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Abstract

This paper investigates the impact of marketing channels on the

corporate reputation and profitability of life insurers based on the

evidence of bancassurance in Taiwan. The empirical result indicates

that marketing through bancassurance reduces underwriting service

quality and thus negatively affects the insurer’s reputation. On the

other hand, bancassurance shows an advantage in that it cuts

business expenses and consequently contributes to the insurer’s

profitability. This paper also finds a positive and sustained

relationship between corporate reputation and profitability.

Furthermore, the impact of bancassurance on service quality,

corporate reputation and profitability increases with market maturity.

The overall result suggests that life insurers must pay attention to

service quality when marketing through bancassurance, as service

quality has a sustained effect on corporate reputation and therefore

profitability.
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Notes

1. 1.

According to Teunissen (2008), the market share of

bancassurance in the U.S. is only around 2%.

2. 2.

In this paper “underwriting service quality” means the general

service quality in insurance business transactions, which is a

broad definition including all services related to insurance

product supply. It is different from “underwriting quality," which

is more narrowly defined as the fairness of risk selection and

classification.

3. 3.

In this paper “underwriting expense” means general business

and administration expenses for the insurance business. It does

not include the expense for risk selection or claim payment,

which is the direct cost of insurance products.

4. 4.

Based on the premiums of new contracts, the market share of

bancassurance expanded from 47.8% in

2008 (pre-crisis) to 63.2% in 2009 (post-crisis).

5. 5.

RMIM is the leading insurance magazine in Taiwan, similar to A.

M. Best’s Review in the U.S.

6. 6.

Complaints related to claim adjusting (Coa) usually result from

the disagreement in loss payment. Complaints not related to

claim adjusting (Cona) usually result from the selling process

such as unclear explanation of products.

7. 7.

Roberts and Dowling (2002) use data of “America’s Most

Admired Corporation” surveyed by the Fortune magazine to

represent corporate reputation.

8. 8.

The ranking score ranges from 0 to 29. The insurer with the

worst reputation has a score of 0, and the best has a score of 29
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(The number of life insurers in Taiwan was about 28–30

between 2004 and 2013.).

9. 9.

The variables for measuring contract persistency include p13 and

p25. However, p25 is highly related to p13 and sometimes

affected by reasons other than service quality (e.g., changes in

financial planning). Therefore, only p13 is taken for factor

analysis

10. 10.

The premium income lnPNC has a stronger relation with service

quality, corporate reputation and profitability than the variable

of asset size. Since the two variables are highly correlated, the

latter is not included in the model to avoid multicollinearity.

11. 11.

Since complaints related to claim adjusting (Coa) may be caused

by product fairness in addition to service quality, this paper also

tries to extract the latent variable Quality based on Coa and

Cona (complaints not related to claim adjusting), respectively, in

order to distinguish the effect of product fairness. The empirical

result based on Cona only is similar to the current one because

most complaints are from Cona. The empirical result based on

Coa only is less significant than that of Cona. These results are

shown in Appendix 2.

12. 12.

The market share is about 4% for the agency, and 1% for direct

mail.

13. 13.

The 3SLS SEMs analysis for the salesperson channel is to

provide a comparison with bancassurance. The analyses for

agency and mail channels are omitted because their market

shares are tiny, and there are few data of insurers that can be

applied to the study.

14. 14.

The regression coefficient of ROA on Quality is reduced from

0.118 (Table 4, model Ib) to 0.070 (Table 6) for salesperson, and

from 0.149 (Table 5, Model Ib) to 0.091 (Table 6) for

bancassurance. The regression coefficient of Repute on ROA is

reduced from 0.201 to 0.061 for the salesperson and from 0.190

to 0.075 for bancassurance.



2021/6/17 Marketing channel, corporate reputation, and profitability of life insurers: evidence of bancassurance in Taiwan | SpringerLink

https://link.springer.com/article/10.1057/s41288-019-00137-7 4/9

15. 15.

According to Table 8, the regression coefficient of Bank on

Quality is reduced from − 0.015 (pre-crisis) to − 0.009 (post-

crisis), and the regression coefficient of Bank on Repute is

reduced from − 0.063 to − 0.0392.

References

1. Anderson, E.W., C. Fornell, and D.R. Lehmann. 1994. Customer

satisfaction, market share, and profitability: Findings from

Sweden. Journal of Marketing 58 (3): 53–66.

2. Artikis, P.G., S. Mutenga, and S.K. Staikouras. 2008. A practical

approach to blend insurance in the banking network. The

Journal of Risk Finance 9 (2): 106–124.

3. Barrese, J., H.I. Doerpinghaus, and J.M. Nelson. 1995. Do

independent agent insurers provide superior service? The

insurance marketing puzzle. The Journal of Risk and Insurance

62 (2): 297–308.

4. Beltratti, A., and G. Corvino. 2008. Why are insurance

companies different? The limits of convergence among financial

institutions. The Geneva Papers on Risk and Insurance—Issues

and Practice 33 (3): 363–388.

