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ABSTRACT 10 

Personal selling is a paid personal communication that seeks to inform customers and persuade them to 11 

purchase products in an exchange situation. It is a powerful two-way form of communication. It allows an 12 

interactive relationship to develop between buyer and seller in which the latter can modify the information 13 

presented in response to the needs of the audience. The intent of this study is to establish the contribution 14 

of personal selling to the promotion of insurance products in Ho, Ghana. Lots of literature abounds on 15 

advantages of personal selling but the outcome of this study will help reveal contributions of personal 16 

selling to insurance companies. Thus, the study focused on insurance clients in the Ho, capital of Volta 17 

Region, Ghana. Data were collected with a questionnaire administered to a sample of 100 clients who 18 

represented customers of a leading insurer in the city of Ho, Volta Region, Ghana. Statistical Package for 19 

Social Sciences (SPSS) was used to analyze the data. It was found that personal selling is a critical tool for 20 

promoting products of the leading insurer. Thus, it’s important that the insurer recruit and trains more 21 

salespersons to help stay ahead of competition.  Also, insurance companies in Ghana should consider 22 

salespersons an important element in their promotion mix 23 

 24 
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1. INTRODUCTION 29 

Promotion is defined as communication by marketers that informs, persuades, and reminds potential 30 

buyers of a product in order to influence an opinion or elicit a response, McDaniel et al. (2006). It can also 31 

be defined as a marketing activity aimed at communicating marketing messages to the market, to influence 32 

buying decisions and offer incentives to enhance sales of a company’s product or service. Promotion can 33 

also be defined as any form of communication a business or organization uses to inform, persuade or 34 

remind people about its products and improve its public image (Farese, 1997). McDaniel et al. (2006) 35 

insists that few goods or services, no matter how well developed, priced, or distributed, cannot survive in 36 

the marketplace without effective promotion. According to Kotler & Keller (2006), promotion is now 37 

accepted by top management as an effective sales tool; more product managers are qualified to use sales 38 

promotion tools; and product managers are under greater pressure to increase current sales. In addition, 39 

the number of brands has increased and competitors use promotion frequently.   40 

 41 

In the words of Wilson, Gilligan, & Pearson (1995), some writers (e.g. Kotler, 1986) use the term 42 

‘communication mix’ rather than promotional mix, in the same context, while others (e.g. Jefkins, 1990) use 43 

the term ‘communications, to represent company-wide communications rather than just marketing 44 

communications. Just as the elements of the marketing mix need to be integrated and tailored to the needs 45 

of particular market segments, so the elements of the promotional mix should be harmonized in order to 46 
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avoid conflict and confusion in messages being sent to the target audience and to achieve maximum 47 

communication effectiveness. Wilson et al. (1995) argues further that the role of the promotional mix is 48 

essentially to make the target audience favorably aware of the availability of products and services in the 49 

market-place. Each element of the promotional mix can play a distinctive part in this role.  50 

 51 

Attempts to distinguish between advertising as ‘above-the-line’ and sales promotion as ‘below-the-line’ are 52 

somewhat artificial and arise from the fact that advertising agents receive commission on space bookings 53 

from the media. For this reason advertising agencies used to ‘draw a line’ in their accounts above which 54 

were the commissionable items (media advertising) and below which were the non-commissionable items 55 

(sales promotion), Wilson et al. (1995).  Other attempts have been made to distinguish more clearly 56 

between elements of the promotional mix. These include: 57 

� advertising; a non-personal persuasive communication in media not owned by the company, 58 

� sales promotion; a non-personal communication in the media owned by the company, 59 

� selling; a personal persuasive communication by sales people employed by the company, Wilson 60 

et al. (1995 61 

 62 

What specific tasks should promotion accomplish? The answers to this question seem to vary as much as 63 

the sources consulted during this study. However, in the words of Kurtz (2008), marketers generally identify 64 

the following objectives of promotion:  65 

� Provide information to consumers and others. 66 

� Increase demand. 67 

� Differentiate a product. 68 

� Accentuate a product’s value. 69 

� Stabilize sales. 70 

 71 

Informative promotion, according to McDaniel et al. (2006), seeks to convert existing need into a want or to 72 

stimulate interest in a new product. It is generally more prevalent during the early stages of the product life 73 

cycle. People typically will not buy a product service, or support a nonprofit organization until they know its 74 

purpose and its benefits to them. Informative messages are important for promoting complex and technical 75 

products such as automobiles, computers, and investment services, McDaniel et al. (2006).  76 

