18.2% often, 12.3% sometimes, and

4.1% rarely. On average, the respondents indicated that they regularly review market trends

into product innovation has a mean of 4.55. Results also indicated that 16.1% of the

respondents effectively incorporate market trends into product development always, 18.2%

very often, 18.7% often, 19.4% sometimes, and 3.3% rarely. On average, respondents

indicated that they effectively incorporate market trends into product development has a

mean of 4.32. Results also indicated that 10.0% of the respondents smoothly launched new

products into the market always, 13.0% very often, 23.0% often, 21.0% sometimes, and 8.7%

rarely. On average, the respondents indicated that they smoothly launched new product into

the market has a mean of 3.93. Results also indicated that 10.2% of the respondent’s team

handle the integration of new products into the existing portfolio always, 20.7% very often,

26.9% often, 12.3% sometimes, and 5.6% rarely. On average, the respondents indicated that

their team handle the integration of new products into the existing portfolio has a mean of

4.23.

According to results in Table 4.3. 14.6% of the respondents indicated that they are always

trained on new technologies implemented in their company, 23.3% very often, 26.9% often,

8.4% sometimes, and 2.6% rarely. On average, the respondents indicated that they are

frequently trained on new technologies in their company has a mean of 4.51. Results also

indicated that 19.9% of the respondents enhances their job performance through effecting

technology training sessions always, 23.8% very often, 21.7% often, 8.4% sometimes, and
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1.4% rarely. On average, the respondents indicated that they enhance their job performance

through effective technology training sessions has a mean of 4.68. Results also indicated that

31.7% of the respondents use the company’s technology tools in their daily tasks always,

22.3% very often, 13.8% often, 6.9% sometimes, and 1.0% rarely. On average, the

respondents indicated that they often use the company’s technology tools in their daily tasks

has a mean of 5.01. Results also indicated that 31.7% of the respondents always find the

current technology tools provided by their company user-friendly, 26.1% very often, 17.6%

often, 6.9% sometimes, and 2.6% rarely. On average, the respondents indicated that they find

the current technology tools provided by their company user-friendly has a mean of 4.78.

Results also indicated that 19.4% of the respondents’ company’s technological systems and

tools are always updated, 24.3% very often, 23.3% often, 3.8% sometimes, and 4.1% rarely.

On average, the respondents indicated that the company’s technological systems and tools are

regularly updated has a mean of 5.28. Results also indicated that 21.2% of the respondents

are always informed about the updates and changes, 26.1% very often, 16.6% often, 7.7%

sometimes, 3.3% rarely, and 0.8% never. On average, the respondents indicated that they are

well informed about the updates and changes has a mean of 4.69. Results also indicated that

14.3% of the respondents suggest new technological solutions for improving workflows

always, 30.7% very often, 19.7% often, 8.4% sometimes, 1.8% rarely, and 0.8% never. On

average, respondents indicated that they often suggest new technological solutions for

improving workflows has a mean of 4.59. Results also indicated that 22.8% of the

respondents’ management to implementing new technological solutions are always receptive,

24.6% very often, 14.1% often, 11.8% sometimes, 1.0% rarely, and 1.5% never. On average,

the respondents indicated that implementing new technological solutions are receptive to

their management has a mean of 4.68.
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According to results in Table 4.3. 13.8% of the respondents indicated that they always

trained participate in crisis management training always, 20.2% very often, 24.0% often,

11.3% sometimes, 4.1% rarely, and 2.3% never. On average, the respondents indicated that

they frequently participate in crisis management training has a mean of 4.28. Results also

indicated that 18.4% of the respondents are comprehensively trained on crisis management

provided by their company always, 21.1% very often, 21.2% often, 8.4% sometimes, 3.1%

rarely, and 3.3% never. On average, the respondents indicated that they are comprehensively

trained on crisis management provided by their company has a mean of 4.44. Results also

indicated that 19.4% of the respondents are always familiar with their company’s crisis

response plans, 22.5% very often, 17.9% often, 7.4% sometimes, 5.1% rarely, and 3.3%

never. On average, the respondents indicated that they are familiar with their company’s

crisis response plans has a mean of 4.45. Results also indicated that 17.9% of the respondents

thinks the plans can always be implemented during a crisis, 24.3% very often, 19.7% often,

5.4% sometimes, 6.6% rarely, and 1.8% never. On average, the respondents indicated that

they think the plans can be effectively implemented during a crisis has a mean of 4.48.

Results also indicated that 17.9% of the respondents’ team conduct crisis management drills

and simulations always, 23.3% very often, 16.1% often, 10.2% sometimes, 4.9% rarely, and

3.3% never. On average, the respondents indicated that their team conduct crisis management

drills and simulations has a mean of 4.39. Results also indicated that 12.8% of the

respondents are always realistically drilled in preparing them for actual crisis solutions,

25.8% very often, 19.9% often, 6.9% sometimes, 7.4% rarely, and 2.8% never. On average,

the respondents indicated that the drills in preparing them for actual crisis solutions are

realistic has a mean of 4.28. Results also indicated that 12.5% of the respondents’

communication channel used during a crisis are always reliable, 28.1% very often, 18.7%

often, 8.2% sometimes, 7.2% rarely, and 1.0% never. On average, respondents indicated that
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the communication channels used during a crisis are reliable has a mean of 4.36. Results also

indicated that 27.6% of the respondents’ access necessary information during crisis always,

17.6% very often, 7.7% often, 6.4% sometimes, and 3.3% rarely. On average, the respondents

indicated that they quickly access necessary information during crisis has a mean of 4.31.

According to results in Table 4.3. 12.3% of the respondents indicated that their team always

engage in community service or outreach programs, 23.0% very often, 19.7% often, 11.0%

sometimes, 6.4% rarely, and 3.3% never. On average, the respondents indicated that their

team frequently engage in community service or outreach programs has a mean of 4.18.

Results also indicated that 11.5% of the respondents believe the community engagement

efforts are always impactful, 28.4% very often, 17.9% often, 6.4% sometimes, 8.2% rarely,

and 3.3% never. On average, the respondents indicated that they believe the community

engagements efforts are impactful has a mean of 4.25. Results also indicated that 15.1% of

the respondents’ company implement environmental sustainable practices always, 18.9%

very often, 23.3% often, 8.7% sometimes, 6.4% rarely, and 3.3% never. On average, the

respondents indicated that their company often implement environmental sustainable

practices has a mean of 4.23. Results also indicated that 13.8% of the respondents effectively

practice in reducing their company’s environmental footprint always, 25.6% very often,

21.7% often, 7.9% sometimes, 5.9% rarely, and 0.8% never. On average, the respondents

indicated that they effectively practice in reducing their company’s environmental footprint

has a mean of 4.41. Results also indicated that 15.3% of the respondents’ are always

informed about their company’s ethical guidelines for social responsibility, 24.6% very often,

22.3% often, 5.4% sometimes, and 8.2% rarely. On average, the respondents indicated that

they are well informed about their company’s ethical guidelines for social responsibility has a

mean of 4.44. Results also indicated that 16.9% of the respondents always encounter

situations where the guidelines are applied, 25.3% very often, 20.5% often, 7.9% sometimes,
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4.1% rarely, and 1.0% never. On average, the respondents indicated that they encounter

situations where the guidelines are applied has a mean of 4.53. Results also indicated that

22.0% of the respondents feel encouraged to participate in their company’s social

responsibility initiative always, 26.3% very often, 16.4% often, 6.9% sometimes, and 4.1%

rarely. On average, respondents indicated that they feel encouraged to participate in their

company’s social responsibility initiatives has a mean of 4.73. Results also indicated that

21.0% of the respondents receive much support from management to engage in the initiatives

always, 27.6% very often, 15.3% often, 6.1% sometimes, and 5.6% rarely. On average, the

respondents indicated that they receive much support from management to engage in the

initiatives has a mean of 4.69.

Table 4.4: Descriptive Analysis on Insurance Industry Performance in Lagos State

Customer/Client
Acquisition

VE EF PE PI IE VI Mean

How effective do
you feel your team
converts leads into
policyholders?

60
(15.3%)

159
(40.7%)

62
(15.9%)

9
(2.3%)

6
(1.5%)

- 4.87

How would you rate
the effectiveness of
your current
marketing strategies
in attracting new
customers?

47
(12.0%)

154
(39.4%)

68
(17.4%)

24
(6.1%)

3
(0.8%)

- 4.74

How adequate do
you find the training
programs provided
to your sales team in
terms of improving
customer
acquisition?

63
(16.1%)

132
(33.8%)

80
(20.5%)

12
(3.1%)

9
(2.3%)

- 4.77

How well do you
believe you are
penetrating your
target markets?

42
(10.7%)

126
(32.2%)

104
(26.6%)

18
(4.6%)

3
(0.8%)

3
(0.8%)

4.60

How effective do
you consider your
customer referral
programs to be in

59
(75.7%)

59
(15.1%)

142
(36.3%)

77
(19.7%)

12
(3.1%)

6
(1.5%)

4.80
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acquiring new
customers?
How would you rate
the use of
technology in your
customer acquisition
processes?

58
(14.8%)

126
(32.2%)

91
(23.3%)

15
(3.8%)

6
(1.5%)

- 4.73

Weighted Mean 4.75
Profitability VE EF PE PI IE VI MEAN
How effective do
you think your
company manages
its operational
expenses?

94
(24.0%)

105
(26.9%)

73
(18.7%)

18
(4.6%)

3
(0.8%)

3
(0.8%)

4.88

How well do you
believe your pricing
strategies contribute
to overall
profitability?

80
(20.5%)

148
(37.9%)

50
(12.8%)

15
(3.8%)

3
(0.8%)

- 4.97

How satisfied are
you with the
performance of your
investment strategies
in enhancing
profitability?

103
(26.3%)

137
(35.0%)

47
(12.0%)

9
(2.3%)

- - 5.13

How effective do
you find our
underwriting
policies in
maintaining
profitability?

72
(18.4%)

153
(39.1%)

59
(15.1%)

6
(1.5%)

6
(1.5%)

- 4.94

How well does your
company perform in
conducting cost-
benefit analyses for
new projects or
initiatives?

69
(17.6%)

145
(37.1%)

64
(16.4%)

12
(3.1%)

6
(1.5%)

- 4.88

How would you rate
your profit margins
over the past fiscal
year?

93
(23.8%)

139
(35.5%)

49
(12.5%)

6
(1.5%)

9
(2.3%)

- 5.02

Weighted Mean 4.97
Customer/Client
Satisfaction

VE EF PE PI IE VI MEAN

How effective do
you gather and act
on customer
feedback?

86
(22.0%)

137
(35.0%)

50
(12.8%)

20
(5.1%)

3
(0.8%)

- 4.96

How satisfied are 76 137 62 15 3 3 4.88
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you with the speed
and accuracy of your
claim processing?

(19.4%) (35.0%) (15.9%) (3.8%) (0.8%) (0.8%)

How adequate do
you find the training
programs provided
to your customer
service
representatives?

67
(17.1%)

136
(34.8%)

78
(19.9%)

6
(1.5%)

9
(2.3%)

- 4.83

How satisfied are
you with the range
of insurance
products you offer to
your customers?

51
(13.0%)

149
(38.1%)

81
(20.7%)

9
(2.3%)

6
(1.5%)

- 4.78

How well do you
believe you are
performing in terms
of customer
retention?

72
(18.4%)

162
(41.4%)

53
(13.6%)

3
(0.8%)

6
(1.5%)

- 4.95

How effective do
you think your
company resolves
customer problems
and complaints?

81
(20.7%)

168
(43.0%)

38
(9.7%)

3
(0.8%)

3
(0.8%)

3
(0.8%)

5.05

Weighted Mean 4.91
Loss Development VE EF PE PI IE VI MEAN
How would you rate
the effectiveness of
your risk assessment
procedures in
minimizing losses?

76
(19.4%)

140
(35.8%)

67
(17.1%)

10
(2.6%)

3
(0.8%)

- 4.93

How effective do
you believe your
fraud detection
measures are in
preventing
fraudulent claims?

77
(19.7%)

136
(34.8%)

68
(17.4%)

12
(3.1%)

3
(0.8%0

- 4.92

How well do you
monitor and manage
your loss ratios?

77
(19.7%)

145
(37.1%)

43
(11.0%)

25
(6.4%)

3
(0.8%)

3
(0.8%)

4.88

How effective are
your reinsurance
strategies in
mitigating loss
exposure?

74
(18.9%)

144
(36.8%)

59
(15.1%)

13
(3.3%)

3
(0.8%)

3
(0.8%)

4.89

How satisfied are
you with your
catastrophe
modelling and

56
(14.3%)

149
(38.1%)

79
(20.2%)

6
(1.5%)

3
(0.8%)

3
(0.8%)

4.81
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preparedness
measures?
How would you rate
the efficiency of
your claims
handling processes
in reducing loss
development?

