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Abstract
Information technology is crucial for a communication based process. Therefore, this study presents an
investigation of the significant role of information technology in customer service delivery and firm performance
in selected insurance companies in Nigeria. Specifically, three hypotheses were tested. They are to determine
whether: (i) customers are not aware of the availability of IT facilities in their dealings with the Nigerian insurance
companies; (ii) the use of IT does not enhance the performance efficiency of insurance organizations in Nigeria;
and (iii) providing quality customer service delivery will not enhance organizational performance of insurance
companies. The survey research design for the study was a cross examination. The study sample consisted of 112
participants made up of IT managers, marketing managers, and underwriting managers drawn from 25 insurance
companies which were randomly selected from the directory of member companies. One-sample T-test and simple
frequency percentage tables were used for data analysis. The study revealed that most customers hardly use online services in their engagement with the Nigerian insurance companies even with the level of awareness created
which depicts a low level business relationship. Thus, many of the insurance organizations indicated that they
experienced high performance efficiency in their investment in and adoption of information technology. This study
recommends that insurance administrators and regulators at all levels should gather relevant information as regards
factors that may assist in contributing meaningfully to the usefulness of IT in effective service delivery. They
should also undertake optimal investment in IT, provide quality service delivery to customers and regularly
evaluate IT usage in every department of insurance organizations in Nigeria in order to take appropriate strategic
decisions capable of enhancing firm performance.
Keywords: information technology, customer service delivery, performance, insurance companies, Nigeria
1. Introduction
It has been widely acknowledged that any sectorial growth and management need be effective; especially the
service industry such as: banking, insurance, entertainment, tourism, engineering and the likes, and oriented
customer service need be consciously achieved. Thus, the ability to extend customer knowledge and develop
successful relationship with customers hinge on the ability of an organization to know it’s potential markets,
singular needs, expectation and dynamic desires.
However, technology is employed to capture information on customers, which in turn is used to monitor the
customer’s buying behavior and to relate with them through personalized offers (Egan, 2004). Oghojafor, Aduloju
and Olowokudejo (2011) had noted that, in the world of business, electronic commerce is the basis for which
strategic-oriented business create relationship within their environment and more so strategized for new
competitive edge. To corroborate this position, Murphy (2000) had earlier postulated that customer friendliness,
acceptance and satisfaction propagate organization’s sustainability. A review of previous studies has shown that
very little has been done in the Nigerian insurance industry concerning the integration of information technology
(IT), customer service and firm performance measures. According to a submission of Achimugu et al. (2009), not
too many organizations in Nigeria had bought into IT philosophy. Sawyer, Ebrahimi, and Luk (2003) reveal in their
study done in Hong Kong and Nigeria respectively that there exist coexistence between perceived strategic
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uncertainty, scanning of environment, use of information source, and organizational performance.
Data warehousing integrates information about customers and other stakeholders in an organization’s network of
relationships. With this knowledge, the organization can better customize and target communication efforts on
goods and services to boost the organization’s competitive power and increase customer retention. The data
warehouse is an organizational key knowledge instrument and can be used to stimulate indices of intimacy and
connectedness (Gummesson, 2008).
Technology is to the advantage of the customer and should lead to customer loyalty, as organizations can
communicate with customers using up-to-date techniques on a real time basis which will remove uncertainty and
will lead to the creation of trust. The created trust will lead to an enduring desire from the customers to maintain
valued relationships with the organization, as trust remains a potential component of insurance brands (Ndubisi &
Wah, 2005; Brenda, 2002). The bonding relationships between customers and organizations are hinged on trust
which is aimed at achieving an overall positive outcomes, and thus higher levels of trust and commitment in turn
are attached with higher customer retention level, and this brings about increased organizational performance
(Botha & Van Rensburg, 2010; Read, 2009).
2. Objectives of the Study
This study is concerned with examining the role information technology plays in customer service delivery and
firm performance in selected insurance organizations in Nigeria; and thus to examine the relationship that subsists
between information technology, customers service delivery and firm performance.
3. Research Questions
For the purpose of this study, the following relevant research questions were set:
i.