 77 

Most promotions pursue the objective of increasing demand for a product; Kurtz (2008). Some promotions 78 

are aimed at increasing primary demand, the desire for a general product category such as HDTVs or DVD 79 

players. Kurtz (2008) continues to debate that more promotions, however, are aimed at increasing selective 80 

demand, the desire for a specific brand.  81 

 82 

A frequent objective of the firm’s promotional efforts is product differentiation. Homogeneous demand for 83 

many products results when consumers regard the firm’s output as virtually identical to its competitors’ 84 

products. A differentiated demand schedule, in contrast, permits more flexibility in marketing variables such 85 

as price; Kurtz (2008).  86 

 87 

Promotion is also aimed at accentuating a product’s value. By this, according to Kurtz (2008), promotion 88 

can explain the greater ownership of utility of a product to buyers, thereby accentuating its value and 89 

justifying a higher price in the marketplace. This objective benefits both consumer and business products. A 90 

firm’s promotional message must build brand image and equity and at the same time deliver a ‘call to 91 

action’. Marketers must choose their words wisely when creating messages that accentuate their product’s 92 
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value; Kurtz (2008). One expert advises staying away from five words: quality, value, service, caring, and 93 

integrity. These overused words are vague and tend to fall on deaf ears; McKee (2006). 94 

 95 

According to Kurtz (2008), sales of most goods and services fluctuate throughout the year. These 96 

fluctuations may result from cyclical, seasonal, or irregular demand. Sales of bottled water and flashlights 97 

might spike just before a storm while vacation rentals might be cancelled in the path of the same oncoming 98 

hurricane. Stabilizing these variations is often an objective of promotional strategy.  99 

 100 

According to Neil Kokemuller (http://www.ehow.com/facts_6905261_insurance-product-definition.html: 101 

28/05/2014) insurance products are common financial arrangements in which an insurance provider states 102 

its guarantee to pay on covered claims. In return, the buyer agrees to pay a monthly premium cost. A 103 

customer buys insurance to protect against property loss or financial risk. The actual insurance product 104 

takes the form of a policy binder which states all the terms and conditions, including an overview of what 105 

events would lead to a claim payout. Insurance products include a wide range of solutions. Common 106 

insurance products include home, auto, life, health, dental, mortgage, and asset protection. Products can 107 

also be customized for various purposes, including protecting professional athletes from lost income due to 108 

injury. 109 

 110 

Unarguably, insurance products are typical services in nature and therefore, promoting them might not 111 

necessarily follow the general promotion strategies usually adopted by the producers of tangibles. Palmer 112 

(2008) writes that specifying the objectives of service communication is important if appropriate messages 113 

are to be accurately targeted through the most appropriate channels in the most cost-effective manner 114 

possible. Typical promotional objectives for services according to Palmer (2008) might be: 115 

� to develop an awareness of, and an interest in, the service organization and its service product(s) 116 

� to communicate the benefits of purchasing a service 117 

� to influence eventual purchase of the service 118 

� to build a positive image for the service firm 119 

� to differentiate the service from its competitors 120 

� to remind people of the existence of a service and/or the service firm 121 

 122 

Ideally, these objectives should be quantified as far as possible and thus promotional objectives for a new 123 

type of motor insurance policy may begin with an objective to achieve awareness of the brand name by 124 

30% of the 25-55-year-old UK insurance buying public within one year of the launch; Palmer (2008). 125 

 126 

The promotion mix refers to the combination of channels that an organization uses to communicate with its 127 

target markets. Communication is received by audiences from two principal sources – sources within an 128 

organization and external sources. The later includes word-of-mouth recommendations from friends and 129 

editorial in the press. Sources originating within an organization can be divided into those originating from 130 

the traditional marketing function (which can be divided into personal two-way channels such as personal 131 

selling and impersonal one-way channels such as advertising) and those originating from front-line 132 

production resources. Because services normally involve consumers in the production process, the 133 

promotion mix has to be considered more broadly than is the case with manufactured goods; Palmer 134 