65
(16.6%)

153
(39.1%)

60
(15.3%)

9
(2.3%)

6
(1.5%)

3
(0.8%)

4.85

Weighted Mean 4.88

According to results in Table 4.4 15.3% of the respondents are rated very effective that their

team converts leads into policyholders, 40.7% effective, 15.9% partially effective, 2.3%

partially ineffective, and 1.5% ineffective. On average, the respondents indicated that their

team converts leads into policyholders has a mean of 4.87. Results also indicated that 12.0%

of the respondents are rated very effective that they have current marketing strategies in

attracting new customers, 39.4% effective, 17.4% partially effective, 6.1% partially

ineffective, and 0.8% ineffective. On average, the respondents indicated that they have

current marketing strategies in attracting new customers has a mean of 4.74. Results indicated

that 16.1% of the respondents are rated very effective that the training programs provided to

their sales team improves customer acquisition, 33.8% effective, 20.5% partially effective,

3.1% partially ineffective, and 2.3% ineffective. On average, the respondents indicated that

the training programs provided to their sales team improves customer acquisition has a mean

of 4.77. Results also indicated that 10.7% of the respondents are rated very effective that they

believe they penetrate their target markets, 32.2% effective, 26.6% partially effective, 4.6%

partially ineffective, 0.8% ineffective, and 0.8% very ineffective. On average, the

respondents indicated that they believe they penetrate their target markets has a mean of 4.60.

Results also indicated that 75.7% of the respondents are rated very effective that they

consider their customer referral programs to be in acquiring new customers, 15.1% effective,

36.3% partially effective, 19.7% partially ineffective, 3.1% ineffective, and 1.5% very
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ineffective. On average, the respondents indicated that they consider their customer referral

programs to be in acquiring new customers has a mean of 4.80. Results also indicated that

14.8% of the respondents rated very effective that they use technology in their customer

acquisition processes, 32.2% effective, 23.3% partially effective, 3.8% partially ineffective,

and 1.5% ineffective. On average, the respondents indicated that they use technology in their

customer acquisition processes has a mean of 4.73.

According to results in Table 4.4 24.0% of the respondents are rated very effective that they

think their company manages its operational expenses, 26.9% effective, 18.7% partially

effective, 4.6% partially ineffective, 0.8% ineffective, and 0.8% very ineffective. On average,

the respondents indicated that they think their company manages its operational expenses has

a mean of 4.88. Results also indicated that 20.5% of the respondents are rated very effective

that they believe their pricing strategies contribute to overall profitability, 37.9% effective,

12.8% partially effective, 3.8% partially ineffective, and 0.8% ineffective. On average, the

respondents indicated that they believe their pricing strategies contribute to overall

profitability has a mean of 4.97. Results indicated that 26.3% of the respondents are rated

very effective that they are satisfied with the performance of their investment strategies in

enhancing profitability, 35.0% effective, 12.0% partially effective, and 2.3% partially

ineffective. On average, the respondents indicated that they are satisfied with the performance

of their investment strategies in enhancing profitability has a mean of 5.13. Results also

indicated that 18.4% of the respondents are rated very effective that they find underwriting

policies in maintaining profitability, 39.1% effective, 15.1% partially effective, 1.5% partially

ineffective, and 1.5% ineffective. On average, the respondents indicated that they find

underwriting policies in maintaining profitability has a mean of 4.94. Results also indicated

that 17.6% of the respondents are rated very effective that their company perform well in

conducting cost-benefit analyses for new projects or initiatives, 37.1% effective, 16.4%
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partially effective, 3.1% partially ineffective, and 1.5% ineffective. On average, the

respondents indicated that their company perform well in conducting cost-benefit analyses

for new projects or initiatives has a mean of 4.88. Results also indicated that 23.8% of the

respondents rated very effective that they would rate their profit margins over the past fiscal

year, 35.5% effective, 12.5% partially effective, 1.5% partially ineffective, and 2.3%

ineffective. On average, the respondents indicated that they would rate their profit margins

over the past fiscal year has a mean of 5.02.

According to results in Table 4.4 24.0% of the respondents are rated very effective that they

think their company manages its operational expenses, 26.9% effective, 18.7% partially

effective, 4.6% partially ineffective, 0.8% ineffective, and 0.8% very ineffective. On average,

the respondents indicated that they think their company manages its operational expenses has

a mean of 4.88. Results also indicated that 20.5% of the respondents are rated very effective

that they believe their pricing strategies contribute to overall profitability, 37.9% effective,

12.8% partially effective, 3.8% partially ineffective, and 0.8% ineffective. On average, the

respondents indicated that they believe their pricing strategies contribute to overall

profitability has a mean of 4.97. Results indicated that 26.3% of the respondents are rated

very effective that they are satisfied with the performance of their investment strategies in

enhancing profitability, 35.0% effective, 12.0% partially effective, and 2.3% partially

ineffective. On average, the respondents indicated that they are satisfied with the performance

of their investment strategies in enhancing profitability has a mean of 5.13. Results also

indicated that 18.4% of the respondents are rated very effective that they find underwriting

policies in maintaining profitability, 39.1% effective, 15.1% partially effective, 1.5% partially

ineffective, and 1.5% ineffective. On average, the respondents indicated that they find

underwriting policies in maintaining profitability has a mean of 4.94. Results also indicated

that 17.6% of the respondents are rated very effective that their company perform well in
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conducting cost-benefit analyses for new projects or initiatives, 37.1% effective, 16.4%

partially effective, 3.1% partially ineffective, and 1.5% ineffective. On average, the

respondents indicated that their company perform well in conducting cost-benefit analyses

for new projects or initiatives has a mean of 4.88. Results also indicated that 23.8% of the

respondents rated very effective that they would rate their profit margins over the past fiscal

year, 35.5% effective, 12.5% partially effective, 1.5% partially ineffective, and 2.3%

ineffective. On average, the respondents indicated that they would rate their profit margins

over the past fiscal year has a mean of 5.02.

According to results in Table 4.4 22.0% of the respondents are rated very effective that they

gather and act on customer feedback, 35.0% effective, 12.8% partially effective, 5.1%

partially ineffective, and 0.8% ineffective. On average, the respondents indicated that they

gather and act on customer feedback has a mean of 4.96. Results also indicated that 19.4% of

the respondents are rated very effective that they are satisfied with the speed and accuracy of

their claim processing, 35.0% effective, 15.9% partially effective, 3.8% partially ineffective,

0.8% ineffective, and 0.8% very ineffective. On average, the respondents indicated that they

are satisfied with the speed and accuracy of their claim processing has a mean of 4.88.

Results indicated that 17.1% of the respondents are rated very effective that they find the

training programs provided to their customer service representatives adequate, 34.8%

effective, 19.9% partially effective, 1.5% partially ineffective, and 2.3% ineffective. On

average, the respondents indicated that they find the training programs provided to their

customer service representatives adequate has a mean of 4.83. Results also indicated that

13.0% of the respondents are rated very effective that they are satisfied with the range of

insurance products they offer to their customers, 38.1% effective, 20.7% partially effective,

2.3% partially ineffective, and 1.5% ineffective. On average, the respondents indicated that

they are satisfied with the range of insurance products they offer to their customers has a
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mean of 4.78. Results also indicated that 18.4% of the respondents are rated very effective

that they believe they are performing in terms of customer retention, 41.4% effective, 13.6%

partially effective, 0.8% partially ineffective, and 1.5% ineffective. On average, the

respondents indicated that they believe they are performing in terms of customer retention

has a mean of 4.95. Results also indicated that 20.7% of the respondents rated very effective

that they think their company resolves customer problems and complaints, 43.0% effective,

9.7% partially effective, 0.8% partially ineffective, 0.8% ineffective, and 0.8% very

ineffective. On average, the respondents indicated that they think their company resolves

customer problems and complaints has a mean of 5.05.

According to results in Table 4.4, 19.4% of the respondents are rated very effective of their

risk assessment procedures in minimizing losses, 35.8% effective, 17.1% partially effective,

2.6% partially ineffective, and 0.8% ineffective. On average, the respondents indicated the

effectiveness of their risk assessment procedures in minimizing losses has a mean of 4.93.

Results also indicated that 19.7% of the respondents are rated very effective that they believe

their fraud detection measures are preventing fraudulent claims, 34.8% effective, 17.4%

partially effective, 3.1% partially ineffective, and 0.8% ineffective. On average, the

respondents indicated that they believe their fraud detection measures are preventing

fraudulent claims has a mean of 4.92. Results indicated that 19.7% of the respondents are

rated very effective that they monitor and manage their loss ratios, 37.1% effective, 11.0%

partially effective, 6.4% partially ineffective, 0.8% ineffective, and 0.8% very ineffective. On

average, the respondents indicated that they monitor and manage their loss ratios has a mean

of 4.88. Results also indicated that 18.9% of the respondents are rated very effective that they

have reinsurance strategies in mitigating loss exposure, 36.8% effective, 15.1% partially

effective, 3.3% partially ineffective, 0.8% ineffective, and 0.8% very ineffective. On average,

the respondents indicated that they have reinsurance strategies in mitigating loss exposure has
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a mean of 4.89. Results also indicated that 14.3% of the respondents are rated very effective

that they are satisfied with their catastrophe modelling and preparedness measures, 38.1%

effective, 20.2% partially effective, 1.5% partially ineffective, 0.8% ineffective, and 0.8%

very ineffective. On average, the respondents indicated that they are satisfied with their

catastrophe modelling and preparedness measures has a mean of 4.81. Results also indicated

that 16.6% of the respondents rated very effective of their claims handling processes in

reducing loss development, 39.1% effective, 15.3% partially effective, 2.3% partially

ineffective, 1.5% ineffective, and 0.8% very ineffective. On average, the respondents

indicated that there is efficiency of their claims handling processes in reducing loss

development has a mean of 4.85.

Table 4.5: Descriptive Analysis on Regulatory support

Regulatory
support

VE EF PE PI IE VI Mean

How effective does
the regulatory
authority provide
guidance and
support to
insurance
companies for
compliance?

52
(13.3%)

151
(38.6%)

62
(15.9%)

19
(4.9%)

9
(2.3%)

3
(0.8%)

4.71

How effective are
the regulations
influencing the
ability of insurance
companies to
introduce new
products?

61
(15.6%)

133
(34.0%)

70
(17.9%)

14
(3.6%)

12
(3.1%)

6
(1.5%)

4.67

How effective is
the enforcement of
regulations by the
regulatory authority

65
(16.6%)

131
(33.5%)

62
(15.9%)

23
(5.9%)

9
(2.3%)

6
(1.5%)

4.68

How effective are
the regulatory
authority's
measures in
protecting
consumers in the

81
(20.7%)

116
(29.7%)

74
(18.9%)

22
(5.6%)

3
(0.8%)

- 4.84
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insurance industry?
How effective are
the communication
channels between
the regulatory
authority and
insurance
companies?

56
(14.3%)

147
(37.6%)

68
(17.4%)

16
(4.1%)

9
(2.3%)

- 4.76

How effective does
the regulatory
authority support
the expansion of
the insurance
market?

46
(11.8%)

129
(33.0%)

87
(22.3%)

19
(4.9%)

12
(3.1%)

3
(0.8%)

4.57

How effective is
the regulatory
authority in
resolving conflicts
between insurance
companies and
consumers?

64
(16.4%)

120
(30.7%)

84
(21.5%)

16
(4.1%)

9
(2.3%)

3
(0.8%)

4.69

Weighted Mean 4.70

Source: Field Survey Results (2024)

According to results in Table 4.5, 13.3% of the respondents are rated very effective that

regulatory authority provides guidance and support to insurance companies for compliance,

38.6% effective, 15.9% partially effective, 4.9% partially ineffective, 2.3% ineffective, and

0.8% very ineffective. On average, the respondents indicated that regulatory authority

provide guidance and support to insurance companies for compliance has a mean of 4.71.

Results also indicated that 15.6% of the respondents are rated very effective that there are

regulations influencing the ability of insurance companies to introduce new products, 34.0%

effective, 17.9% partially effective, 3.6% partially ineffective, 3.1% ineffective, and 1,5%

very ineffective. On average, the respondents indicated that there are regulations influencing

the ability of insurance companies to introduce new products has a mean of 4.67. Results

indicated that 16.6% of the respondents are rated very effective that there is enforcement of

regulations by the regulatory authority, 33.5% effective, 15.9% partially effective, 5.9%

partially ineffective, 2.3% ineffective, and 1.5% very ineffective. On average, the
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respondents indicated that there is enforcement of regulations by the regulatory authority has

a mean of 4.68. Results also indicated that 20.7% of the respondents are rated very effective

that there are regulatory authority's measures in protecting consumers in the insurance

industry, 29.7% effective, 18.9% partially effective, 5.6% partially ineffective, and 0.8%

ineffective. On average, the respondents indicated that there are regulatory authority's

measures in protecting consumers in the insurance industry has a mean of 4.84. results also

indicated that 14.3% of the respondents are rated very effective that there are communication

channels between the regulatory authority and insurance companies, 37.6% effective, 17.4%

partially effective, 4.1% partially ineffective, and 2.3% ineffective. On average, the

respondents indicated that there are communication channels between the regulatory

authority and insurance companies has a mean of 4.76. Results also indicated that 11.8% of

the respondents rated very effective that the regulatory authority support the expansion of the

insurance market, 33.0% effective, 22.3% partially effective, 4.9% partially ineffective, 3.1%

ineffective, and 0.8% very ineffective. On average, the respondents indicated that the

regulatory authority support the expansion of the insurance market has a mean of 4.57. results

also indicated that 16.4% of the respondents rated very effective that there is regulatory

authority in resolving conflicts between insurance companies and consumers, 30.7% effective,

21.5% partially effective, 4.1% partially ineffective, 2.3% ineffective, and 0.8% very

ineffective. On average, the respondents indicated that there is regulatory authority in

resolving conflicts between insurance companies and consumers has a mean of 4.69.

