ro PO3BUTKY Jep)KaBHA MOJITHKA B TPYJOBii cdepi moBuHHa Oyt
HANpaBJICHA HA I/BUILCHHS SKOCTI Ta CTabUIBHOCTI 3aiiHATOCTI, HA
3aXUCT 1HTEPECIB Ta NOTPed CyO €KTIB COLIAIBHO-TPY/IOBUX BITHOCHH.
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INSURANCE INTERMEDIATION OF LIFE
INSURANCE SERVICES: THEORETICAL BACKGROUND

The sphere of life insurance services, as one of the components of
the financial services sector, is being rapidly developed, and its
importance is constantly increasing in the social and economic context
of the state. Analysing the trends of the development of the global
market of insurance services, it can be noted that the success of life
insurance companies is determined by the knowledge of the needs and
expectations of the users of the chosen segments of insurance servi-
ces. In the financial services market, due to complication, complexity
and high level of individuality of the products, personal selling is one
of the most acceptable means of providing support. It is a unique
element of marketing communication. Unlike advertising or sales
promotion, which focus on increasing consumer awareness of the
existence, the availability, price, and essential features of goods and
services, personal selling enables to provide customized information
tailored to the specific needs of each customer. The communication
method of personal selling is usually directed towards particular
segments of the market and plays a significant role in marketing
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exchange as it covers all the elements of the marketing mix [8]. [7]
notes that, despite the fact that insurance companies in many countries
use various service distribution channels, face-to-face communication,
conducted by a well-trained and ethical sales professionals, is the
main method for promoting sales to identify, meet and forecast the
needs of the current and future customers. An efficient sales process,
as many other characteristics that ensure competitiveness of business
organizations, is of particular importance for successful activity. Most
of the authors who study sales [1], [3] distinguish sellers’ self-efficacy
as one of the most important variables in assessing and analysing the
models of sales performance. In the context of personal selling, this
trait is associated with self-control in order to achieve the raised goals.
Self-efficacious employees are more proactive in correcting sales
failures. Not only do they generate higher sales volumes, but they also
establish and maintain closer relations with customers, thus raising the
process of providing services to a higher level. Emotional intelli-
gence is important in many business areas, but in the service sector it
is especially important. [6] describe the concept of emotional
intelligence as the ability of a person to acquire and apply knowledge
from one’s emotions and to understand the emotions of others to
achieve the desired outcome. [5], [6], [11] emphasize that the proper
salespersons’ use of emotions strongly affects the efficiency of their
work. Emotionally intelligent agents capable of perceiving a wide
range of emotions not only achieve high performance results, but also
develop quality relationships with customers. Thus, integrating
emotional management into the process of providing services is vital
to creating quality interactions with customers based on goodwill and
positive emotions. The relationship between the concepts of sale-
spersons’ behaviour, such as adaptive selling or customer-oriented
selling, and sales performance is widely studied and analysed. Many
studies trace a strong positive relationship between the application of
these concepts of sales behaviour and the efficiency of sales profes-
sionals [2], [4], [10]. Easily adaptable to the situation salespeople,
during the sales process, are able to effectively apply a suitable selling
method to a particular customer and to increase the value of a product
perceived by each customer, and at the same time to increase the
income and profit of an organization [2]. A professional with custo-
mer-oriented sales practice actively seeks to provide with a solution
that would enable the customer to achieve the desired goals. The
customer-oriented sales process enhances customers’ confidence in a
product of an organization, forms positive attitude and opinion of the
sales professional. [2] emphasize that customer-oriented sales profes-
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sionals need to summarize customers’ initial attitudes, intentions and
wishes, and to draw conclusions from this information. Analysing the
impact of applying the concepts of salespersons’ behaviour on sales
performance, [9] distinguishes the behaviour of active listening. The
initial stages of sales process, an adaptive seller gathers information in
order to adapt the appropriate communication method to each unique
situation and to maintain good relationship with a customer. In the
phase of identifying the needs, the sales professional identifies both
the obvious and the «hidden» problems of a customer in order to
provide an appropriate solution. Active listening is essential for a
deep, not superficial understanding of the situation of a customer.

Conclusions. The market of life insurance is a complex system
where there interact insurers, the insured, intermediaries and other
institutional units. The complexr[y of the product of life insurance and
the specificity of the use of this service require competent mana-
gement of the sales process. In this context, the importance of
insurance intermediaries, the need for personal selling and the
advantages of selling life insurance services are evident.
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VK 331.105:364.65
Invuenxo b.B.,
CTapIni BUKIIa/[a4
Ka(bez{pn cowiosnorii,
JIBH3 «KuiBchkuii HaLIIOHaJ'IBHI/II/I €KOHOMIYHUHI
yHiBepcuTeT iMeHi Baguma ['eTbMaHay»

AKTYAJIBHICTb, MPOBJIEMU TA NMEPCIMNEKTUBU
MOZAEPHI3ALII COLUIANBHOIO AIANOry B YKPAIHI

CxJ1agHi BUKIUKH, SIKI CHOTOJHI CTOSITH nepes pralHCbI(I/IM cyc-
[MIECTBOM, aKTyaJI13y10TL H€06X1,I[HICTB MOI[G‘leSaLIll TpaaMIiiHuX, a
TaKO 3aCTOCYBaHHI HOBITHIX (JOpPM Ta IHCTPYMEHTIB €(EKTUBHOIO
J1aJIory Mix BJIAJI010 T FPOMA/ISIHCBKHM CYCIiIbCTBOM.

Tpa}muu/IHnM 1HCprMeHT0M JIETITUMHOIO (bOpMO}o BI/IDIHICHHH
COLIAJILHO-EKOHOMIYHUX Ta MOJITHYHUX npOTleq 3MEHIIICHHS PIBHSI
KOH(IIIKTHOCTI Ta COIiajbHOI HAIPY>KEHOCTI B CYCHIJIbCTBI € 1HCTH-
TYT COILIAJILHOTO Jiajory.

YV Pe3omronii npo TpunapTH3M Ta COLialbHUM mianmor [1], comianb-
HUH L[ianor BU3HAYAETHCS K I[IHHUHM JEMOKPAaTHYHHI 3aci0 BI/IpiH_IeH-
Hs COHlaJ'IBHI/IX po0Jem, d)opMyBaHH;[ KOHCEHCYCY; Iie Cy4YacHHH 1
):[I/IHaMIIIHI/II/I IIPOILIEC, L0 MA€ YHIKAIbHHIMA HOTeHLuaJI Ta mnpom MO-
SKIIMBOCTI CTIPHSIHHS TIPOTPEcy B KOHTEKCTI IioOani3alii, perioHaib-
HOI iHTerparii i Hepemeoro Iepioay.

[IpobmeMa miABUILCHHS e(beKTHBHOCTi COILIaNbHOr0 Jiajory 3
YPaxyBaHHsIM HOBHX BHUKJIMKIB JUISI HAIIOl KpaiH{, 30KpemMa B KOH-
TeKCTI peamizarii Yroau npo Acoriamiro Mk Ykpainowo ta €C, 3a-
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