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Abstract

Purpose: The insurance market is steadily growing, with General Agencies (GA) experiencing rapid sales increases. GAs need
marketing strategies to boost contract renewal intentions by effectively managing customer relationships. This study examines the
impact of perceived customer orientation and sales orientation on customer trust, identification, and renewal intentions with GA
insurance planners. Research design, data, and methodology: The study surveyed customers who subscribe to insurance products
from GA-affiliated insurance planners. Out of 615 respondents, 251 valid responses were analyzed using frequency analysis,
measurement models, and structural equation modeling (SEM) with SmartPLS 4.0. Result: The study revealed that customer
orientation positively affects cognitive trust and sense of identification. In contrast, sales orientation did not significantly impact
customer trust or identification. Additionally, customer trust positively influences sense of identification, and both trust and
identification positively affect the intention to renew the contract. Conclusions: Implementing a customer-oriented marketing strategy
is essential for providing tailored customer management services and maintaining or improving the quality of customer relationships
for insurance planners. Given that insurance products require long-term management, it is crucial for planners to build trust, enhance
customer identification, and offer continuous customer management to meet customers' needs effectively.
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2.1. Understanding Insurance Planners from a
Franchise Perspective

2. Literature Review
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YEtM o2 7|2 CHI|Zho| ol S BT Tof o A
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o] Sl AMALL Y E XFste HEE Sl |zt
S 2% 4= QUC} (Locander et al., 2023)

Tesle™, DAX SN YA DM Mot LI=0
SHE 5O, F7|HQ A HHE SEE CL BHH
THORX| 2 S A2 TH7| atet 7ol BtES FA|5H,
nZnto| BAH HYole A o= BHalo] Hot

2.3. Customer Trust
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of£0| U2 2SI, M 22| 2| & Sad| o A0|2k= BEs
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U Ao Chet RES HrSettt 1 MelE el Mo
OIESH7| 3 EXst= AMUAOILE QX[ = FolElTt

(Marakanon & Panjakajomsak, 2017; Legood et al., 2022; Akrout et al., 2016).
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2.5. Intention to Renew Recontract

Mo ol== 1S ool ot AU Z 7|l HEE 2IdH
BIEA| D2{sof st= 240|Ch E3H nZMo| £F HFO|Lt
MHIAE AH8TH 2 CHA| FOiSt2is 27 MEiE LIEHHDY,
715z siE 7|¥el MES X&HoE Ffste{e QX|E
o|0| s} (Kwon etal., 2021).

Park and Ha (2016)= 1240t Hod HAALRLO| 2hA| 7} 2 422
THAf oo Z2%t 22IAS ZHISHRILE. Jo and Kim (2018)2
2H|X} BHES 7R 23 A F2H0| ZYA|F o|=0f| O0jX|=
geks ATSI0], 2 HAAL AQ-O| AH|X}F OHES Sl XA f
O|=0f YEHS 0|RICH= AS SQISIAUCE O] A= B AAH A
o2 2ot AH|XF MR E BONE SOl [HAH Y o| =8 =0l= A2
LRSIACLF, 28 A AL G20 et AH|A PR E 7L Eakx|
Ol AH|X EHEO| P& O|X|0, MH|A THFRET} =OLK|H
XA f o| = = F7FSHC (Oliver, 1993; Lee etal., 2016; Lee et al., 2008).
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3. Research Model and Hypotheses

3.1. Research Model
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orientation
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Figure 1: Proposed Model
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3.2. Hypotheses

3.2.1. Relationships between customer and sales
orientation and customer trust
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Hao Chon, 2021).
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3.2.2. Relationships between customer and sales
orientation and identity

AR[gHg2 o] st HAE UHAZ|= ol St
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3.2.3. Relationship between customer trust and identity
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3.2.5.Relationship between identity and intention to
renew recontract
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FOIgt &2 O|XICED BHRACH Kesumahati and Novianti (2021)=

SHEE0| tigt 2EHE AX|Zo] M+of o=0f g OjXIctn
SIACE ESH Koo et al. (20152 IZAO|= HO|HEH
Ol8uE0| HHEUN|Z2 JO =, DAHOLE 2|0 EHE
S0 SAXLE Folot Foka 0| XICH D SHRACY,

olzfgt MAATE HIEC 2 & AFOM LS 22 7HE S
AHSHALCE

H5: 2 EAA| A X|2f5t= AHIARS| 2M|Z2 XA o =0

M ()2 Y2 0)8 Holct,

4. Methodology
4.1. Sampling and Data Collection

St HEL2 GA 23 HYMAANA

SHAES T1otn Ao} fX| S TAS (YO R FAFEICH
M2RAHS 2210l MHI0| BIAI| =8-S 0t 2024 1 1 B 6 YR

0 20| UEEACH, & 615 27t +REUSLY, AL
H

Bl=2MS 0|83l Tt RACt. AT EHRIS kel M= gat Bty

2 A70| ArEE DAX|EE T TR Saxe and Weitz
(19829 ATOIM AL E'E &2 70| WA =Hstof
ZHE|ACE DX FEH2 40| )= HA A Y 49|
L 2y, gEdo R Fo|ron, A g ot o
D2 AL GE HeME O g § 3 I 2o
FPC|ACt HOlR| B2 A ETO) Bolo| Y 45 FoteR
Folg|gion, nMo| et (e A 3 2350
AE HY, D40z ECL 45 T AEEO KO S 3 THK|
2aoz ZH|ACH