4.2 Test of Hypotheses

Hypothesis One

H01: Contextual factors have no significant effect on client acquisition of Insurance Industry

operators in Lagos State, Nigeria.
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In order to test the hypothesis, linear multiple regression analysis was used. In the analysis,

the values of client acquisition were regressed on the values of each of the values of

contextual factors. The data for Contextual factors was generated by summing responses of

all items including customer education, product innovation, technology integration, crisis

management preparedness, and social responsibility initiative respectively while that of client

acquisition was generated by adding responses of all items used to measure the variable. The

regression test results are presented in Tables 4.6.

Table 4.6: Summary of Multiple Regression Analysis for the Effect of Contextual
Factors on Client Acquisition of Insurance Industry operators in Lagos State, Nigeria

Model Beta t Sig. R R2 Adj.
R2

Anova
Sig.

F(df)

0.537 0.289 .280 0.000b 31.271
(5,38)

(Constant)
2.695 15.65

4 .000

Customer education
.067 1.231 .219

Product innovation .162 3.252 .001

Technology
integration .101 3.195 .002

Crisis management
preparedness -.005 -.127 .899

Social Responsibility
Initiative .136 2.929 .004

a. Dependent Variable: Client acquisition
b. Predictors: (Constant), Customer education, Product innovation, Technology integration,

Crisis management preparedness, and Social responsibility
Source: Researcher’s Field Survey Results (2024)

Table 4.6 presents the results of multiple regression analysis for the effect of contextual

factors on client acquisition of insurance industry operators in Lagos State, Nigeria. Table 4.6

presents a model summary which establishes how the model equation fits into the data. The

Adj R2was used to establish the predictive power of the study’s model. From the results,

contextual factors (customer education, product innovation, technology integration, crisis
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management preparedness, and social responsibility initiative) have positive relationship with

client acquisition of insurance industry operators (R = 0.537, p=0.000). The Adjusted

coefficient of determination (Adj. R2) of 0.280 shows that contextual factors explained 28%

of the variation in client acquisition of insurance industry operators under study while the

remaining 72% variation in client acquisition is explained by other exogenous variable

different from contextual factors examined. This result suggests that contextual factors’

influence 28% of client acquisition of insurance industry operators in Lagos State. Scholars

provided threshold for Adj. R2Values of 0.02, 0.15, and 0.35, represents small, medium, and

large effects respectively (Cohen, 1988). The Adj.R2 of 0.280 according to Cohen’s Adj.R2

criterion suggest that the effect of contextual factors on client acquisition of insurance

industry operators in Lagos State, Nigeria is medium.

Table 4.6 presents the results of ANOVA (overall model significance) of regression test

which revealed that the combined Contextual factors have a significant effect on client

acquisition of insurance industry operators in Lagos State. This can be explained by the F-

value (31.271) and low p-value (0.000) which is statistically significant at 95% confidence

interval. Hence, the result posited that contextual factors deployed by the insurance industry

operators in Lagos State influenced their client acquisition.

Furthermore, the results of regression coefficients which revealed that a positive relative

effect was reported for product innovation, technology integration, and social responsibility

initiative while insignificant relative effect was discovered for customer education and crisis

management preparedness components of contextual factors. Further, the results reveal that at

95% confidence level, product innovation (β = 0.162, p= 0.001), technology integration (β =

0.101, p= 0.002), and social responsibility initiative (β = 0.136, p=0.004) of the insurance

industry operators in Lagos State were statistically significant as the p-values were less than
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0.05 and the t-values greater than 1.96. Based on coefficient of regression table 4.6, the

regression model is restated as follows:

CA = 2.695 + 0.162PI + 0.101TI + 0.136SRI ………… Eq. (i)

Where: CA = Client Acquisition

PI = Product Innovation

TI = Technology Integration

SRI= Social Responsibility Initiative

According to the regression equation above, taking all factors constant at zero, client

acquisition of insurance industry operators in Lagos State 2.695. The result also indicates that

taking all other independent variables at zero, a unit change in product innovation will lead to

a 0.162 increase in client acquisition of insurance industry operators in Lagos State given that

all other factors are held constant. Similarly, the results also revealed that a unit change in

technology integration will lead to a 0.101 increase in client acquisition of insurance industry

operators in Lagos State given that all other factors are held constant. Also, the results also

revealed that a unit change in social responsibility initiative will lead to a 0.136 increase in

client acquisition of insurance industry operators in Lagos State given that all other factors

are held constant. Overall, from the results, social responsibility initiative had the highest

relative effect on the client acquisition of insurance industry operators in Lagos State, Nigeria

with a coefficient of 0.197 and t value of 2.929. This is followed by product innovation with a

coefficient of 0.162 and t value of 3.252. Lastly in third position is technology integration

with a coefficient of 0.101 and t value of 3.195. Based on the results, this study can conclude

that contextual factors significantly influence client acquisition of insurance industry

operators in Lagos State, Nigeria. On the strength of this result (Adj R2= 0.280, F(5,385)=

31.271, p= 0.000), this study rejects the null hypothesis one (H01) which states that
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contextual factors have no significant effects on client acquisition of insurance industry

operators in Lagos State, Nigeria.

Hypothesis Two

H02: Contextual factors have no significant effect on profitability of insurance industry

operators in Lagos State, Nigeria.

In order to test the hypothesis, linear multiple regression analysis was used. In the analysis,

the values of profitability were regressed on the values of each of the values of contextual

factors. The data for contextual factors was generated by summing responses of all items

including customer education, product innovation, technology integration, crisis management

preparedness, and social responsibility initiative respectively while that of profitability was

generated by adding responses of all items used to measure the variable. The regression test

results are presented in Tables 4.7.

Table 4.7: Summary of Multiple Regression Analysis for the Effect of Contextual
Factors on Profitability of Insurance Industry operators in Lagos State, Nigeria

Model Beta t Sig. R R2 Adj.
R2

Anova
Sig.

F(df)

.554a .306 0.297 0.000b 34.017(5,385)
(Constant)

3.002 17.799 .000

Customer
education .075 1.418 .157

Product innovation .117 2.391 .017
Technology
integration .083 2.681 .008

Crisis management
preparedness .171 4.150 .000

Social
Responsibility
Initiative

-.003 -.068 .946
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c. Dependent Variable: Profitability
d. Predictors: (Constant), Customer education, Product innovation, Technology integration,

Crisis management preparedness, and Social responsibility
Source: Researcher’s Field Survey Results (2024)

Table 4.7 presents the results of multiple regression analysis for the effect of contextual

factors on profitability of insurance industry operators in Lagos State, Nigeria. Table 4.7

presents a model summary which establishes how the model equation fits into the data. The

Adj R2was used to establish the predictive power of the study’s model. From the results,

Contextual factors (customer education, product innovation, technology integration, crisis

management preparedness, and social responsibility initiative) have positive relationship with

profitability of insurance industry operators (R = 0.554, p=0.000). The Adjusted coefficient

of determination (Adj. R2) of 0.297 shows that contextual factors explained 29.7% of the

variation in profitability of insurance industry operators under study while the remaining

70.3% variation in profitability is explained by other exogenous variable different from

contextual factors examined. This result suggests that contextual factors’ influence 29.7% of

profitability of insurance industry operators in Lagos State. Scholars provided threshold for

Adj. R2 Values of 0.02, 0.15, and 0.35, represents small, medium, and large effects

respectively (Cohen, 1988). The Adj.R2 of 0.297 according to Cohen’s Adj.R2 criterion

suggest that the effect of contextual factors on profitability of insurance industry operators in

Lagos State, Nigeria is medium.

Table 4.7 presents the results of ANOVA (overall model significance) of regression test

which revealed that the combined contextual factors have a significant effect on profitability

of insurance industry operators in Lagos State. This can be explained by the F-value (34.017)

and low p-value (0.000) which is statistically significant at 95% confidence interval. Hence,
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the result posited that contextual factors deployed by the insurance industry operators in

Lagos State influenced their profitability.

Furthermore, the results of regression coefficients which revealed that a positive relative

effect was reported for product innovation, technology integration, and crisis management

preparedness while insignificant relative effect was discovered for customer education and

social responsibility initiative components of contextual factors. Further, the results reveal

that at 95% confidence level, product innovation (β = 0.117, p= 0.017), technology

integration (β = 0.083, p= 0.008), and crisis management preparedness (β = 0.171, p=0.000)

of the insurance industry operators in Lagos State were statistically significant as the p-values

were less than 0.05 and the t-values greater than 1.96. Based on coefficient of regression table

4.7, the regression model is restated as follows:

PF = 3.002 + 0.117PI + 0.083TI + 0.171CMP………… Eq. (ii)

Where: PF = Profitability

PI = Product Innovation

TI = Technology Integration

CMP= Crisis Management Preparedness

According to the regression equation above, taking all factors constant at zero, profitability of

insurance industry operators in Lagos State 3.002. The result also indicates that taking all

other independent variables at zero, a unit change in product innovation will lead to a 0.117

increase in profitability of insurance industry operators in Lagos State given that all other

factors are held constant. Similarly, the results also revealed that a unit change in technology

integration will lead to a 0.083 increase in profitability of insurance industry operators in

Lagos State given that all other factors are held constant. Also, the results also revealed that a

unit change in crisis management preparedness will lead to a 0.171 increase in profitability of
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insurance industry operators in Lagos State given that all other factors are held constant.

Overall, from the results, crisis management preparedness had the highest relative effect on

the profitability of insurance industry operators in Lagos State, Nigeria with a coefficient of

0.171 and t value of 4.150. This is followed by product innovation with a coefficient of 0.117

and t value of 2.391. Lastly in third position is technology integration with a coefficient of

0.083 and t value of 2.681. Based on the results, this study can conclude that contextual

factors significantly influence profitability of insurance industry operators in Lagos State,

Nigeria. On the strength of this result (Adj R2= 0.297, F(5,385)= 34.017, p= 0.000), this study

rejects the null hypothesis two (H02) which states that contextual factors have no significant

effects on profitability of insurance industry operators in Lagos State, Nigeria.

Hypothesis Three

H03: Contextual factors have no significant effect on client satisfaction of insurance industry

operators in Lagos State, Nigeria.

In order to test the hypothesis, linear multiple regression analysis was used. In the analysis,

the values of client satisfaction were regressed on the values of each of the values of

contextual factors. The data for contextual factors was generated by summing responses of all

items including customer education, product innovation, technology integration, crisis

management preparedness, and social responsibility initiative respectively while that of client

satisfaction was generated by adding responses of all items used to measure the variable. The

regression test results are presented in Tables 4.8.

Table 4.8: Summary of Multiple Regression Analysis for the Effect of Contextual
Factors on Client Satisfaction of Insurance Industry operators in Lagos State, Nigeria

Model Beta t Sig. R R2 Adj.
R2

Anova
Sig.

F(df)

.518a .269 .259 0.000b 28.270(5,385)
(Constant)

2.924 15.967 .000



162

Customer education
.188 3.260 .001

Product innovation .139 2.617 .009

Technology
integration .033 .980 .328

Crisis management
preparedness .041 .917 .360

Social
Responsibility
Initiative

.050 1.009 .314

e. Dependent Variable: Client satisfaction
f. Predictors: (Constant), Customer education, Product innovation, Technology integration,

Crisis management preparedness, and Social responsibility
Source: Researcher’s Field Survey Results (2024)

Table 4.8 presents the results of multiple regression analysis for the effect of contextual

factors on client satisfaction of insurance industry operators in Lagos State, Nigeria. Table

4.x presents a model summary which establishes how the model equation fits into the data.

The Adj R2was used to establish the predictive power of the study’s model. From the results,

contextual factors (customer education, product innovation, technology integration, crisis

management preparedness, and social responsibility initiative) have positive relationship with

client satisfaction of insurance industry operators (R = 0.518, p=0.000). The Adjusted

coefficient of determination (Adj. R2) of 0.259 shows that contextual factors predict 25.9% of

the changes in client satisfaction of insurance industry operators under study while the

remaining 24.1% variation in client satisfaction is explained by other external variables

different from contextual factors examined. This result suggests that contextual factors’

influence 25.9% of client satisfaction of insurance industry operators in Lagos State. Scholars

provided threshold for Adj. R2Values of 0.02, 0.15, and 0.35, represents small, medium, and

large effects respectively (Cohen, 1988). The Adj.R2 of 0.259 according to Cohen’s Adj.R2

criterion suggest that the effect of contextual factors on client satisfaction of insurance

industry operators in Lagos State, Nigeria is medium.



