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INTRODUCTION

The marketing concept in insurance companies implies a complete orientation
towards meeting the needs of insurance service users. Through the process of defining
and implementing the research programme, the insurance company identifies the needs,
desires and demands of service users. On the basis of research results, it creates an adequate
offer. By selecting the form, marketing communication informs and creates the awareness of
potential users about the offer, and stimulates interest and demand. The offer of insurance
companies is standardised and the possible diversification is minimal. Therefore, the
achievement of competitive advantage of insurance companies is based on the achievement
of satisfaction and, thus, retaining insurance service users.

The strategy of marketing communication originates from the company’s marketing
strategy. Depending on the goals set by the company, the priorities and goals of the
strategy of marketing communication are defined. The effective and efficient strategy of
marketing communication is a prerequisite for business success of insurance companies.
If that defined goal of the insurance company is to attract and retain service users, then
the role of marketing communication is different in every stage of the purchase process.
A logical time order of activities is the creation and announcement of realistic promises,
fulfilment of the given promises and the establishment of communication after the completion
of the purchase process. A successful implementation of a defined goal requires that the
insurance company continually monitors the changes in the users’ needs and demands and
that it achieves an intense communication with users during the provision of services, as well
as with those users who have stopped cooperating with the insurance company. These
activities make service users perceive that the efficient fulfilment of their needs and demands
is the focus of all the activities of the insurance company. In this way, marketing
communication creates positive impressions which increase the satisfaction of users and
contribute to the development of long-term relations with them.

The factors such as intense competitiveness, fast development and the application of
new information-communication technology, fragmentation of the media and changes in
users’ behaviours have influenced changes in the strategy of marketing communication.
Contemporary business conditions determine the establishment of an interactive dialogue
between the company and users and it occurs in all stages of the purchase process. In the
pre-purchase stage, the role of marketing communication is to inform potential users, to
make them interested and to create preferences towards the company’s offer. By applying
the adequate forms of marketing communication during the stage of using the service, the
company tends to explain the stages of the process of servicing to users and to provide
them with support in solving possible problems. In the post-purchase stage, the aim of
marketing communication is to increase the positive experience of service users. The
strategy of marketing communication should contribute to the creation of realistic
expectations and the fulfilment of promises given to service users. The unrealistic and
exaggerated promises given in the pre-purchase stage can increase the level of users’
expectations. If the company is not able to fulfil the given promises during the process of
servicing, service users will feel betrayed after the completion of the process of providing
services and they will perceive a low level of service quality. All this can affect their
decision to end cooperation with the company.

The aim of the paper is to show the connection between marketing communication
and attracting, satisfying and retaining insurance service users. The paper should point
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out the role of marketing communication activities in the establishment, development and
maintenance of long-term relations with insurance service users. The results of the
empirical research, which are presented in the paper, are significant because they indicate
that the insurance company can improve its business performance by implementing and
investing into the activities of marketing communication. A better understanding of the
role and the increased investment of insurance companies into the activities of marketing
communication add to the fact that these types of research are becoming more important.
The paper consists of five parts. The first part presents a theoretical concept of marketing
communication — the understanding of the role of marketing communication. The second part
of the paper analyses the influence of marketing communication on attracting insurance
service users. The third part analyses the role of marketing communication in achieving the
satisfaction of insurance service users and retaining them. The fourth part of the paper refers
to the research methodology, and the fifth part includes a discussion about the research results.

1. MARKETING COMMUNICATION — THEORETICAL CONCEPT

A well-defined and implemented strategy of marketing communication enables the
achievement of excellent business results and recognition of the company on the market.
Kotler & Keller (2006, p.536) states that by using marketing communication companies
tend to inform, persuade and remind the target segment of consumers of the company’s
offer. Marketing communications represent the “voice” of the company and its brands
and are a means by which it can establish a dialogue and build relationships with and among
consumers (Keller, 2009, p.141). The efficient communication between the company and the
target audience assumes that it occurs in both directions (Stankovi¢, et.al., 2014, p.15).

The fact that, in the contemporary conditions, consumers are exposed to a large number of
marketing messages has created the need for companies to start viewing marketing
communication as an interactive dialogue which occurs during the process of purchase.

In the pre-purchase stage, by employing marketing messages, potential users are given a
promise about future satisfaction with the services. In this stage, the role of marketing
communication is to inform, draw the attention of potential users and create the preferences
towards the company’s offer. The behaviour of potential service users, which is characteristic
for this stage, represents focusing a significant amount of attention to the comparison of
alternatives with the aim of minimising the level of perceived risk. In this sense, each form of
marketing communication will have different credibility with decision-makers. When
deciding about the choice of a service or a service company, potential users collect
information from different sources. Besides a previous experience of the user with the given
service or service company, promotional activities of service companies are a significant
source of information. However, due to the specificity of services, those potential users
who do not have that personal experience will tend to collect information through direct
communication, primarily with friends, relatives and acquaintances, but also with the
employees of the service company. Contrary to classic mass communication of the producers
of consumer goods, the employees of service companies, who use a direct contact with service
users, have a significant position as the carriers of external marketing communication (Senic,
et. al., 2008).

A marketing message should be created by taking into account the specifics and
demands of the target segment of users. In this way, during the stage of providing the service,
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the ratio of their cancellation of the service is minimised. The role of marketing
communication during the stage of providing service is to introduce and explain to users
the stages of the service process. However, during the service process, certain problems
can occur. In those situations, marketing communication represents the key instrument
for an efficient resolution of the problem, while the emphasis is on the role of the
employees who establish direct communication with service users.

The sense of confirming or not confirming expectations and promises given to service
users is characteristic for the post-purchase stage. In this stage, the role of marketing
communication is to use an adequate approach and information in order to resolve
potential misunderstandings with users or to strengthen their positive impressions.

Marketing communication is a mutual term for different types of planned messages
used by a company — economic propaganda, sales improvement, direct marketing, personal
selling, public relations, sponsorship (Duncan, 2005, p.7). Shimp states that marketing
communication is an approach whose implementation is used by marketing managers in order
to inform, persuade and remind users of the company's offer (Shimp, et.al., 2013). Informing
and persuading users and brand differentiating, with the aim of forming their positive attitudes
and completing the transaction, are basic functions of marketing communication (Stankovi¢,
etal., 2014, p.16). By using the combination of instruments of the communication mix,
marketing managers tend to achieve a maximum communication influence. The starting and
the ending point in the development of the strategy of marketing communication is the
consumer. The consumer does not differentiate between direct and indirect forms of
marketing communication, but believes that those are all the ways of persuasion used by
the company. The consumer finds it confusing and unconvincing if he/she is faced with a
non-consistent message. Therefore, in order to efficiently achieve defined goals of marketing
communication, it is important that the messages to the consumers are presented in an
integrated and consistent manner (Avramovi¢, 2008).

2. MARKETING COMMUNICATION AND ATTRACTION OF INSURANCE SERVICE USERS

The main aim of marketing activities of service companies is attracting and retaining
service users. The leading factor which affects attracting of new and retaining the existing
service users is satisfaction. Veljkovi¢ (2009, p.101) believes that satisfaction is the reaction of
consumers to the evaluation of the perceived difference between previous expectations (or a
specific standard of performance) and the actual performances. For Ljubojevi¢ (1998), the
concept of satisfaction is abstract, and it represents the function of perception (the probability
of an event) and expectation (the evaluation of an event after the delivery of service) of the
consumer.

The activities of marketing communication contribute to the attraction of service users.
Potential service users form their expectations on the basis of marketing messages of service
companies given through direct and indirect forms of marketing communication, and based on
conversations with friends and relatives. They form their expectations during the pre-purchase
stage, and the degree of achieved satisfaction is evaluated during the stage after the use of
service. The expectations of users are, primarily, oriented towards the quality of service, the
adjustment of the offer to their requests, desires and needs, the empathy of employees, and the
fulfilment of promises given through marketing communication.
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The ability of the company to fulfil and overcome the expectations of service users
creates certain advantages. First of all, service users who have achieved a certain level of
satisfaction will transfer a positive message to potential users. Users are often included in
the process of service provision and they transfer their positive or negative experiences
through informal direct communication to other potential users. When a potential user
needs to make a decision regarding the choice of a service company or a service, an
important source of information will include friends, relatives, and acquaintances. Then,
their positive or negative experiences, i.e. the achieved degree of satisfaction, becomes
significant. After making a decision regarding the purchase of a certain service and
establishing interaction with the service company, the user forms an experience as a
result of comparing previous expectations and achieved gain. They will share their
experiences (positive or negative) with friends, acquaintances, relatives or through social
networks, which speeds up the transfer of information.

When it comes to services, the greatest significance goes to personal selling as a direct
form of marketing communication. Its goal is to inform potential users about the company’s
offer, to stimulate interest and to encourage them to purchase. Although the marketing
message which is presented by employees to potential users is created in advance, it can be
changed and adjusted, depending on a specific situation. The ultimate goal is to succeed in
selling.

The most significant segment of personal selling includes the employees who establish
direct communication with the potential users. Personal selling is a very effective factor in
establishing contact between salespersons and buyers in two directions. The customers
can inquire and ask the salespersons face-to-face questions. At the same time, they can
discuss and reach a clear understanding and make a proper buying decision (Yousif,
2016, p.130). The contribution of those employees is reflected in understanding needs,
collecting information about specific requests, expressing empathy and creating the offer
according to the needs and desires of potential users. The role of personal selling in the
pre-purchase stage is not emphasised, because the potential user is still collecting necessary
information. During the stage of using the service, the user needs additional information
which he/she receives through direct communication with employees with the aim of
achieving complete satisfaction (Vracar, 2005). Also, the employees who know the needs
of users well enough can represent the channel for offering new services.

Development and the increasing application of modern technologies has significantly
influenced the expressed growth of applying direct marketing in the service sector. Direct
marketing is based on databases. It enables personalised and interactive communication,
receiving an immediate response from the user in the form of purchasing or asking for further
information, and the effects can be measured. Marketing messages are most often sent by e-
mail or SMS. The activities of direct marketing enable the identification of potential service
users, but also the increased level of loyalty of the existing ones. By receiving a direct
response from the users (by phone, mail, or e-mail), companies create a database of potential
users. The increase in the level of loyalty is achieved by adjusting the offer created on the
basis of data from the database about users’ preferences or special interests.

When it comes to mass forms of marketing communication, economic propaganda is
applied most often. It attempts to persuade potential customers to purchase or consume a
product or service. It is designed in such a way that it creates and reinforces brand image
and brand loyalty (Kumar, et.al., 2011, p.83). Its significance is expressed with attracting
new users, i.e. during the pre-purchase stage. The goal is to inform potential users about
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the company’s offer and to minimise the perceived risk. The purpose of economic propaganda
is to influence potential users so that they could think about or react to a service or a company
in a certain way (Seni¢, et.al., 2008). Taking into consideration the characteristics of services,
primarily the fact that they are not material, the company can “materialise” services by
sending adequate marketing messages through economic propaganda. In this way, the
potential service users are given the opportunity to compare alternatives and decision-making
regarding the purchase is easier.

Considering the fact that the service sector does not have a large number of mediators,
the improvement of sales as a mass form of marketing communication is less significant
in relation to the previously mentioned forms. However, the growth of competition and
the sensitivity of users to additional services, have conditioned a larger application of the
improvement of sales. The activities of sales improvement imply the use of discounts,
gifts, coupons, and organization of prizewinning games. The application of means for the
improvement of sales enables a short-term increase in the sales volume, encourages users
to respond quickly and attracts users of competitive companies, thus increasing the
database of its own users, and the accomplished effects are easily measured.

3. MARKETING COMMUNICATION, SATISFACTION AND RETAINING SERVICE USERS

The key factor for accomplishing a long-term competitive advantage and success of a
company on the market is the satisfaction of service users. The specificity of the service
sector is the fact that it represents a significant source of dissatisfaction in users. The
tendency of users who are not satisfied with a service or a service company is to make a
decision to end their cooperation. Therefore, with the aim of keeping and developing
long-term relations with the users, companies tend to provide them with complete
satisfaction. That is why it is important to base the activities of the company on users’
expectations and needs. The satisfaction of users depends on the quality of service and it
is based on a specific transaction. Satisfied users perceive the company’s offer as having
quality, which increases the ratio of repeated purchases, the spread of positive information,
and a higher level of loyalty and trust (Thaichon, et.al., 2013).

The significance of the quality of services is particularly expressed in the process of
retaining the existing users. Traditionally, service quality has been explained as the gap
between customer expectation about the service and perception of how the service has
been performed (Kumar, 2017, p.160). The quality of service represents the key
characteristic of the service offer because that is the dimension through which the user
perceives the successfulness of a service company. In order for the company to provide a
service of a satisfactory quality, it is necessary to include all employees and to have a
good understanding of the needs, demands and desires of users. Besides the focus of the
company on the creation of a quality offer, there also needs to have a system which will
efficiently control the creation and delivery of an adequate quality service.

The users form their expectations on the basis of information from formal and informal
sources. Although the influence of information from informal sources is expressed, the key
significance belongs to marketing communication. Users’ expectations should be realistic
when it comes to the possibilities of the company to satisfy their needs. Unrealistic
expectations of users can add to the increase in sales volume only short-term, but, long-
term, they will result in their dissatisfaction and the end of cooperation.
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The satisfaction of users is most often evaluated on the basis of their experiences with
the company’s offer, but also on the basis of their overall experience with consumption
which is the result of comparing expected and delivered values (Stankovi¢, 2002). The
measurement of satisfaction is a complex and hardly noticed variable which is the result
of the subjective evaluation of service users. The aim of measuring the satisfaction of
service users is to quantitatively express their subjective perceptions in an objective
manner (Veljkovi¢, 2009, p.122). The essence of the measuring of satisfaction is reflected
in identifying factors which affect the level of loyalty in users and a repeated purchase.
The measuring of users’ satisfaction enables the company to acquire information about
the cause of satisfaction and which elements of the offer have the strongest effect on the
increase in the level of satisfaction.

Retaining users refers to focusing the marketing activities on the existing database of
users. The company which wants to retain existing users, besides the fact that it tends to
satisfy their expectations, is also oriented towards motivating them to remain at the company’s
offer by increasing their satisfaction (Lovreta, et.al., 2010). By delivering the service with
additional value, traditional relations between the company and the user becomes a
partnership. A satisfied user will use the company’s service again, he/she will recommend the
company and its services to other potential users and they will have no reason to consider an
offer from competitors. This means that satisfaction is the key factor for retaining users.

By creating an offer which is in accordance with the users’ demands and needs, the
service company tends to make potential users into first-time users, and then into users
who repeat the purchase. However, the users who use the service for the first time, as
well as those who repeat their purchase, can simultaneously use competitors’ services. In
that case, a well-defined and implemented strategy of marketing communication enables
the achievement of their loyalty and the development of long-term relations. Personal
selling and sales improvement are the forms of marketing communication which have the
greatest influence on retaining users, but the activities of economic propaganda, whose
aim is reminding about the company’s offer, are also significant (Kotler, et.al., 2017).

Personal selling is directed towards monitoring users’ reactions and the level of
achieved satisfaction. The employees tend to collect information about users’ satisfaction
through direct communication, to retain them and to encourage them to spread positive
information. Also, they contribute to the establishment of long-term relations which are
based on the confirmation of promises given in the pre-purchase stage. The implementation
of activities which are directed towards the achievement of users’ satisfaction will have an
influence on their decision to use the company’s services in the future.

The role of economic propaganda in the post-purchase stage is crucial for overcoming
users’ potential doubts in the correctness of the decision (Stankovi¢, et.al., 2014). In this
stage, the message of the economic propaganda has the aim of confirming users’ right
choice and to encourage them to repeat their purchase. By reminding them of the company’s
offer and affirming positive attitudes which have been previously adopted by users, economic
propaganda contributes to the increase in repeated purchases. Economic propaganda leads to
the creation of loyal users who are less sensitive to competitors’ prices and offers
(Avramovic, 2008).
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4. RESEARCH METHODOLOGY
4.1. The conceptual research model of the significance of marketing
communication for attracting and retaining insurance service users

The subject of research of this paper is the analysis of the significance of marketing
communication for attracting and retaining insurance service users. The subject of research
has been concretised by defining the research framework as it is shown in Figure 1.

Atngctmg 1F1sma1t1]§:e Satisfaction of Retainine i

service users on the insurance service etaining insurance

basis of marketing lISers Service users
communication

Fig. 1 The conceptual research model

Research questions for the definition of attracting insurance service users on the basis
of marketing communication are:

1) What are the sources of information of insurance service users regarding the
company’s offer?

2) Do insurance service users notice the forms of marketing communication of insurance
companies?

3) Do insurance service users notice marketing messages of insurance companies sent
through the mass media?

4) Do insurance service users believe in marketing messages of insurance companies sent
through the mass media?

5) Do insurance service users believe in marketing messages of insurance companies
which they receive from a direct contact with the sellers of insurance services?

The research questions which refer to the satisfaction of insurance service users are:

6) How is the quality of the complete offer of the insurance company evaluated by
insurance service users?

7) Are insurance service users satisfied with the services of the insurance company?

The research question for retaining insurance services users is:

8) What will be insurance service users’ decision if the conditions of insurance are
changed?

4.2. The characteristics of the sample and the method of research

In accordance with the defined subject and research questions, the research has been
conducted by applying the research method. The structured questionnaire has been used as the
main instrument for collecting primary data. The survey questionnaire mostly contains
multiple choice questions, statements with which the respondents either agree or disagree, and
the ranking of attitudes has been done by applying a Likert scale with scores from 1 to 5.

The primary data are collected from the group which consists of 145 respondents,
insurance service users. According to the gender of respondents, the numbers are almost
equal, 74 women and 71 men. Out of the total number of respondents, the largest number of
them are 46-55 years old (48), followed by the category of respondents who are 36-45 (38)
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and 26-35 (36), while the least represented include the categories of the youngest respondents
who are 18-25 (4) and respondents who are over 60 years old (8). According to the level of
education, the largest number of respondents has acquired higher education — a university
degree (46), a master’s degree (20) or a PhD (18), but the participation of respondents with a
high-school degree (29) is also significant. Most respondents have their own sources of
income. The largest number of respondents, 50 of them, state that they earn a monthly
household income of 40,001-70,000 RSD, followed by the category of those who earn the
income of 70,001-100,000 RSD (45).

5. RESEARCH RESULTS AND DISCUSSION

This part of the paper presents the research results and a discussion on the influence of
marketing communication on attracting, satisfying and retaining insurance service users.

a) The analysis of attracting insurance service users.

The analysis of the answers of respondents to the first research question, regarding the
sources of information while selecting the insurance company, shows that most insurance
service users, 53 of them, have stated that they receive necessary information about
insurance services through direct communication with the employees of the insurance
companies, through personal selling. A significant source of information for insurance service
users is also the informal communication with friends, relatives and acquaintances. Internet
browsing and economic propaganda, as the mass form of marketing communication, are a less
prevalent source on the basis of which users make a decision to establish cooperation with an
insurance company. The research results are shown in Table 1.

Table 1 Sources of information of insurance service users

. . . The number of users % users who
Atitudes of insurance service users : -
who provided an answer provided an answer
Economic propaganda 145 25 17,24
Internet browsing 145 16 11,03
Talking to friends, relatives, acquaintances 145 51 35,17
Personal selling 145 53 36,55

Source: Authors’ calculations

In the further course of the research, the respondents were supposed to state the forms of
marketing communication of insurance companies which they have noticed. The answers of
the respondents to the second research question — whether service users notice the forms of
marketing communication of insurance companies — are shown in Table 2. The research
results indicate that one insurance service user can notice more than one form of marketing
communication. Table 2 also shows the respondents’ answers to the third research question
— whether service users notice marketing messages of insurance companies sent through the
mass media. The largest percentage of respondents has noticed marketing messages sent
through television, radio, newspapers, magazines and billboards (44.25%). The percentage
of noticed messages sent through the Internet (28.29%), as well as the activities of personal
selling (17.14%), are also significant. The activities of sales improvement (discounts,
prizewinning games, gifts) and direct marketing are noticed the least.
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Table 2 The percentage of noticed forms of marketing communication of insurance

companies

The forms of marketing N The number of users who % of users who
communication provided an answer provided an answer
Economic propaganda 145 111 44.25
Personal selling 145 43 17.14
Sales improvement 145 14 5.58
Direct marketing 145 12 4.78
Internet 145 71 28.29

Source: Authors’ calculations

The answers of the respondents to the fourth research question — whether insurance
service users believe in the marketing messages of insurance companies sent through the
mass media — are shown in Table 3. Although insurance service users have largely
noticed the activities of economic propaganda of insurance companies, most of them
either partially believe in or are indifferent towards the marketing messages sent through
the mass media. The attitude of a relatively small number of respondents is, on the one
hand, to completely believe in, or, on the other hand, not to believe at all in the activities
of economic propaganda.

Table 3 The trust of insurance service users in the activities of economic propaganda of
insurance companies

The attitudes of insurance Mark N The number of users who % of users who
services users provided an answer provided an answer
I completely believe 5 145 14 9.6

| partially believe 4 145 69 47.59

I neither believe nor disbelieve 3 145 36 24.83

I slightly believe 2 145 20 13.80

I don’t believe at all 1 145 6 4.14

Source: Authors’ calculations

Unlike the indirect forms of marketing communication, the largest number of insurance
service users, 93 of them, partially believe in the information they receive through
communication with the sellers of insurance companies. The attitude of 26 respondents is that
they completely believe in direct communication with the employees, 10 users slightly
believe, while there are no users who do not believe at all. The respondents’ attitudes
regarding the fifth research question — whether insurance service users believe in the
marketing messages which they receive from a direct contact with the employees — are shown
in Table 4.

Table 4 The trust of insurance service users in the activities of personal selling of
insurance companies

The attitudes of insurance Mark N The number of users % of users who
service users who provided an answer provided an answer
I completely believe 5 145 26 17.93

| partially believe 4 145 93 64.15

I neither believe nor disbelieve 3 145 16 11.00

I slightly believe 2 145 10 6.92

I don’t believe at all 1 145 0 0

Source: Authors’ calculations
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b) The analysis of the level of achieved satisfaction of insurance service users.

The quality of the complete offer of an insurance company has been evaluated by the
respondents with the application of a Likert scale, where 5 is the highest mark, and 1 is the
lowest. The respondents’ answers to the sixth research question — the evaluation of the quality
of the complete offer of insurance companies — are shown in Table 5. The results of the
research indicate that a significant number of insurance service users have evaluated the
quality of the complete offer of insurance companies with high marks. There have been no
lowest marks, while only one user has evaluated the quality of the offer with the mark 2.

Table 5 The evaluation of the quality of the complete offer of insurance companies

The number of users who % of users who

Mark N provided an answer provided an answer Mean value
5 145 70 48.28
4 145 62 42.76
3 145 12 8.27 4.39
2 145 1 0.69
1 145 0 0

Source: Authors’ calculations

In the further course of the research, the respondents were supposed to express their
attitudes about the level of achieved satisfaction with insurance services. The respondents’
answers to the seventh research question — whether insurance service users are satisfied with
the services of insurance companies — are shown in Table 6. The attitude of most insurance
service users is that they are very satisfied (58), or somewhat satisfied (63) with the services of
insurance companies. The presented research results indicate that there are neither dissatisfied
nor very dissatisfied users, while there are 24 users who are indifferent.

Table 6 The coefficient of the satisfaction of insurance service users

The attitudes of insurance The number of users who
. Mark N . Value Mean value
service users provided an answer
Very satisfied 5 145 58 290
Somewhat satisfied 4 145 63 252
Neither satisfied nor dissatisfied 3 145 24 72 4.23
Dissatisfied 2 145 0
Very dissatisfied 1 145 0

Source: Authors’ calculations

c) The analysis of retaining insurance service users

Depending on the level of achieved satisfaction and the fulfilment of promises given in
the pre-purchase stage through marketing communication, insurance service users will
make a decision regarding further cooperation with an insurance company. The respondents’
answers to the eighth research question — what decision of insurance service users will be in
case of changed conditions — are shown in Table 7. Retaining insurance service users has
been measured as a percentage of users out of the whole sample who claim that they will
use the services of the same insurance company. The attitude of the majority of insurance
service users (66.20%) is that, in case of changed conditions, they would think through
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before they make a decision. The decision to still use the services of the same insurance
company, regardless of the changes of insurance conditions, will be made by 20.70% of
users, while 13.10% of users will change their insurance company.

Table 7 The ratio of retaining insurance service users

The number of users % of users who

The attitudes of insurance service users Mark N . )
who provided an answer provided an answer

Still use the services of the same 3 145 30 20.70
insurance company

Think through before making a decision 2 145 96 66.20
Change the insurance company 1 145 19 13.10

Source: Authors’ calculations

CONCLUSION

The paper analysed the importance of marketing communication for the user in reaching a
decision on using insurance services. The aim of the research was to determine the influence
of marketing communication on attracting and retaining insurance beneficiaries.

The empirical research was conducted on the sample of 145 insurance beneficiaries.
The results of the research showed that there is a positive correlation between marketing
communication, and informing and creating the consciousness of potential users about the
insurance company’s offer. Also, the results indicated that there is a positive correlation
between marketing communication and the user’s decision to remain loyal to the insurance
company. On the assumption that they have a choice, beneficiaries will remain loyal to the
company as long as they are getting higher value in comparison with what they expect. This
implies that a well-defined and implemented strategy of marketing communication
considerably contributes to the attraction of new and retainment of current insurance
beneficiaries. The realized research makes a significant contribution to the research of
the role of marketing communication in establishing, developing and advancing long-
term relations between beneficiaries and insurance companies.

The research has certain limitations. Above all, the results refer to the service sector,
i.e. the insurance sector, and do not take into consideration details of all the organizations
and sectors. Also, the research was carried out on the sample which cannot be considered
representative. In accordance with the above-mentioned points, the authors believe that
further research in this field is necessary in order to overcome the weaknesses.
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ZNACAJ MARKETING KOMUNICIRANJA ZA PRIVLACENJE
I ZADRZAVANJE KORISNIKA USLUGA OSIGURANJA

Pretopstavka uspeha procesa marketing komuniciranja u sektoru usluga je ostvarivanje
dvosmerne interaktivne komunikacije izmedu korisnika usluga i usluznih organizacija.UspeSna
strategija marketing komuniciranja usmerena je na privlacenje novih korisnika, ali i na
zadrzavanje i izgradnju dugorocnih odnosa sa postojecim korisnicima usluga. Marketing poruka
treba da bude kreirana u skladu sa definisanim ciljevima, karakteristikama i preferencijama
cilinog auditorijuma. Uloga marketing komunikacija je razlic¢ita u zavisnosti od faze procesa
kupovine. U fazi pre kupovine,cilj marketing komunikacija je da informisu potencijalne korisnike i
da kreiraju preferencije ka ponudi organizacije. U fazi koris¢enja usluge, primenom adekvatnih
oblika marketing komunikacija, organizacija nastoji da objasni i upozna korisnike sa procesom
usluzivanja i da pruzi podrsku prilikom resavanja eventualnih problema. Potvrdivanje pozitivnih
impresija korisnika i resavanje eventualnih problema nastalih tokom procesa pruZanja usluga, cilj
je marketing komuniciranja u fazi posle kupovine.

Kljuéne reci: marketing komuniciranje, korisnik usluga, priviacenje, satisfakcija, zadrzavanje
korisnika usluga