7 MEle BEAAAMS AHEZ|OE J|HeR B ME
MEIAER, ME|Z2 HO|E|H, Lee et al. (2019)2] EZME 2|0
st AFE 2 A Ago| A - 4 o] HEoE
ZHSIQACt Eot YN B EEHAAANA Lle &
Szt Of%h o|O|2 HO|E|O, Lee et al. (2019)2] MO AR El
LS 2 A0 LA -5t 5 HFRo B FY UL E3,
HACE ol== ER Al Y EFHAANA HES I
O|AHE 9|O|SIH, Lafferty et al. 2002)2] HTFOAM ALEEl SHEE

2 9170|270 47 YR O R SNYEUC
2 o170 AHSE DE ARERIE g8 7 MalHE

HE (13 T8 OX| 078 0 A2 thz SFE UL
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5. Results

5.1. Demographic Profiles

re

THO0f| O| 2= F &2 251 HO| QHHA %*c','%Appendixllf.’E*Eh
SE2 0]’d (58.6%)0| = (41.4%)01| b|SH BE2 24 © 2 LEEFLLCE
CH=40CH (37.1%) 7+ 7+ RIS CHS 2 2 50 Lf (23.1%), 30 EH

rd
o 2 rir
0_>..

rQ

5

(207%)2] =22 LIEIGICH ZERFE 7|= (89.3%)0| CHCHE
Kx|sta QUct x|Est 4 AN st Y (37.8%)0| 7Pé!

#H2 4 4
LUJAOH, CHZo2 N5su EY (44%), ME CHetn &
(199%)°| =92 LIEtRICE A52 400~599 DHY (34.79%)0] 7t
Letom, CHZ o 2 goo Pt 2 0|4 (19.9%), 300 ~ 399 P+ (18.3%)2
+=0O= LIEFGCE XIS ZB|AMRE! (308%)0| 7% RO
LS 2 At Y (17.9%), THON/AH| 2% (155%)2] =2 2 LIEHGCE
HAAMOA B HE Sl A 34 3] (2479%)7t 7HY ‘E:EEH
CHS o2 Aol AEh3 O BiCt (231%), ¥ 1~2 3| (20.7%)2] =
LIEHGICE 2R MAALRLS| HEt ~THo2E M3} (49.4%)7t 7%’8
IO, S22 FIPIRE (335%), =Xt (100%)2 =22
FEMGICE BEEID Qe A2 WYY AE (BLUEH, CIEY,
HAES F) (801%)0] &iEY HE (FYEY, HEEY,
SR, SHEH 5) (199%)0 IS H2 HS & 4= U
OX|Ho 2, HUEHEE 20~30 TF 2 0|2 (27.9%), 10~20 Tt | O]
(25.1%), 12| 11 30~40 PHR! OBk (163%)2| &= 2 LIEFLY,

e

0z

"EI

-

5.2. Measurement Model Analysis

Cietgo R e Aot ol ThAXREE SmartPLsS 40 2
0|-83t0] 2ME|ACt HX, M2[4 #2442 Cronbach’s o 2F AT EHY
AME2|= (Composite Reliability: CR)E O|83t0] 2ME|RUCE (See
Appendixes)2 0| At 20| T ZHX|&F+, EHOHX| B4, DA 2| K| 2,
A 2ol =oto| HEHR|Of CHSF Cronbach’s o & 717 — 925, CR
H2 839 - 947 2 YHHoz QIE|0X|= 7|&EQl 70 € =

o
o=z %—EEIM 74’<E|°*Er L3, 74 R°|01| WHE_I QOIEIY Z40|
0.70 O|%f0|M, AVE 2t0| 50 O[22 LIEIL} 2t AL
_/'\_EI':=I|E|.I:|-A-IO| o|§E|01|:|.

