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ABSTRACT

This paper aims to explore the factors influence@aminsurance customer attitude
and to analyze the influencing customer attitudebaging behavior of First National
Insurance (FNI) car insurance. This study is thghtyidone based on responses of 120
respondents from FNI car insurance customers withctsire questionnaire. The result
shows that both social factors and marketing factoiftuence on customer attitude. The
result proves that marketing factors affect on doggand affective attitude and social
factors affect on affective and conative attitutte.addition, it is found that all three
attitudes positively affect buying behavior of @aaurance at FNI. Among three attitudes,
conative has the greatest contribution to increage buying behavior of customers.
Therefore, it is suggested that FNI should mored$am people, price, promotion and place
among marketing factors and nurturing good reputatif business to attain the positive
word of mouth behavior of customer in order touefice customer attitude and encourage

buying behavior of customers.



CHAPTER (1)

INTRODUCTION

In this globalization era, the insurance sec&edmes a more and more critical
component for the national economic and financeletopment. Consumer behaviour is
the actions and decision processes of people withase goods and services for personal
consumption. Consumer behaviour is defined as émawour that consumers display in
searching for purchasing, using, evaluating andadisg of products, services and ideas.
Consumer behaviour focuses on how individuals nta@sions to spend their available
resources (time, money, effort) on consumptionteeldatems. Consumer attitude is a
learned predisposition to behave in a consistefathpurable or unfavourable way with
respect to a given object. Attitudes are learnethfdirect experience with the product,
word-of-mouth, exposure to mass media, and otHerrration sources that consumers are
exposed to. As Schiffman has defined, “Attitudes @m expression of inner feelings that
reflect whether a person is favourably or unfavblyr@redisposed to some “object” (e.g.,
a brand, a service, or a retail establishmenty™&ttitude formation, in turn, is the process
by which individuals form feelings or opinions towdaother people, products, ideas,

activities, and other objects in their environment”

Understanding consumer behaviour is essential farketers to satisfy their
customers’ requirement. Changing the buying behangoone of the most difficult things
to carry out and find out than other changes sadke@hnology, political system and others.
Achieving the success of a company also dependbeonnderstanding of its consumer
attitude. Better understanding of consumer attittete increase the consumer awareness,
improve brand image and increase sale volume optbducts. Understanding consumer
attitude and fulfilling their needs and wants igortant to create positive attitude toward
the products, to increase the brand image in coesimind and to maintain long term
relationship with the consumers. In order to smstaistomer relationship it is essential to

gauge consumer attitude by conducting marketingares.

This study focuses on the customer attitude anmess buying behaviour of First
National Insurance (FNI). These days the quanfityebicles out and about had expanded,
as are the mishaps. Right now, insurance for fiotegtion, vehicle protection, bunch life

coverage, unique travel protection, medical coveragd marine load protection are the



more mainstream strategies in Myanmar, as per Glgberld Insurance. With the
development of the motor car, car insurance alsived, adapting itself as and when
methods of motoring have progressed. Car insuragfleeted both the strong competition
between car insurers and the decrease in new &8 aa a result of the economic
slowdown. In time of economic crisis, such activigken up by the insurers becomes
particularly significant and may influence the piability of conducted business. First
National Insurance (FNI) car insurance market haeeenced many changes, especially
in the functioning of compulsory third part lialyli insurance, what leads to many
discussions on the present shape of the systeal réggulations and possible market trends.
International insurance suppliers have at long lb@sin given the green light to work in
Myanmar, as per the Ministry of Planning and FireefdOPF). Among the most important
factors that influence the situation in the motmurance sector in First National Insurance

(FNI) are changes in investment law.

Insurance industry is at a critical juncture ofatslution. Cover the owner of the
Vehicle (an individual or a company) for loss ondage to the vehicle itself from a number
of causes, as well as the insured’s legal liabtiityards a third party in respect of any
bodily injury or damage to property caused to tresna result of the insured’s/authorized
driver's negligence.With the development of the onatar, car insurance also evolved,
adapting itself as and when methods of motoringehanogressed. Eleven nationality
insurance providers have been granted licensgsai@te, while 14 international insurance

service providers reached 30 representative offitédse country.

1.1 Rationale of the Study

Buyer attitude are a composite of a customer'sgfyictions around, (2) emotions
around, (3) buying intention toward some item iedide setting of marketing, typically a
brand. These segments are seen together sincardexceptionally reliant and together
speak to powers that impact how the customer @sglpond to the article. Changing attitude
is commonly extremely troublesome, especially wloaistomers speculate that the
advertiser has a self-serving motivation in reaighis change. (e.g., to get the purchaser

to purchase more or to switch brands).

Myanmar stands as Asia’s last remaining econonvoatier. Therefore, many

foreign insurers are trying to invest in Myanmagurance advertising is essentially simply



the promoting of protection items. Insurance marnkgaccentuates the significance of the
client inclinations and needs. Significant goalspaftection advertising are expanding
client mindfulness, effective dissemination of gaiton items, creating corporate picture,
improving client assistance, improving client basel its spread, and so on. Guarantor
needs to break down the idea of the client's naedgplan their items and administrations
so that they can offer fulfilment to the clientsdaface the contenders. Arranging needs
investigation of the protection market to take aich, expectation, and anticipating as to
future needs of clients. Every one of these prejeatlude various capacities (7Ps), which
are to be arranged cautiously. The mix of theseaa#ips is known as protection
administration promoting blend. The showcasing @hierwith the 7 Ps is profoundly fitting
towards organizations that offer administrationsifZam| and Bitner, 2003). The 7Ps of
Insurance marketing have been considered by nesaentists in promoting fields
(Melewar and Saunders ,2000).

As insurance business is becoming complex due ¥o mgsiness concept, the
increasing number of competitors, a change in costs sophistication, there is a need to

asses, review and redesign the marketing mix $0 @snain competitive and survive.

There is an intense competition in the Market. tasae companies in the industry
are trying to get more customers’ satisfaction emhpetitive advantage. The marketing
mix is a set of controllable marketing factor tlzat organization uses to produce the
response it wants from its various target markegtdifionally, a ‘4P’s (product, price, place
and promotion) model is enough for tangible produttie services sector on the contrary
uses a ‘7P’s (product, price, place, promotion,pteoprocess and physical evidence)
approach in order to satisfy the needs of theitazasrs (lvy, 2008).It becomes essential
to understand what attributes are behind the nsnsumers' buying behavior and what

attributes should be focused on for the compamgsess.

As the insurance company, First National Insurafidél) needs to know how
people select the right insurance companies totkeit needs. This study is to explore
future potential in consumption of future First a&l Insurance (FNI) car insurance. It is
important to know which factors influence the aasurances choice in Yangon. For an
effective management policy of First National Irswe (FNI), this study can help in
determining social factors and marketing factordisTstudy also contributes to
examination of the customer needs and wants asasethe buying behaviour of First

National Insurance (FNI) car insurance.



1.2  Objectives of the Study
The main objectives of the study are:
1) To explore the factors influencing customer ateétwolwards FNI Car Insurance

2) To analyze the influencing customer attitude onimbgiybehavior of FNI Car
Insurance

1.3  Scope and Method of the Study

This study only focuses on customer buying behavidhis study is also limited
to the First National Insurance (FNI) car insuraacd focuses on the customer perspective.
The survey is conduct on customers of First Natidnsurance (FNI) car insurance in
Yangon area and the customers from other areasgamns are excluded from this survey
research due to time limitation. In this study aityeof planned behaviour is used in order
to analyze customer’s buying behaviour on Firstidietl Insurance (FNI) car insurance.
Other external factors that influence on plannedab®ur of consumers are excluded in
this paper. The study period of this researchasfMay to November 2019.

The descriptive and analytical research methodsisduin this study. It is a
guantitative study where the structured questioesaire given out to the respondents. It
needs to be used both primary and secondary dat#alof 13,800 customers who have
bought car insurance product in 2019 at FNI aretéingeted population of the study .
Sample size calculated by Yamane formula at 90%idemce level was 99. Total 120
respondents are taken as sample size for thisysulee sampling method is simple
random sampling and collects the data from custsrard secondary data are collected
from company’s reports, relevant textbooks, inteamal research papers, internet

websites and other related information resources.

1.4  Organization of the Study

This paper is composed of five different chapt&@tapter one describes the
introduction of the paper, rationale, objectivegse and method of the study. Chapter two
consists of the theoretical background of the st@hapter three presents car insurance

services of FNI Company Limited. Chapter four asalythe influencing factors on buying



behaviour of FNI Car Insurance. Chapter five covensclusion that is described by the

findings and discussions, suggestions, recommeardadind needs for further research.



CHAPTER (2)

THEORETICAL BACKGROUND

This chapter focuses on the theories and empisicalies associated with social
factors such as recommendation, insurance agemtmnarketing factors such as product,
price, place, promotion, people, process, physealence and conceptual framework of

the study.

2.1 Consumer Attitude Theory

An educated inclination to carry on in a relialdg@l or ominous with respect to a
given object is called consumer attitude. Individearns attitude through experience and
interaction with other people. Generally, attitudeevaluation of something, liking or
disliking. It can be lasting and consistent withh&eour, but changeable. Consumer
attitudes greatly influence the success or failofrehe firm’'s marketing strategy. The

varieties of consumer attitudes are
- Attitude towards product
- Attitude towards company
- Attitude towards channels
- Attitude towards advertising
- Attitude towards brand associations.

The success of a persuasive communication depenitie present attitudes held by
the target audience. A fundamental distinction tsetver persuasion takes place under
attitude formation or attitude change conditionhiéWa person develops an attitude toward
the topic of the message, attitude is formed. UdBtchange characterizes settings in which
the person holds a pre-existing attitude that diffieom the position advocated by the
message. In general, persuasion communicationbewtiore successful at creating attitudes
than in changing attitudes. Changing attitudes @endifficult simply because of the

additional resistance that results from the commaitiio the existing attitude.



Another consumer characteristic that can influgpeesuasion is the consumer’s
mood state at the time of exposure to a commupicaloods refer to transient feelings
(e.g., sadness, anticipation) that exist at aqaér time and place. Research suggests that

favourable moods can enhance persuasion, whilevomfable moods reduce persuasion.

Attitude formation can be examined within threeaarenow attitudes are learned,
the sources of influence on attitude formation, v impact of personality on attitude
formation. The attitude that consumers hold areesult of learning from their prior
experience. Personal experiences impact greatlyatimeation of attitude directly. The
origins of many experiences come from childhoodegeigmces. Consumers often purchase
new product and brand name that is learned thailnssts and the requirement of these
through messages. Also, the formation of consuntdude is strongly influenced by
personal influences, the influence of family andrfds, and situational influences. Family
is the most significant wellspring of impact on tleemation of attitudes because of the
root of our basic values and beliefs. Charactawike assumes a basic job in demeanour
development. Individuals with a high need for reaatign will buy branded product that is
expensive although modest individuals do not haegidice on brand.

In this study, Tri-component Attitude Model fromr&ttural Models of Attitudes
shall be discussed. Tri-component Attitude Modeisists of three major components as

cognitive component, affective component, and dgeatomponent.

Cognitive Component Cognitive component consists of the informatiomda

discernments that are gained by a blend of direailvement in the frame of mind object
and related data from different sources. This kedgé and resulting perceptions
commonly take the form of beliefs that a consunadiebis a psychological association
between a product or brand and an attribute oufeaBeliefs are cognitive based on

knowledge.

Affective Component Affective component consists of the emotions emlihgs with a
particular product or brand. Affect is the way imieh consumers feel in response to
marketplace stimuli. Purchase decisions are coalliyninfluenced by affective response.

Emotional states may enhance or amplify positiveemgative experiences.

Conative Component: Conative component is the likelihood or tendencwt thn
individual will undertake a particular activity act with a certain goal in mind as to the

demeanour object. That is examining of behavioumantion and a better predictor of



behaviour than either beliefs or affective respensepositive brand commitment impacts

actual brand purchase.

Figure (2.1) Tri-component Attitude Model

Cognition

Source: Schiffman & Kanuk, (2p04

This model is especially suitable for measuringlate towards a product or service
class or explicit brands. As per this model, thechaser's demeanour toward an item or
explicit brands of an item is a component of th@rness (or nonappearance) and
assessment of certain item explicit beliefs anadttributes. In other words, consumers
generally have favourable attitudes toward thoaads that they accept have a satisfactory
degree of qualities that they assess as positinktheey have unfavourable attitudes toward
those brands, they feel they do not have an adedera¢! of desired attributes or have

negative attributes.

2.2 Importance of Understanding Customer Attitude

One of the most significant wonders for a socialeatiser to comprehend is that of
' attitude’. Having said this, this is certifiablyot a direct issue as there is a lot of
contradiction about the nature of ‘attitude’. Haysaid this, this is certifiably not a direct
issue as there is a lot of difference about tha afattitude, how the demeanour are shaped,
and how the attitude decide purchasing conduct.tdign hypothesis look into is a key

concentration for shopper conduct scholars andfgatsthe field of brain science.