(2008). Front-line operations staff and service outlets become a valuable channel of communication.  135 

 136 

Personal selling is a paid personal communication that seeks to inform customers and persuade them to 137 

purchase products in an exchange situation; Pride & Ferrell (2009). It is a powerful two-way form of 138 

communication. It allows an interactive relationship to develop between buyer and seller in which the latter 139 
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can modify the information presented in response to the needs of the audience. Personal selling allows for 140 

the cultivation of friendship between buyer and seller, which can be an important element of a relationship 141 

marketing strategy. It can also be powerful in creating a feeling of obligation by the customer to the 142 

salesperson, thereby helping to bring about a desired response; Palmer (2008). In a study of the life 143 

assurance sector, George and Myers (1981) found that customers viewed their purchases as being highly 144 

risky and therefore unpleasant. As a consequence, they attached particular importance to the level of 145 

support they received from a salesperson in particular, and their organization in general. As well as being 146 

the mouthpiece of an organization, sales personnel can also be its ears. Palmer (2008) argues that 147 

salespersons can be extremely useful in marketing research, for example by reporting on customers’ 148 

comments, or providing information about competitors’ activities. He continues that in respect of their 149 

selling role, a number of selling situations can be identified: 150 

� trade selling 151 

� technical selling 152 

� missionary selling 153 

� new business selling 154 

 155 

The task of selling can be broken down into a number of sequential stages; Palmer (2008):  156 

� prospecting 157 

� preparation and planning 158 

� the sales presentation 159 

� handling objections 160 

� closing the sale 161 

� follow-up 162 

Jobber and Lancaster (2009) refer to these responsibilities of salespersons as secondary functions but 163 

were quick to note that although termed secondary, they are vital to long-term sales success.  164 

 165 

Because insurance products are unsought, potential buyers are usually not convinced by advertisements. 166 

This phenomenon is what has principally resulted in using personal selling to convince potential customers 167 

about the benefits of the insurance product. As a promotional tool, personal selling act  as a veritable 168 

instrument for changing the negative perception of the public towards the insurance products and together 169 

helps in increasing the level of demand for this insurance service by both new and existing clients; (Baku, 170 

2007). Aside personal selling representing the company to customers, personal selling also represents the 171 

customers to the company bringing back insightful information to the management in order to improve their 172 

product and working hard in establishing mutually beneficial long-term relationship the insurer and the 173 

insured; (Kotler, 1999). He further hints that personal selling promotes insurance products by providing 174 

opportunities for potential insurance buyers to know about new insurance products in the market. Thus, it 175 

informs and educates the clients about new products and moreover aid customers to select that insurance 176 

policy that suits their requirements and taste, Kotler (1999). 177 

 178 

 179 

 180 

2. METHODOLOGY 181 

The target population for the study comprised the customers of a leading insurance company in Ho, Volta 182 

Region of Ghana. This population was chosen because these people interact with the bank and therefore 183 

served as a direct source of answers to the research questions that were asked.  184 

 185 
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The Volta Region lies at the eastern side of Ghana. Ho is the capital of Ho Municipal Assembly and 186 

doubles as the capital city of the Volta Region of Ghana. Ho lies between Mount Galenukui (Togo Atakora 187 

Range) and Mount Adaklu. The city is home to a museum, about ten (10) insurance companies, a large 188 

prison, among other notable landmarks. Ho has a settlement population of 271,881 people 189 

(http://www.statsghana.gov.gh). It was the capital of British Togoland. Ho has the highest concentration of 190 

insurance companies in the Volta Region and for that matter there exist a lot of customers of insurance 191 

companies in the township. The population size for the study is Four Hundred and Fifty-Five (455) which is 192 

made up of customers of the leading insurer in Ho, Ghana.  Multistage sampling method was used to select 193 

the respondents for the study. First, a total of One Hundred (100) respondents representing approximately 194 

22% of customers of the insurance company were sampled purposively for the study.   195 

 196 

At the second stage, accidental sampling technique was used in the distribution of questionnaires to 197 

sample the opinions of respondents. In the use of accidental sampling, respondents were selected on the 198 

basis of chance; respondents were sampled based on the probability of meeting them at the premises of 199 

the insurance company. Both qualitative and quantitative data were collected from respondents. 200 