163

Table 4.8 presents the results of ANOVA (overall model significance) of regression test

which revealed that the combined contextual factors have a significant effect on client

satisfaction of insurance industry operators in Lagos State. This can be explained by the F-

value (28.270) and low p-value (0.000) which is statistically significant at 95% confidence

interval. Hence, the result posited that contextual factors deployed by the insurance industry

operators in Lagos State influenced their client satisfaction.

Furthermore, the results of regression coefficients which revealed that a positive relative

effect was reported for customer education and product innovation while insignificant

relative effect was discovered for technology integration, crisis management preparedness

and social responsibility initiative components of contextual factors. Further, the results

reveal that at 95% confidence level, customer education (β = 0.188, p= 0.001), and product

innovation (β = 0.139, p= 0.009) of the insurance industry operators in Lagos State were

statistically significant as the p-values were less than 0.05 and the t-values greater than 1.96.

Based on coefficient of regression Table 4.8, the regression model is restated as follows:

CS = 2.924 + 0.188CE + 0.139PI ………… Eq. (iii)

Where: CS = Client Satisfaction

CE= Customer Education

PI = Product Innovation

According to the regression equation above, taking all factors constant at zero, client

satisfaction of insurance industry operators in Lagos State 2.924. The result also indicates

that taking all other independent variables at zero, a unit change in customer education will

lead to a 0.188 increase in client satisfaction of insurance industry operators in Lagos State

given that all other factors are held constant. Similarly, the results also revealed that a unit

change in product innovation will lead to a 0.139 increase in client satisfaction of insurance
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industry operators in Lagos State given that all other factors are held constant. Overall, from

the results, customer education had the highest relative effect on the client satisfaction of

insurance industry operators in Lagos State, Nigeria with a coefficient of 0.188 and t value of

3.260. This is followed by product innovation with a coefficient of 0.139 and t value of 2.617.

Based on the results, this study can conclude that contextual factors significantly influence

client satisfaction of insurance industry operators in Lagos State, Nigeria. On the strength of

this result (Adj R2= 0.259, F(5,385)= 28.270, p= 0.000), this study rejects the null hypothesis

three (H03) which states that contextual factors have no significant effects on client

satisfaction of insurance industry operators in Lagos State, Nigeria.

Hypothesis Four

H04: Contextual factors have no significant effect on loss development of insurance industry

operators in Lagos State, Nigeria.

In order to test the hypothesis, linear multiple regression analysis was used. In the analysis,

the values of loss development were regressed on the values of each of the values of

contextual factors. The data for contextual factors was generated by summing responses of all

items including customer education, product innovation, technology integration, crisis

management preparedness, and social responsibility initiative respectively while that of loss

development was generated by adding responses of all items used to measure the variable.

The regression test results are presented in Tables 4.9.

Table 4.9: Summary of Multiple Regression Analysis for the Effect of Contextual
Factors on Loss Development of Insurance Industry Operators in Lagos State, Nigeria

Model Beta t Sig. R R2 Adj.
R2

Anova
Sig.

F(df)

0.450a .203 .192 0.000b 19.558(5,385)
(Constant)

3.069 15.977 .000
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Customer
education .140 2.311 .021

Product innovation
.013 .225 .822

Technology
integration .091 2.588 .010

Crisis management
preparedness .081 1.736 .083

Social
Responsibility
Initiative

.079 1.519 .129

g. Dependent Variable: Loss development
h. Predictors: (Constant), Customer education, Product innovation, Technology integration,

Crisis management preparedness, and Social responsibility
Source: Researcher’s Field Survey Results (2024)

Table 4.9 presents the results of multiple regression analysis for the effect of contextual

factors on loss development of insurance industry operators in Lagos State, Nigeria. Table 4.9

presents a model summary which establishes how the model equation fits into the data. The

Adj R2was used to establish the predictive power of the study’s model. From the results,

contextual factors (customer education, product innovation, technology integration, crisis

management preparedness, and social responsibility initiative) have positive relationship with

loss development of insurance industry operators (R = 0.450, p=0.000). The Adjusted

coefficient of determination (Adj. R2) of 0.192 shows that contextual factors predict 19.2% of

the changes in loss development of insurance industry operators under study while the

remaining 80.8% variation in loss development is explained by other external variables

different from contextual factors examined. This result suggests that contextual factors’

influence 19.2% of loss development of insurance industry operators in Lagos State. Scholars

provided threshold for Adj. R2Values of 0.02, 0.15, and 0.35, represents small, medium, and

large effects respectively (Cohen, 1988). The Adj.R2 of 0.192 according to Cohen’s Adj.R2
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criterion suggest that the effect of contextual factors on loss development of insurance

industry operators in Lagos State, Nigeria is medium.

Table 4.9 presents the results of ANOVA (overall model significance) of regression test

which revealed that the combined contextual factors have a significant effect on loss

development of insurance industry operators in Lagos State. This can be explained by the F-

value (19.558) and low p-value (0.000) which is statistically significant at 95% confidence

interval. Hence, the result posited that contextual factors deployed by the insurance industry

operators in Lagos State influenced their loss development.

Furthermore, the results of regression coefficients which revealed that a positive relative

effect was reported for customer education and technology integration while insignificant

relative effect was discovered for product innovation, crisis management preparedness, and

social responsibility initiative components of contextual factors. Further, the results reveal

that at 95% confidence level, customer education (β = 0.140, p= 0.021), and technology

integration (β = 0.091, p= 0.010) of the insurance industry operators in Lagos State were

statistically significant as the p-values were less than 0.05 and the t-values greater than 1.96.

Based on coefficient of regression table 4.9, the regression model is restated as follows:

LD = 3.069 + 0.140CE + 0.091TI ………… Eq. (iv)

Where: LD = Loss development

CE= Customer Education

TI = Technology Integration

According to the regression equation above, taking all factors constant at zero, loss

development of insurance industry operators in Lagos State 3.069. The result also indicates

that taking all other independent variables at zero, a unit change in customer education will
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lead to a 0.140 increase in loss development of insurance industry operators in Lagos State

given that all other factors are held constant. Similarly, the results also revealed that a unit

change in technology integration will lead to a 0.091 increase in loss development of

insurance industry operators in Lagos State given that all other factors are held constant.

Overall, from the results, customer education had the highest relative effect on the loss

development of insurance industry operators in Lagos State, Nigeria with a coefficient of

0.140 and t value of 2.311. This is followed by technology Integration with a coefficient of

0.091 and t value of 2.588. Based on the results, this study can conclude that contextual

factors significantly influence loss development of insurance industry operators in Lagos

State, Nigeria. On the strength of this result (Adj R2= 0.192, F(5,385)= 19.558, p= 0.000), this

study rejects the null hypothesis four (H04) which states that contextual factors have no

significant effects on loss development of insurance industry operators in Lagos State,

Nigeria.

Hypothesis Five

H05: Regulatory support has no significant moderating effect on the relationship between

contextual factors and performance of insurance industry operators in Lagos State, Nigeria.

To evaluate the null hypothesis five, hierarchical regression was applied whereby the analysis

was carried out in the order of hierarchy. A composite score was obtained for contextual

factors as adopted by the insurance industry operators in Lagos State, Nigeria and were used

in the regression analysis. Also, data for performance (Y) was created by adding responses of

all items for the variable, while that of regulatory support (Z) was obtained from adding

responses of all items for the variable. In addition, an interaction term for contextual factors

and regulatory support (Xi*Zi) was obtained by multiplying the composite score for

contextual factors, and regulatory support. The hypothesis would be supported if the effect of
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the interaction of contextual factors, and regulatory support (Xi*Zi) on performance of

insurance industry operators in Lagos State is statistically significant. The results of the

analysis step by step are presented in Table 4.10a-c.

Table 4.10: Summary of Hierarchical Regression Analysis for the Effect of Regulatory
Support on the Interaction between Contextual Factors and Performance of Insurance
Industry Operators in Lagos State, Nigeria

Model1,2 Beta t Sig. R R2 Adj.
R2

ΔR2 ΔF Sig. F
Change

(Constant) 2.934 20.867 .000 .580a .336 .335 .336 197.176 .000b

Contextual
Factors 0.435 14.042 .000

F&Anova Sig: 197.176 (1,389),
p=.000

(Constant) 3.520 28.325 .000 .739b .547 .544 .210 180.117 .000b

Contextualfactors -.092 -1.963 .050
Interaction Term .083 13.421 .000
F&Anova Sig: 234.042 (2,388),
p=.000

i. Dependent Variable: Performance
j. Predictors: (Constant), Contextual factors, Regulatory support, Contextual

factors*regulatory support
Source: Researcher’s Field Survey Results (2024)

Table 4.10 present hierarchical multiple regression results for the moderating effect of

regulatory support on the effect of contextual factors on performance of insurance industry

operators in Lagos State, Nigeria. Results in Table 4.10 model 1 summarizes the output for

the analysis if moderation effect is not considered. Therefore, in this model, the independent

variable is contextual factors.
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From the results in model 1, contextual factors have positive relationship with performance of

insurance industry operators (R = 0.580, p=0.000). The Adjusted coefficient of determination

(Adj. R2) of 0.336 shows that contextual factors predict 33.6% of the changes in performance

of insurance industry operators under study while the remaining 66.4% changes in

performance is explained by other external variables different from contextual factors

examined. This result suggests that contextual factors’ influence 33.6% of performance of

insurance industry operators in Lagos State. Scholars provided threshold for R2 Values of

0.02, 0.15, and 0.35, represents small, medium, and large effects respectively (Cohen, 1988).

The R2 of 0.336 according to Cohen’s R2 criterion suggest that the effect of contextual factors

on performance of insurance industry operators in Lagos State, Nigeria is medium. Table 4.7

presents the results of ANOVA (overall model significance) of regression test which revealed

that the combined contextual factors have a significant effect on performance of insurance

industry operators in Lagos State. This can be explained by the F-value (197.176) and low p-

value (0.000) which is statistically significant at 95% confidence interval. Hence, the result

posited that contextual factors deployed by the insurance industry operators in Lagos State

influenced their corporate performance.

Furthermore, the results of regression coefficients which revealed that a positive relative

effect was reported for contextual factors. The result suggests that at 95% confidence level,

contextual factors is (β = 0.435, p= 0.000) for the insurance industry operators in Lagos State

were statistically significant as the p-values were less than 0.05 and the t-values greater than

1.96. Based on coefficient of regression table 4.17c, the regression model is restated as

follows:

IIP = 3.069 + 0.435CFs ………… Eq. (iv)

Where: IIP = Performance

CFs = Contextual Factors
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According to the regression equation above, taking all factors constant at zero, performance

of insurance industry operators in Lagos State 3.069. The result also indicates that taking all

other independent variables at zero, a unit change in contextual factors will lead to a 0.435

increase in performance of insurance industry operators in Lagos State given that all other

factors are held constant. Based on the results, this study can conclude that contextual factors

significantly influence performance of insurance industry operators in Lagos State, Nigeria

(R2= 0.336, F(1,389)= 19.558, p= 0.000).

The second model involved the introduction of interaction term of contextual factors and

regulatory support using regression model. Result in Table 4.11 indicates that the R square

change is 0.210, and F-change of 180.117 with a corresponding p-value of 0.000 implied that

the interaction term of contextual factors and regulatory support have a positive and

significant moderating effect on performance of insurance industry operators in Lagos State,

Nigeria (p=0.000). Furthermore, the interaction term of contextual factors and regulatory

support has a beta coefficient of 0.083, and a corresponding p-value of 0.000. Hence, this

implies that regulatory support moderates the functional relationship between contextual

factors and performance of insurance industry operators in Lagos State, Nigeria. Based on

this result (ΔR2= 0.210, ΔF = 180.117, P= 0.000), this study rejects the null hypothesis five

(H05) which states that regulatory support has no significant moderating effect on the

association between contextual factors and performance of insurance industry operators in

Lagos State, Nigeria.
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Resultant Model

Contextual Factors Performance

Customer Education

Product Innovation

Technology
Integration

Customer Acquisition

Customer
Satisfaction

H01 (Adj R2= 0.280, F(5,385)= 31.271,
p= 0.000)

H02 (Adj R2= 0.297, F(5,385)= 34.017,
p= 0.000)

H03 (Adj R2= 0.259, F(5,385)= 28.270,
p= 0.000)

H05 (R2= 0.336, F(1,389)= 19.558, p= 0.000)

Loss Development
Crisis management

preparedness

Profitability

H04 (Adj R2= 0.192, F(5,385)= 19.558,
p= 0.000),

Social Responsibility
Initiatives
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Figure 4.1 Resultant Model

Source: Researcher’s resultant model 2024

Figure 4.1 presents the summary of result of the five null hypotheses tested in relation to the

insurance industry in Lagos State, Nigeria. No null hypotheses were accepted and this suggested

that contextual factors and regulatory support are critical success factors to the attainment of

superior performance for the insurance industry operator in Southwest Nigeria. This result has

implication for management and external stakeholders of the insurance industry in Southwest

Nigeria.