There are numerous meanings of disposition, faaimt®, the inclination of the

person to assess some image or article or patieofvorld in an ideal way. There are



likewise contrasts of feeling concerning what imesl a demeanour. A few people see
frame of mind as a moderately basic one dimensimunéd alluding to the measure of effect
possibly in support of a mental article (at the ehthe day the inclination component as
it were).According to Bagozzi (1980), some researshdescribe attitude as a two
dimensional construct including the cognitive affd@ive component. According to Katz
and Stotland (1959), some people describe attag@decomplex multi-dimensional concept

consisting of an affective, cognitive and behavaeomponent.

In one sense the above qualification doesn't makkffarence a lot since all
methodologies recognize the three componentsjmp®rtant, however, when the people
come to measure attitudes to be clear as to wheatlgxis being measured. The most
important issue for people at the moment is toveara of the three components and how
three components join to decide conduct. The ntgjarf the examination around there

depends on Fishbein’s theory of reasoned action.

2.3 Buying Behaviour

Consumer buying behaviour is considered to benaeparable part of marketing
and Kotler and Keller (1993) stated that customeclipasing conduct is the investigation
of the methods for purchasing and discarding prisjuadministrations, thoughts or

encounters by the people, gatherings and assawamas to fulfil their needs and needs.

Buying behaviour has been characterized as "aegtwoe, which through sources
of info and their utilization however procedure aadtivities prompts fulfilment of
requirements and needs". Buyer purchasing condagtvarious factors as a piece of it

which are accepted to have some degree of impattteonuying choices of the clients.

On the other hand, purchaser buying behavioundah to the purchasing conduct
of definite shoppers, the two people and familesp purchase merchandise and ventures
for individual utilization". From advertisers' ppextive issues explicit parts of purchaser
conduct that should be examined incorporate th@gaas for shoppers making buys,
explicit components affecting the examples of am&obuys, examination of changing
variables inside the general public and others.o Alhe accompanying mainstream

definitions have been proposed for the term of bpyechasing conduct:



Buyer buying behaviour itself is an intricate, wmqgissue which can't be
characterized effectively and ordinarily. Subsediyenhe idea of purchaser purchasing

conduct has been characterized in various manyeraripus scientists.

The definition shaped by Solomon et.al (2006) pged customer purchasing conduct as
a procedure of picking, obtaining, utilizing andarding items or administrations by the
people and gatherings so as to fulfill their nemald needs. Comparative meaning of
customer purchasing conduct is offered by Schiffiawath Kanuk (2000) in which they
portray it as conduct that buyers express when sk&ct and buy the items or

administrations utilizing their accessible assetasto fulfill their needs and wants.

Buyer purchasing conduct is characterized as af lexercises which includes the
buy and utilization of products and enterprisesoltuame about because of the clients'
enthusiastic and mental needs and social reacitossadditionally expressed the

procedure may contain various exercises and stages.

Despite the fact that the definitions given aboneedifferent, they all lead to basic
view that buyer purchasing conduct is a proceddirehoosing, buying and discarding
products and ventures as per the requirementseedsof the shoppers. Be that as it may,
there is a general accord among the specialistssahdlastics that this procedure is
dependent upon ceaseless change after some tilme lagy qualities of the clients change

because of their physical and mental needs.

Meanwhile, Kotler and Keller (1993) featured thgnsiicance of understanding
buyer purchasing conduct and the ways how thetsligiok their items and administrations
can be critical for makers just as specialist oizgtions as this gives them upper hand over
its rivals in a few angles. For instance, they mtlze the information acquired through
contemplating the buyer purchasing conduct to lseir tsystems towards offering the
correct items and administrations to the corregtvar of clients mirroring their needs and

needs successfully.

Another significant contention is given on the s$iigance of understanding the
buyer conduct. As indicated by the creator, bettmrsciousness of shopper purchasing
conduct is a positive commitment to the nationfefiicial state. The creator further
contends that the nature of merchandise and iteenashoundingly great in nations where

purchasing conduct of shoppers is surely knowns Tiis expanded the aggressiveness of



the items and administrations in global market exiozg the fare capability of the nation.
In the mean time, high caliber of household items administrations lead to refined local

clients' base (Blackwell et al, 2006).

Notwithstanding endeavors of better understandiegptiyers' purchasing conduct,
organizations likewise take part in publicizing adlivancement exercises to impact the
customers' obtaining choice. Be that as it may,nathey are taking part in such kinds of
exercises, they have to consider other outside oaerds, for example, the general
monetary states of the nation, governmental issmegyation and ethnic culture which are
all outside the ability to control of both the ongeation and purchaser Lancaster et al
(2002).

To summarize every one of the contentions expreabede, unmistakably better
understanding the buyer purchasing conduct thraegimining and recognizing their
needs prompts enormous long haul advantages twrglaaizations. Be that as it may, it is
fundamental to make reference to that in spitdefextraordinary endeavors to learn and
comprehend the purchasing conduct of buyerseitti®mely hard to distinguish the careful
reasons why a shopper buys and lean towards aneitadministration over another. This
is on the grounds that shoppers once in a whitees@t buying choices dependent on their

passionate convictions which they even themselkesaa@t very much aware of.
2.4 Influencing Factors on Customer Attitude

Consumer behaviour can be comprehensively namethtiiees and activities that
impact the acquiring conduct of a shopper. The stigation of consumer behaviour
comprehends the past as well as predicts whatert®. The beneath underlined factors
relating to the inclinations, frame of mind and dae®f individuals must be given due
significance to have a genuinely decent comprebarddithe buying examples of shoppers.
There are three main factors, individual factoogia factors and marketing factors that

affect customer attitude.

2.4.1 Social Factors

The progress of individual grew up as they begdivéoin a general public. Being
a social animal, they interact with each otherdetter solutions. A consumer attitude and
customer buying behaviour is therefore influenced the social factors such as

recommendation and insurance agent.



0) Recommendation
Under social variables reference bunches haveaadible capability of affecting

consumer behaviour. Obviously its effect differesswise over items and brands. This
gathering regularly incorporates a supposition h&ad behaviour of a consumer isn't just
impacted by their inspirations and characters gditeonally their family members, friends
and other online media.

(i) Insurance Agent
(Khan, 1978) stated that Insurance agent explaan®uws insurance policies and

helps customers choose plans that suit them. Adhouost insurance agents work for
insurance brokerages selling the policies of séwamapanies, some work directly for a
single insurance company. They analyze customeréotiinsurance policies and suggest
additions or changes. There is a long lasting icelahip of insurance agent with his/her
clients and also there is no substitute for semgoelered. (Buchner ,2006) stated that many
customers prefer to speak to an insurance agenpuarhasing a policy and are not

comfortable shopping for insurance online.

2.4.2 Marketing Factors

Marketing mix plays a significant role in marketiofa product and management
of marketingmix is considered to be a key marke#iativity. A proper choice of marketing
mix is significant to provide higher customersatetion at a reasonable price (Jobber &
Fahy, 2009). The expanded marketing mix suggestéBibgms & Bitner, 1981) has been
considered to be a valuable tool for marketingiser¥hese 7Ps are the suitable marketing

mix elements for insurance services.

0] Product



An item is whatever can be offered to a market mthay fulfill a need or need. This
applies both physical and administrations. In asdiew, items are purchased as crude
materials and sold as completed products. A sengicGnother common product type.
Product differentiation has potential of increassaes due to product variants featuring
different functions. Insurance services being thee @roduct in this research, insurance
companies need to offer the services which are rnoneenient and features could be

added with the change in technologies and custtasés.

A service product is anything either in isolation i@ combination that an
association offers to potential clients to fulfhieir needs. The administration item
comprises the establishment of an association&epoe (Kandampully, 2002). Insurance
companies offer insurance products with variou$lgts to provide food various needs
of the clients. By methods for purchasing a prab@atem, a client purchases the guarantee

offered on the grounds that he trusts in the guaeabeing made by the insurance agency.
Price

Pricing is an inevitable factor in determining @gwcts or services’ relative price.
Price is the amount of money charged for a produskervice. Broadly, price is the total
amount being exchanged by the customer to obtdengfit of the product or service
owning (Philip Kotler, 2007). Price is the total anmt of monetary terms that customers
are willing to give in exchange for a particulanguct or service. Price is the amount of
money or goods needed to acquire some combinatiother goods and its accompanying
services. Price is the element of the marketing timat stable in certain period but at one
moment the price might be increase or decreasgaoel become as the single element
that revenue from the selling. Although price ised@ment of the marketing mix that is
stable, however price also subject to fluctuatMoreover, Stanton defines that price is an
element present in the marketing mix that solefga$ the income from the product at
certain time periods. This leads to a scenario ehéyher prices are imposed on products
and consumers are willing to purchase them. Sontigenfi preferred high quality products
and willing to pay high price for it but some oé&th are not. On the contrary, not at all time
products are priced at a premium and higher pfiibe. price (premium) for an insurance
product is determined by expected claim costs,stment income, administrative costs,
and fair profitloading (Harrington & Niehaus, 2004)

(i) Place (Distribution)



Place incorporates both the geological area whneréem is offered and the (kind
of) appropriation channel. Dispersion can be parnéd into immediate and backhanded
channels. Direct dispersion implies that the itemanveyed legitimately from the provider
to the end client (insurance agencies, outlet stangl deals through the Internet).Indirect
circulation implies that the item is offered to #&d client by methods for a middle person,
for example, a discount, retail or agents. Whateygroach, the ultimate objective is to
have our products delivered when and where consumemt to purchase them.
Convenient availability is the goal. The highesigzrmargin can be made on sale by selling
directly to the consumer, it is incurred many aiddial logistical costs when compared with
selling through intermediary. Lastly, (Zeithaml &itier, 2003) mentioned that it is
important to manage supply and demand and thatexperienced waiting time for
customers should be decreased making waiting fulat teast tolerable. In the case of
insurance, place is a combination of decisionsraiigg channels of distribution.

(i)  Promotion
Promotion is an utensil that utilized by the reteslor maker to pull in customers

and buy more or attempts a help or item. The caresse of the business advancement is
the utilized of high amount stock, engaging numsnoeew clients and more increment in
deals. (Chandon, Wansink, and Laurent, 2000) shdhetdbusiness advancement might
be stunning for well advancement inclined buyensriasons priceless reserve funds.
Numerous buyers change marks with the goal thay teuld get more prominent
arrangements that recreate and develop their kesrhgser self-observation, and these
buyers are well advancement inclined, these buyeillee an endeavor to attempt another
item or administration that have been advanced. &onodel, decline in cost for a
constrained period to draw in progressively anotbleopper is alludes to as value
advancement. Deals advancement implies any adianis use by the maker to give
certainty the exchange (retailer, distributer,ymtem partners) just as make clients to buy
a brand and lift up deals power to confidently gellThe term deal advancement alludes to
a few kinds of selling motivating forces and stgigs sunken to yield prompt deals impacts
(Totten and Block, 1994).

Promotion communicates with the potential market a® to persuade the
prospective customers to try a new insurance pto@@eriasamy,2005). Block line
publicizing in exchange diaries, industry produacti@and periodicals is the way togo. TV
advertisements and print promotions are great tgpgsotection showcasing. Insurance



companies have begun utilizing open connectionrabypses to improve picture about them
in the minds of overall population. Individual $e4] is amazingly work escalated however

is the best structure as far as insurance is coademanaging each client in turn.
People

(Woodruffe, 1995) recognized in individuals the adistration representatives,
however also the clients and their jobs in convgyie support of determine administration
benefits. The job of the worker is to convey thenadstration, and organizations ought to
through human resource management find and detledopight people to give the service
to its customers. Depending on the service, whath&more a labor-intensive service or
an equipment-based service, the actions of th@palsan greatly determine the customer
perceptions of the quality of the service. (Zeith&Bitner, 2003) agreed that service
employees have a great impact on the final semp@dity which visually reinforces the
importance of a company’s employees in the abititkeep their promises and succeed in
building customer relationships. (Zeithaml & Bitn@003) mentioned that, companies
should apply human resource strategies. Thesegieat which are all around the focus of
customer-oriented service delivery, are based onghihe right people, retaining the best
people, developing people to deliver service qualitd to provide needed support systems.
Insurance companies have to givemore attentiainihg and developing their employees
and agents. Building strongrelationship with ttagents as well as the customers will help
in meeting customers’ needs andserving them efisie Satisfaction depends on the
nature of interaction between customers andthelpeepresenting insurance companies.
Training the employees and agents to introducenemdyets and use of information

technology for efficiency both at staff and agevdl arethe key areas to look into.
(iv)  Process

A procedure is the technique and grouping of dotiwiin the administration
execution. In contrast to merchandise, administngtiare forms. Administrations are the
final products of deeds, acts, exhibitions, andr@ges performed by the company's
representatives alone or related to different sapphardware, offices, etc. In surveying
process, clients assess whether the administrpticsues a generation line approach or
whether the procedure is a tweaked one wherein ctlemt is given customized
consideration (Bowen and Lawler, 1992). (Shostd&84) called attention to that since

administrations are elusive and in this manner aegi in words by individuals,



organizations must be truly clear in characterizihg administration procedure. The
dangers of depending on words alone in depictimgimidtrations are the misrepresentation
of the administration, deficiency of the portrayalpjectivity of various perusers and the
one-sided translation of the words used to pottiayadministration (Shostack, 1987). The
procedure associated with protection industry ouglite client agreeable. The speed and
precision of installment is of essential signifitafhe procedure philosophy of safety net
providers ought to be with the end goal that itegicomplete straightforwardness and
accommodation to the clients. Severely planned @owt procedures lead to slow and
wasteful conveyance and make it hard for protectworkers and specialists to carry out
their responsibility well. Subsequently it will g about low efficiency and administration

disappointments.