Questionnaires were administered on respondents to elicit the needful data. The first part of the customers’ 201 

questionnaire was used to collect data on the demographics of the respondents such as gender, and period 202 

of ‘customership’ with the insurer. In the second part of the questionnaire, data collected included the 203 

impact of personal selling.  204 

 205 

Data gathered were checked for clarity, organized and analyzed in line with the research objectives. The 206 

analysis of data was done by SPSS version 16 software to produce descriptive statistics in the form of 207 

frequency tables.  208 

 209 

 210 

3. RESULTS AND DISCUSSIONS 211 

The study was conducted on clients of the leading insurer at its branch office in Ho, Ghana. Equal 212 

opportunity was given to all sampled clients; the same questions were administered on all 100 213 

respondents.  214 

 215 

3.1 Initial Knowledge of the Insurer 216 

The study found out how each of the sampled clients became aware of the products of the insurance 217 

company.  218 

 219 

Table 1:   Initial Knowledge of the Insurer 220 

 
Medium  

 
Frequency 

 
Percentage 

Valid 
Percentage 

Cumulative 
Percent 

 
Friends/Relations 
Salesperson(s) 
Electronic Advert (Radio/TV/Internet) 
Total  

 
15 
77 
8 

100 

 
15.0 
77.0 
8.0 

100.0 

 
15.0 

77.0 
8.0 

100.0 

 
15.0 

92.0 
100.0 

         Source: Field Data, September 2014 221 

 222 

Table 1 indicates that 77% of respondents got to know of the Insurer through salespersons other than the 223 

other promotional tools. This is largely attributable to the fact salespersons take time to adjust the 224 

insurance products sales messages to the understanding of the client. Though quite expensive and time 225 
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consuming, it is obvious from table 1 that personal selling is unbeatable when it comes to awareness 226 

creation for insurance products. This argument is buttressed by the evidence that a cumulative percentage 227 

of 92.0 got knowledge of the leading insurer through an encounter with friends, relatives, and or 228 

salespersons.  229 

 230 

3.2 Benefit from Encounter with Salesperson(s) 231 

The study considered benefits that sampled clients derived from their encounters with salespersons of the 232 

Insurer. The responses to this are indicated below: 233 

 234 

        Table 2:   Benefit from Encounter with Salesperson(s) 235 

 
Benefit  

 
Frequency 

 
Percentage 

Valid 
Percentage 

Cumulative  
Percent 

I was persuaded by presentation 
My fears about insurer were allayed 
My queries were answered professionally 
I was assisted to claim my indemnity 
Others 
Total 
Missing data 
Total  

43 
25 
21 
6 
1 

96 
4 

100 

43.0 
26.0 
21.0 
6.0 
1.0 

96.0 
4.0 

100.0 

44.8 
26.0 
21.9 
6.3 
1.0 

100.0 

44.8 
70.8 
92.7 
99.0 

100.0 

       Source: Field Data, September 2014 236 

 237 

Referenced http://www.knowthis.com/personal-selling/advantages-of-personal-selling(18/12/2014), one key 238 

advantage personal selling has over other promotional methods is that it is a two-way form of 239 

communication. In selling situations the message sender (e.g., salesperson) can adjust the message as 240 

they gain feedback from message receivers (e.g., customer). This means if a customer does not 241 

understand the initial message (e.g., doesn’t fully understand how the product works) the salesperson can 242 

make adjustments to address questions or concerns. Many non-personal forms of promotion, such as a 243 

radio advertisement, are inflexible, at least in the short-term, and cannot be easily adjusted to address 244 

audience questions. Table 2 reveals that the case of the leading Insurer in this study is not different as 43% 245 

of respondents were indicated that they were persuaded by the presentation of salespersons encountered. 246 