5. Bennett, R., and H. Gabriel. 2001. Corporate reputation, trait

covariation and the averaging principle—the case of the UK

pensions mis-selling scandal. European Journal of Marketing

35 (3/4): 387–413.

6. Benoist, G. 2002. Bancassurance: The new challenges. The

Geneva Papers on Risk and Insurance—Issues and Practice 27

(3): 295–303.

7. Bergendahl, G. 1995. The profitability of bancassurance for

European banks. The International Journal of Bank Marketing

13 (1): 17–29.

8. Berger, A.N., J.D. Cummins, and M.A. Weiss. 1997. The

coexistence of multiple product distribution systems for financial

services: The case of property-liability insurance. The Journal of

Business 70 (4): 515–546.



2021/6/17 Marketing channel, corporate reputation, and profitability of life insurers: evidence of bancassurance in Taiwan | SpringerLink

https://link.springer.com/article/10.1057/s41288-019-00137-7 5/9

9. Clontz, B. 1997. Bancassurance in the United States: Effects on

consumers. Journal of the American Society of CLU & ChFC 51

(3): 68–71.

10. Chang, P.R., J.L. Peng, and C.K. Fan. 2011. A comparison of

bancassurance and traditional insurer sales channels. The

Geneva Papers on Risk and Insurance—Issues and Practice 36

(1): 76–93.

11. Chen, Z., D. Li, L. Liao, F. Moshirian, and C. Szablocs. 2009.

Expansion and consolidation of bancassurance in the 21st

century. Journal of International Financial Markets,

Institutions and Money 19 (4): 633–644.

12. Choudhury, K. 2013. Service quality and customers’ purchase

intentions: An empirical study of the Indian banking sector.

International Journal of Bank Marketing 31 (7): 529–543.

13. Constantinescu, D. 2012. The influence of bancassurance system

on the quality of the insurance services. International Journal of

Academic Research in Business and Social Sciences 2 (10): 464–

479.

14. Dreassi, A., and M.C. Schneider. 2015. ‘Bancassurance and scale

economies: Evidence from Italy. The Geneva Papers on Risk and

Insurance—Issues and Practice 40 (1): 89–107.

15. Fields, L.P., D.R. Fraser, and J.W. Kolari. 2007. Is

bancassurance a viable model for financial firms? The Journal of

Risk and Insurance 74 (4): 777–794.

16. Gatzert, N. 2015. The impact of corporate reputation and

reputation damaging events on financial performance: Empirical

evidence from the literature. European Management Journal 33

(6): 485–499.

17. Gonulal, S.O., N. Goulder, and R. Lester. 2012. Bancassurance—

A valuable tool for developing insurance in emerging markets.

Washington, DC: World Bank.

18. Gora, J.C. 1997. Bancassurance positioning for affiliations:

Lessons from Europe, Canada, and the United States. Atlanta:

LOMA.



2021/6/17 Marketing channel, corporate reputation, and profitability of life insurers: evidence of bancassurance in Taiwan | SpringerLink

https://link.springer.com/article/10.1057/s41288-019-00137-7 6/9

19. Guenzi, P., and L. Georges. 2010. Interpersonal trust in

commercial relationships: Antecedents and consequences of

customer trust in the salesperson. European Journal of

Marketing 44 (1/2): 114–138.

20. Hao, J.C. 2008. Measuring cost efficiency in the Taiwan life

insurance industry. International Journal of Management 25

(2): 279–286.

21. Holden, R. 1990. An exploratory study of trust in buyer-seller

relationships. Ph.D. Dissertation, University Microfilms

International, Ann Arbor, MI.

22. Johnson, R.A., and D.W. Wichern. 1998. Applied multivariate

statistical analysis, 4th ed. Upper Saddle River, NJ: Prentice-

Hall.

23. Kennedy, M.S., L.K. Ferrell, and D.T. LeClair. 2001. Consumers’

trust of salesperson and manufacturer: An empirical study.

Journal of Business Research 51 (1): 73–86.

24. Korhonen, P., and R. Voutilainen. 2006. Finding the most

preferred alliance structure between banks and insurance

companies. European Journal of Operational Research 175 (2):

1285–1299.

25. Lemmink, J., A. Schuijf, and S. Streukens. 2003. The role of

corporate image and company employment image in explaining

application intentions. Journal of Economic Psychology 24 (1):

1–15.

26. Liang, H.Y., and Y.P. Ching. 2015. Suggestions for bancassurance

markets in China: Implications from European Countries. The

Geneva Papers on Risk and Insurance—Issues and Practice 40

(2): 279–294.

27. Mäenpää, I., and R. Voutilainen. 2011. Value through combined

offerings of bank and insurance. International Journal of Bank

Marketing 29 (7): 535–554.

28. Okeahalam, C.C. 2008. ’Does bancassurance reduce the price of

financial service products?’. Journal of Financial Service

Research 33 (3): 147–162.



2021/6/17 Marketing channel, corporate reputation, and profitability of life insurers: evidence of bancassurance in Taiwan | SpringerLink

https://link.springer.com/article/10.1057/s41288-019-00137-7 7/9

29. Roberts, P.W., and G.R. Dowling. 2002. Corporate reputation

and sustained superior financial performance. Strategic

Management Journal 23 (12): 1077–1093.