(v) Physical Evidence
The physical proof is characterized as the eartlereth the administration is

conveyed and where the specialist organization thedclients collaborate, and any
unmistakable items that encourage execution oriintpa administration. As indicated by
(Zeithaml and Bitner, 2003) to assess benefitsrbeafs buy and to survey their fulfillment
with the administration after it is purchased digewill in general depend on substantial
prompts or physical proof. The presence of buildiitgshing, inside outfitting, types of
gear, printed materials, and other noticeable s@hgive unmistakable proof of an
association's administration quality. This kindpdifysical proof gives incredible chances
to an assistance firm to send clear and predictine/casing messages with respect to the
association's motivation, the planned market secimd the idea of the administration
(Bitner, 1992 and 1996).

(Bitner, 1990) suggested that visual inspectioeraployees dress and nonverbal
cues is also formed as the physical evidence. Vbeeath environment including furnish-
ing, color, layout, noise level and facilitatingagts can be considered physical evidence
(Rafig & Ahmed, 1995 If there should be an occuceeaf protection business, aside from
office condition, materials, for example, handowtrategy archives, and occasional
explanations are the tangibles, which will influertbe customers. Insurance companies
and intermediaries need to manage all these physiaiences carefully as they can have

a profound impact on the impression of the cliebtsspite the fact that all insurance



agencies give comparable fundamental service,dheasts that do exist are the physical

proof.
2.5 Empirical Studies

The previous studies are based on to find outlvaictors are influenced on certain

factors. By learning previous study, the reseacheuld get the idea for their researches.

Marketing mix can change clients' negative franoésmind into uplifting
mentalities. Frames of mind towards a specific 8ran item/administrations are very
significant measurement since they influence pigehsa inclination to buy. It must be
underscored that disposition is regularly hardhange, with a planned correspondence
crusade; this can be changed extra time. (Fill,920&tated that there are different
techniques used by marketing mix to change cus®wnaéiitudes. (Ghazi, 2012) did the
researcher named “Hotel Marketing Deception Prastiand Its Effect on Guests”. He
investigated the perception of marketing deceppiactices in all element of marketing
mix (7ps) from hotel guests’ perspective. The stutljzed the intercept and judgmental
sampling method. The research population is thetgweho had experienced hotel services
in Alexandria and Matrouh in Egypt. A total numbéB20 questionnaires were distributed.

The conceptual framework of his research is preskint Figure (2.2).

Figure (2.2) Conceptual Framework of Ghazi
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The outcomes affirmed the existence of marketeggegtion in all seven elements
of marketing mix, which negatively influence consusheémage (cognitive image,
affective image, recommend intention and revisiemtion). The findings implied that
hotels and marketers are practicing marketing demem all elements of marketing mix
(7ps) with a high degree, which lead to a negatmesumers’ image regarding the hotel

experience. According to the regression resut,on@d that product and pepole had the



relationship with cognitive components while prodyrice and place affect on affective

component. Finally, price, place, promotion andgbe@ffect on conative attitude.

Chowdhury (2015) tested the relationship betwaestiamer attitudes and buying
behaviour in his research titled “Predicting AttieuBased on Cognitive, Affective and
Conative Components: An Online Shopping Perspéctyaestionnaire was distributed
to 200 respondents (students and professionals)hathe access to the Internet. Both self
completion and interviewer filled survey techniquesre used in order to receive higher
valid response. The conceptual framework of Chowglh(®015) is shown in
Figure (2.3).



Figure (2.3) Conceptual Framework of Chowdhury
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Chowdhury (2015) found that cognitive attitude haebative relationship with
attitude toward online shopping buying behaviourlevhffective component exhibits the
positive and significant relationship with attitut®vard online purchase. In additions,
found that in online shopping environment, conateenponents and buying behaviours

are positively correlated.

2.6  Conceptual Framework of the Study

In this study model, our focus of the study is lo@ tustomer buying behaviour of
FNI car insurance services, factors influencing@uer attitude are structured by social
factors and marketing factors.

Figure (2.4) Conceptual Framework of the Study
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Behaviour

Above Figure (2.4) is structured based on the ephand theory of tri-component

attitudes model. In the influencing factors, sustsacial factors and marketing factors



are the main things to study. Other factors ofetkiernal influences are not consisted in
this study because it is need more time to be perésearch of the FNI car insurance. In
the customer attitude, cognitive component, affectomponent and conative component
are included but other personal attribute modeldauision-making process exclude
consideration in this study. Therefore, buying vt on FNI insurance are made by

these two influencing factors.



CHAPTER (3)

PROFILE AND MARKETING MIX PRACTICES OF FIRST
NATIONAL INSURANCE COMPANY LIMITED

This chapter presents the background history ofthst National Insurance (FNI)
in Myanmar. In addition, it presents the marketuagjvities of the First National Insurance
(FNI).

3.1 Profile of First National Insurance

As reliable First National Insurance Public Company Limited (FNI) is one of the
business unit under Htoo Group of Companies. FNI was established as a public company
and granted the business licence (No.007) by Insurance Business Regulatory Board
(IBRB) on June 14, 2013. With a strong management team and insurance professionals
on board, FNI has set outto become the largest insurance provider in both Life and Non-
Life insurance products. 46 billion Kyats was initially invested for the Paid-up capital and
USD 500,000 capital was added to the company's working capital in 2014. Therefore FNI
can write the insurance cover in both Myanmar Currency and US Dollars. FNI is offering
18 different types of insurance cover with our highly qualified and well-trained 200 over

professional staff.

The head office is in Yangon and the branches are in Mandalay, Monywa,
Mawlamyine and Pyay. Mayangone (YGN), Sanchaung (YGN), Myitkyina and
Naypyitaw. Moreover FNT has appointed certified regional offices in 19 township areas in

Myanmar. So FNI can provide insurance covers to all across the Nation.

First National Insurance (FNI) is delighted to state that it has the privilege of
playing a critical role in Myanmar's social and economic reforms by ensuring peace of
mind and promoting opportunities for prosperity nationwide. FNI provides prompt 24
hours claims services and has been gaining the reputation of effective professional claims

handling.



3.1.1 Organization Structure of First National Insirance Company

Organizational structure of the First National Irsswce Company (FNI) is well
developed. Figure (3.1) presents the organizatistratture of First National Insurance
(FNI).

Figure (3.1) Organization Structure of First National Insurance Company Limited
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Source: First National Insurance (2019)

Human Resource Department
The HR office handles a scope of various capacitissde an association,

overseeing organization staff, including organiziagd supporting the enroliment
procedure, on boarding newcomers to the organizatieciding reasonable compensations
and compensation, giving the essential emotionallpportive networks to finance
necessities, creating satisfactory acceptance aphpng, supporting worker open doors
for proficient improvement, overseeing progressimanging of staff, and helping with the

exhibition the executives and audit process. THeeifs answerable for enlisting and



terminating representatives, preparing laborergpke up official connections and

translating business laws.

Finance & Account department
Finance & Account Department collect, interpretoal®valuating financial

information, anticipating future financial patterasswering to the executives and partners,
and giving guidance how the organization and futwrsiness choices may be affected,
delivering budgetary reports identified with spemgiplans, account payables, account
receivables, and costs, growing long haul marketstoategies dependent on these reports,
looking into, checking and overseeing spending laneating techniques that work to
limit money related hazard and analysing marketdseand competitors.

Underwriting Department
Underwriters examine insurance proposals, collgdiecckground information and

assessments of risk, analysing statistical dataguspecialist computer programmes,
writing quotes and negotiating the terms with ageard clients, determining premiums,
deciding the wording of policies, preparing inswarpolicy terms and conditions, and
liaising with insurance agents and customers.

Marketing Department
Marketing department is responsible for developdtegign and implementing

powerful showcasing techniques to sell new prodectiontracts or modify existing ones,
contact potential customers and make compatibliyy systems administration, cold
pitching, utilizing referrals and so on, assess diesires and requests of business or
individual clients and sell the reasonable asswanans, gather data from customers on
their hazard profiles so as to offer them the Ipestsible arrangement, hold consistent
attention to exchanges, deals and terms and kdapveerecords, check protection
professes to cement trust and defend notoriety hnofiche time recharge work explicit

information and apply it on the field.
Claims Department

Claims Department explore, assess and settle claapplying specialized
information and human relations abilities to impaesonable and brief transfer of cases
and to add to a decreased misfortune proportiosplve mind boggling, extreme
introduction claims, utilizing high assistance aged record taking care of, pay and
procedure asserts inside assigned power levele@hsgaims examined by protection
agents, further researching flawed professes tmeetto approve instalments, confirm



and break down information utilized in settling f@sses to guarantee that cases are
substantial and that settlements are made by @af#omn practices and methodology, enter
guarantee instalments, saves and new cases oraR@work, contributing succinct yet
adequate record documentation, and keep up guardoteiments, for example, records of

settled cases and a stock of cases requiring tieBramination.
Administrative Department

Administrative makes Plan, coordinate and manalgadahinistrative procedures
and systems, allocate company’s assets and ofieees ensure the smooth and adequate
flow of information within the company, purchasewnenaterial as needed, oversee
facilities services and maintenance, organize amgkryise other office activities, and

adhere to policies and regulations.

Regional Department
Regional Department control the business operatbfegional Offices. In order

to effective control, this department handles cayasases and develop strategies based on
each and every region in which branch opened.

Information Systems Department
Information systems Department is responsible tpriggment and programming

establishment and redesigns, usage and progranwhiR§ systems and programming,
improvement of private intranet and open Interresttithations, staff hardware necessities,

computerized security.

3.2 Marketing Mix Practices of First National Insurance

FNI tries to get more market share and retainsnasket positions by doing the

effective Marketing Mix (7Ps).

3.2.1 Product

An Insurance organization sells administrations anthis way benefits are their
item. At the point when an individual or an assboirapurchases an Insurance arrangement
from the insurance agency, he purchases an apprgathalongside it the help and
exhortation of the specialist, the eminence ofitlserance agency and the offices of cases

and remuneration. Comprehensive Motor Insurancepeosates for losses of or damage



to the motor vehicles in the events of accidentdtee Motor vehicles licensed by (Ka Nya
Na) and mobile plants such as forklift, excavateasth carriers, agricultural machinery
can insure in FNI. Premium rates are set for peivste and commercial use. The insurance
term is one year in maximum and the period can shdbree-month, six month or nine

months either.
3.2.2 Price

Premium rates charged are sensible and focusedhoigle current somewhere else.
Premium price is calculated based on the markeemf the car, cubic capacity and usage
of the car.According to IBRB rules and regulations, car mankete between 100 laks to 3000
laks can only be accepted by private insurance eosppFor the car market price which is over
3000 lakhs, it must be insured under coinsuranigrivate insurance companies need to follow

the pricing rate sets by Insurance Business Remgyl&toard.

3.2.3 Place

This component of the marketing mix is relatedao tmportant facets --
i) Managing the insurance personnel, and
i) Locating a branch.

While finding branches, the branch supervisor netxghink about various
components, for example, smooth openness, acdagibinfrastructural offices and the
administration and premises. Likewise it is addisily noteworthy to give security
measures and furthermore factors like office adutft municipal conveniences and
offices, stopping offices and inside office beaa#fion ought to be given appropriate
consideration. Therefore the spot the executiveprofection branch workplaces needs
another vision, particular methodology and a cveastyle. This is basic to make the work
place helpful, appealing and proactive for the afproductivity among representatives.
The branch directors need proficient greatnesstiteson place choices profitable. FNI
established head office in Yangon downtown areees®13. 3 branch offices are already
opened in Yangon and 8 branches in other divisimhegopointed certified regional offices
in 19 township area in Myanmar. So FNI can proviteirance covers to all across the

Nation.



3.2.4 Promotion

There are several different advertising technigeiesh as above the line(ATL),
below the line(BTL) and through the line(TTL). Protion activities carried out through
mass media, such as television, radio and newspagerclassified as “above the
line(ATL)” promotion. “Below the line(BTL)” promotin refers to forms of non-media
communication of advertising such as personalrgglldirect marketing and trial offer.
“Through the line(TTL)” refers to the advertisingategy involving both above and below

the line communication.

FNI uses through the line(TTL) strategy to givetousers awareness and get the
customers to try FNI insurance product. FNI putdldeertising on TV, radio, magazine,
journal, billboard, bus station, bus sticker ang lskard. Give Sponsor concerts and sports,

regular seasonal promotion and special promotion.

3.2.5 People

Individuals are most significant part of promotisignd for the protection business.
Understanding the client better permits structugingper items. Being a help industry
which includes a significant level of individualsrmection, it is imperative to utilize this
asset proficiently so as to fulfill clients. Preipgr, improvement and solid associations with
go-betweens are the key regions to be held gettioged at. Preparing the workers,
utilization of IT for proficiency, both at the stafnd operator level, is one important factor

to give the quality service.