Are customers aware of the use of IT facilities in their dealings [i.e. request for insurance coverage, filling of
proposal forms and claim form, complaint lodgment, e.t.c] with the Nigerian insurance companies?

ii.

Does the use of IT positively affect the performance efficiency of insurance organizations in Nigeria?

iii.

Will the incorporation of quality customer service delivery in the Nigerian insurance market enhance
performance level?

4. Research Hypotheses
To provide answer to the questions stated above, the following testable hypothetical statements were considered:
i.

Ho: Customers are not aware of the availability of IT facilities in their dealings with the Nigerian insurance
companies;

ii.

Ho: The use of IT does not enhance the performance efficiency of insurance organizations in Nigeria; and

iii.

Ho: Providing quality customers service delivery will not enhance the organizational performance of an
insurance company.

5. Review of Literatures
5.1 Information Technology in Customer Service Delivery
Delivering the required service to the customer is challenging. Either interacting personally or through information
processes, customers’ perception concerning a market offering is built upon the ability of the service provider to
attractively convince their various target market. Rust and Chung (2006) state that customer-information gathering
has a greater potential link with meeting customers’ needs better. More so, satisfying customers’ needs are based
on customers’ purpose and customer-oriented services channeled to their various needs in order to solve particular
problems of the customers.
Furey (1991) points at customer service delivery enhancement via convenience provision, information provision
for management use and extra services offerings as factors for information technology practices. Thus, many
competing roles of IT in service embraces entry limitation, enhancing production, and generating revenue
(Fitzsimmons & Fitzsimmons, 1997). Heskett et al. (1997) added that the emergence of the application of
information technology is a crucial feature to customer satisfaction via various channels of delivery. Customer data
is considered to have value and the potential to augment the customer-organization relationship.
The storing of data for later retrieval is known as data warehousing, and the manipulation of the warehoused data is
known as data mining. These new technologies can make customers data available up-to-the-second and allow
organizations to communicate with customer directly. These new technologies embrace the internet,
computer-telephony and telecommunication in call centers (Evan, O’Malley & Patterson, 2004). A tactical
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improvement in an organization’s bargaining position relative to those of customers is aimed at providing unique
and meaningful information and services that require drastic changes.
Information technology can promote meaningful information or service offerings previously unavailable and
potentially of very customers high value (Bakos & Treacy, 1986). Thus, when customer relationship is technology
inclusive, it supports directly and/or by coordinating and restoring confidence in customer especially when
changes are experienced in both training and other organizational changes (Evangelia & Michalis, 2006; Sweat &
Hibbard, 1999). Thus, enhancing customer services can be endangered if mismanagement of technology exists;
even in its delivery (Asbrand, 1997).
5.2 Information Technology and Firm Performance
Several authors have identified the underutilization of information technology as a serious problem facing both
information systems and business managers (Benjamin et al., 1984; Parsons, 1983a; Bullen & Rockart, 1981).
Suggestions have been made that better measures of the efficiency and effectiveness of organizational functions
via information technology reflect major changes in organization’s current structure. For examples, Gerstein and
Reisman (1982) identified a need for the development of measures of the impact of information systems on
specific functions. Keen (1981) suggested earlier that important changes in the fundamental nature of work and the
structure of organizations are needed, so that better use of information technology can be made. He predicted that
information technology will become the backbone of corporations, and that organizations will develop around
their telecommunication systems.
Efficient and effective improvement of organizations is central to the functionality of information systems.
Rockart and Scott- Morton (1984) posit that traditional information systems are crucial for firm’s competitive
position. They use a format of Leavitt’s (1965) organizational representation to show that these systems through
their effect on staff, structure of the organization, and process of management can affect competitive result. The
studies of Parsons (1983b), and Ives and Learmonth (1984) suggest that information technology have created
opportunities for firms to compete. They suggested four aspects of opportunities for IT competing and supportive
oriented strategy and performance of a firm, viz: operational and functional efficiency improvement; usage of
inter-organizational relatedness; IT product initiative; and acquiring bargaining benefit overriding one’s customers
and suppliers influence.
Burns and Vaivio (2001) were of the opinion that information technology advancement will help driven innovation
and thus assist in collecting, measuring, analyzing and communicating information in and around the organizations.
The strategic facet of information technology is a significant perspective in the views of authors, comprising Porter
and Millar (1985), who posited that a firm competitive advantage is the key. Das, Zahra and Warkentin (1991)
came up with four dimensional approaches to deploying information technology, that is, distinctive skills, the
essence of IT, information system design and evolution, and technological, organizational, and administrative
infrastructures. Bergeron and Raymond (1995) also model five elements, viz: information system positioning, the
strategic use of information system, contemporary technologies, the architectural planning, and security.
As noted in the study of Henderson and Venkatraman (1993), and Durand and Bouzidi (2008), it is extremely
significant to annex IT with business strategy and more so, organizations have to utilize IT strategy in line with
their strategic business objectives. They thus pinpoint that strategic association of information systems permit
organization’s performance intents explicated in business strategy. Previous studies have shown, among all others,
that firm with high competitive strategies have unique information systems than those with aggressiveness in their
strategies. Chan et al. (1997) found that combining more strategic business intent with highly competitive