30. Sandhu, H.S., and N. Bala. 2011. Customers’ perception towards

service quality of life insurance corporation of India: A factor

analytic approach. International Journal of Business and Social

Science 2 (18): 219–231.

31. Staikouras, S.K. 2006. Business opportunities and market

realities in financial conglomerates. The Geneva Papers on Risk

and Insurance—Issues and Practice 31 (1): 124–148.

32. Swiss Re. 1992. Bancassurance: A survey of competition between

banking and insurance. Sigma 2: 4.

33. Swiss Re. 2002. Bancassurance developments in Asia—Shifting

into a higher Gear. Sigma 7: 8–10.

34. Swiss Re. 2008–2017. World Insurance Sigma, No. 3, Swiss Re.

35. Swiss Re. 2007. Bancassurance: Emerging trends, opportunities

and challenges. Sigma 5: 1–39.

36. Teunissen, M. 2008. Bancassurance: Tapping into the banking

strength. The Geneva Papers on Risk and Insurance—Issues

and Practice 33 (3): 408–417.

37. Vegholm, F. 2011. Relationship marketing and the management

of corporate image in the bank-SME relationship. Management

Research Review 34 (3): 325–336.

38. Venetis, K.A., and P.N. Ghauri. 2004. Service quality and

customer retention: Building long-term relationships. European

Journal of Marketing 38 (11/12): 1577–1598.

39. Wooldridge, J.M. 2002. Econometric analysis of cross section

and panel data. Cambridge, MA: MIT Press.

Author information

Affiliations



2021/6/17 Marketing channel, corporate reputation, and profitability of life insurers: evidence of bancassurance in Taiwan | SpringerLink

https://link.springer.com/article/10.1057/s41288-019-00137-7 8/9

1. Department of Risk Management and Insurance, National

Chengchi University, 64, Section 2 Zhinan Road, Taipei, Taiwan

Tsai-Jyh Chen

Corresponding author

Correspondence to
Tsai-Jyh Chen.

Additional information

Publisher's Note

Springer Nature remains neutral with regard to jurisdictional claims

in published maps and institutional affiliations.

Appendices

Appendix 1

See Table 9.

Table 9 Definitions of variables

Appendix 2

See Table 10.

Table 10 3SLS SEMs for operational performance—
Cona

See Table 11.

Table 11 3SLS SEMs for operational performance—
Coa

Rights and permissions

Reprints and Permissions

About this article

Cite this article

Chen, TJ. Marketing channel, corporate reputation, and profitability

of life insurers: evidence of bancassurance in Taiwan.
Geneva Pap

https://link.springer.com/article/10.1057/s41288-019-00137-7/email/correspondent/c1/new
https://s100.copyright.com/AppDispatchServlet?title=Marketing%20channel%2C%20corporate%20reputation%2C%20and%20profitability%20of%20life%20insurers%3A%20evidence%20of%20bancassurance%20in%20Taiwan&author=Tsai-Jyh%20Chen&contentID=10.1057%2Fs41288-019-00137-7&copyright=The%20Geneva%20Association&publication=1018-5895&publicationDate=2019-07-04&publisherName=SpringerNature&orderBeanReset=true


2021/6/17 Marketing channel, corporate reputation, and profitability of life insurers: evidence of bancassurance in Taiwan | SpringerLink

https://link.springer.com/article/10.1057/s41288-019-00137-7 9/9

Risk Insur Issues Pract 44, 679–701 (2019).

https://doi.org/10.1057/s41288-019-00137-7

Received17 January 2018

Accepted18 June 2018

Published04 July 2019

Issue DateOctober 2019

DOIhttps://doi.org/10.1057/s41288-019-00137-7

Keywords

Life insurance

Marketing channel

Bancassurance

Service quality

Corporate reputation

Profitability

Not logged in
- 140.119.96.210

Taiwan TAEBC eBook Consortium 2016 CRY (3002339428) - 5166 SpringerLink Taiwan TAEBC eBook Consortium
(3000182799) - Taiwan Trial Consortium (3002083039) - 7452 SpringerLink Taiwan TAEBC eBook Consortium - 2010
(3000222544) - 17007 Taiwan Consortium (3991454581) - 8429 SpringerLink Taiwan eJournal Consortium (3000251287) -
Taiwan TAEBC eBook Consortium 2015 (3001997788) - Taiwan Consortium - Academic (3002622062) - 9243 SpringerLink
Taiwan Maths eJournal Consortium (3000651002) - Taiwan Trial Consortium (3001059271) - Taiwan TAEBDC eBook
Consortium 2014 (3991456190) - 4803 SpringerLink Taiwan eJournal Consortium 2010 (3000185072) - TAEBDC
consortium (3001336515) - National Chengchi University (2000375266)

© 2021 Springer Nature Switzerland AG. Part of Springer Nature.

https://doi.org/10.1057/s41288-019-00137-7
https://www.springernature.com/
https://www.springernature.com/