FNI insurance thoroughly recruits and selects egg#s, agents and brokers to sell
its insurance products. Insurance product traineugtomer service training and English
language training programmes are regularly givenefaoployees and agents to provide

quality services to customer and for their profesal development.

3.2.6 Process

FNI uses innovative technology in order to provifmlity services to customers.
All of the branches have multiple communicationrotigls such as email, fax and mobile

communication.



FNI reduces waiting time at each phase and mondeligery time of policies to
customers. Efficiency of delivering services to touser is essential for the insurance
industry. IT and Data warehousing are used at B)dtdcess the service smoothly. IT helps
in servicing the large number of customers effitieand brings down overheads. It takes
only a few hours for customers to buy a car insteguolicy if the customers can provide
the required documents. FNI provides door to damwise for the insured who buy
insurance for more than one car. Premium paymenbeaettled by bank transfer, mobile
banking, internet banking and POS payment overctheter. For claims and accident,
customers can contact FNI 24 hours a day, sevenalayeek. So, FNI has been gaining a

good reputation of effective professional claimadiang.

3.2.7 Physical Evidence

FNI creates a better office environment with cleaa comfortable places for all
customers. In additions, FNI provides corporatdarm and name badges to all of the
employees so that the staffs will get more of thet@mers’ trust. Besides, signage is the
essential visual element of a company and it giweslentity by which users recognize the
company. A signage depicts the company’s philosoghpolicy. Moreover, all the
branches have related policy document, statemietiteation letter, uniforms of personnel

and pamphlets etc.



CHAPTER (4)

ANALYSIS OF FACTORS INFLUENCING BUYING BEHAVIOUR
ON FNI CAR INSURANCE

the social and marketing factors of First Natidngurance (FNI) Company limited. In this

chapter, survey results are presented with freqygrercentage and mean scores based on

This chapter presents the profile of the resporsdand their perceptions towards

facts and figures of findings.

4.1

gender, age, education, experience, monthly satatyposition. The findings are shown in

Profile of the Respondents

This study identifies the profile data of the FNistomers. Profile data include

frequency and percentage based on 120 customé&ebla (4.1).

Table (4.1) Demographic Data of the Respondents

No. of
Sr. Particular Percent
No Respondents
Total 120 100.0
1. | Age:<25years 10 8.3
25-30 vears 16 13.3
31-40 vyears 54 45.0
41-50 vears 32 26.7
51-60 vears 6 5.0
=60 years 2 1.7
2 | Education Level : High School 2 1.7
Diploma or Attending University 14 11.7
Bachelor 84 70.0
Master/PhD (Postgraduate) 20 16.7
3. | Occupation :Self-employed 47 39.17
Government Servant 10 8.33
Company Staff 48 40.00
Dependent 10 8.33
Others 3 4.17
4. | Income : Less than 1,000,000 Ks 12 10.00
1,000,000 -1,500,000 Ks 41 34.16
1,500,001 -2,000,000Ks 57 47.50
Above 2,000,000 Ks 10 8.33

Source: Survey Data, 2019




According to Table (4.1), among 120 respondentsstmespondents are between
31 and 40 years old followed by the people whdateveen 41 and 50 years old. It is found
that all respondents are educated. Regarding edacatajority of the respondents hold
bachelor degree holders. Most of the respondenmsggper month is in the range between
one hundred and fifty thousand and one kyats andhtwndred thousand kyats, and most

of the respondents are company staffs.

4.2 Customer Perception on Social Factors

Social factors in this study includes the recomnag¢iod and insurance agent.
Customers usually take the suggestions and recodatiens from the people who are

close to them.

4.2.1 Recommendation

Most customers trust their related friends, peereelatives before they buy the

products and services. Table (4.2) presents thdomes respondents regarding

recommendations.
Table (4.2) Recommendation
Sr. No Recommendation Mean Score
1. Taking suggestions from friends for car insurance. 3.67
2. Taking into account the recommendations from 3.58

family members for motor insurance.

3. Asking advise from the people which insurance is 3.29
best for car.
4. Social media is the important influencer to make a 3.28

buying decision for car insurance.

5. Take into account strangers’ opinion on buying 2.63

decision.

Overall Mean 3.29

Source: Survey Data, 2019



According to Table (4.2), people take friend’s advior car insurance because
people believe in friends. The respondents tak@lp&oopinion when buying things
because they trust the friends because they algragghe best advice. Besides that,
customer takes the recommendations from the famégnbers who always give advice
concerning with car insurance. Moreover, the redpats take advice from people
because they need the suggestion of other peopltheéother hand, people do not take
suggestions from the strangers as they do notgtrestgers. According to the overall
mean, recommendation factors influenced on theoreggnts’ attitude with car insurance.

4.2.2 Insurance Agent

Customers sometimes do not know about the spguibiducts or services. Thus,
they usually take the recommendations and suggeastiom the insurance agents. Table

(4.3) presents the customers’ perception towarslg@mce agent.

Table (4.3) Insurance Agent

Sr. No Insurance Agent Mean Score

1. Insurance agents know very well about the 3.11

insurance types and coverage.

]

Taking agent’s suggestions and recommendations 3.25

according to the needs and wants of specific users.

3. Helpful of insurance agents 3.85
4, Thinking insurance agents skillful. 3.23
5. Discussing with agents to find out which insurance 3.68

organizations are fit to buy.

Overall Mean 3.42

Source: Survey Data, 2019

According to Table (4.3), people take the advicel amcommendations from
insurance agent because the agent know very welltabsurance plan and they explain
the customers match with their requirement. Thpardents trust that the insurance agents
are skilful. The insurance agents are aware gbtbeduct knowledge such as insurance type

and coverage. As the insurance agents are handlamy insurance companies that they



can suggest for the suitable one. According toalearean, insurance agent influenced on
the respondents because the insurance agentsrallenganany insurance companies and

they can give the right advice to the customers.

4.3  Customer Perception on Marketing Factors

Marketing factors are the main driving forces tleamiable organization to be
competitive in the industry. On the other hands iimportant to study the perceptions of

customers towards the marketing factors of therorgdions.

4.3.1 Product

Product characteristics are very important foralisstomers while they consider the
insurance. The product variables that were measimeldde availability of various
insurance types, easily understandable policiessaitdbility for the businesses. In this
study, 120 customers are surveyed. Mean scoresafdr question are calculated and the

results are shown in Table (4.4)

Table (4.4) Product

Sr. No Product Mean Score

1. A wide range of products and services for all cars 2.68
registered

2. Easy Products’ terms and specifications 3.50

3. Effective customer service 3.61

4. Ableto purchase additional insurance covers 3.35

Overall Mean 3.28

Source: Survey Data, 2019

According to Table (4.4), the survey indicated tRhll gives effective customer
service because FNI fully cares its customers hacetmployees are well trained for the
service and product knowledge. Besides, the custoare able to learn the FNI terms and
specification because the terms are mentionediglaad easy to understand. Besides, the
customers are able to buy additional insurancersdwecause related insurance packages

are available when the customers buy the regusaramce. On the other hand, customers



could not find the wide range of products and servelating to the car insurance because
FNI can’t provide product differentiation in order follow rules developed by Insurance
Business Regulatory Board (IBRB), Myanmar. Accogdito overall mean score,

respondents have moderate level of positive pamreph the product factor as the whole.

4.3.2 Price

Policy Buyers usually look for the premium pricddre they look for the products.
The product variables that were measured includmary and group cover. In this study,
120 customers are surveyed. Mean scores for eadtigu are calculated and the results

are shown in Table (4.5).

Table (4.5) Price

Sr. No Price Mean Score
1. Reasonable FNI premium price 3.44
2. Easily calculation the Premium price by calculation 343

software on web page.

3. Attractive Fleet discount 2.68
4, Flexible price according to the user choice. 2.89
Overall Mean 3.11

Source: Survey Data, 2019

According to Table (4.5), most respondents belighad FNI's premium price is
reasonable when comparing to others, it is stilittud=NI sets the premium price based on
the engine power, market price evaluation and tfatompetitors. In additions, the
customers can calculate the premium price easilyabgulation software on webpage that
FNI makes easy for calculation online. People ttimdt price is flexible due to the user
choice since FNI offers separate packages andraessocould choose from those. On the
other hand, customers find fleet discounts areattadctive since FNI gives fleet discount
only when customers buy insurance for at leastd8.dn additions, FNI does not have
flexible premium price as FNI has only standar@dipremium price. According to overall

mean score, respondents think price factors agereasonable for the products.



4.3.3 Place

Insurance buyers usually look for the convenierfieeowhere they could buy the
motor insurance. In this context, branches aciosountry, convenience to travel, same
service level, and web page available are analygledn scores for each question are

calculated and the results are shown in Table.(4.6)

Table (4.6) Place

Sr. No Place Mean Score
1. Easy locations of FNI office 3.37

2. Numbers of branches across the country. 3.55
3. Updated Product information on FNI webpage. 3.14
4. Many agents whom customers could easily contact. 3.28
Overall Mean 3.43

Source: Survey Data_ 2019

According to Table (4.6), people accepted that Fgens many branches
throughout the country, thus, people are comfoetédlreach to the office if needed. FNI
office locations are easy to communicate that F\dcted the better locations that people
can communicate easily. People perceived that ElIrhany agents, as a result, people
can contact them easily and the branches are @lslgpport the customers’ requirements.
Moreover, FNI webpage is updated with time, thamf@eople can learn easily online.

According to overall mean, people have a positieenon place factor.

4.3.4 Promotion

Promotions could attract the customers to buy geeific insurance products. In
this study, promotions, specific offers, and g#te analysed in order to find out that those
factors influence on buying decision. Mean scéoegach question are calculated and the

results are shown in Table (4.7).



Table (4.7) Promotion

Sr. No Promotion Mean Score
1. Really effective Promotion campaigns 3.18

2. Attractive Newspaper/Journal/TV advertisements 3.62
3. Claim bonus for regular customers 1f they have no claims. 3.68
4, Persuasive Personal selling and direct selling 3.54
Overall Mean 3.50

Source: Survey Data, 2019

According to Table (4.7), most respondents indatatieat advertisements in
newspaper, journal and TV advertisements are #tteaand those are very eyes catching.
The respondents perceived persuasive personaigsaltid direct selling. Besides, people
described that FNI give really effective promotioampaigns since FNI exhibits their
booths at the car road shows. In additions, custeget claim bonus if they do not make
insurance claims as FNI offers special bonus aaegrit the accident history. According
to overall mean score, respondents think promotfantrs are very reasonable for the

products.

4.3.5 People
In the service industry, services are deliveregpdgple. Thus, in this study, skills,
uniforms, politeness, clear response, suggestiodsemough human resources of the

employees are analysed. The findings are pres@mted Table (4.8) by mean scores.

Table (4.8) People

Sr. No People Mean Score
1. Friendly, Polite, and service minded employees 3.48
2. Well-dressed staff 3.22
3. Knowledge and skilful staff 3.67
4, Providing the product recommendations for customers. 3.81
Overall Mean 3.54

Source: Survey Data, 2019



According to Table (4.8), people perceived thatdhmloyees provide the product
recommendations for customers that the employeesealt trained for product knowledge
and customer relationship. Besides, the employeekrewledgeable and skilful for clear
response for customers because the employees peyiemxced and long serviced,
therefore, their customer communications are qgaed. As the employees are well
trained, they act friendly, polite while giving ergice to customers, as a result, people are
comfortable using FNI. People accepted that theleyeps are neat and tidy with well-
dressed which also attracts to the customers. Aooprto overall mean, people have a
positive view on people factor because the emplbgese the better service, and they are

well experienced and trained and ready to servie fngndliness and politeness.

4.3.6 Process

In the service industry, process and proceduregssential to get more customer
satisfaction and market share. Thus, in this stedge of buying, simple procedures,
process duration, clear guidelines, quick resp@uiéeness, clear response, suggestions
and enough human resources of the employees dysathdased on the survey data. The

findings are presented in the Table (4.9) by meanes.

Table (4.9) Process

Sr. No Process Mean Score
1. Easy to buy the insurance from FNI. 3.68
2. Available Online billing and underwriting policy 3.56
3. Takes a few hours for applying process 321
4, Prompt and efficient complaint handling mechanism. 3.51
Overall Mean 3.49

Source: Survey Data, 2019

According to Table (4.9), people are easy to bwytiance from FNI because the
branches are easy to go and located at many @addbere are many agents. Besides, FNI
has available online billing and underwriting pgli¢eople perceived that FNI's online
billing and underwriting policy are available, thitss easier for the customers. FNI gives
the service prompt and efficient complaint handlmgchanism because FNI has the



experienced and skilful employees who can givearsp at once. Moreover, applying

process takes a few hours and it gives a betteicsefior customers. According to overall

mean, process factor is influenced on the custothetsFNI insurances are easy to buy
because of the online process and the servicdas@be done within a few hours.

4.3.7 Physical Evidence

Physical infrastructure is important while deliveyi the service. Customer
perceptions towards the physical factor are andly$ee findings are presented in the

Table (4.10) by mean scores.