information systems will impart positively on the performance a firm. Li and Ye (1999) proposed in their study of
the dynamism of the environment, strategy of the firm and collaboration between the firms’ investment in
information technology and their results. Their study and that of Hyvonen (2007) came up with the understanding
that achieving dynamic environment in line with expanding market for product through strategic-oriented
involvement requires greater investment in IT.
5.3 Customers Service Delivery, Information Technology and Performance Measures in Insurance Industry
Information technology is crucial for a communication-based process. Therefore, communication ability of an
organization when relating to its interested customers hinged on information that are timely and trustworthy
(Ndubisi, 2007). More so, the functional ability of an organization is a two-way thing, hence information
management system involves management, employees and customers. In insurance, firms have commenced a
wide array of on-line services, including online sales, needs analysis (Adelman & Dorfman, 2002) and customer
services (for example, online policyholder account information, claims management and processing, and group
insurance certificate). These are in addition to other germane and vital situations such as globalization and
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regulatory reforms that insurance firms must contend with. These developments had brought in more
competitiveness in the world of insurance (Graven, 2002).
According to Fagbemi (2006), customer-centered services incorporate customers’ concerns at each stage of the
service design and delivery process. Rust and Chung (2006) affirm that productivity, profitability, and improved
organizational performance are usually the end-result whenever an organization is concerned with customer
service-oriented programmes. According to Gan et al. (2006) and Varki and Colgate (2005), a customer focused
service is a significant variable which has helped promote cordial relationship between firms and their numerous
customers. The Microsoft Dynamics Report (2009) suggests that to provide services of superior quality to
customer, insurers need to take a comprehensive dimensional perspective of those customers that give an insight
into how to complement their services and sales requirements. Therefore, with adequate and relevant business
information and management process, insurers would find it easy to streamline their operations, have customer in
mind, and optimize customer processes, which results in increase of revenue and improve their competitive level
in the world market.
Over a decade ago, it was emphasized that benefits of information technology to the insurance industry in Nigeria
would include faster and accurate ways of getting things done, relieving workers of the burden of performing
minor repetitive tasks and elimination of unnecessary use of resources such as paper work (Data Board Limited,
1998). Matassa et al. (2003) suggested investment in IT as a representation of almost all investment in technical
capital which affects productivity the more. According to Arora (2003), the insurance industry has been lagging
behind the other financial services to embrace this new change within its activities. However, incorporating
technology in our marketing offerings encourages a competitive standard (Karimi, Somers & Gupta, 2001). More
and more service firms such as insurance organizations and banks are providing IT based service options to their
customers. Jeffers (2003) posits that the strength and competitive advantage of an organization is
complementarities between IT contribution, firm performance and leveraging service delivery of customers.
A major firm’s objective is the improvement of its performance. This serves the strategic goal of business and
information system (Delone & McLean, 1992). Croteau and Bergeron (2001) imply that performance
measurement in any organization has no standardized link. They were of the opinion that two possible approaches
are used in measuring performance. These are the objective or quantitative approach which comprises data of
financial elements (such as income and productivity indicators) and the subjective or qualitative approach which
indicates respondents’ perception. Berger et al. (2000) provided distinctive representation of some providers of
financial service who see conglomeration as a more economically efficient business strategy and others who see
their core competent areas as critical.
Investment in quality information system had paved way for insurers to devote efforts to customer service delivery.
A more pricing and transparent service delivery exists in an environment competitive for customer reliance
(D’Arcy & Doherty, 1990). Graven (2002) notes that a more glaring pricing attracts customers and encourages
insurer firms bid for business having alternated the price. While Lohman et al. (2004) provide evidence which gave
an indication of the alignment between improved performance measurement and supply chain management, Folan
and Browne (2005) segmented the development of measures of performance into four different categories, viz: (i)
frameworks; (ii) systems; (iii) inter-organizational performance measurement and (iv) recommendations.
In providing a profitability representation of an insurance company, insurance performance measures were
developed by Calandro (2001). He further points out three major drivers in insurance performance measurement –
that is, investment, production and re- insurance. The use of insurance performance measurement serves as an
evaluation instrument and diagnostic control mechanism, and thus, an avenue through which an insurer can more
deeply fathom the trade-offs incorporated in its business decisions and improve its oversight of each area of
operations which could lead to new initiatives, strategies and management practices. Paramasivan (2008) notes
that IT today is an indispensible component of insurance business and is linked to all spheres of core operations
such as Marketing, Underwriting, Claims management and Rate making. The usage of IT can be attributed to
increasing emphasis on quality consciousness, optimum utilization of resources, integration of various
administration processes, cost cutting, right sizing, international standardization, providing web based training to
intermediaries, consumer education, detection of fraud, closer monitoring of implementation of company policies,
shorter product development /launching time, etc. Information Technology is, therefore, pertinent and being used
in the following applications in the insurance industry: clients’ administration, product control, underwriting,
claims management, reinsurance cover, accounts, management information & control system, document
fulfillment and reporting.

62

www.ccsenet.org/ijms

International Journal of Marketing Studies

Vol. 5, No. 4; 2013

6. Methodology
6.1 Research Design, Instrumentation, Administration and Tests of Validity
A survey research design was employed for the study. Data were collected among the Nigerian insurance
companies. The major data gathering instrument employed in this study was the questionnaire. The questionnaire
followed the formulation of the above research questions and hypotheses. It consisted of two parts, A and B. Part A
consisted of participant’s personal data, while part B contained general statement related to the research variables.
Respondents were requested to state their perception of the issues under investigation by completing the
questionnaire which was drawn using a five – point Likert-type scaling measurement of ‘Strongly agree’, Agree’,
‘Undecided’, ‘Disagree’, and ‘Strongly Disagree’.
Among member companies of the Nigerian Insurers Association, 25 companies were selected randomly from the
directory as documented in the Nigeria Insurance Digest (2011, p.35). The choice of the selected companies was
according to their rank in order of gross premium and market share (that is, top 25 member companies of the
Nigerian Insurers Association). The sample population for this study was drawn from Lagos, the commercial
center of Nigeria, which houses the largest number of insurance companies in Nigeria. A pre-structured
questionnaire was administered to 150 respondent employees using the stratified sampling technique to obtain
information from three strata of employees (that is, IT managers, Marketing managers and Underwriting
managers). Two respondents were drawn from each of the three categories of employees from each of the 25
insurance companies; that is, 6 per company × 25 companies = 150 respondents. To ensure a high response rate
from the respondents, the researchers made series of telephone calls and visits to the selected companies. 129
copies of the questionnaire were retrieved out of which 112 correctly completed copies were used, that is, a 75%
effective response rate.
The research instruments were validated using construct validity and content validity. Nevertheless, an external
validity was also sought for. Construct validity was sought for in this study through an extensive use of
well-grounded theory and literature from other studies. This provides theoretical relationship and cumulativeness
with previous work. The content validity is developed by giving a set of draft questionnaire to few selected IT
managers, marketing managers, underwriting managers in insurance companies and academicians in the field in
insurance. These experts reviewed the content and gave suggestions that assisted the researchers to present the
items within the linguistic understanding of the respondents. To ensure the soundness of external validity of this
study, we conducted a check using the approach introduced by McGrath, MacMillan and Venkatraman (1995) as
cited in Oyedijo (2012).This embraced active and relentless discussion of the results with knowledgeable and
experienced colleagues who are at the next lower rank of the final respondents and not a part of the sample but
are within the same companies. Their high extent of agreements with the result provided evidence of the external
validity of the results. The detail of the research methods is summarized in the appendix.
7. Results and Findings
7.1 Data Presentation and Analysis
In presenting and analyzing the collected data, simple frequency and percentage tables have been used, while
hypotheses formulated were tested using one sample T-test statistical instrument with the support of the SPSS
version 17.0.
7.2 Analysis of Responses to Research Questions
7.2.1 Customers’ Awareness of the Availability of IT Facilities in Their Dealings with the Nigerian Insurance
Companies
Table 1. Simple frequency percentage table showing responses to research question 1
Alternatives
Strongly agree
Agree
Undecided
Disagree
Strongly disagree
Total
Source: Survey Report, 2012.

Responses

Percentage
(%)
27.68
43.75
24.10
04.47
00.00
100

31
49
27
05
00
112

63

Aggregate (%)

71.43
24.10
04.47
100
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As presented in the above table, 71% agreed to the question, 24% were undecided while 5% indicated their
disagreement. This indicates that insurance companies provide their customers with information via IT network.
7.2.2 The Use of Information Technology Has Positively Affected the Performance Efficiency of My
Organization
Table 2. Simple frequency percentage table showing responses to research question 2
Alternatives

Responses

Strongly agree
Agree
Undecided
Disagree
Strongly disagree
Total
Source: Survey Report, 2012.

Percentage
(%)
27.68
52.68
12.50
07.14
00.00
100

31
59
14
08
00
112

Aggregate (%)

80.36
12.50
7.14
100

On aggregate, 80% of the respondents agreed that IT has continually improved the performance level of their
organizations. This, in the study of Harris and Katz (1988) on forty insurance organizations, presents evidence that
many successful companies spent on information technology a higher percentage of their investments than other
less successful counterparts. While 13% were undecided, 7% expressed their disagreement.
7.2.3 Quality Service Delivery Has Enhanced Performance Level in My Organization
Table 3. Simple frequency percentage table showing responses to research question 3
Alternatives

Responses

Strongly agree
Agree
Undecided
Disagree
Strongly disagree
Total
Source: Survey Report, 2012.

52
34
23
03
00
112

Percentage
(%)
46.43
30.36
20.53
2.68
00.00
100

Aggregate (%)
76.79
20.53
2.68
100

Responses to table 3 above proved that 77% were in support that providing customers with quality service delivery,
in terms of prompt claims payment and flexible policy plans, will increase the performance of Nigerian insurance
companies. Also, 20% and 3% indicated their indifference and disagreement. As expected, this shows that
effective quality service delivery in insurance organizations results in increased performance.
7.3 Test of Hypotheses
The hypothesis test seek to further analyze questions for the research which relates to the role information
technology plays in customers service delivery and organizational performance of selected companies in the
Nigerian insurance industry. Three hypotheses were formulated for clearer direction and understanding of the
study and these were tested using a one sample T-test with the support of Statistical Package for Social Science
(SPSS) version 17.0.
7.3.1 Hypothesis 1: Customers Are Not Aware of the Availability of IT Facilities in Their Dealings with the
Nigerian Insurance Companies
Table 4. Simple frequency percentage table showing responses to Hypothesis 1 (Statement 4)
Hypothesis

Strongly
Agree
Responses
41(36.6%)
Source: Survey Report, 2012.

Agree

Undecided

Disagree

38(33.9%)

22(19.6%)

09(8.1%)

64

Strongly
Disagree
02(1.8%)

Total
112(100%)
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Table 5. Analysis of hypothesis 1

Customer
awareness

Test Value=0
t

df

Sig. (2-tailed)

40.811

111

.000

Mean
Difference
3.95536

Interval of the Difference
Lower
Upper
3.7633
4.1474

The above result shows that the calculated value of 40.81 is greater than the p-value of 0.000 at 5% significant
level (i.e. Dcal= 40.81 > p= 0.000). Therefore, in compliance with the decision rule, the null hypothesis (Ho),
stating that customers are not aware of the availability of IT facilities in their dealings with the Nigerian insurance
companies is rejected (see Table 4 for respondents’ responses). This indicates that customers are aware of the
availability of IT facilities in their dealings with the Nigerian insurance companies. Once more, this underlines the
fact that Nigerian insurance companies have been IT compliant and thus have been relating to their various
customers via IT networks.
7.3.2 Hypothesis 2: The Use of IT Does Not Enhance the Performance Efficiency of Insurance Organizations in
Nigeria
Table 6. Simple frequency percentage table showing responses to Hypothesis 2 (Statement 9)
Hypothesis

Strongly
Agree
Responses
07(6.3%)
Source: Survey Report, 2012.

Agree

Undecided

Disagree

13(11.6%)

19(16.9%)

24(21.4%)

Strongly
Disagree
49(43.8%)

Total
112(100%)

Table 7. Analysis of hypothesis 2

IT & insurance
performance
efficiency

Test Value=0
t

df

Sig. (2-tailed)

17.862

111

.000

Mean
Difference
2.15179

Interval of the Difference
Lower
Upper
1.9131
2.3905

The result above shows that the calculated value of 17.86 is greater than the p-value of 0.000 at 5% level of
significance (i.e. Dcal = 17.86 > p=0.000). Therefore, in compliance with the decision rule, the null hypothesis
(Ho) that, according to the respondents, the use of information technology does not enhance performance
efficiency of insurance organizations in Nigeria is rejected (see Table 6 for respondents’ responses). It is, therefore,
logical to conclude that information technology is supportive to the performance efficiency of insurance
companies in Nigeria. Again, this result supports the view of Jeffers (2003) who posited that the strength and
competitive advantage of an organization is complementarities between IT contribution, firm performance and
leveraging service delivery of customers.
7.3.3 Hypothesis 3: Providing Quality Customers Service Delivery Will Not Enhance the Organizational
Performance of Insurance Company
Table 8. Simple frequency percentage table showing responses to Hypothesis 3 (Statement 20)
Hypothesis

Strongly
Agree
Responses
02(1.8%)
Source: Survey Report, 2012.

Agree

Undecided

Disagree

04(3.6%)

23(20.5%)

49(43.8%)

65

Strongly
Disagree
34(30.3%)

Total
112(100%)
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Table 9. Analysis of hypothesis 3
Test Value=0
T
df

Qualityservice
performance

delivery

&

23.700

111

Sig.
(2-tailed)

Mean
Difference

.000

2.02679

Interval
Difference
Lower
1.8573

of

the

Upper
2.1962

From the result above, the calculated value of 23.70 is greater than the p-value of 0.000 at 5% level of
significance (.i.e. Dcal= 23.70 > p=0.000). Therefore, in compliance with the decision rule, the null hypothesis (Ho)
that providing quality service delivery will not enhance the performance of an insurance company is rejected (see
Table 8 for respondent’s views). The researchers then conclude that providing quality customer service delivery
enhances the performance of an insurance organization. This, therefore, confirms the earlier studies of Berry
(1983), Gronroos (1990), and Morgan and Hunt (1994), who noted that quality customer service delivery tends to
increase returns, profits, and value of shareholder through marketing activities directed towards improving,
maintaining and increasing successful relationships between companies and their customers. Madueme (2009)
concurs that investment in IT positively affects efficiency and thus, strengthens quality service delivery.
8. Conclusion, Recommendations and Future Research
This study attempts to find out how relevant and effective information technology is perceived in quality service
delivery to customer and also, to examine its effect on insurance companies’ performance in Nigeria. However, the
study found that in most companies, customers find it difficult to perform vital transactions on-line without
necessarily being present physically at the companies (responses to statement 3 on the questionnaire). This is
because many customers have not bought into the idea of the use of IT as means of reaching their respective
insurance companies. Furthermore, responses from the various companies show further that many insurance
companies have started relating with their customers via IT networks, and have also encouraged customers by
reaching out to them through electronic mails, text messages and the likes. The study also found that a good
number of the insurance companies are of the opinion that IT has aided their performance levels. This study is
consistent with others [such as Hyvonen (2007), Chan et al. (1997), Harris & Katz (1988), among others]; it
presents evidence that advances in information systems may have positive impact on the performance of any
business. Findings from this study also gave supporting evidence that greater investments in information
technology are perceived as enhancing organizations’ profitability level.
Conclusively, this study reveals that Nigerian companies are on the proper path to adopt and effectively use
information technology to improve customers’ service delivery and this will in turn affect firm performance
positively. As suggested by these findings, insurance companies in Nigeria can better their customers service
delivery process by investing more in information technology, providing IT training facilities to staff from
time-to-time and educating their customers on the need for on-line transactions to ensure smooth, faster and quality
service. All these would lead to increased profits.
Having considered the findings, this study recommends therefore that:
i.

Insurance administrators and regulators at all levels should gather relevant information as regards factors that
may assist in contributing meaningfully to the usefulness of information technology in effective service
delivery;

ii.

Insurance companies in Nigeria are encouraged to improve on their investment level in their IT so as to
further enhance performance efficiency in every aspect of their business operations;

iii.

Insurance organizations should ensure they provide IT enhanced quality service delivery that are customer
friendly to the insuring population;

iv.

Insurance regulators at all levels should endeavour to evaluate the extent to which information technology
has been put to effective use in every department of the industry;

v.

Insurance companies, administrators and regulators should pool their resources together in order to organize
seminars, workshops and symposia to enlighten both prospective and existing insurance customers on the
need to embrace the use of IT in their various dealings; and
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Regulators should develop a regulatory framework that has the capability to regularly monitor and tackle the
incidences of poor quality services, rate cutting, premium defaulting of compulsory insurance, and the likes
with the aid of IT usage.

This research suggests further that future studies should look into cost implication of the use of IT in the service
delivery efficiency of insurance companies in the developing world. More so, efforts need be put together to
ascertain and evaluate quality of insurance services in terms of responses to insurance claims payment and
settlement, availability of insurance policy, cost of insurance, regular supply of information, flexibility in policy
plans (that is, duration of policy, premium adjustment, e.t.c.), availability of Insurance Brokers/Agents and
courtesy of contact staff. Lastly, future research can endeavour to investigate reasons why the insuring publics do
not often utilize the available IT facilities in their dealings with their respective insurance companies.
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Appendix
Details of Research Methords
Product
Geographic location
Research design
Survey instrument
Type of sampling
Sample size
Level of significance (confidence)
Period of study
Procedure for data analysis
Test of validity

Insurance services
Lagos, Nigeria
cross sectional survey
personal questionnaire
stratified sampling
N= 112
5% (95%)
February – May, 2012
one sample T-test
Construct, content & external

Key statements to research variables (Questionnaire)
1)

My organization attends to the needs of our customers via hi-tech facilities.

2)

We provide on-line services to our customers through the use of IT network.

3)

Our customers do their major transactions on-line without having physical contact with us.

4)

My organization usually informs our customer of any transaction on their account via IT network.

5)

My organization has detailed database of our customers using a blend of IT facilities.

6)

All departments in my organization are familiar with the use of IT.

7)

Our organization is highly computerized and as such do not restrict interaction with customers via this
medium.

8)

The use of IT facilities has not helped my organization to respond to customers’ complaint timely.

9)

IT has not improved service delivery in my organization.

10) Investment in IT has continually improved the performance of my organization over the years.
11) Quality service delivery has enhanced performance level in my organization.
12) My organization provides quality service delivery to our customers in order to improve on our performance
all the time.
13) Most staff in my organization are IT oriented.
14) My organization provides IT training to all staff from time to time.
15) Many staff have disengaged due to the lack of IT integration in our service delivery.
16) Many staff lack good communication skills due to the absence of IT facilities.
17) My organization educates our customers on the need to embrace the use of IT.
18) My organization prefers service delivery without IT inclusion.
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19) IT facilities are provided in my organization.
20) Providing prompt claims payment and flexible policy plans has not affected my organization’s performance.
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