Jde|n EHHEIEYS MHA, AVE 2| M&2 (square root) 44O
EH
=

A LR 3 EHEEEEO| e AL 2 HHE[= Fomell -
Larcker 7|&=2 A& Z1t, Appendixes 3 Ol A2t 20|, AVE Zt2
Ml&E af0] ohehetA Als= ZHECH2H, -2 0| & AL S 240
A2 40| X540l AVE @f ECF 22 A= LIEL} 2
AFEHRIS 7ho| THHEIFHO0| YUSERAC Eoh HatA S 2to
0|2 M-CHal e £/ H|E 2 LIEFHHE HTMT (the heterotrait — monotrait)

e M2 AT} 373 - 811 (p < 01)E LIEFL} THHEIEAMO| Q=
O 2 LIEHGLT} (see Appendixes 3).

5.3. Assessment of the Model

2 ARUME STRES HIHS| IUSt0] SmatpLs 40 O]
OIS EIRCH PLS & LA+ M3 rfel, 5 2oyl

Z[CHot B LR QAL X[ AFHE [0 OI710] Hgtot 24 #HR (Chin,
1998)2 = CtZo| Hhglo= EIHE|QUCE (Chin, 1998; Hulland, 1999).

A, dYHN MSHY7t HItZ|ACE RW, O SAEE
TIEHSE7| lsto] 2 AFEE L Q1 (variance inflation factor: VIF)O| 5 £ Ct
Ztotof sHeh|, 2 A0 M= 11082773 2 2 LIELL CHE- 3 M4
M7t ol A2 2 LENHTE SW, Li =0 4HA S LIEHH=
ZEA=2 R20|| Qs M O EX et =7t Yl =0, 2 ATF0M e

M ME|7F 619 (619%), LMZO| 655 (655%) 2|1
THAfO =T} 757 (75.79%)2 10 (10%)=CH = LIEFGTH (Lopez,
Alonso, Morales, & Ledn, 2015). Chin (1998)2 &¥& 37|& 7128
M 67 (&), 33(B), .19 (2HE MA[SIIUCE AR, Ll H+=0| SHES

LIEHH = AT mXAtEIEE S5 (construct cross-validated
redundancy; Q2) 40| Ol Z& et X|5=2 AHE =0, 0 2£0] 0 2Lt
AH O FHT =T U o= Tl

2 dFolMe 1z MEZF 16, YMZO| 58 2|1
THAHF2| =7t 600 2 LIEILL O] 7| E S SFA|7 | = A2 2 LEHR{CH
12|21 SRMR (the root mean square residual) O] .056 22 7|&=X[Ql 1
e 08 2LOF 22 AO2 LIELL 2FO| 0|53H0| £2 AR
LtEFSCE,

5.4. Hypotheses Testing

BYAAALS| nAX|gkd 0t TOfX| 20| QXA Alz|oF LH|2
Jdeln xASF o|=of O/Xl= +&2% HAE 2N ZAite
Appendixes 4 2+ ZC},

H1 -2 ERAAA S| DK Gt TOfX gk 0t QIX|E Al&|of
0jX|= ggs 2437| 2t A2
= 025, tvalue = 31938, p < 000)2 17 ME|O] H (2 B
Folot 2 O|X|= A= LIEFG L THOfX|Ed (B12=.033,t
value = 690, p > 05)2 F2l2t &S O|X|X| Y= A2 LIEHRCE
2t HI-1 2 XX E| ALt H1-2 = 7| 2| QACE

H2 = DZAX|EHat THofXE-ol x| ojXl= Fee
S4L7| ot A2 24 At X2k (=449, t-value = 8.126,
p<.000)2 X 2ol ™ (2 'é*%*ei Tzt

e ot2D|X|:g-\|g§
tvalue = 445, p > 05)2 So|st
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A2 O|K|X| Y= 240 2 LIEFGICE [MEEA] H2-1 2 K| K| E[RIoLY,
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H3 2 02 Az[7F UK 20| OjX|= 2 2417 | et A=z
=4 Aot D7 M| (3= 413, t-value = 7.836, p < .000)& L* 3
Heldao 2 Rolot FekE 0|X|= W22 LIEHHCH M2t H3 2
XX | AT,
Ha = 028 M2|7} XA oF o| =of O|X|= Feks &M517| ot
o2 2N AD} UM ZHB =707, t-value =15.712, p< .001) | H (+)2
o2 FolotdeE 0|X|= A2 2 LIEHRICE He = K| X| | /ULt
OIX|%eg, Hs = YMZO| XA o= OX|l= des

oy
2
2

BMBEL7| QS Ao 2 B A} XY A 20| & (B=202, t-value = 4.251,
p<.001)0]| H (+)2] Yo Z FoI3t FEF2 O|X| = W2 = LIEtRLLY,
H5 = X|X| = ALt

707+
Customer
orientation

Intention to
Tenew contract

Sales
orientation

#P<0.5, #¥P<0.1

Figure 2: The estimated structural model (PLS)

6. Conclusion

6.1. Theoretical Implications
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6.2. Managerial Implications
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APPENDIXES

Appendixes 1: Demographic Profiles (n = 251)

Index

Gender

Age

Marital status

Educational level

Monthly income
(Unit: Million
won)

Job

Category
Male
Female
20 ~29
30~ 39
40 ~ 49
50 ~ 59
over 60

Single
Married
Graduate high school
Junior college graduate

Graduate university

Graduate school
Less than 2

2 ~Lessthan 3
3 ~Lessthan 4
4 ~ Less than 6
6 ~ Less than 8

More than 8

Administrative/office
worker

Self-ownership
Sales/Service Jobs

Housewife
Technology/production
job
Professional
Other

Public official

147
12
52
93
58
36

27

224

62
50
95
44

28

46

87

32

50

100

45

39

32

14

12

%
41.9
58.2
4.8
20.7
37.1
23.1
14.3

10.8

89.2

24.7
19.9
37.8

17.5
3.2

11.2

18.3

34.7

12.7

19.9

39.8

17.9

15.5

12.7

5.6

4.8

2.4

12

Index

Number of contacts
per year

Insurance Products

that are covered

Means of contact

Amount to pay per
premium

(Unit: Won)
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Category
almost never
1~ 2times
3 ~4times
5~ 6 times
7 ~ 8 times
9 ~ 10 times
11 ~ 12 times
Life insurance
product
Non-life insurance
product

Face-to-face
contact
Phone call
Kakao Talk
Messenger
E-mail
Text massage

Etc
Less than 100,000
100,000 ~
Less than 200,000
200,000 ~
Less than 300,000
300,000 ~
Less than 400,000
400,000 ~
Less than 50,000

500,000 ~

Less than
1,000,000
More than
1,000,000

58
52
62
34
13

23
50

201

16
124
84

25

17

63

70

41

25

22

13

13

%
23.1
20.7
24.7
13.5
5.2
3.6
9.2

19.9
80.1

6.4
49.4
335

0.0
10.0

0.8

6.8

25.1

0.0

27.9

0.0

16.3

0.0
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Appendixes 2: Measurement model

ltems I::;t:;s CR  AVE
Customer orientation .909 943 .846
My insurance agent strives to achieve his goals by satisfying customers. 921
A good insurance agent has the customer's interests at heart. .899
My insurance agent tries to influence customers by conveying information to them. 939
Sales orientation 874 910 171
My insurance agent strives to sell more products than customers need. .842
Moyo(ijnsurance agent tends to package and explain products/services well to make them look 954
f\}/ly insurance agent suggests selling persuasive products rather than satisfying customers. .833
Cognitive trust .970 978 917
Looking_at the various recprds (including experien(_:e, capa_bilit_ies, etc.) of my insurance agent, | 959
am confident that the quality of customer consultation service is excellent.
| can trust the in_surance subscription consultation and insurance contract management services 951
provided by my insurance planner.
Even customers who are not under the management of my insurance agent are likely to trust me 967
if they are managed by this insurance agent.
Other customers also trust my insurance agent. .954
Identity 978 .900 978
| consider my insurance agent a part of me. 953
Meeting my insurance agent is a part of my life. 947
Being managed by my insurance agent says a lot about who | am. 947
| am very attached to my insurance agent. 953
My insurance agent means a lot to me. 944
Intention to renew contract 993 995 .980
If | get the chance, | want to join him again. .989
When | get the chance, | will join him. 991
If | get the chance, | will most likely join that person. 991
If given the chance, | would like to join him again. .989
Appendixes 3: Fornell-Larcker Criterion/Heterotrait-Monotrait Ratio (HTMT)
Item 1 2 3 4 5
1 Customer orientation 920
2 Sales orientation 312/.294 878
3 Cognitive trust .788/.838 .225/.187 .958
4 Identity .770/.817 .218/.196 .763/.785 .949
5 Intention to renew contract .778/.817 .168/.114 .861/.877 .742/.754 .990
Mean 5.015 3.944 3.637 4.193 4.927
1.590 1.768 2.033 1.817 1.994

SD
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Appendixes 4: Structural model
Standardized

Paths I t-Value p-value Results
H1-1 Customer Orientation > Customer Trust .795 31.938 .000 Supported
H1-2 Sales Orientation > Customer Trust -.023 .690 490 Not supported
H2-1 Customer Orientation - Identity 449 8.126 .000 Supported
H2-2 Sales Orientation - Identity -.016 445 .656 Not supported
H3 Customer Trust > Identity 413 7.836 .000 Supported
H4 Customer Trust - Intention to renew contract 707 15.712 .000 Supported
H5 Identity - Intention to renew contract .202 4.251 .000 Supported
R? Q?
Cognitive Trust .621 .616
Identity .658 .589

Intention to renew contract .759 .600