Table (4.10) Physical Evidence

Sr. No Physical Mean Score
1. Very clean, tidy and good ventilated physical environment 332

2. Using modern equipment. 3.11
3. Fast and efficient counter services. 3.57
4, Noticeable sign boards. 3.63
Overall Mean 3.40

Source: Survey Data_ 2019

According to Table (4.10), people perceives that &ffice is eye catching with
noticeable sign boards, thus, people can find yaBiNI provides quick and efficient
counter service where people are able to learnnt@rance packages. Moreover, FNI
office is very clean, tidy, and good ventilated piegpl environment that the customers are
comfortable with nice atmosphere. FNI uses modeupenent, thus, the advanced and
modernised equipment such as towing cars attrhetsustomers. According to overall
mean, people have a positive view on physical faberause the office is visible with
noticeable signboard and set the office with mo@gmpment.



4.4  Analysis of Factors Influencing Customer Attitides

Customer attitudes are very important since mamplgeevaluate the products or
services based on their attitudes. Thus, it is mambd to identify the customer attitudes.

There are basically three attitudes namely cognitffective and conative.

4.4.1 Customer Attitude

Customer attitude is very important for busines3ésis, organizations are trying
to analyse the attitudes of their customers. Theirfigs are presented in the Table (4.11)

by mean scores.

Table (4.11) Customer Attitudes

Sr. No Customer Attitudes Mean Score
Cognitive
1. Experience with car insurance system. 3.56
2. Watching insurance’s new products and service ads. 3.60
3. Evaluating insurance company’s products and services. 3.32
4, Compare products and services from those of others 3.17
Overall Mean 3.41
Affective
Confidence that car insurance can save my loss 4.09
2. Buying car insurance becomes popular among people. 3.71
3. No burden with insuranee premium price. 3.69
4, Promotions make easier for payment terms and process. 2.85
Overall Mean 3.59
Conative
1. Buying car insurance reduces risks. 4.23
2. More interested to buy car insurance if the premium price is 3.54
lowered.
3. Buying insurance if the staff or agents do one stop service 3.45
4, Buying insurance because of bad traffic & high accidents. 4.24
Overall Mean 3.87

Source: Survey Data, 2019



According to Table (4.11), concerning with cogretcomponent, people stated that
they are watching the insurance’s new productssangdce advertisement because people
are interested in FNI, thus, they are searchinghtéves. People perceived that they have
experience for car insurance service. Moreovelrpleesire evaluating insurance company’s
products and services that they like to comparengnmompetitors’ products and services
of different insurance organizations on web. Acaggdo overall mean, most customers

have cognitive characteristic that influence on@oer attitude toward FNI company.

Regarding to affective component, people are centithat car insurance can save
the loss of damage, accident, etc. The customexiged that buying car insurance
become popular because people are knowledgeahlé@ransurance through print media
advertisement, online advertisement, etc. Peopfgessed no burden with insurance
premium price that they can still afford. Besigg®motions make easier for payment terms
and process that the loyal customers have conthard, payment plan is clear. According
to overall mean, most customers have affectiveatharistic that influence on customer

attitude toward FNI company.

Concerning with conative component, people perckthat buying car insurance
because of bad traffic and high accidents thaeé&ded, insurance company takes care of
the expenses. Besides, buying car insurance regdsk® that it feels safe for the car
accident. The customers stated that people are m@rested to buy car insurance if the
premium price is lowered that people can afford #rel can pay for it because some
people occupy many cars. Furthermore, people destthe staff or agents do one stop car
insurance service, the buying premium rate is more stop service can make easier and
things are done at one place because that settriaeta people. According to overall mean,
most customers have conative characteristic tifiakimce on customer attitude toward FNI

Company.

4.4.2 Effect of Social Factors on Customer Attitude

This section explores which social factors suclie@®mmendations from others
and insurance agents have the significant reldtipngiith the customer attitude by

analysing survey data by regression.

(1) Effect of Social Factors on Cognitive Attitude



This section explores which social factors havestpaificant relationship with the
cognitive attitude by analysing survey data by esgion. Table (4.12) presents the
regression result between social factors and cegrattitude.

Table (4.12) Effect of Social Factors on Cognitive Attitude

Unstandardized Coefficients
Variable B T Sig
B Std Error
(Constant) 264 .098 2.688 .008
Recommendation 834k 095 | 826 | 8.785 000
Insurance Agent 135 .093 137 1.462 146
R Square 918
Adjusted R Square 917
F value 655.892%**

Source: Survey Data (2019)

*#* Significant at 1% level, ** Significant at 5% level, * Significant at 10% level

According to Table (4.12), the value of R? is almost 92 percent thus this specified
model could explain about the variation of social factors on the cognitive attitude of the
customers. The overall significance of the model, F value, is highly significant at 1
percent level. This model can be said valid. The model can explain almost 0.917 percent
about the variance of the independent variable and dependent variable because Adjusted
R square is 0.918.

Among two independent variables, recommendation has the expected positive
sign and is strongly significant at one percent level. According to the regression result,
positive relation means that the increase in recommendation from friends or peers leads to
more effect on customer with cognitive attitude towards FNI car insurance. In Myanmar,
insurance sector is not enough developed yet and people are also unfamiliar with
insurance, FNI noticed these factors and focus mainly on customer awareness by using
social media and personal selling, and FNI also attain its better customer services from
the beginning till now, so, good recommendation on FNI car insurance will spread
through customer’s positive word of mouth behaviour. If there is an increase in
recommendation from others by 1 unit, this will also raise the effect on people with

cognitive by 0.834 unit.



The standardized coefficient (Beta) of recommendation factor has the largest
value (.826) among two explanatory variables indicating that recommendation has the
greatest contribution to increase effect on cognitive people when the variance explained
by other variables is controlled for. The overall evaluation reveals that models explain the
variation in the attitude towards FNI car insurance well. The increases in better
recommendation and services have the positive effects on cognitive component of the
customers.
(i) Effect of Social Factors on Affective Aitude

This section explores which social factors havestpaificant relationship with the
affective attitude by analysing survey data by esgion. Table (4.13) presents the

regression result between marketing mix and custcatesfaction.

Table (4.13) Effect of Social Factors on Affective Attitude

Unstandardized Coefficients
Variable B T Sig
B Std Error
(Constant) 1.419 072 19.690 .000
Recommendation 360%** 070 | 482 5.162 | .000
Insurance Agent Mean 354%% .068 486 5.206 .000
R Square 919
Adjusted R Square 918
F value 664.350%%*

Source: Survey Data (2019)

*%% Significant at 1% level, ** Significant at 5% level, * Significant at 10% level

According to Table (4.13), the value of R? is almost 92 percent thus this specified
model could explain about the variation of social factors on the affective component
towards FNI car insurance. The overall significance of the model, F value, is highly
significant at 1 percent level. This model can be said valid. The model can explain almost
918 percent about the variance of the independent variable and dependent variable

because Adjusted R square is 0.918.

Among two independent variables, recommendation has the expected positive
sign and is strongly significant at 1 percent level. According to the regression result,

positive relationship means that the increase in recommendation factor leads to more



effects on affective attitude of the customers as their friends told them that FMI pays the
good compensations for repairing the damage. FNI makes the careful evaluations for the
damage and repairthe cost like original conditions thus most respondents have the positive
perceptions. Ifthere is an increase in product by 1 unit, this will also raise the effect on the

affective component of the customers by .360 unit.

The variable insurance agent has the expected positive sign and is strongly
significant at 1 percent level. The positive relationship means that the increase in
insurance agent abilities leads to more customer affective because customers usually
contacts to the insurance agents first and they usually take their suggestions for their cars.
The better service of the insurance agent by 1 unit will increase the affective component
of the customers by .354 units.

The standardized coefficient (Beta) of recommendation factor has the largest
value (.486) among two explanatory variables indicating that agent abilities has the
greatest contribution to people with affective component when the variance explained by
other variables is controlled for. The overall evaluation reveals that models explain the
variation in the attitude towards affective component well. The increase in better service

of insurance agent has the positive effects on affective component of the customers.

(i)  Effect of Social Factors on Conative Attitude

This section explores which social factors havestpaificant relationship with the
conative attitude by analysing survey data by regjom. Table (4.14) presents the
regression result between marketing mix and custcatesfaction.

Table (4.14) FEffect of Social Factors on Conative Attitude

Unstandardized Coefficients
Variable B T Sig
B Std Error

(Constant) 1.856 .054 34.169 .000
Recommendation 1607 ** .052 243 3.043 .003
Insurance Agent A70%x* 051 734 9.180 .000

R Square 941
Adjusted R Square 940

F value 928.216%**

Source: Survey Data (2019)

*#* Significant at 1% level, ** Significant at 5% level, * Significant at 10% level



According to Table (4.14), the value of R? is almost 94 percent thus this specified
model could explain about the variation of social factors on the conative component
towards FNI car insurance. The overall significance of the model, F value, is highly
significant at 1 percent level. This model can be said valid. The model can explain almost
94 percent about the variance of the independent variable and dependent variable because

Adjusted R square is 0.940.

Among two independent variables, recommendation has the expected positive
sign and is strongly significant at 1 percent level. According to the regression result,
positive relationship means that the increase in recommendation from others factor leads
to more effects on conative attitude of the customers as they feel safe by FNI motor
insurance. FNI makes sure that the loss of car owners is eliminated thus most respondents
have the positive perception. If there is an increase in product by 1 unit, this will also raise

the effect on the conative component of the customers by .160 unit.

The variable insurance agent has the expected positive sign and is strongly
significant at 1 percent level. The positive relationship means that the increase in
insurance agent abilities leads to more customer affective because customers usually
contacts to the insurance agents first and they usually take their suggestions for their cars.
The better service of the insurance agent by 1 unit will increase the conative component
of the customers by .470 unit.

The standardized coefficient (Beta) of recommendation factor has the largest
value (.734) among two explanatory variables indicating that agent abilities has the
greatest contribution to people with conative component when the variance explained by
other variables is controlled for. The overall evaluation reveals that models explain the
variation in the attitude towards conative component well. The increase in better service

of insurance agent has the positive effects on conative component of the customers.

4.4.3 Effect of Marketing Factors on Customer Attitides

This section explores which marketing mix factoasédnthe significant relationship
with the customer satisfaction by analysing surdaia by regression. Businesses need to

find out that their marketing strategies could effien customer attitudes.



0] Effect of Marketing Factors on Cognitive Attitude
This section explores which marketing mix factoasédnthe significant relationship

with cognitive component of the customers by anatysurvey data by regression. Table
(4.16) presents the regression result between iiagkaix and cognitive.

Table (4.15) Effect of Marketing Factors on Cognitive Attitude

Unstandardized
Variable B T Sig
B Std Error
(Constant) -.707 .108 -6.531 .000
Product .066 .079 051 .836 405
Price A58%k* 057 432 8.027 .000
Place 71 .085 132 2.022 .046
Promotion K .083 212 3.288 .001
People 146%* 077 102 1.908 .059
Process 110 .069 092 1.579 117
Physical -.006 .092 -.004 -.064 .949
R Square 976
Adjusted R Square 975
F value 653.458%**

Source: Survey Data (2019)

*#% Significant at 1% level, ** Significant at 5% level, * Significant at 10% level

According to Table (4.15), the value of R? is almost 98 percent thus this specified
model could explain about the variation of marketing mix (7Ps) on the cognitive
component of the customers towards First National Insurance (FNI). The overall
significance of the model, F value, is highly significant at 1 percent level. This model can
be said valid. The model can explain almost 97.5 percent about the variance of the

independent variable and dependent variable because Adjusted R square is 0.975.

Among seven independent variables, price factor has the expected positive sign
and is significant at 1 percent level. The positive relationship means that the increase in
better price leads to more effect on cognitive component of the customers because the

FNI provides competitive and reasonable premium prices for customers who wants to get



the experience and knowledge. Thus, most respondents find price as the satisfactory
factor because of affordable price. The better the price by 1 unit will increase the

customer satisfaction of the customers who have cognitive component by .458 unit.

The variable place factor has the expected positive sign and is significant at 5
percent level. The positive relationship means that the increase in better place leads to
more affect on cognitive component of the customers because car owners finds the
convenient places and insurance that have many branches across the country. Thus, most
visitors find place as the satisfactory factor. The better the place factor by 1 unit will

increase the satisfaction of the customers who have cognitive component by 0.171unit.

The variable promotion factor has the expected positive sign and is significant at 1
percent level. The positive relationship means that the increase in better promotion leads
to more customer satisfaction because FNI gives promotion campaigns at road shows and
reduce premium price when customers make no claims. Thus, most visitors find
promotion as the satisfactory factor. The better the promotion factor by 1 unit will

increase satisfaction of the customers with cognitive attitude by 0.273 unit.

The variable people factor has the expected positive sign and is significant at
Spercent level. The positive relationship means that the increase in better people service
leads to more customer satisfaction because FNI gives trainings employees to be polite
and skilful. Thus, most visitors find people as the satisfactory factor. The better the
people factor by 1 unit will increase the satisfaction of the customers with cognitive

attitude by 0.146 unit.