4.3 Discussion of Findings

The regression analysis for the effect of contextual factors on customer acquisition of

insurance industry operators suggest that contextual factors have a positive and significant

effect on customer/client acquisition of insurance industry operators in Lagos State, Nigeria.

This finding supports the conceptual importance of contextual factors as described by

scholars. Organizations that possess the ability to recognize and deploy different context-

specific strategies to manage business challenges are better prepared to achieve superior

performance. Within existing literature, this finding is also supported for example; recent

empirical studies have consistently demonstrated that various contextual factors positively

and significantly influence customer acquisition. Customer education plays a pivotal role in

shaping consumer behavior and decision-making processes. Research indicates that informed

customers are more likely to engage with a brand and make purchasing decisions, leading to

increased customer acquisition. For instance, some scholars found that businesses that invest

in educating their customers about product features, usage, and benefits see higher acquisition

Regulatory Support
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rates. This is particularly evident in sectors like technology and healthcare, where complex

products and services require a knowledgeable customer base to drive adoption1.

Product innovation is another key factor that has been shown to positively impact customer

acquisition. Empirical studies suggest that when businesses introduce novel products that

cater to changing consumer needs, they are more likely to attract new customers. A study

found that firms that continuously innovate not only retain existing customers but also appeal

to new segments, thereby boosting customer acquisition. This is especially relevant in fast-

paced industries such as telecommunications and consumer electronics, where product

differentiation through innovation becomes a competitive advantage2. Similarly, technology

integration has emerged as a crucial driver of customer acquisition. Companies that leverage

digital platforms, AI, and other emerging technologies can offer seamless, personalized

experiences that attract customers. Technology integration enhances operational efficiency

and customer interaction, which in turn increases customer satisfaction and acquisition. For

instance, in the banking sector, digital platforms that simplify transactions and provide round-

the-clock service have been found to attract more customers, particularly among younger,

tech-savvy demographics3.

Risk management preparedness also significantly influences customer acquisition,

particularly in industries where customer trust is paramount. Studies have shown that

businesses with robust risk management frameworks are perceived as more reliable, thereby

attracting risk-averse customers. This is particularly true in industries like finance and

insurance, where customers seek assurance that their investments or assets are protected. By

proactively addressing risks, such companies can build customer confidence, leading to

higher acquisition rates. Moreover, social responsibility initiatives have a profound effect on

customer acquisition. Recent studies suggest that consumers are increasingly drawn to brands
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that demonstrate ethical practices and a commitment to social causes4. For instance, a study

found that businesses engaging in corporate social responsibility (CSR) efforts, such as

environmental sustainability or community development, experienced a significant uptick in

customer acquisition. This trend is particularly notable among younger generations, who

prioritize values and ethics in their purchasing decisions5.

However, there are dissenting views on the effect of these contextual factors on customer

acquisition. Some scholars argue that the impact of contextual factors is contingent on the

industry and market dynamics. For example, a study found that while product innovation

significantly affects customer acquisition in high-tech industries, its effect is less pronounced

in more traditional sectors where customer preferences are less fluid6. Similarly, a study

suggests that while social responsibility initiatives can enhance brand image, they do not

always lead to immediate customer acquisition, particularly if customers perceive the

initiatives as inauthentic or purely profit-driven7. Additionally, a study contend that

technology integration can alienate certain customer segments, particularly older or less tech-

savvy individuals, potentially limiting its effectiveness in customer acquisition. While there is

strong empirical evidence supporting the positive effect of contextual factors such as

customer education, product innovation, technology integration, risk management

preparedness, and social responsibility initiatives on customer acquisition, dissenting views

highlight the importance of considering industry-specific dynamics and customer perceptions.

Firms must carefully balance these factors to effectively acquire and retain customers in

competitive markets8.

The regression analysis for the effect of contextual factors on profitability of insurance

industry operators suggest that contextual factors have a positive and significant effect on the

profitability of insurance industry operators in Lagos State, Nigeria. Within existing literature,
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this finding is also supported for example; recent empirical studies increasingly underscore

the importance of contextual factors in shaping profitability across various industries.

Customer education, for instance, has emerged as a key driver of profitability. A study found

that well-educated customers are more likely to adopt new products and services, leading to

higher customer retention and increased sales. The authors noted that companies investing in

customer education could expect a higher return on investment due to reduced customer

churn and enhanced customer loyalty9. Similarly, some studies argue that customer education

reduces the complexity associated with product adoption, facilitating smoother transitions

during technology upgrades and innovation10.

Product innovation is another factor frequently associated with profitability. Companies that

consistently innovate are better positioned to meet changing customer demands and maintain

competitive advantage. A report showed that firms with robust product innovation strategies

tend to experience significantly higher profit margins than those without. Product innovation

not only boosts customer satisfaction but also enables firms to command premium pricing,

further enhancing profitability. In addition, firms that integrate technology effectively tend to

optimize their operations, reducing costs and improving efficiency11. In a study conducted by

some scholars, technology integration was shown to improve profitability through cost

savings, faster processes, and more reliable supply chains. Risk management preparedness

also contributes positively to profitability, especially in industries exposed to volatile market

conditions12. A study revealed that firms with strong risk management frameworks are better

equipped to handle uncertainties, minimizing potential losses and improving overall financial

performance13. This preparedness often translates into higher investor confidence and,

ultimately, better profitability. Likewise, corporate social responsibility (CSR) initiatives

have been shown to positively affect profitability. Some scholars observed that companies

with a strong commitment to CSR tend to attract socially conscious consumers, increasing
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sales while improving brand image. Firms engaging in CSR also tend to experience reduced

employee turnover, which contributes to profitability through lowered recruitment and

training costs14.

However, dissenting views regarding the influence of these contextual factors on profitability

also exist. Some studies argue that the relationship between contextual factors and

profitability is not as straightforward. For instance, scholars suggest that overemphasis on

product innovation can sometimes backfire, particularly when innovation is misaligned with

customer needs or comes at the expense of cost management. Their research highlights cases

where aggressive innovation strategies have led to excessive R&D spending without

corresponding increases in profitability. Similarly, certain studies contest the positive effects

of technology integration15. A study found that firms investing heavily in technology

integration sometimes fail to achieve profitability gains, primarily due to high

implementation costs and a lack of adequate staff training. These dissenting submissions

suggest that while contextual factors such as customer education, product innovation,

technology integration, risk management, and CSR generally have positive effects on

profitability, their success often depends on alignment with a firm's overall strategy and

market conditions. Firms that blindly pursue these strategies without consideration of their

specific context may not realize the full benefits. Thus, the role of contextual factors in

profitability remains significant, though not universally guaranteed16.

The regression analysis for the effect of contextual factors on loss development of insurance

industry operators suggest that contextual factors have a positive and significant effect on

loss development of insurance industry operators in Lagos State, Nigeria. Within existing

literature, this finding is also supported for example; empirical studies have increasingly

emphasized the significant impact of contextual factors—such as customer education,
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product innovation, technology integration, risk management preparedness, and social

responsibility initiatives—on loss development. For instance, customer education has been

shown to positively affect organizational outcomes by reducing operational losses through

informed decision-making by clients. A study found that educated customers are better

equipped to navigate product features, thus reducing the likelihood of mismanagement or

miscommunication that could lead to losses. Similarly, product innovation has been linked to

reducing potential risks by offering solutions that are more adaptive and capable of meeting

changing market demands17. Scholars concluded that innovative products help organizations

stay competitive, mitigating financial risks that might otherwise contribute to loss

development18.

Technology integration is another critical factor that significantly reduces losses by

automating processes and enhancing decision-making capabilities. According to a recent

study firm that invest in cutting-edge technology experience a decline in operational errors,

leading to fewer loss events. The authors noted that technology serves as both a preventive

and corrective mechanism in managing risks. In the same vein, risk management

preparedness has a direct and significant effect on loss prevention19. Studies assert that

organizations with well-defined risk management frameworks are better positioned to

anticipate and mitigate losses, even during crises. Finally, social responsibility initiatives also

contribute positively to reducing loss development. Firms that actively engage in corporate

social responsibility (CSR) tend to foster trust and loyalty among their stakeholders, which

serves as a buffer against reputation-damaging events that could lead to financial losses20.

On the other hand, dissenting literature suggests that the effect of these contextual factors on

loss development may not always be straightforward or uniformly positive. For example,

while customer education is generally seen as beneficial, it could sometimes lead to increased
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scrutiny and demand for higher service standards, potentially increasing operational costs and

leading to financial strain21. Furthermore, some scholars have argued that over-reliance on

technology integration may create vulnerabilities, particularly when systems fail or when

human oversight diminishes22. Similarly, product innovation may sometimes entail higher

risk exposure, especially in industries where regulatory compliance is stringent or where

market acceptance is uncertain23. While risk management preparedness is often lauded, it can

also lead to overconfidence, where organizations underestimate unforeseen events, resulting

in unanticipated losses24. Additionally, some studies have questioned the tangible financial

returns of social responsibility initiatives, arguing that CSR can be a drain on resources,

particularly for smaller firms, and may not always mitigate loss events25. While a substantial

body of empirical evidence supports the notion that contextual factors such as customer

education, product innovation, technology integration, risk management preparedness, and

social responsibility initiatives positively influence loss development, dissenting studies

provide valuable insights into the complexities and limitations of these factors. Organizations

should consider both perspectives when formulating strategies to minimize losses.

The regression analysis for the effect of contextual factors on customer satisfaction of

insurance industry operators suggest that contextual factors have a positive and significant

effect on customer satisfaction of insurance industry operators in Lagos State, Nigeria.

Within existing literature, this finding is also supported for example; recent empirical studies

underscore the importance of contextual factors in influencing customer satisfaction,

particularly within industries that are rapidly evolving. Customer education, for instance, has

been demonstrated to play a critical role in shaping positive customer experiences. When

customers are well-informed about a product or service, they are more likely to perceive

value and develop stronger satisfaction levels. The knowledge provided through customer

education enhances their ability to make informed decisions, which reduces uncertainty and
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builds trust in the organization. This is especially true in service-based sectors, where

complex offerings often require greater customer understanding for optimal use26. Customer

education, therefore, provides a competitive edge by ensuring a smoother customer journey

and post-purchase satisfaction. Product innovation has also been positively linked to

customer satisfaction in several recent studies. Innovations that address customer pain points

and enhance product functionality have been shown to elevate satisfaction levels significantly.

A study found that organizations that consistently deliver innovative products tend to foster

greater customer loyalty and satisfaction due to the perceived added value and responsiveness

to evolving customer needs. This aligns with findings from the technology sector, where

companies like Apple and Samsung have demonstrated that continuous innovation is a key

determinant of customer satisfaction, as customers appreciate the novelty and practical

improvements that align with their preferences27.

Moreover, technology integration is emerging as another critical factor driving customer

satisfaction. Businesses that adopt digital tools to streamline service delivery and customer

interactions typically report higher satisfaction rates. Some scholars found that integrating

advanced technology, such as artificial intelligence (AI) and automated customer service

solutions, contributes to higher satisfaction by offering convenience, reducing response times,

and personalizing customer experiences. Particularly in the banking sector, technology-

enabled services such as mobile banking apps have significantly enhanced customer

satisfaction by allowing clients to access services anytime, reducing the need for in-person

visits. Risk management preparedness also significantly influences customer satisfaction.

Empirical evidence, especially in industries such as finance and healthcare, suggests that

customers feel more secure and satisfied when they perceive that a company has solid risk

management frameworks in place28. Companies that proactively mitigate risks related to data

security, financial stability, or product safety tend to receive higher customer satisfaction
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ratings. This is largely because risk preparedness ensures operational continuity, enhances

customer trust, and prevents service disruptions that could negatively affect the customer

experience29.

Social responsibility initiatives are similarly linked to customer satisfaction. Several recent

studies have shown that customers are increasingly sensitive to companies' ethical and

environmental practices. A study revealed that companies engaging in corporate social

responsibility (CSR) initiatives tend to report higher levels of customer satisfaction.

Consumers are more inclined to support businesses that align with their own values,

particularly in areas like environmental sustainability and social equity. Consequently, CSR

acts as a differentiator in competitive markets, as it fosters positive customer perceptions and

satisfaction. However, dissenting views exist. Some scholars argue that the relationship

between contextual factors and customer satisfaction may not always be straightforward30.

For example, some scholars contended that technology integration, if poorly executed, can

negatively affect customer satisfaction due to perceived depersonalization and technical

challenges that may arise during customer interactions. Similarly, some studies have

questioned the universal impact of social responsibility on customer satisfaction, with some

scholars suggesting that while CSR initiatives resonate with certain customer segments, they

may have a limited or negligible effect on others, especially in markets where price

sensitivity is more critical than ethical considerations. Therefore, while the majority of

empirical studies support the positive influence of contextual factors, dissenting perspectives

highlight the need for careful consideration of how these factors are applied and perceived by

diverse customer groups31.

The regression analysis for the effect of contextual factors on performance of insurance

industry operators suggest that contextual factors have a positive and significant effect on
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customer satisfaction of insurance industry operators in Lagos State, Nigeria. Within existing

literature, this finding is also supported for example; Recent empirical studies provide

substantial evidence supporting the notion that contextual factors positively and significantly

affect firm performance. For instance, scholars demonstrated that firms that effectively adapt

to changes in their external environment, such as shifting market trends and technological

advancements, often outperform competitors. Their findings suggest that agility in

responding to contextual changes enhances firm capabilities, leading to better performance

metrics such as profitability and market share32. Similarly, a study on the influence of firm

size and structure in competitive industries found that firms that aligned their internal

processes with external contextual factors experienced higher performance, particularly in

innovation outputs and customer satisfaction. These studies suggest that the alignment

between external factors and firm capabilities is critical to fostering competitive advantage

and firm success33.

Conversely, some scholars argue that the relationship between contextual factors and firm

performance is not always positive or significant. For example, scholars posit that certain

contextual factors, particularly in highly regulated industries, may constrain firm performance

by imposing limitations on strategic flexibility. Their study found that firms in sectors with

heavy regulatory burdens, such as banking and healthcare, often experience reduced

profitability and innovation due to compliance costs and reduced operational freedom34.

Similarly, some scholars argue that an overemphasis on contextual factors, such as market

trends, may lead firms to overlook core competencies, resulting in short-term performance

gains but long-term stagnation. These dissenting views highlight that while contextual factors

are influential, their impact on firm performance is complex and contingent on a firm's ability

to balance external pressures with internal capabilities.
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In addition, extant literature have highlighted the positive moderating role of regulatory

support in enhancing the relationship between contextual factors and firm performance. For

instance, a study on the impact of government regulations on firms' environmental

performance in China found that regulatory support fosters better adaptation to environmental

policies, which in turn leads to superior performance outcomes. This study emphasized that

firms operating under strong regulatory frameworks benefit from clearer operational

guidelines and financial incentives, allowing them to navigate the complexities of dynamic

business environments more efficiently35. In a similar vein, research conducted by scholars

on the healthcare industry demonstrated that regulatory backing positively influences the

relationship between technological advancements and firm performance, by providing firms

with subsidies, tax breaks, and other resources that bolster technological integration. Such

support helps firms leverage these advancements to achieve greater operational efficiencies

and financial success36.

Additionally, the findings of scholars support the notion that regulatory support significantly

moderates the relationship between external market conditions and firm competitiveness. In

their study, they argued that firms operating in regulated industries such as banking and

telecommunications are more capable of responding to market volatility when they benefit

from regulatory protections37. This support allows firms to focus on innovation and long-term

growth strategies, enhancing overall performance. In another study, scholars provided

evidence that regulatory support facilitates a more robust relationship between human capital

development and firm outcomes, especially in industries where skills and talent management

are critical. The authors highlighted that the government’s focus on skill development

initiatives, tax reliefs, and infrastructure provision helped firms better exploit their human

capital potential for improved performance38.
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However, not all studies agree with this positive view. Dissenting submissions suggest that

the moderating effect of regulatory support may not always yield favorable outcomes. For

example, scholars argued that in highly regulated industries, excessive regulatory support can

lead to complacency and over-reliance on external assistance, which stifles innovation and

diminishes firms' competitive advantages39. Similarly, some scholars challenged the efficacy

of regulatory support, stating that in some cases, regulatory frameworks may be overly rigid,

limiting firms' agility and adaptive capacities in dynamic markets. They argued that this

undermines the relationship between certain contextual factors, such as market dynamism and

innovation capabilities, and overall firm performance. These dissenting views indicate that

while regulatory support can be beneficial, its impacts are not universal and can sometimes

restrict firms' ability to achieve superior performance in highly competitive environments40.
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Chapter Five

Conclusion

This chapter discusses the summary of the findings, conclusions and recommendations of the

study. The findings of this study concisely summarize the contributions of the study to

knowledge whilst also emphasizing respective limitations to study as well as suggestions to

further studies.

5.1 Summary of Findings

The study examined the effect of contextual factors (customer education, product innovation,

technology integration, crisis management preparedness, and social responsibility initiatives)

on performance (client acquisition, profitability, loss development, client satisfaction) of

insurance industry operators in Lagos State, Nigeria. Also, it assessed the moderating effect

of regulatory support on the relationship between contextual factors and performance of

insurance industry operators in Lagos State, Nigeria. From the analyses and interpretation of

hypotheses, the following can be summed up as the major empirical findings of this study:

1. Contextual factors has positive and significant influence on client acquisition of insurance

industry operators in Lagos State, Nigeria (Adj R2= 0.280, F(5,385)= 31.271, p= 0.000).

2. Contextual factors has positive and significant effect on profitability of insurance industry

operators in Lagos State, Nigeria (Adj R2= 0.297, F(5,385)= 34.017, p= 0.000).

3. Contextual factors has positive and significant effect on client satisfaction of insurance

industry operators in Lagos State, Nigeria (Adj R2= 0.259, F(5,385)= 28.270, p= 0.000).

4. Contextual factors has positive and significant influence loss development of insurance

industry operators in Lagos State, Nigeria (Adj R2= 0.192, F(5,385)= 19.558, p= 0.000).
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5. Regulatory support has positive and significant moderating effect on the association

between contextual factors and performance of insurance industry operators in Lagos

State, Nigeria (ΔR2=0.285, ΔF= 51.870, P= 0.000).

5.2 Conclusion

Based on the empirical findings, this study concluded that there was a statistically significant

effect of contextual factors (customer education, product innovation, technology integration,

crisis management preparedness, and social responsibility initiatives) on performance of

insurance industry operators which include client/customer acquisition, profitability, loss

development, client/customer satisfaction. Further analysis showed that regulatory support

has significant moderating effect on the interaction between contextual factors and

performance of insurance industry operators in Lagos State, Nigeria.

Theoretically, the outcome of this study is in line with the dynamic capability theory and the

contingency theory which provided the theoretical underpinnings for this study. The theories

were selected to guide this study because their perspectives relate to the variables under

investigation. The strength of the DCT provided the link between the insurance industry

operators in Lagos State and the macro-environment in which they operate and that they

require a combination of dynamic capabilities that can contend with the challenges for

superior performance. Drawing from the interactionist perspective in other words,

contingency theory of fit as a moderator, the success of a firm is contingent on its strategic fit

with the environment. Specifically, the CT of fit as a moderator suggest that when the

interaction between the independent variable (contextual factors) and the dependent variable

(insurance industry performance) is enhanced with the introduction of a third variable

(regulatory support) then a moderating-effect has taken place. Based on explanatory powers

of these theories, the CT offers explanation for the potential of deploying regulatory support
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as a contingent factor that moderate the interaction between contextual factors and the

performance of insurance industry operators in Lagos State, Nigeria.

5.3 Recommendations

Based on the findings of this study, the following recommendations are made;

1. The study established that contextual factors significantly contributes to client

acquisition of insurance industry operators. However, the effect-size is medium

suggesting that more effort in required by management with regards to customer

education and crisis management preparedness given their insignificant relative effect

of client acquisition of insurance industry operators in Lagos State, Nigeria.

2. Customer education and social responsibility initiative has insignificant relative effect

on profitability. This suggests weakness on the part of insurance industry operators in

Lagos State hence to reap the higher profitability must reinvent their commitment to

customer education and social responsibility initiatives.

3. Technology integration, crisis management preparedness and social responsibility

initiatives has insignificant relative contributes to loss development making the effect

of contextual factors on loss development to be low. Hence. Management of the

insurance industry operators in Lagos should pay special attention to Technology

integration, crisis management preparedness and social responsibility initiatives

because of its insignificant relative effect on loss development.

4. The study established that contextual factors significantly contributes to client

satisfaction of insurance industry operators. However, the effect-size is medium

suggesting that more effort in required by management with regards to product
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innovation, crisis management preparedness, and social responsibility initiative

components of contextual factors

5. Regulatory support act as a significant moderator, which enhance the interaction

between contextual factors and performance of insurance industry operators in Lagos

State, Nigeria. With a significant moderating effect, it is critical that insurance

industry operators in Lagos State, Nigeria seek and take advantage of regulatory

support through social capital with insurance industry regulators such that policies

formulation and implementation can favour them.

5.4 Contributions to Knowledge

The finding of this study its findings made important contributions to academia and

practitioners in the following ways:

1. Based on the conceptual review done, this study offers immerse contribution to

knowledge conceptually in several ways. This study identified and filled conceptual

gaps in literature regarding the contextual factors linkage with performance of

insurance industry operators in Lagos State, Nigeria.

2. The gap regarding the moderating role of regulatory support on the linkage between

the contextual factors and performance of insurance industry operators in Lagos State,

Nigeria was equally addressed. This was done considering, prior studies have only

considered the individual effect of the components of contextual factors and

regulatory support but not in an interaction analysis nor within the insurance industry

context in Lagos State, Nigeria.

3. The conceptual model developed for the study suggests another area in which this

study has contributed to the body of knowledge conceptually because no known
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similar studies, both theoretical and empirical, have utilized the model and

measurement of variables in their studies. Hence, adding to models that can explain

the link between contextual factors, regulatory support, and performance of insurance

industry operators in Lagos State, Nigeria.

4. The outcome of this study offered additional support for the tenets of the dynamic

capability theory and the contingency theory, which provided the theoretical

underpinnings for this study. Specifically, these theories offered a complementary

explanation to substantiate the interaction of contextual factors and regulatory support

as critical for enhancing insurance industry performance. The strength of the DCT

provided the link between the insurance industry operators in Lagos State and the

macro-environment in which they operate and that they require a combination of

dynamic capabilities that can contend with the challenges for superior performance.

The contingency theory of fit as a moderator, offers the theoretical explanation for the

potential of deploying regulatory support as a contingent factor that moderate the

interaction between contextual factors and performance of insurance industry

operators in Lagos State, Nigeria. Therefore, on the strength of the outcomes of theory

testing (see 4.2 Test of hypotheses), this study confirms that via the complementary

role played by the dynamic capability theory and the contingency theory, this study

has made a significant contribution to theory application and offers future studies the

ability to infuse two theories to provide theoretical basis and explanation for the

achievement of the objective of a study.

5. This study evaluated the interactions of contextual factors, regulatory support and

performance of insurance industry operators in Lagos State, Nigeria. The empirical

outcome of this study contributes to recent existing literature and empirical findings in
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the area of contextual factors, regulatory support, and performance of insurance

industry operators in Lagos State, Nigeria and equally served as a reference material

for future researchers. Specifically, the empirical findings from the test of hypotheses

suggested that contextual factors (customer education, product innovation, technology

integration, crisis management preparedness, and social responsibility initiatives) are

critical success factors for performance of insurance industry operators in Lagos State,

Nigeria, given that individually and collectively, they exert positive and significant

effects on insurance industry performance.

Moreover, this study positioned the value relevance of having and deploying

regulatory support given that it can help insurance industry operators seize and take

advantage of business opportunities within their environment. This is because

regulatory support acted as a moderator which enhanced the interaction between

contextual factors and performance. These empirical submissions are a product of

hypotheses testing, and they offer future researchers the opportunity of having a

robust finding to aid their empirical reviews in their studies and the basis to

corroborate and present a contrary outcome as with this study’s submission, hence

pushing forward the frontier of knowledge in accounting field. Overall, these above-

mentioned points lay emphasis on the fact that this study offers significant

contribution to knowledge and has practical implication for the insurance industry

operators in Lagos State that were investigated.

5.5 Suggestion for Further Studies

The limitations of this study offer opportunity and suggestions for future study.
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i. Future studies may consider a multi-industry study that will incorporate other

organization in financial system operators in the country to enhance the generalization

of this study’s findings.

ii. In order to provide explanations of causality between the variables studied over time,

future studies may consider a longitudinal study.

iii. Future studies may consider incorporating environmental turbulence to evaluate the

performance-effect of each dimension.

iv. A comparative study focused on indigenous and multinational insurance industry

operators with regards to the performance effect of contextual factors and regulatory

support will present interesting research.
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Appendix I

Questionnaire

LeadCity University Ibadan

Departments ofManagement andAccounting

Dear Respondent,

As part of the requirement for the award of PhD in Insurance, I am carrying out a study on

“Contextual factors, regulatory support and performance of insurance industry in

Nigeria”. This study is purely an academic exercise as all information provided would be

treated with the utmost confidentiality. I assure you of privacy, anonymity and

confidentiality with regards to your participation in this study. In any case, you feel

uncomfortable to proceed; you may withdraw your consent at no cost. Below is the

questionnaire that addressed the objective of this study. Please feel free to tick the option that

best express your personal views.