The cumulative percentage of 92.7 confirms that personal selling is a formidable promotional tool that every 247 

insurance company, especially in the study area, should employ.  248 

 249 

The interactive nature of personal selling also makes it the most effective promotional method for building 250 

relationships with customers, particularly in the business-to-business market. This is especially important 251 

for companies that either sell expensive products or sell lower cost but high volume products (i.e., buyer 252 

must purchase in large quantities) that rely heavily on customers making repeat purchases. Because such 253 

purchases may take a considerable amount of time to complete and may involve the input of many people 254 

at the purchasing company (i.e., buying center), sales success often requires the marketer develop and 255 

maintain strong relationships with members of the purchasing company; http://www.knowthis.com/personal-256 

selling/advantages-of-personal-selling(18/12/2014). This is confirmed by the figures from the field data of 257 

this study.  258 

 259 

3.3 Value of Information from Salespersons 260 

The study sought to discover how clients assess the information they received from their encounters with 261 

salespersons. The figures below are instructive enough to draw any meaningful conclusion.  262 
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 263 

      Table 3:   Value of Information from Salespersons 264 

 
Value  

 
Frequency 

 
Percentage 

Valid 
Percentage 

Cumulative  
Percent 

Excellent 

Very Good  

Good  

Poor 

Total  

30 

46 

22 

2 

100 

30.0 

46.0 

22.0 

2.0 

100.0 

30.0 

46.0 

22.0 

2.0 

100.0 

30.0 

76.0 

98.0 

100.0 

      Source: Field Data, September 2014 265 

  266 

The results revealed by table 3 indicates that 46% of respondents assessed the value of information from 267 

salespersons as very good whiles 30 % and 22% think salespersons provide excellent and good 268 

information respectively. The Insurer must however work hard to convince the 2% who think information 269 

from salespersons is poor.  270 

 271 

3.4 Customer Education Provided by Salespersons 272 

Customer education is very important in any sales attempt. It provides information and or training on the 273 

offering of an organization. The statistics below reveals the assessment of sampled clients about the quality 274 

of education they received from salespersons.  275 

 276 

        Table 4:   Customer Education Provided by Salespersons 277 

 
Assessment  

 
Frequency 

 
Percentage 

Valid 
Percentage 

Cumulative  
Percent 

Excellent  

Very Good  

Good  

Poor 

Total  

29 

39 

29 

3 

100 

29.0 

39.0 

29.0 

3.0 

100.0 

29.0 

39.0 

29.0 

3.0 

100.0 

29.0 

68.0 

97.0 

100.0 

        Source: Field Data, September 2014 278 

 279 

 280 

The study indicates that a total of 98 of the 100 clients sampled representing 98% say they were well 281 

educated about the Insurer when they encountered salespersons.  A negligible 2% revealed that they were 282 

poorly educated by salesperson. It recommended that the Insurer considers sales force training in order to 283 

convince this percentage of their clients who feel poorly educated.  284 

 285 

 286 

3.5 Importance of Personal Selling in Promoting Products of the Insurer 287 

According to the Branch Manager of the Insurer in Ho Ghana, the company started employing the services 288 

of salespersons since the year 2005 which has benefited the company greatly. He indicated that the 289 

company resorted to salespersons due to the increased competition they received from the influx of hitherto 290 

lesser known insurers. This he said explains why the company spends 60% of its annual promotional 291 
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budget on salespersons which he disclosed has yielded lots of benefits since most of their clients fill 292 

confident dealing with the company’s sales representative.  293 

 294 

He explained that the company does few electronic and outdoor ads because they are very expensive yet 295 

yielded little results (as per their internal assessment).  296 

 297 

The Branch Manager further revealed that the company relied mainly on personal selling for four reasons: 298 

to sustain favorable publicity, to gain more market exposure, to attract customer attention, desire, and 299 

action, and to increase sales volume.  300 

 301 

4. CONCLUSIONS  302 

The study shows that most clients of the insurer (77%) got to know about its products via salespersons. 303 

Also, 44.8% of clients are of the view that they benefited from their encounter with salespersons. A 304 

cumulative of 98% of sampled clients indicated that the value of information received from sales 305 

representatives was excellent, very good, or good. Thus, salespersons have a significant influence on the 306 

promotion decisions of the company. The study also revealed that personal selling is carried out as a 307 

competitive strategy to promote the insurer and increase its market share and exposure against 308 

competitors. Personal selling has also helped to gain good public image which contributes to strengthening 309 

loyalty of clients, and has also resulted in increasing the customer base of the insurer constantly. It is 310 

therefore clear that personal selling has significant effect on the sales of the company.  311 

 312 

It is therefore imperative for the company to focus more on training salespersons to help in winning new 313 

clients and stay ahead of competition.  314 

 315 
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