The standardized coefficient (Beta) of price factor has the largest value (.432)
among seven explanatory variables indicating that price has the greatest contribution to
increase the customer satisfaction of customers when the variance explained by other
variables is controlled for. The overall evaluation reveals that models explain the
variation in the customer satisfaction towards FNI well because the estimation produced

expected signs and significant coefficients for most variables.

(i) Effect of Marketing Factors on Affective Attitude
This section explores which marketing mix factoasédnthe significant relationship

with the customer satisfaction by analysing sud&g by regression. Table (4.16) presents

the regression result between marketing mix antbower satisfaction.



Table (4.16) Effect of Marketing Factors on Affective Attitude

Unstandardized Coefficients
Variable B T Sig
B Std Error

(Constant) -.002 111 -.014 .989
Product 853k .081 .888 10.544 .000
Price -.024 .059 -.031 410 682
Place -.132 .087 137 -1.512 133
Promotion -.068 .085 072 -.800 425
People L35k .079 334 4.467 .000
Process 289k EE 071 329 4.051 .000
Physical 3@ 5k .095 326 4.052 .000

R Square 954

Adjusted R Square 951
F value 328.669%%*

Source: Survey Data (2019)

##% Significant at 1% level, ** Significant at 5% level, * Significant at 10% level
According to Table (4.16), the value of R? is almost 95 percent thus this specified

model could explain about the variation of marketing mix (7Ps) on the customer
satisfaction of the people who have affective attitude towards First National Insurance
(FNI). The overall significance of the model, F value, is highly significant at 1 percent
level. Thismodel can be said valid. The model can explain almost 95.1 percent about the
variance of the independent variable and dependent variable because Adjusted R square is

0.951.

Among seven independent variables, product factor has the expected positive sign
and is strongly significant at 1 percent level. The positive relationship means that the
increase in better price leads to more customer satisfaction of people with affective
attitude because FNI provides for all motor insurance products. Thus, most respondents
find price as the satisfactory factor. The better the price by 1 unit will increase the

satisfaction of customers who have affective component of the customers by .853 unit.

The variable people factor has the expected positive sign and is strongly
significant at 1 percent level. The positive relationship means that the increase in better
people leads to more customer satisfaction because car owners finds the politeness and
skilful of the FNI staffs. The better the people factor by 1 unit will increase the

satisfaction of customers who have affective component by 0.352 unit.



The wvariable process factor has the expected positive sign and is strongly
significant at 1 percent level. The positive relationship means that the increase in better
people leads to more customer satisfaction because car owners find process of insurance
at FNI. The better the process factor by 1 unit will increase the satisfaction of customers

who have affective component by 0.289 unit.

Regarding physical factor has the expected positive sign and is strongly significant
at 1 percent level. The positive relationship means that the increase in better physical factor
leads to more customer satisfaction because car owners looks for the equipment and
physical things that makes impress them. The better the physical factor by 1 unit will

increase the satisfaction of customers who have affective component by 0.385 unit.

The standardized coefficient (Beta) of people factor has the largest value (.334)
among seven explanatory variables indicating that people has the greatest contribution to
increase the satisfaction of customers with affective attitude when the variance explained

by other variables is controlled for.

(i)  Effect of Marketing Factors on ConativeAttitude

This section explores which marketing mix factoasédnthe significant relationship
with the customer satisfaction by analysing suda&ta by regression. Table (4.17) presents

the regression result between marketing mix antbower satisfaction.

Table (4.17) Effect of Marketing Factors on Conative Attitude

o Unstandardized .
Variable B t Sig
B Std Error )
(Constant) -.707 .108 - .000
Product .066 079 051 836 405
Price A58k 057 432 8.027 .000
Place ATk .085 132 2.022 046
Promotion 273 .083 212 3.288 .001
People 146* 077 102 1.908 .059
Process 110 .069 092 1.579 117
Physical .006 .092 .004 064 949
R Square 976
Adjusted R Square 975
F value 653.458%**

Source: Survey Data (2019)

##% Significant at 1% level, ** Significant at 5% level, * Significant at 10% level



According to Table (4.17), the value of R? is almost 98 percent thus this specified
model could explain about the variation of marketing mix (7Ps) on the customer
satisfaction of the people who have affective attitude towards First National Insurance
(FNI). The overall significance of the model, F value, is highly significant at 1 percent
level. This model can be said valid. The model can explain almost 97.5 percent about the
variance of the independent variable and dependent variable because Adjusted R square is

975.

Among seven independent variables, price factor has the expected positive sign
and is strongly significant at 1 percent level. The positive relationship means that the
increase in better price leads to more customer satisfaction of people with conative
attitude because FNI provides reasonable premium price according to the engine power.
Thus, most respondents find price as the satisfactory factor. The better the price by 1 unit

will increase the satisfaction of customers who have conative component by .853 unit.

The variable place factor has the expected positive sign and is strongly significant
at 5 percent level. The positive relationship means that the increase in better place leads to
more customer satisfaction because car owners find the convenient places for the
insurance office. The more convenient place factor by 1 unit will increase the satisfaction

of customers who have conative component by 0.171 unit.

The variable promotions factor has the expected positive sign and is strongly
significant at 1 percent level. The positive relationship means that the increase in better
promotions leads to more customer satisfaction because car owners look for the
promotions for car insurance. The better the promotions factor by 1 unit will increase the

satisfaction of customers who have conative component by 0.273 unit.

Regarding people factor has the expected positive sign and is significant at 10
percent level. The positive relationship means that the increase in people factor leads to
more customer satisfaction because car owners examine the knowledge and skills of the
people that makes impress them. The better the people factor by 1 unit will increase the

satisfaction of customers who have conative component by 0.146 unit.

The standardized coefficient (Beta) of price factor has the largest value (.432)
among seven explanatory variables indicating that price has the greatest contribution to
increase the satisfaction of customers with conative attitude when the variance explained

by other variables is controlled for.



4.4.4 Effect of Social Factors and Marketing Fdors on Customer Attitudes

This section explores which social marketing mixtéas have the significant
relationship with the customer satisfaction by gsialg survey data by linear regression in
SPSS version 22.

0] Effect of Social Factors and Marketing Factorson Cognitive Attitude

This section explores which social and marketing factors have the significant
relationship with the customer cognitive attitudedmalysing survey data by regression.
Table (4.18) presents the regression result amongls marketing mix and customer

cognitive attitude.

Table (4.18) FEffect of Social Factors and Marketing Factors on Cognitive Attitude

Unstandardized Coefficients
Variable B t Sig
B Std Error

(Constant) -981 118 -8.342 .000
Social Factor 105 065 .104 1.616 .109
Marketing Factor 1. 174%%% .086 881 13.630 .000
R Square 965

Adjusted R Square 964

F value 1590.568%***

Source: Survey Data (2019)

##% Significant at 1% level, ** Significant at 5% level, * Significant at 10% level

According to Table (4.18), the value of R? is almost 96 percent thus this specified
model could explain about the variation of social factors and marketing mix (7Ps) on the
cognitive attitude of the people who have cognitive attitude towards First National
Insurance (FNI). The overall significance of the model, F value, is highly significant at 1
percent level. This model can be said valid. The model can explain almost 96.4 percent
about the variance of the independent variable and dependent variable because adjusted R

square is .964.

Among two independent variables, marketing factor has the expected positive sign
and is strongly significant at 1 percent level. The positive relationship means that the
increase in better marketing factor leads to more customer satisfaction of people with

cognitive component because FNI provides reasonable attractive marketing promotions



and products for car owners. Thus, most respondieitsnarketing factors as the
and products for car owners. Thus, most respondents find marketing factors as the

satisfactory factor. The better the marketing factor by 1 unit will increase the satisfaction

of customers who have cognitive component by 1.174 unit.

(i)  Effect of Social Factors and Marketing Factos on Affective Attitude

This section explores which social and marketing factors have the significant
relationship with the customer cognitive attitudedmalysing survey data by regression.

Table (4.19) presents the regression result amacigl$actor, marketing mix and affective

attitude.

Table (4.19) Effect of Social Factors and Marketing Factors on Affective Attitude

Unstandardized
Variable B t Sig

B Std Error
(Constant) 1.037 124 8.335 .000
Social Factor Mean AT S .069 .638 6.885 .000
Marketing Factor 328wk .091 333 3.594 .000
R Square 927
Adjusted R Square 926
F value T44.119%**

Source: Survey Data (2019)

##% Significant at 1% level, ** Significant at 5% level, * Significant at 10% level

According to Table (4.19), the value of R? is almost 93 percent thus this specified
model could explain about the variation of social factors and marketing mix (7Ps) on the
affective attitude of the people who have affective attitude towards First National
Insurance (FNI). The overall significance of the model, F value, is highly significant at 1
percent level. This model can be said valid. The model can explain almost 92.6 percent

about the variance of the independent variable and dependent variable because Adjusted

R square is .926.

Among two independent variables, social factor has the expected positive sign and
is strongly significant at 1 percent level. The positive relationship means that the increase
in better social factor leads to more customer satisfaction of people with affective attitude.

The better the social factor by 1 unit will increase the satisfaction of customers who have

affective attitude by .475 unit.



The variable marketing factor has the expected positive sign and is strongly
significant at 1 percent level. The positive relationship means that the increase in better
marketing factor leads to more customer satisfaction. The more convenient marketing
factor by 1 unit will increase the satisfaction of customers who have affective component

by .328 unit.

The standardized coefficient (Beta) of social factor has the largest value (.638)
among two explanatory variables indicating that social factor has the greatest contribution
to increase the satisfaction of customers with affective attitude when the variance

explained by other variables is controlled for.

(i)  Effect of Social Factors and Marketing Factors on Gnative Attitude
This section explores which social and marketing factors have the significant

relationship with the customer satisfaction by gsialy survey data by regression. Table (4.20)
presents the regression result among social fantoketing mix and conative attitude.

Table (4.20) Effect of Social Factors and Marketing Factors on Conative Attitude

Variable Unstandardized B T Sig
B Std Error )

(Constant) 1.882 102 18.420 .000
Social Factor 6867 .057 1.047 12.111 .000
Marketing Factor -.071 075 -.082 -.954 342
R Square 937
Adjusted R Square 935
F value 863.831#**

Source: Survey Data (2019)

#%% Qignificant at 1% level, ** Significant at 5% level, * Significant at 10% level

According to Table (4.20), the value of R? is almost 94 percent thus this specified
model could explain about the variation of social factors and marketing mix (7Ps) on the
conative attitude of the people who have conative attitude towards First National
Insurance (FNI). The overall significance of the model, F value, is highly significant at 1
percent level. This model can be said valid. The model can explain almost 93.5 percent
about the variance of the independent variable and dependent variable because Adjusted

R square is .935.



Among two independent variables, social factor has the expected positive sign and
is strongly significant at 1 percent level. The positive relationship means that the increase
in better social factor leads to more customer satisfaction of people with conative attitude,
the better the social factor by 1 unit will increase the satisfaction of customers who have
conative attitude by .686 unit. The standardized coefficient (Beta) of social factor has the
largest value (1.047) among two explanatory variables indicating that marketing has the
greatest contribution to increase the satisfaction of customers with conative attitude when

the variance explained by other variables is controlled for.

4.5  Analysis of Influencing Customer Attitude on Blying Behaviour
Buying behaviour is the final decision of the cusérs and businesses want to find
out which attitude factors could affect the buyderisions of the customers. By learning

the attitudes and buying decisions, customers amalkie more attractive campaigns.

4.5.1 Buying Behaviour of the Respondents

Buying behaviour is very important for both custesh@nd businesses. It is
important to identify the buying behaviour of thestomers. Table (4.21) presents the

buying decisions of the FNI customers.

Table (4.21) Buying Behavior

Sr. No Buying Behavior Mean Score

1. Going to buy car with FNI car insurance. 3.15

2. Buy FNI car insurance, when buying car. 3.61

3. Recommend friends and family members to buy FNI car 3.64
insurance.

4. Continue with FNI in future renewals. 3.79

Overall Mean 3.55

Source: Survey Data, 2019

According to the overall mean score, most of ttepoadents have impressed to
continue with FNI in future renewals since the camp provides the quality service for
motor insurance. Thus, most of the respondents imgntions to buy the insurance from

FNI whenever they need to buy car insurance. Bssideis found that most of the



respondents state that they will recommend FNIrarance service to their friends since

they like the products and service of FNI.

4.5.2 Effect of Customer Attitude on Buying Behavior

This section explores which customer attitudes haeesignificant relationship
with the buying behaviour by analysing survey dataegression. Table (4.22) presents

the regression result between customer attituddoayishg behaviour.

Table (4.22) Effect of Customer Attitude on Buying Behaviour

Unstandardized Coefficients
Variable B T Sig
B Std Error

(Constant) .058 180 322 748
Cognitive 258k 063 322 4.076 .000
Affective 192%%* 149 155 1.288 .002
Conative S3 149 489 3.558 .001
R Square .895
Adjusted R Square 892
F value 329.044%**

Source: Survey Data (2019)

*#% Significant at 1% level, ** Significant at 5% level, * Significant at 10% level

According to Table (4.22), the value of R? is almost 90 percent thus this specified
model could explain about the variation of customer attitudes on the buying behaviour of
the customers. The overall significance of the model, F value, is highly significant at 1
percent level. This model can be said valid. The model can explain almost 89.2 percent
about the variance of the independent variable and dependent variable because Adjusted

R square is 0.892.