Thank you.

Japhet DURU

Section A: Demographic Information

Please carefully go through each item and tick (√) as appropriate.

1. Gender: Male ( ) Female( )

2. What is your age bracket: 21- 30 ( ) 31- 40( ) 41-50 ( ) 51 – 60 ( ) 61 - 65 ( )
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3. What is your highest academic qualification: ND/NCE ( )BSc/BA/HND ( )

PGD/MBA/MSc/MA ( ) MPhil ( ) PhD ( ) Others, (please

specify)……………………….

4. How long have you been in Insurance business? 0-5yrs ( ) 6-10yrs ( ) 11-15yrs ( ) 16-20

( ) 21yrs+( )

Section B: The statement in this section concerns contextual factors. Using a six-point

Likert-Type scale, kindly provide your personal opinion as it relates to your organization by

selecting only one of the options provided (6,5,4,3,2,1)

1=Never (NV). 2= Rarely (RA). 3= Sometime (ST). 4= Often (OF). 5= Very Often (VO). 6=

Always (AW).

I Customer Education AW VO OF ST RA NV

1 How frequently does your team conduct informational

sessions to educate customers about insurance products?

6 5 4 3 2 1

2 How effective are these sessions in improving customer

understanding of our products?

6 5 4 3 2 1

3 How regularly are training materials for customer education

updated?

6 5 4 3 2 1

4 How comprehensive are the training materials provided to

customers?

6 5 4 3 2 1

5 How confident do you feel in your ability to educate customers

about new and existing insurance products?

6 5 4 3 2 1

6 How often do you receive training to enhance your knowledge 6 5 4 3 2 1
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for educating customers?

7 How often do you collect feedback from customers regarding

their understanding of our insurance products?

6 5 4 3 2 1

8 How effectively is this feedback used to improve customer

education strategies?

II Product Innovation AW VO OF ST RA NV

1 How frequently does your team brainstorm new insurance

product ideas?

6 5 4 3 2 1

2 How open is the management to innovative ideas proposed by

employees?

6 5 4 3 2 1

3 How sufficient are the resources allocated for product research

and development?

6 5 4 3 2 1

4 How often does your team participate in R&D activities to

create innovative insurance products?

6 5 4 3 2 1

5 How regularly do you review market trends to inform product

innovation?

6 5 4 3 2 1

6 How effectively do you incorporate market trends into product

development?

6 5 4 3 2 1

7 How smoothly are new products launched into the market? 6 5 4 3 2 1

8 How well does your team handle the integration of new

products into the existing portfolio?

III Technology Integration AW VO OF ST RA NV

1 How frequently are you trained on new technologies

implemented in the company?

6 5 4 3 2 1
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2 How effective are the technology training sessions in

enhancing your job performance?

6 5 4 3 2 1

3 How often do you use the company's technology tools in your

daily tasks?

6 5 4 3 2 1

4 How user-friendly do you find the current technology tools

provided by the company?

6 5 4 3 2 1

5 How regularly are the company’s technological systems and

tools updated?

6 5 4 3 2 1

6 How well are you informed about these updates and changes? 6 5 4 3 2 1

7 How often do you suggest new technological solutions for

improving workflows?

6 5 4 3 2 1

8 How receptive is the management to implementing new

technological solutions?

IV Crisis Management Preparedness AW VO OF ST RA NV

1 How frequently do you participate in crisis management

training?

6 5 4 3 2 1

2 How comprehensive is the crisis management training

provided by the company?

6 5 4 3 2 1

3 How familiar are you with the company’s crisis response

plans?

6 5 4 3 2 1

4 How effectively do you think these plans can be implemented

during a crisis?

6 5 4 3 2 1

5 How often does your team conduct crisis management drills

and simulations?

6 5 4 3 2 1

6 How realistic are these drills in preparing you for actual crisis 6 5 4 3 2 1
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situations?

7 How reliable are the communication channels used during a

crisis?

6 5 4 3 2 1

8 How quickly can you access necessary information during a

crisis?

V Social Responsibility Initiatives AW VO OF ST RA NV

1 How frequently does your team engage in community service

or outreach programs?

6 5 4 3 2 1

2 How impactful do you believe these community engagement

efforts are?

6 5 4 3 2 1

3 How often does your company implement environmentally

sustainable practices?

6 5 4 3 2 1

4 How effective are these practices in reducing the company’s

environmental footprint?

6 5 4 3 2 1

5 How well are you informed about the company’s ethical

guidelines for social responsibility?

6 5 4 3 2 1

6 How often do you encounter situations where these guidelines

are applied?

6 5 4 3 2 1

7 How encouraged do you feel to participate in the company’s

social responsibility initiatives?

6 5 4 3 2 1

8 How much support do you receive from management to

engage in these initiatives?
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Section C: The statement in this section concerns insurance performance indicators. Using a

six-point Likert-Type scale, kindly provide your personal opinion as it relates to your

organisation by selecting only one of the options provided (6,5,4,3,2,1)

1= Very Ineffective (VI). 2= Ineffective (IE). 3= Partially Ineffective (PI). 4= Partially

Effective (PE). 5= Effective (EF). 6= Very Effective (VE).

VI Customer/Client Acquisition VE EF PE PI IF VI

1 How effectively do you feel our team converts leads into

policyholders?

6 5 4 3 2 1

2 How would you rate the effectiveness of our current marketing

strategies in attracting new customers?

6 5 4 3 2 1

3 How adequate do you find the training programs provided to

our sales team in terms of improving customer acquisition?

6 5 4 3 2 1

4 How well do you believe we are penetrating our target

markets?

6 5 4 3 2 1

5 How effective do you consider our customer referral programs

to be in acquiring new customers?

6 5 4 3 2 1

6 How would you rate the use of technology in our customer

acquisition processes?

6 5 4 3 2 1

VII Profitability VE EF PE PI IF VI

1 How effectively do you think our company manages its

operational expenses?

6 5 4 3 2 1

2 How well do you believe our pricing strategies contribute to

overall profitability?

6 5 4 3 2 1

3 How satisfied are you with the performance of our investment 6 5 4 3 2 1
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strategies in enhancing profitability?

4 How effective do you find our underwriting policies in

maintaining profitability?

6 5 4 3 2 1

5 How well does the company perform in conducting cost-

benefit analyses for new projects or initiatives?

6 5 4 3 2 1

6 How would you rate our profit margins over the past fiscal

year?

6 5 4 3 2 1

VIII Customer/Client Satisfaction (management perspective) VE EF PE PI IF VI

1 How effectively do we gather and act on customer feedback? 6 5 4 3 2 1

2 How satisfied are you with the speed and accuracy of our

claim processing?

6 5 4 3 2 1

3 How adequate do you find the training programs provided to

our customer service representatives?

6 5 4 3 2 1

4 How satisfied are you with the range of insurance products we

offer to our customers?

6 5 4 3 2 1

5 How well do you believe we are performing in terms of

customer retention?

6 5 4 3 2 1

6 How effectively do you think our company resolves customer

problems and complaints?

6 5 4 3 2 1

IX Loss Development VE EF PE PI IF VI

1 How would you rate the effectiveness of our risk assessment

procedures in minimizing losses?

6 5 4 3 2 1

2 How effective do you believe our fraud detection measures are

in preventing fraudulent claims?

6 5 4 3 2 1
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3 How well do we monitor and manage our loss ratios? 6 5 4 3 2 1

4 How effective are our reinsurance strategies in mitigating loss

exposure?

6 5 4 3 2 1

5 How satisfied are you with our catastrophe modelling and

preparedness measures?

6 5 4 3 2 1

6 How would you rate the efficiency of our claims handling

processes in reducing loss development?

6 5 4 3 2 1

Section D: The statement in this section concerns regulatory support. Using a six-point

Likert-Type scale, kindly provide your personal opinion as it relates to your organization by

selecting only one of the options provided (6,5,4,3,2,1)

1= Very Ineffective (VI). 2= Ineffective (IE). 3= Partially Ineffective (PI). 4= Partially

Effective (PE). 5= Effective (EF). 6= Very Effective (VE).

X Regulatory support VE EF PE PI IF VI

1 How effectively does the regulatory authority provide

guidance and support to insurance companies for compliance?

6 5 4 3 2 1

2 How effective are the regulations influencing the ability of

insurance companies to introduce new products?

6 5 4 3 2 1

3 How effective is the enforcement of regulations by the

regulatory authority?

6 5 4 3 2 1

4 How effective are the regulatory authority's measures in

protecting consumers in the insurance industry?

6 5 4 3 2 1

5 How effective are the communication channels between the

regulatory authority and insurance companies?

6 5 4 3 2 1
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6 How effective does the regulatory authority support the

expansion of the insurance market?

6 5 4 3 2 1

7 How effective is the regulatory authority in resolving conflicts

between insurance companies and consumers?

6 5 4 3 2 1

Anchor Insurance Company Ltd General

Consolidated Hallmark

Insurance Plc General

Coronation (Formerly Wapic)

Insurance Ltd. General

No. 199, Awolowo Road,Ikoyi,

Lagos. General

Custodian & Allied Insurance

Limited General

Fin Insurance Company

Limited General

Guinea Insurance Plc General

Heirs Insurance Ltd General

International Energy Insurance

Plc General
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KBL Insurance Limited General

Linkage Assurance Plc General

Mutual Benefits Assurance Plc General

NEM Insurance Plc General

Nigerian Agricultural Insurance

Corporation (NAIC) General

Old Mutual General Insurance

Company Nigeria Limited General

Prestige Assurance Plc General

Regency Alliance Insurance Plc General

Royal Exchange General

Insurance Company Ltd General

Sanlam Gen. Ins. Nig. Ltd

(Formerly FBN Gen. Ins. Ltd) General

Sovereign Trust Insurance Plc General

Staco Insurance Plc General

Sterling Assurance Nigeria Ltd General

Sunu Assurances Plc General

Tangerine General Insurance

Ltd formerly (Law Union &
General
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Rock Insurance Plc)

Unitrust Insurance Nigeria

Limited formerly Saham

Unitrust Insurance Ltd. General

Universal Insurance Plc General

Veritas Kapital Assurance PLC General

Zenith General Insurance

Company Limited General

African Alliance Insurance

Company Ltd Life

Capital Express Assurance

Limited Life

Coronation (Formerly Wapic)

Life Assurance Limited Life

Custodian Life Assurance

Limited Life

Enterprise Life Assurance Co.

(Nigeria) Ltd Life

Heirs Life Assurance Ltd Life

Mutual Benefits Life Assurance

Ltd Life
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Old Mutual Nigeria Life

Assurance Company Limited Life

Prudential Zenith Assurance

Company Limited Life

Royal Exchange Prudential Life

Plc Life

Sanlam Life Insurance Nigeria

Limited (Formerly FBN Ins.

Ltd) Life

Stanbic IBTC Insurance Life

Tangerine Life Insurance

Limited formerly (Metropolitan

Life Insurance Nig. Ltd. &

ARM Life) Life

AIICO Insurance PLC Composite

Alliance & General Insurance

Plc Composite

ALLIANZ (Formerly Ensure)

Nigeria insurance Ltd Composite

AXA Mansard Insurance Plc Composite

Cornerstone Insurance Plc Composite
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Goldlink Insurance Plc Composite

Great Nigeria Insurance Plc Composite

Industrial & General Insurance

Company Plc Composite

Lasaco Assurance Plc Composite

Leadway Assurance Company

Limited Composite

NICON Insurance Plc Composite

NSIA Insurance Limited Composite

Standard Alliance Insurance

PLC Composite

Cassava Microinsurance Ltd Micro insurance

CHI Microinsurance Ltd Microinsurance

Creditstar Microinsurance Ltd Microinsurance

DOT (Atom) Microinsurance Microinsurance

Goxi Microinsurance Ltd Microinsurance

LifeGuard Microinsurance Ltd Microinsurance

Prudent Choice Microinsurance

Ltd Microinsurance

Sagamu Microinsurance Ltd Microinsurance
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Yes Microinsurance Ltd Microinsurance

Crown Takaful Insurance Takaful Insurance

Hilal Takaful Nigeria Limited

(Cornerstone Takaful) Takaful Insurance

Jaiz Takaful Insurance Plc Takaful Insurance

Noor Takaful Plc Takaful Insurance

Salam Takaful Insurance

Limited Takaful Insurance

Insurance Industry Nigeria

Nigeria Insurance Industry Categorization

Anchor Insurance Company Ltd General

Consolidated Hallmark Insurance Plc General

Coronation (Formerly Wapic) Insurance Ltd. General

No. 199, Awolowo Road,Ikoyi, Lagos. General

Custodian & Allied Insurance Limited General

Fin Insurance Company Limited General

Guinea Insurance Plc General

Heirs Insurance Ltd General

International Energy Insurance Plc General
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KBL Insurance Limited General

Linkage Assurance Plc General

Mutual Benefits Assurance Plc General

NEM Insurance Plc General

Nigerian Agricultural Insurance Corporation (NAIC) General

Old Mutual General Insurance Company Nigeria Limited General

Prestige Assurance Plc General

Regency Alliance Insurance Plc General

Royal Exchange General Insurance Company Ltd General

Sanlam Gen. Ins. Nig. Ltd (Formerly FBN Gen. Ins. Ltd) General

Sovereign Trust Insurance Plc General

Staco Insurance Plc General

Sterling Assurance Nigeria Ltd General

Sunu Assurances Plc General

Tangerine General Insurance Ltd formerly (Law Union

& Rock Insurance Plc) General

Unitrust Insurance Nigeria Limited formerly Saham

Unitrust Insurance Ltd. General

Universal Insurance Plc General
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Veritas Kapital Assurance PLC General

Zenith General Insurance Company Limited General

African Alliance Insurance Company Ltd Life

Capital Express Assurance Limited Life

Coronation (Formerly Wapic) Life Assurance Limited Life

Custodian Life Assurance Limited Life

Enterprise Life Assurance Co. (Nigeria) Ltd Life

Heirs Life Assurance Ltd Life

Mutual Benefits Life Assurance Ltd Life

Old Mutual Nigeria Life Assurance Company Limited Life

Prudential Zenith Assurance Company Limited Life

Royal Exchange Prudential Life Plc Life

Sanlam Life Insurance Nigeria Limited (Formerly FBN

Ins. Ltd) Life

Stanbic IBTC Insurance Life

Tangerine Life Insurance Limited formerly (Metropolitan

Life Insurance Nig. Ltd. & ARM Life) Life

AIICO Insurance PLC Composite

Alliance & General Insurance Plc Composite
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ALLIANZ (Formerly Ensure) Nigeria insurance Ltd Composite

AXA Mansard Insurance Plc Composite

Cornerstone Insurance Plc Composite

GoldLink Insurance Plc Composite

Great Nigeria Insurance Plc Composite

Industrial & General Insurance Company Plc Composite

Lasaco Assurance Plc Composite

Leadway Assurance Company Limited Composite

NICON Insurance Plc Composite

NSIA Insurance Limited Composite

Standard Alliance Insurance PLC Composite

Cassava Microinsurance Ltd Micro insurance

CHI Microinsurance Ltd Micro insurance

Creditstar Microinsurance Ltd Micro insurance

DOT (Atom) Microinsurance Micro insurance

Goxi Microinsurance Ltd Micro insurance

LifeGuard Microinsurance Ltd Micro insurance

Prudent Choice Microinsurance Ltd Micro insurance

Sagamu Microinsurance Ltd Micro insurance
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Yes Microinsurance Ltd Micro insurance

Crown Takaful Insurance Takaful Insurance

Hilal Takaful Nigeria Limited (Cornerstone Takaful) Takaful Insurance

Jaiz Takaful Insurance Plc Takaful Insurance

Noor Takaful Plc Takaful Insurance

Salam Takaful Insurance Limited Takaful Insurance
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Appendix II

SPSS Regression Analysis Output Table

Hypothesis One

Model Summary

Model R R Square Adjusted R Square

Std. Error of the

Estimate

1 .537a .289 .280 .59250

a. Predictors: (Constant), SocialRespInitiative, TechnologyIntegration, ProductInnovation,

CrisisMgtpreparedness, CustomerEducation

ANOVAa

Model

Sum of

Squares df Mean Square F Sig.

1 Regression 54.888 5 10.978 31.271 .000b

Residual 135.156 385 .351

Total 190.045 390

a. Dependent Variable: CustomerAcquisition

b. Predictors: (Constant), SocialRespInitiative, TechnologyIntegration, ProductInnovation,

CrisisMgtpreparedness, CustomerEducation
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Coefficientsa

Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 2.695 .172 15.654 .000

CustomerEducation .067 .054 .089 1.231 .219

ProductInnovation .162 .050 .233 3.252 .001

TechnologyIntegration .101 .032 .161 3.195 .002

CrisisMgtpreparedness -.005 .042 -.009 -.127 .899

SocialRespInitiative .136 .046 .192 2.929 .004

a. Dependent Variable: CustomerAcquisition

Hypothesis Two

Model Summary

Model R R Square

Adjusted R

Square

Std. Error of

the Estimate

1 .554a .306 .297 .58044

a. Predictors: (Constant), SocialRespInitiative,

TechnologyIntegration, ProductInnovation,

CrisisMgtpreparedness, CustomerEducation
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ANOVAa

Model

Sum of

Squares df Mean Square F Sig.

1 Regression 57.303 5 11.461 34.017 .000b

Residual 129.710 385 .337

Total 187.012 390

a. Dependent Variable: Profitability

b. Predictors: (Constant), SocialRespInitiative, TechnologyIntegration, ProductInnovation,

CrisisMgtpreparedness, CustomerEducation

Coefficientsa

Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 3.002 .169 17.799 .000

CustomerEducation .075 .053 .101 1.418 .157

ProductInnovation .117 .049 .169 2.391 .017

TechnologyIntegration .083 .031 .133 2.681 .008

CrisisMgtpreparedness .171 .041 .276 4.150 .000

SocialRespInitiative -.003 .045 -.004 -.068 .946

a. Dependent Variable: Profitability
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Hypothesis Three

Model Summary

Model R R Square

Adjusted R

Square

Std. Error of

the Estimate

1 .518a .269 .259 .63007

a. Predictors: (Constant), SocialRespInitiative,

TechnologyIntegration, ProductInnovation,

CrisisMgtpreparedness, CustomerEducation

ANOVAa

Model

Sum of

Squares df Mean Square F Sig.

1 Regression 56.115 5 11.223 28.270 .000b

Residual 152.839 385 .397

Total 208.954 390

a. Dependent Variable: Clientsatisfaction

b. Predictors: (Constant), SocialRespInitiative, TechnologyIntegration, ProductInnovation,

CrisisMgtpreparedness, CustomerEducation
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Coefficientsa

Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 2.924 .183 15.967 .000

CustomerEducation .188 .058 .240 3.260 .001

ProductInnovation .139 .053 .190 2.617 .009

TechnologyIntegration .033 .034 .050 .980 .328

CrisisMgtpreparedness .041 .045 .063 .917 .360

SocialRespInitiative .050 .049 .067 1.009 .314

a. Dependent Variable: Clientsatisfaction

Hypothesis Four

Model Summary

Model R R Square

Adjusted R

Square

Std. Error of

the Estimate

1 .450a .203 .192 .66096

a. Predictors: (Constant), SocialRespInitiative,

TechnologyIntegration, ProductInnovation,

CrisisMgtpreparedness, CustomerEducation
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ANOVAa

Model

Sum of

Squares df Mean Square F Sig.

1 Regression 42.722 5 8.544 19.558 .000b

Residual 168.196 385 .437

Total 210.918 390

a. Dependent Variable: LossDevelopment

b. Predictors: (Constant), SocialRespInitiative, TechnologyIntegration, ProductInnovation,

CrisisMgtpreparedness, CustomerEducation

Coefficientsa

Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 3.069 .192 15.977 .000

CustomerEducation .140 .060 .177 2.311 .021

ProductInnovation .013 .056 .017 .225 .822

TechnologyIntegration .091 .035 .138 2.588 .010

CrisisMgtpreparedness .081 .047 .124 1.736 .083

SocialRespInitiative .079 .052 .106 1.519 .129

a. Dependent Variable: LossDevelopment
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Hypothesis Five

Model Summary

Mode

l R

R

Square

Adjusted R

Square

Std. Error

of the

Estimate

Change Statistics

R Square

Change F Change df1 df2

Sig. F

Change

1 .580a .336 .335 .50425 .336 197.176 1 389 .000

2 .739b .547 .544 .41725 .210 180.117 1 388 .000

a. Predictors: (Constant), ContextualFactors

b. Predictors: (Constant), ContextualFactors, InteractionTerm

ANOVAa

Model

Sum of

Squares df Mean Square F Sig.

1 Regression 50.135 1 50.135 197.176 .000b

Residual 98.909 389 .254

Total 149.043 390

2 Regression 81.493 2 40.746 234.042 .000c

Residual 67.550 388 .174

Total 149.043 390

a. Dependent Variable: InsuranceIndPerformance

b. Predictors: (Constant), ContextualFactors

c. Predictors: (Constant), ContextualFactors, InteractionTerm
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Coefficientsa

Model

Unstandardized Coefficients

Standardized

Coefficients

t Sig.B Std. Error Beta

1 (Constant) 2.934 .141 20.867 .000

ContextualFactors .435 .031 .580 14.042 .000

2 (Constant) 3.520 .124 28.325 .000

ContextualFactors -.092 .047 -.123 -1.963 .050

InteractionTerm .083 .006 .839 13.421 .000

a. Dependent Variable: InsuranceInd Performance

Harman-One Factor (Addressing CMB)

Total Variance Explained

Component

Initial Eigenvalues Extraction Sums of Squared Loadings

Total % of Variance Cumulative % Total % of Variance Cumulative %

1 25.187 35.475 35.475 25.187 35.475 35.475

2 7.086 9.980 45.455 7.086 9.980 45.455

3 3.773 5.314 50.768 3.773 5.314 50.768

4 2.946 4.150 54.918 2.946 4.150 54.918

5 2.403 3.384 58.303 2.403 3.384 58.303

6 2.230 3.140 61.443 2.230 3.140 61.443

7 1.952 2.749 64.192 1.952 2.749 64.192

8 1.695 2.387 66.579 1.695 2.387 66.579
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9 1.596 2.248 68.827 1.596 2.248 68.827

10 1.451 2.044 70.871 1.451 2.044 70.871

11 1.261 1.776 72.646 1.261 1.776 72.646

12 1.201 1.692 74.339 1.201 1.692 74.339

13 1.169 1.647 75.986 1.169 1.647 75.986

14 1.076 1.515 77.500 1.076 1.515 77.500

15 1.003 1.413 78.914 1.003 1.413 78.914

16 .996 1.404 80.317

17 .918 1.293 81.610

18 .881 1.240 82.851

19 .819 1.154 84.005

20 .744 1.048 85.053

21 .697 .982 86.034

22 .626 .881 86.915

23 .583 .821 87.736

24 .576 .811 88.548

25 .535 .753 89.301

26 .461 .649 89.950

27 .457 .644 90.593

28 .454 .639 91.232

29 .425 .598 91.830

30 .398 .561 92.391

31 .369 .520 92.912

32 .360 .506 93.418

33 .333 .468 93.887
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34 .315 .443 94.330

35 .301 .425 94.754

36 .279 .393 95.148

37 .270 .381 95.528

38 .261 .367 95.896

39 .247 .347 96.243

40 .217 .305 96.549

41 .211 .297 96.846

42 .198 .279 97.125

43 .177 .249 97.375

44 .167 .235 97.610

45 .154 .216 97.826

46 .143 .201 98.027

47 .131 .185 98.212

48 .117 .165 98.377

49 .117 .164 98.542

50 .110 .154 98.696

51 .100 .141 98.837

52 .094 .132 98.970

53 .083 .117 99.087

54 .078 .110 99.196

55 .073 .102 99.299

56 .067 .094 99.393

57 .061 .086 99.479

58 .050 .071 99.550



239

59 .045 .064 99.614

60 .040 .056 99.670

61 .038 .054 99.724

62 .035 .050 99.774

63 .033 .046 99.821

64 .026 .037 99.857

65 .022 .031 99.888

66 .018 .026 99.914

67 .018 .025 99.940

68 .016 .023 99.962

69 .011 .016 99.978

70 .009 .013 99.992

71 .006 .008 100.000

Extraction Method: Principal Component Analysis.
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Bio-data

A. Personal Data

1. Full Names: Japhet Ogueri DURU

2. Email: jeffduru@yahoo.com

3. Phone No: 08037026918

4. Address: 20, Olumide Madariola Street, Badore, Ajah

5. Date and Place of Birth: 20/12/1968/Owerri

6. Nationality: Nigerian

7. Name and Address of Next of Kin: MRS CHIOMA DURU

B. Educational Background with Dates

1. Educational Institutions Attended with Dates and Qualifications:

2. Academic Qualifications Obtained (with dates)

Institutions Qualifications Dates

Charisma University, Turks & Caicos Island PhD, Business Administration 2018
Lagos State University, Lagos MSc Finance 2006
St Monica University, Cameroun BSc Insurance 2015
Imo State University, Owerri BSc Economic, 2007

Second Class (Upper Division)
Lagos State Polytechnic, Lagos HND Insurance (Upper Credit) 2000

3. Professional Qualifications with Dates:

 Fellow of the Chartered Insurance Institute of Nigeria (FIIN) 2012
 Associate Member of the Nigeria Institute of Management [Chartered] (ANIM) 2004
 Associate Member of the Certified Pension Institute of Nigeria (ACIP) 2005
 Associate Member of the Chartered Institute of Administration (ACIA) 2007

C. Working Experience with Dates

 Universal Insurance Plc - ed (Technical Operations 2024 to date

 Heirs General Insurance Ltd - Ed (Technical)/Coo 2020 - 2024
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