Among three independent variables, cognitive has the expected positive sign and
is strongly significant at 1 percent level. According to the regression result, positive
relationship means that the increase in cognitive attitude in customers leads to more

buying behaviour of the customers towards FNI motor insurance.If there is an increase in



cognitive attitude of the customers by 1 unit, this will also raise the buying behaviour of

customers by .258 unit.

Affective has the expected positive sign and is strongly significant at 1 percent
level. According to the regression result, positive relationship means that the increase in
Affective attitude in customers leads to more buying behaviour of the customers towards
FNI motor insurance.If there is an increase in Affective attitude of the customers by 1

unit, this will also raise the buying behaviour of customers by .192 unit.

Conative has the expected positive sign and is strongly significant at 1 percent
level. According to the regression result, positive relationship means that the increase in
conative attitude in customers leads to more buying behaviour of the customers towards
FNI motor insurance. If there is an increase in conative attitude of the customers by 1

unit, this will also raise the buying behaviour of customers by 0.53 1unit.

The standardized coefficient (Beta) of conative factor has the largest value (.489)
among three explanatory variables indicating that conative has the greatest contribution to
increase the buying behaviour of customers when the variance explained by other
variables is controlled for. The overall evaluation reveals that models explain the
variation in the buying behaviour of customers towards FNI motor insurance well because
the estimation produced expected signs and significant coefficients for most variables.
The increases in conative attitude have the positive effects on buying behaviour of the

customers.



CHAPTER (5)

CONCLUSION

This chapter presents the findings and discusdiamms analysis. In additions, it
includes suggestions and recommendations basethdings. Then the need for further

research is presented.

5.1 Findings and Discussions

This study has been conducted with the objectofadentifying the social factor
of customers and marketing mix (7Ps) activitieswoét National Insurance (FNI) motor

insurance and analysis of the customer perceptinoriiose factors.

Among 120 respondents, the study reveals that negpbndents are between 31
and 40 years old and majority of the respondemsachelor degree holders. Majority of
the people earning per month is in a range betweerfifty thousand and one kyats and

two hundred thousand kyats, and most respondemtsoanpany staff.

Regarding recommendation, respondents usually ttekesuggestions from their
friends and family members. In additions, they Ulguased to read customer reviews at
social media like Facebook. But they do not usuake suggestions and recommendations

from the strangers.

Regarding insurance agents, respondents usuallg thk suggestions and
recommendations from insurance agents since theseipe that agents have enough
knowledge and skills regarding motor insuranceadiditions, they find agents helpful
when they consider the motor insurance. It is fotnad the respondents discuss with agents

which insurance organization has good image artd flieir needs and wants.

Regarding products, customers find that FNI dogshawe broad category for
motor insurance for all registered cars. In addgjorespondents perceive that products
terms and specification of FNI are simple and g¢asynderstand. In additions, customers
could buy the additional insurance services as Il separate insurance for motor such

as only windshield etc.



Regarding price, respondents could calculate pnerpiice on the website and they
find it is convenient. In additions, they perceithat premium prices are reasonable and
fair. Respondents are not satisfied with the fthetount since FNI gives discounts when
users buy at least 10 cars insurances. In addjiidegound that FNI does not offer flexible

motor insurance rates.

Regarding price, respondents could calculate pnerpiice on the website and they
find it is convenient. In additions, they percethat premium prices are reasonable and
fair. Respondents are not satisfied with the fthetount since FNI gives discounts when
users buy at least 10 cars insurances. In addjtidagound that FNI does not offer flexible

motor insurance rates.

It is found that most respondents have positeslback on the set up of branches
of cross the country. They also consider the looatiof the branches are convenient and
most branches can provide good facility like that@ad office. In additions, agents could
be found in every town. Customers also look atgieglucts and services at the website

easily. As the whole, most respondents think pfactor is acceptable.

Regarding promotion factor, most customers giveitpesfeedback about the
promotions offered by First National Insurance camplimited. FNI makes attractive gifts
and promotions for motor insurance. In additionstemers find advertisements of FNI in
TV, newspapers, and journals are attractive. Theatisfied with the premium discounts
if they have no claims. Most customers state teeggnal and direct selling of FNI is good.

Regarding people, respondents state that thexegethmendations from the staffs
and they believe that staffs are skilful and haveugh knowledge. They perceive staffs
look profession and smart since FNI makes gorgeaudsrms. Furthermore, respondents
state that the staffs are polite, friendly and merminded people as FNI gives the intensive

trainings to all employees.

Regarding process factor, respondents have thayeoieling towards the motor
insurance process as FNI makes the simple proceflurenotor insurance and customers
could easily buy motor insurance. In additionsisifound that FNI offers billing and

registering process via online. Customers find pihacess factor is useful for them.

Most respondents are satisfied with the physwealence factor of the FNI since
FNI uses modern equipment while giving service. Fisurance office is very clean and
good ventilation infrastructure. In additions, ANIs many counters and signboards so that



customers could easily find the service countey thent to go. Thus, most of the

respondents are impressive about the physicaltiaoflthe FNI.

Regarding customer attitude, most respondents hreoderate levels of cognitive
attitude as they have knowledge about car insurandethey want to gather information
as much as possible before they buy the insurdrmeaffective attitude, most of the
respondents have moderate level of affective compioas they want to reduce their loss
and promotions motivate the customers. It is alsmdl that most respondents think about
buying insurance and they have moderate levelsmditocve component.

According to the regression result, regarding nibge component,
recommendation has the positive significant refegiop with the cognitive component. In
addition, among seven marketing factors, pricesgglpromotion, and people are positively
significant with the cognitive component of thepesdents. Among these four, price is

most influencing factors on people with cognitivgtades.

Regarding Affective component, recommendatiomfothers and insurance agents
have the positive significant relationship with tféective component. Among these two,
the later one is more influential. In additions,ag seven marketing factors, product,
people, process and physical are positively sicaifi with the affective component of the
respondents. Among these four, price is most inftueg factors on people with affective

attitudes.

Regarding conative component, recommendation btirars and insurance agents
have the positive significant relationship with denative component. Among these two,
the later one is more influential. In additions,cg seven marketing factors, price, place,
promotion and people are positively significant hwihe conative component of the
respondents. Among these four, price is most inftirey factors on people with conative
attitudes.

It is found that all three attitudes positivelyeff on buying behaviour of motor
insurance at FNI. Among three attitudes, conatagthe greatest contribution to increase
the buying behaviour of customers.



5.2 Suggestions and Recommendations

According to the survey data, First National Inswe (FNI) should focus on the
major segments of its customer demographics whedimg the marketing strategies.
Regarding recommendation, FNI should offers sommngissions or incentives to
customers who take their friends to FNI by recomdagion. In addition, FNI should make
online team in order to get more positive perceion social media. Regarding insurance
agents, FNI should give more commissions and imngesnto insurance agents and need to
make a good communication network with agents tmbee active. In addition, FNI should
train all its insurance agents to have the enougldyzts knowledge so that they could

recommend customers about FNI motor insurance thoreughly.

Regarding product, FNI should offers new prodypes to achieve more customers
especially for company staffs. FNI should targetdmpanies by offering business package
products. Regarding price, FNI should update itissite in English and Myanmar language
so that the online calculation system will be maseer friendly. FNI should target to
companies by offering business package productsskduld maintain its pricing strategy
by monitoring that of competitors. To be more atikee place factor, FNI should arrange
parking place by security staffs and CCTVs. FNIwtogive the same products and
services at all branches across the country. Intiadsd, it should choose the branch
locations that customers can easily commute aaegtdithe regions. The FNI should offer
attractive promotions and gifts to its customerpatential customers based on their social
class and car models. Loyalty promotions need toffered to its regular customers.
Companies should focus more on telemarketing, éidireg in electronic media and print
media and advertising companies as additional ptiomal mix strategies. FNI should
emphasize on public relation and publicity, salesmmwtion, seminars and promotional
tools to induce consumers. Brand communication Ishocautiously done to project the
right kind of image in the mind of the customerggRrding people, FNI should keep
training to all its employees and agents in ordagive product knowledge and have good
communication skills with customers. FNI shouldrtral its employees till they could give
suggestions based on the needs and wants of custoRegarding process factor, FNI
should do the insurance manuals that include ald#tailed procedures and processes so
that customers could refer it. Then, it also nedsolve the complaints by using the
advanced technology to contact the head offices €buld greatly reduce the complaints.

FNI should make the registration hours within fesuts by setting the standard time.



Last but not the least, FNI should set up all moaed equipment equally at all
branches in order to give convenient service.dusthset up the signage inside the building
so that customers will get the direction to thdatriglace. In additions, it also needs to do
flyers for all the products and services relatimgnotor insurance.

First National Insurance (FNI) should focus onc¢hstomer attitudes of customers
and should focus and develop the marketing stregdgased on the customer attitudes. By
developing the specific strategies to each attitie could perform more than their
competitors. To improve the buying behaviour of¢hstomers, FNI should focus conative

attitude that strongly effect on buying behaviour.

5.3 Needs for Further Research

This thesis focuses only on social factors and mgrkix (7Ps) activities of First
National Insurance (FNI). This study is only foaugion the customers from Yangon
region. In order to get more precise analysish&nstudy should be focus on the customer
from other region as well as from competitors’ camies. The research based on the
individual consumers and to get the more undersgtgritie consumer behaviours, further
study should base on the business to businessdiamnice insurance for public buses.

This study only focused on customer and there isesearch analyse on insurance
agents and competitors. To understand more on nmrshehaviours, insurance agents’
feedback is also important factor to study on fertiesearch. There are many opportunities
to improve this study. This study does not covetra service and products of FNI. In
addition, other factors of external influences attdude models are not studied. Therefore,
further study should conduct all the social factarsl marketing mix activities of insurance

companies so that it will cover the whole insuraimciistry.
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Questionnaire for Customers

Dear Sir/Madam,

This survey questionnaire is to use only for theeaech paper Factors Influencing
Customer Attitude towards Car Insurance Buying Behaiour on First National
Insurance (FNI)” to submit as a partial fulfilment towards thegdee of Master of
Business Administration (MBA). The data would netused in other purposes. Thank you

very much for your information.

Please choose only one answer by marking.

l. Individual Factors
Customer’s Demographic Information

1. Age (Years):
[1 <25years [ 25-30 yeard ] 31-40gear [  41-50 years

L1 51-60 years [ >60 years

2. Education Level
L1 High School [ Diploma or Attending University [  aéhelor

1 Master/PhD (Postgraduate)

3. Occupation
1 Self-employed 1 Government Servani_] Company Staff

L1 Professional [ Dependent (. Others

4. Income
1 Less than 1,000,000 Ks [ ,000,000 -1,500,000 Ks

[ 11,500,001 — 2,000,000 Ks] Above 2,000,000 Ks



Il. Assessment the Social Factors towards Car Insance Buying Behavior

Please{” your answer to each statement using 5 point ltikesle [(1) = strongly disagree;

(2) = disagree; (3) = neutral; (4) = agree and=(S)rongly agree]

Social Factors

No. Recommondation 123

1 | lusually take suggestions from my friends fortanansurance.

2 | | take into account the recommendations from myilfamembers for
motor insurance.

| usually ask the people which insurance is bastéo.

Social media like facebook also influences mpurchasing motor
insurance

5 | | take stranger’s opinions when | buy things.

No. Insurance Agent 123

1 | Insurance agents know very well about the instedypes and coverage.

2 | Agents could give suggestions and recommendataaosrding to the
needs and wants of specific users.

3 | lusually take the recommendations of agentesarance purchase.

4 | | think insurance agents are skillful.

5 | lused to discuss with agents to find out whitdurance organizations are
fit to me.




lll. Assessment the Marketing Mix towards Car Insurance Buying Behavior

Please{” your answer to each statement using 5 point ltikesle [(1) = strongly disagree;

(2) = disagree; (3) = neutral; (4) = agree and=(S)rongly agree]

No. Product 1123

1 | FNI has wide range of products and services focat registered.

2 | Products’ terms and specficiations are easy tonstaiel.

3 | Customer service is effective.

4 | Additional insurance covers can be purchased.

No. Price 11213

1 | FNI premium price is reasonable.

2 | Premium price can be calculated easily by cdisumasoftware on web
page.

Fleet discount is attractive.

Price is flexible according to the user choice.

No. Place 123

1 | FNI office locations are easy to commute.

FNI has number of branches across the country.

Updated Product information can be observed owebpage.

4 | FNI has many agents whom customers could easfliact.

No. Promotion 1123

1 | Promotion campaigns are really effective.

Newspaper/Journyal advertisements are attractive.

3 | Regular customers get no claim bonus, if they movelaims.

4 | Personal selling and direct selling are perseasiv

No. People 123

The employees are friendly, Polite, and serviceded.

Staffs/ agents are neat and well-dressed.

3 | Staffs have enough knowledge and skills to givectbar and precise
answer to customers.

4 | Staffs can give the product recommendations fotocoers.




No.

Process

1 | Itis easy to buy the insurance from FNI.

2 | Online billing and underwriting policy is available

3 | Applying process only takes a few hours.

4 | The insurance company has prompt and efficiemiptaint handling
mechanism.

No. Physical

1 | The insurance Company'’s physical environmenery ¢lean, tidy and
good ventilated
FNI uses modern equipments.
FNI has fast and efficient counter services.

4 | The insurance company is equipped with noticesigle boards.




lll. Assessment the Customer Attitudes towards Catnsurance Buying Behavior

Please{” your answer to each statement using 5 point ltikesle [(1) = strongly disagree;

(2) = disagree; (3) = neutral; (4) = agree and=(S)rongly agree]

Customer Attitudes

No. Cognitive Component 123
1 | I have experience with car insurance system.
2 | lused to watch insurance’s new products andseadvertisement.
3 | lused toevaluate insurance company’s products and services.
4 | lusually browse the websites and compare preduad services of
different insurance organizations.
No. Affective Component 123
1 | I have confidence that | can reduce my loss bynsairance.
2 | Buying car insurance becomes popular among peopl
3 | I don't feel any burden with insurance premiuncer
4 | Promotions make easier for payment terms ancepsoc
No. Cognative Component 123
1 | I would buy car insurance to reduce risks.
2 | If the premium price is lowered, i am more ingteel to buy car insurance.
3 | I'will buy insurance if the staff or agents dea@top car insurance servige.
4 | I'will buy car insurance because of bad traffid &igh accidents.
No. Buying Behavior 1123

1 | I am going to buy car with FNI car insurance.

Whenever | buy the car, | will buy FNI car insoca.

I will recommend my friends and family memberg$-tdl insurance.

Al WIN

| will continue with FNI in future renewals.




Regression result for Social Factors and Cognitiv€omponent

ANOVA?
[Model Sum of Square df Mean Squail F Sig.
1 Regressio 53.33¢ 2 26.667| 655.89: .00
Residue 4.757 117 .041
Total 58.09: 11¢

a. Dependent Variable: Cognitive Com M
b. Predictors: (Constant), Insurance Agent Mean, Recenadation Mez

Model Summary®

Adjusted R | Std. Error of
[Model R R Squar Squar the Estimat
1 958 91¢ 917 2016«

a. Predictors: (Constant), Insurance Agent MeagpRenendation Mes
b. Dependent Variable: Cognitive Com M

Unstandardized | Standardized
Coefficient: Coefficient:
Std.
Model B Error Bete t Sig.
1 (Constani 264 .09¢ 2.68¢| .00¢
Recommendation 834 095 826 8.785] .000
Mear
Insurance Agent 135 .093 137 1.462| .146
Mear

a. Dependent Variable: Cognitive Com M




Regression result for Social Factors and Affectiv€omponent

ANOVA?
[Model Sum of Square df Mean Squail F Sig.
1 Regressio 29.10¢ 2 14.55:| 664.35( .00
Residue 2.56: 117 .022
Total 31.66 11¢

a. Dependent Variable: Affective Com Me
b. Predictors: (Constant), Insurance Agent MeacpRenendation Me

Model Summary

Adjusted R | Std. Error of
[Model R R Squar Squar the Estimat
1 .95¢ 91¢ 91¢ .1480(

a.Predictors: (Constant), Insurance Agent Mean, Recenaation Mea
b. Dependent Variable: Affective Com Mg

Coefficients?

Standardizd

Unstandardized d
Coefficient: Coefficient:
Std.
Mode| B Error Bete t Sig.
1 (Constant 1.41¢ 072 19.69( .00C
Recommendation 360  .070 482| 5162 000
Mear
Insurance Agent 354  .068 486 5.206| .000
Mear

a. Dependent Variable: Affective Com M




Regression result for Social Factors and Conative @nponent

ANOVA?
[Model Sum of Squarce df MeanSquar: F Sig.
1 Regressio 23.10: 2 11.55:| 928.21¢ .00C°
Residue 1.45¢ 117 .01z
Total 24.55¢ 11¢€

a. Dependent Variable: Conative Com M
b. Predictors: (Constant), Insurance Agent MeacpRenendation Me

Model Summary

Adjusted R | Std. Error of
[Model R R Squar Squar the Estimat
1 97¢ .941 .94( 1115t

a. Predictors: (Constant), Insurance Agent MeaopRenendation Mes
b. Dependent Variable: Conative Com M

Coefficients?

Standardizs
Unstandardizec d
Coefficient: |Coefficient:
Std.
[Model B Error Bete t Sig.
1 (Constant 1.85¢ .054 34.16¢| .00C
Recommendation | g4 g5 243 3.043 .003
Mear
insurance Agent | 470l 051 734 9.180| .000
Mear

a. Dependent Variable: Conative Com M




Regression result for Marketing Factors and Cognitte Component

ANOVA?
[Model Sum of Square df Mean Squail F Sig.
1 Regressio 56.70: 7 8.10(| 653.45¢ .00
Residue 1.38¢ 112 012
Total 58.09: 11¢

a. Dependent Variable: Cognitive Com M
b. Predictors: (Constant), Physical Mean, Price@aocess Mean, People Mean,
Product Mean, Promotion Mean, Palace M

Model Summary

Adjusted R | Std. Error of
[Model R R Squar Squar the Estimat
1 .98¢ 97¢ 97t 1113¢

a. Predictors: (Constant), Physical Mean, PricerMPaocess Mean, People Mean,
Product Mean, Promotion Mean, Palace M

Coefficients?

Unstandardized| Standardizeq
Coefficient: Coefficient:
Std.
[Model B Error Bete t Sig.
1 (Constant -.707 .10¢ -6.531| .00C
Product Mea .06¢€ .07¢ .051 .83€| .40t
Price Meal A5¢ .057 43z 8.027| .00C
Palace Mes 171 .08t 132 2.02z| .04¢
I\P/Irs;m'o” 273| 083 212| 3.288 .001
People Mea .14¢€ 071 .10z 1.90¢| .05¢
Process Mee 11C .06¢ .09z 1.57¢ 117
Physical Mea -.00€ .09z -. -.064| .94¢

a. Dependent Variable: Cognitive Com M




Regression result for Marketing Factors and Affectve Component

ANOVA?
[Model Sum of Square df Mean Squait F Sig.
1 Regressio 30.19° 7 4.314| 328.66¢ .00¢P
Residue 1.47( 112 .01z
Total 31.66 11¢

a. Dependent Variable: Affective Com Me
b. Predictors: (Constant), Physical Mean, PriceM@aocess Mean, People Mean,
Product Mean, Promotion Mean, Palace M

Model Summary

Adjusted R | Std. Error of
[Model R R Squar Squart the Estimat
1 977 .954 951 .1145¢

a. Predictors: (Constant), Physical Mean, PricerMPaocess Mean, People Mean,
Product Mean, Promotion Mean, Palace M

Coefficients?

Unstandardizeq Standardized
Coefficient: Coefficient:
Std.
[Model B Error Bete t Sig.
1 (Constant -.00z 111 -.014| .98¢
Product Mea .85¢ .081 .88¢| 10.54<| .00C
Price Meal -.024 .05¢ -.031f -.41(] .68z
Palace Mea -.13z2 .087 A37| -1.517  .13¢
;r;’;:o“o” -068| .085 072| -800| .425
People Mea 352 .07¢ 334 4.467| .00C
Process Me¢ .28¢ .071 32¢| 4.051f .00C
Physical Mea .38t .09t 32€| 4.05z] .00C

a. Dependent Variable: Affective Com Me




Regression result for Marketing Factors and Conatie Attitude

ANOVA?2
[Model Sum of Square df Mean Squail F Sig.
1 Regressio 22.96¢ 7 3.281| 653.45¢ .00C°
Residue 1.58¢ 112 .014
Total 24.55¢ 11¢€

a. Dependent Variable: Conative Com M
b. Predictors: (Constant), Physical Mean, Price@aocess Mean, People Mean,
Product Mean, Promotion Mean, Palace N

Model Summary®

Adjusted R | Std. Error of
[Model R R Squar Squart the Estimat
1 967 97¢€ 97¢ 1191:

a. Predictors: (Constant), Physical Mean, PricerMPaocess Mean, People Mean,
Product Mean, Promotion Mean, Palace M

Coefficients?

Unstandardizeq Standardized
Coefficient: | Coefficient:
Std.

[Model B Error Bete t Sig.

1 (Constant -.707 .10¢ - .00C
Product Mea .06¢ .07¢ .051| .83¢ 40t
Price Meal A45¢ .057 43z] 8.02 .00C
Palace Mea 71 .08t 13z| 2.02:2 .04¢
Promotion 273 .083 .212| 3.288 .001
Mear
People Mea 14¢ 071 .10z| 1.90¢ .05¢
Process Mee 11C .06¢ .09z 1.57¢ A17
Physical Mea | .00€ .09z .004] .064 .94¢

a.Dependent Variable: Conative Com M




Regression result for Social Factors, Marketing Faors and Cognitive Component

ANOVA?

IModel

Sum of
Square

df

Mean Squalt

F

Sig.

1

Regressio
Residue
Total

56.03: 2
2.06]
58.09:

28.01¢
.01¢

1590.56:

.00C°

a. Dependent Variable: Congitive Com M

b. Predictors: (Constant), Marketing Factor, So€gttor Mear

Model Summary?

IModel

R

R Squar

Adjusted R
Squar

Std. Error of
the Estimat

1

9822

96t

964

1327

a.Predictors: (Constant), Marketing Factor, SociatéaMean
b. Dependent Variable: Congitive Com Mean

Coefficients

IModel

Unstandardized
Coefficient:

Standardized
Coefficient:

B

Std. Erro

Bete

(Constant

Social Factor

Mean

Marketing Factc

105

1.

981

174

1€
.065

.08¢

.104

.881

-8.34:
1.616

13.63(

.00C
.109

.00C

a. Dependent Variable: Congitive Com M



Regression result for Social Factors, Marketing Faors and Affective Component

Model Summary?
Adjusted R | Std. Error of
[Model R R Squar Squar the Estimat
1 963 927 .92¢€ .1404¢

a. Predictors: (Constant), Marketing Factor, Sdeadtor Mear
b. Dependent Variable: Affective Com Mg

ANOVA?
Sum of

[Model Square df Mean Squal F Sig.
1 Regressio 29.35¢ 2 14.67¢| 744.11¢ .00C°

Residue 2.30¢ 117 .02C

Total 31.66" 11¢
a. Dependent Variable: Affective Com Me
b. Predictors: (Constant), Marketing Factor, Soeadtor Mear

Coefficients*
Unstandardized Standardized
Coefficient: Coefficient:

[Model B Std. Erro Bete t Sig.
1 (Constant 1.03i 124 8.33¢ .00C

I\S/lzzil Factor 475 069 638 6.885  .000

Marketing Factc .32¢ .091 .33¢ 3.59¢ .00C

a. Dependent Variable: Affective Com Mt



Regression result for Social Factors, Marketing Faors and Conative Component

Model Summary?

Adjusted R | Std. Error of
[Model R R Squar Squart the Estimat
1 .96& 937 93¢ .1153¢

a. Predictors: (Constant), Marketing Factor, Sdeadtor Mear
b. Dependent Variable: Conative Com M

ANOVA?2
Sum of

[Model Square df Mean Squal F Sig.
1 Regressio 23.00( 2 11.50(| 863.83: .00CP

Residue 1.55¢ 117 .01z

Total 24.55¢ 11¢
a. Dependent Variable: Conative Com M
b. Predictors: (Constant), Marketing Factor, SociatéaMean

Coefficients®
Unstandardized |Standardized
Coefficient: Coefficient:

[Model B Std. Erro Bete t Sig.
1 (Constant 1.88: .10z 18.42( .00C

I\SAZ(;:' Factor 686 057 1047 12111  .000

Marketing Factc -.071 .07t -.082 -.954 .34z

a. Dependent Variable: Conative Com Mean




Regression result for Customer Attitude and BuyingBehavior

ANOVA?
[Model Sum of Square df Mean Squail F Sig.
1 Regressio 33.44¢ 3 11.14¢| 329.04: .00
Residue 3.93( 11€ .034
Total 37.37¢ 11¢

a. Dependent Variable: Buying Behavior M
b. Predictors: (Constant), Conative Com Mean, GognCom Mean, Affective Com

Mear
Model Summary
Adjusted R | Std. Error of
[Model R R Squar Squart the Estimat
1 .94 .89¢ .89 .1840:

a. Predictors: (Constant), Conative Com Mean, GognCom Mean, Affective

Com Meal
b. Dependent Variable: Buying Behavior M

Coefficients?

Standardize
Unstandardized d
Coefficient: Coefficient:
Std.
[Model B Error Bete t Sig.
1 (Constant .05¢ .18C 32z .74¢
Cognitive Com 258 063 322 4.076] .000
Mear
Affective Com 531 149 489 3.558 .001
Mear
Conative Com 192|149 155 1.288 .002
Mear

a. DependerVariable: Buying Behavior Me:







