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Apstrakt

Uloga zaposlenih izuzetno je vazna kao podrska razvoju svake kompanije.
Narocito je vazna Cinjenica kakav odnos zaposleni imaju prema kompaniji u kojoj rade
i da li su oni prvi ti koji rado kupuju proizvode ili usluge mati¢ne kuce. Na taj nacin
proizvod ili usluga dobija veoma vaznu potvrdu u pogledu kvaliteta i kao takav ima
prednost na trzistu. U radu je prikazan jedan od uspes$nih primera odnosa zaposlenih
prema usluzi osiguranja jedne od takvih, uspesnih kompanija, lidera na domacem
trzitu osiguranja, koja je razvila kombinovano osiguranje domacinstva — paket, Cuvar
kuce” U radu je koris¢en Computer Assisted Web Interview (CAWI) metod istraziva-
nja, a ucestvovalo je 37,1% zaposlenih koji su se izjaSnjavali o novokreiranoj polisi
osiguranja, odnosno novoj usluzi. Dobijeni rezultati zasnovani na manjem uzorku
pokazali su da postoji skoro potpuna upoznatost zaposlenih sa polisom osiguranja
LCuvar kuce” — 99%, te da je stepen zadovoljstva ispitanika zaposlenih u Kompaniji
po svim aspektima polise iznad 75%.

Kljucne redi: ljudski kapital; stavovi zaposlenih; osiguranje; polisa osigu-
ranja; kombinovano osiguranje domacdinstva; interna komunikacija; korporativna
komunikacija; trzisni segment; brend ambasadori.
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l. Uvod

Osiguranje je privredna, usluzna delatnost koja stiti ¢oveka i njegovu imo-
vinu od posledica desavanja brojnih opasnosti i ima veliku ulogu kako unutar jedne
zemlje tako i na medunarodnom nivou.* Nastalo je kao potreba da se poslovno
okruzenje i uslovi privredivanja, kao i zivot i rad ljudi, u uslovima velikih izazova i
promena osiguraju od Stetnih dogadaja. Nastanak Stete odnosno stetnog dogadaja
ne moze se spreciti osiguranjem, ali se moze ostvariti ekonomska zastita, Sto je i
razlog postojanja osiguranja.®* Namece se zaklju¢ak da je u potpunosti opravdana
tvrdnja da osiguranje predstavlja ekonomsku nuznost za svakoga ko vodi ra¢una o
bezbednosti u poslovanju i svakodnevnom Zivotu.®

Osiguranje je multidisciplinarna nauka, istovremeno ekonomska, pravna
i tehnicka. Naime, zavisno od toga iz kog se aspekta posmatra sistem osiguranja,
osiguranje je moguce definisati na razlicite nacine. Ekonomski aspekt podrazumeva
zastitu imovine osiguranika (posredna i neposredna), zatim razvojnu, socijalnu i druge
uloge. Pravni aspekt podrazumeva uredenje pravnih odnosa od zaklju¢enja polise
osiguranja i placanja premije do prijave i isplate Steta, dok tehnicki aspekt ureduje
funkcionisanje osiguranja kroz procenu rizika, obracun premije, uz upotrebu mate-
maticko-statistickih metoda.” Time se moze zakljuditi da osiguranje, kao posebna
delatnost, ima svoju specifi¢cnu metodologiju koja se zasniva na klju¢nim elementima,
a to su rizik, premija osiguranja i naknada iz osiguranja (odsteta).®

Osiguravajuce kuce na principu uzajamnosti i solidarnosti obezbeduju
ekonomsku zastitu imovine i lica od mogucdih rizika. Osnovna obaveza osiguranika je
da plati premiju osiguranja, a osiguravacda da u slu¢aju nastanka osiguranog slucaja
nadoknadi Stetu ili isplati osigurani iznos. Osiguravanjem imovine i lica sticu se sred-
stva i rezerve iz premija osiguranika,® u skladu s ekonomskim interesima osiguranika
i osiguravajucih organizacija. Te organizacije obavljaju poslove osiguranja imovine
i osiguranja zivota od opasnosti, smrti ili nesre¢nog slucaja koji moze da izazove
trajan ili privremeni gubitak radne sposobnosti, kao i poslove osiguranja u slucaju

4 N. Zarkovié, str. 268.

5 N. Zarkovié, str. 603.

5 Milan Bradi¢, ,Analiza trZista osiguranja na teritoriji Srbije za period od 2014. do 2018. godine”, u: R. Doro-
slovacki et al (ured.), Zbornik radova Fakulteta tehnickih nauka, god. 34, br. 05, Novi Sad, 2019, str. 844-847.
7 Dragan Popovi¢, Model unapredenja kvaliteta procesa Zivotnog osiguranja, doktorska disertacija, Uni-
verzitet u Novom Sadu, Fakultet tehni¢kih nauka, departman za industrijsko inzenjerstvo i menadzment,
Novi Sad, 2018, str. 75-102.

8 Boris Marovi¢, Bogdan Kuzmanovi¢, Vladimir Njegomir, Osnovi osiguranja i reosiguranja, Princip Press,
Beograd, 2009, str. 25.

° Antonije Tasi¢, Osnovi osiguranja, ISP Privredno finansijski vodi¢, Beograd, 1976, str. 27:,Premija je, kao
rizik, bitan element osiguranja. To je onaj iznos koji se uplacuje u osiguravajuéi fond... Premija je, moglo
bi se re¢i, cena rizika”.
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dozivljenja. Iz navedenih razloga osiguranje je delatnost od posebnog nacionalnog
interesa, koja za svoje poslove stice sredstva uplatom premija osiguranja, odnosno
reosiguranja i pocetnim rezervama. Dakle, mozemo zakljuciti da osiguranje obavlja
vaznu drustvenu funkciju o¢uvanja imovine i lica.'

Osiguravajuce kuce na principu uzajamnosti i solidarnosti obezbeduju eko-
nomsku zastitu imovine i lica od mogucih rizika. Jedno od takvih, uspesnih drustava za
osiguranje jeste kompanija za koju sva istrazivanja trzista ukazuju da je najjaci srpski
brend u osiguranju. Prema podacima Narodne banke Srbije, Kompanija je vodeca u
segmentu svih osiguranja osim zivotnih." Podaci istrazivanja o imidZu osiguravajucih
kuca koje je realizovano 2016. godine' govore da je Kompanija u domenu pruzanja
usluga osiguranja najpoznatija osiguravajuca kuc¢a na koju gradani Srbije prvo pomisle
(50,3%), dok su ostale osiguravajuce kuce znatno rede kao prvopomenute, pri ¢emu
samo 1,3% stanovnika ne zna ni za jednog pruzaoca usluge osiguranja. Kada je re¢ o
ukupnom spontanom prise¢anju pruzalaca usluge osiguranja (nakon potpitivanja),
rezultati su jos bolji, pa Kompanija ostaje ¢vrsto na prvom mestu sa 89,3% stanovnika
koji znaju za to drustvo kao pruzaoca usluge osiguranja, dok 97,8% ispitanika zna za
Kompaniju. Kao lider na trzistu, Kompanija se odlikuje stalnim poboljsanjem kako
postojecih tako i kreiranjem novih usluga osiguranja shodno potrebama savremenog,
digitalnog drustva. Jedna od takvih usluga je i kombinovano osiguranje domacinstva
- paket,cuvar kuce”. Rec je o polisi osiguranja koja je za veoma kratak period naisla
na odobravanje velikog broja klijenata Kompanije. Prema zvani¢nim podacima Kom-
panije, prodaja paketa ,Cuvar kuc¢e” belezi kontinuiranu tendenciju rasta i po broju
prodatih polisa i po visini naplacene premije osiguranja.” Prema podacima u 2020.
godini u odnosu na 2019. godinu, za broj prodatih polisa indeks je bio 117,8, a za
zatvorenu premiju 121,6. Tendencija rasta je nastavljena i u 2021. godini, te je tako za
period od prvih $est meseci broj prodatih polisa u odnosu naisti period 2020. godine
porastao, indeks je 122,2, dok je indeks za zatvorenu premiju u istom periodu 124,1.

Zaposleni su posebna interesna grupa ¢iji uticaj moze biti izuzetno snazan,
zato je vazno proveriti njihovo misljenje u vezi sa proizvodima i/ili uslugama kompa-
nije. U tom kontekstu uloga zaposlenih je izuzetno znacajna. Oni su specifican trzisni
segment i kao takvi znacajni su ne samo za kreiranje pozitivne slike o brendu, ve¢
igraju dragocenu ulogu i kao kupci koji imaju mogucénost da medu prvima steknu
korisnicko iskustvo. Zbog toga je vazno ispitati njihov stepen informisanosti o no-
vom proizvodu. Stoga, cilj istrazivanja je da pokaze da su stavovi zaposlenih vazni

10 N, Zarkovié, str. 172.

" Prema podacima sa zvani¢nog sajta Narodne banke Srbije https://www.nbs.rs/export/sites/NBS_site/
documents/osiguranje/izvestaji/izv_IIl_2022.pdf (datum pristupa: 16. 4. 2023)

12 Stav gradana Srbije prema trzistu osiguranja i percepcija Kompanije, istrazivanje Ninamedia, Novi Sad,
2016, neobjavljen materijal.

13 N. Zarkovi¢, str. 422.
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Kompaniji i da je, s druge strane, vazno da zaposleni poznaju ponudu kuce u kojoj
rade te da visoko vrednuju kvalitet te ponude, sve na primeru novog proizvoda
JCuvar kuce”, koji je Kompanija kreirala 2016. godine.

Il. Zaposleni kao znacajan trzisSni segment

U ekonomiji znanja ljudski kapital je pokretac intelektualnog kapitala i ¢ini
osnovu trzisne vrednosti poslovnih subjekata. Tacnije, ljudski kapital predstavlja
sposobnost zaposlenih da koriste svoje kompetencije, tj. znanje, vestine i iskustvo, u
cilju ispunjavanja ocekivanja kupaca, tj. stvaranja dodatne vrednosti za preduzece.™
U tom kontekstu uloga interne komunikacije od izuzetnog je znacaja jer zaposlene
jasno usmerava ka ciljevima organizacije.”” Osim znanja, iskustva i vestina, ljudski
kapital predstavlja i: inovativnost, kreativnost, fleksibilnost, tolerantnost, upornost,
motivisanost, zadovoljstvo, sposobnost timskog rada, sposobnost ucenja, sposobnost
resavanja problema, kriticko promisljanje, lojalnost, spremnost za formalni trening i
kontinuiranu edukaciju. Dobra interna komunikacija osnov je za uspeh svake orga-
nizacije i predstavlja vazan deo korporativne komunikacije.'* Vazno je napomenuti
da zaposleni sami po sebi nisu ljudski kapital preduzeéa, nego to postaju onda kada
svoje znanje i sposobnosti transformisu u dela koja doprinose stvaranju (materijalne
ili nematerijalne) vrednosti za preduzece (dodata vrednost, novi klijenti, bolji imidz,
uspesnija organizacija, profitabilan proizvod, novi proizvod...).

Ljudski kapital je individualan, tj. nije u vlasnistvu poslovnog subjekta i po-
javljuje se kao generator inovativnih potencijala poslovnih sistema. Ta¢nije, upravo je
skriveno (tacitno) znanje, koje zaposleni sa gorenavedenim karakteristikama (,umni
radnici”) poseduju i koje je gotovo nemoguce kopirati, najznacajniji izvor konkurentske
prednosti preduzeca. Stoga, ukoliko preduzece Zeli da zadrzi kompetencije zaposlenih
unutar preduzeca, neophodno je da ih sacuva kao informacije u bazama podatakailida ih
ugradi u nove metode, nove proizvode i usluge, nove organizacione strukture, odnosno
da u $to vecoj meri transformise to skriveno znanje u eksplicitno, tj. materijalizovano
znanje koje postaje vlasnistvo preduzeca i pretvara se u strukturalni kapital.'” Zato se
preduzeca Sirom sveta trude da profesionalne kompetencije svojih zaposlenih pretvore
u kolektivno znanje koje ostaje u vlasnistvu kompanije i kada neki od zaposlenih odu.

™ Stefan Alimpic, ,Intellectual capital aimed at creating value and competitive advantage of enterprises’,
in: A. Jaki, B. Mikula (ed.), 6" International Scientific Conference: ,KNOWLEDGE, ECONOMY and SOCIETY -
Managing organizations: Concepts and their applications”, Cracow, Poland, 2014, str. 203-212.

s Milica Slijepcevic, Ana Bovan, Ivana Radojevic, ,Internal communications as a factor of company'’s
efficiency”, Marketing, Vol. 49, No. 2, 2018, str. 124-143.

6 Milica Slijepcevic, Milica Kostic, Ivana Radojevic, ,Modern model of integrated corporate communica-
tion’, Journal of Innovative Business and Management, 5-9, Vol. 10, No. 1, 2019, str. 5-9.

7 Dragomir Sunda¢, Natasa Svast, Intelektualni kapital - temeljni ¢imbenik konkurentnosti poduzeca,
Ministarstvo gospodarstva, rada i poduzetnistva, Zagreb, 2009, str. 35,42, 43,61 62.
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Ill. Osiguranje kao zastita

Rec,osiguranje” (nem. Versicherung, engl. insurance, fr. assurance) u najsirem
smislu oznacava sigurnost, poverenje u nesto, zastitu, obezbedenje, zajamcenost.
Drugim re¢ima, smisao te reci upucuje na svrhu osiguranja koja se sastoji u pruzanju
neke sigurnosti.’®

Delatnost osiguranja tokom svog razvoja imalo je vise definicija, ali su se sve
uglavnom svodile na njegovu osnovnu ulogu zastite imovine i lice. Tako znacajan broj
autora u oblasti osiguranja smatra da ono predstavlja zastitu materijalnih i nemateri-
jalnih potreba pojedinaca i privrednih subjekata, koje nastaju slu¢ajno i mogu da se
procene.” Takode, Karl Borch definiSe predmet osiguranja prema podeli na tri vrste ili
klase osiguranja i objasnjava da iako svaka zemlja ima svoje specifi¢nosti, on je u osnovi
odreden posebnostima zZivotnog, poslovnog osiguranja i osiguranja domacinstava.?

Medutim, osiguranje je trenutno preraslo klasi¢ne podele osiguranja kao
¢isto ekonomske, tehnicke ili pravne naucne discipline. Osiguranje danas predsta-
vlja objedinjenu i inovativnu kategoriju nauke i prakse, tj. kombinaciju drustvenih,
ekonomskih, tehnickih, tehnoloskih i jezickih nauka u istom momentu. Prihvatanje
osiguranja kao inovativne kombinacije najboljeg iz svih nauka sa kojima se dodiruje’,
te primenom u praksi, dobija se neverovatan rezultat — poboljSanje postojecih usluga i
kreiranje novih usluga osiguranja shodno potrebama savremenog, digitalnog drustva.”

Jedna od takvih usluga je i kombinovano osiguranje domacinstva — paket
»Cuvar kuce” U radu se ta usluga navodi kao usluga u vezi sa kojom su se izjasSnjavali
zaposleni u osiguravajucoj kudi koja ju je lansirala. Utvrdivano je da li su zaposleniiu
kojoj meri upoznati sa uslugom,cuvar kuce” i kakav je njihov stav u pogledu kvaliteta
same usluge. Cilj istrazivanja je da pokaZe da su stavovi zaposlenih vazni Kompaniji
i da je s druge strane vazno da zaposleni poznaju ponudu kuce u kojoj rade i da
visoko vrednuju kvalitet te ponude, sve na primeru novog proizvoda,cuvar kuce”.

IV. Osnovne informacije o paketu, cuvar kuce”

Paket ,,¢uvar ku¢e” na krajnje jednostavan nacin obezbeduje svojim klijen-
tima osiguravajuce pokrice:

'8 Preuzeto sa sajta: www.osiguranje.srb/pojam-i-znacaj-osiguranja (datum pristupa: 17.08.2021)

' George E. Rejda, Principles of Risk management and Insurance, Addison Wesley, New York, 2011, str.
20.; Jelena Kocovi¢, Predrag Suleji¢, Tatjana Rakonjac-Anti¢, Osiguranje, Ekonomski fakultet u Beogradu,
Beograd, 2010, str. 38.; Emmett Vaughan, Therese Vaughan, Osnove osiguranja i upravljanja rizicima, Mate,
Zagreb, 2002, str. 35.

20 Karl Borch, The Mathematical Theory of Insurance, Champan and Hall, London, 1974. str. 71-73.

21 Zorica Sipovac, ,Obrazovanje u funkciji razvoja novih proizvoda u osiguranju u Republici Srbiji*, u: B.
Marovi¢, M. Curkovi¢, Z. Filipovi¢, N. Miljevi¢ (ured.), 29. Susret osiguravaca i reosiguravaca Sarajevo (SORS),
Sveucilisna tiskara, Zagreb, 2018, str. 257-265.;
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- nastanjenih objekata (kuca i stanova) uklju¢ujuéi ugradene instalacije i

opremu u njima;

- stvari domacinstva;

- odgovornosti ¢lanova domacdinstva u svojstvu privatnih lica u svakodnev-

nom Zivotu i odgovornosti iz posedovanja nepokretnosti; i

- osiguranje ¢lanova domacinstva od posledica nesre¢nog slucaja (nezgode).

Pored navedenog, osiguranjem mogu biti obuhvacene i: sanitarije, po-
mocni objekti kuce i stvari u njima, zajednicki delovi zgrade i umetnicki predmeti.

Paket ,,Cuvar kuce” pruza pre svega osiguravajucu zastitu od standardnih,
iskustveno najfrekventnijih rizika, koji mogu pogoditi jedno domadinstvo: od pozara,
udara groma, oluje, grada, eksplozije, pada letelice, manifestacije i demonstracije,
udara sopstvenog motornog vozila u osigurani gradevinski objekat, izliva vode iz
instalacija, provalne krade i razbojnistva, loma stakla i loma instalacija.

Pored napred navedenih rizika, usluga pruza moguénost ugovaranja i
dodatnih, poslednjih godina veoma ucestalih rizika, koji su se desavali na nasem
podneblju. To su pre svega rizici od zemljotresa i poplave i bujice.

Pored ta dva za klijente veoma interesantna rizika, Kompanija pruza mo-
gudnost osiguravajuce zastite i od rizika iznenadenja: pritiska snega, pada drveta,
dima, obesti i vandalizma, atmosferskih voda, kao i udara nepoznatog motornog
vozila, opste odgovornosti i nesre¢nog slucaja (nezgode) ¢lanova domadinstva.?

V. Metodologija
1. Prikupljanje podataka i opis uzorka

Radi prikupljanja podataka neophodnih za istraZivanje, koris¢en je ne slu-
¢ajni pogodni uzorak zaposlenih u Kompaniji. Njega su sacinjavali ispitanici razliitog
demografskog profila. Osnovni metod istrazivanja u ovom radu bila je anketa koju
su ispitanici popunjavali putem interneta. Naime, u radu se koristio CAWI metod,
koja predstavlja kvantitativno istraZivanje u obliku kompjuterski podrzanog veb-an-
ketiranja. Taj metod je izabran zato $to ispitanici nisu imali dovoljno vremena da u
neposrednom kontaktu daju odgovore na sva planirana pitanja, a takode i stoga
$to bi se njegovom primenom doslo do preciznijih odgovora koje je kasnije lakse
uporedivati. Istrazivanje je sprovedeno na uzorku od 615 elementarnih jedinica.
Od tog broja 37,1% ispitanika je muskog pola, a 62,9% Zenskog. Starost ispitanika
se kretala od 18 pa do 60 i vise godina. Naime, 9,3% ispitanika ima izmedu 18 i 29
godina; 39,6% izmedu 30 i 44; 38,8% izmedu 44 i 59; dok 12,3% ima 60 i viSe godina.

22 Sve navedene informacije preuzete su sa zvani¢nog sajta Kompanije: https://www.dunav.com/ (datum
pristupa: 17.8.2021)
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Vecina ispitanika (55,1%) ima visu Skolu ili fakultet (osnovne, master ili doktorske
studije), dok ostali (44,9%) srednju Cetvorogodisnju Skolu, gimnaziju ili specijalizaciju.
Prikupljanje neophodnih, primarnih podataka sprovedeno je u periodu od 21. do
24. jula meseca 2020. godine.

2. Metod

Kada se govori o mernom instrumentu, anketni upitnik sadrzao je 19 pita-
nja, od Cega je vedina bila zatvorenog tipa. Pojedina otvorena pitanja koris¢ena su
kako bi se dobila detaljnija pojasnjenja na neka postavljena (zatvorena) pitanja ili
podaci o sociodemografskim karakteristikama ispitanika. Kada je re¢ o zatvorenim
pitanjima, vecina njih bila je u formi skala gde se od ispitanika zahtevalo da iskazu
stepen svog slaganja s nekom od definisanih stavki skale.

Poststratifikacija je uradena radi eliminacije onih sto su odbili da u¢estvuju
u istrazivanju (,ne odgovara™) usled odbijanja intervjua. Varijable poststratifikacije
koris¢ene su u analizi podataka kako bi se ispitanici klasifikovali i grupisali, uz pri-
menu kombinovanog multiplikovanog pondera na osnovu pola, godina starosti i
nivoa obrazovanja u celokupnoj populaciji zaposlenih u Kompaniji.

Za analizu prikupljenih podataka koris¢ena je deskriptivna statistika, kao
osnovna statisticka tehnika koja se upotrebljava u svakom istraZivanju.

Softver koji se koristio za unos podataka bio je WARP IT. Rec je o profesional-
nom licenciranom programu za istrazivanje trzista s velikim opsegom mogucénosti
prilikom postavljanja projekta.

VI. Rezultati istrazivanja

Oko 70% zaposlenih koji su uestvovali u istrazivanju osiguralo je doma-
¢instvo u 2020. godini. Skoro 90% ispitanika koji to do sada nisu ucinili imaju to u
planu, a oni koji nemaju tu nameru kao naj¢es¢i razlog navode podstanarski status
to jest neposedovanje nepokretnosti. Ostali zaposleni isticu ili da nemaju naviku
da to ¢ine ili su u pitanju ekonomski ili neki drugi razlozi. Na pitanje koji su to rizici
koje je najkorisnije osigurati kada se radi o domacinstvu, ispitanici su od ponudenih
izdvojili pozarne rizike, instalacije (izliv i lom), provalnu kradu i razbojnistva, kao i
lom stakla. Detaljniji podaci mogu se videti na slede¢em grafikonu.
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Grafikon 1. Prema vasem misljenju, koji je od navedenih rizika najkorisnije
osigurati kada je u pitanju vase domacinstvo? (%)
Napomena: Total uzorak

Na pitanje da li su ¢uli za polisu osiguranja,cuvar kuce’, ¢ak 99% ispitanika
je odgovorilo potvrdno. Od tog poduzorka ispitanika potom je zatrazeno da ocene u
kojoj meri su zadovoljni nivoom informisanosti u pogledu odredenih aspekata u vezi
s doti¢cnom polisom osiguranja. Najvece zadovoljstvo aspektom polise ,cuvar kuce”
primetno je u slu¢aju nacina plac¢anja, opstih informacija i visine premije. Detaljniji
podaci mogu se videti na slede¢em grafikonu.

Nadiniplaiana RO 286 269 541 184
3ta je , Guvar kuca® i opite informacije L8138 292 526 125
Visnapremija pONED 305 a7 128
kel o F";;‘" guc - ;:;“;“;m" a8 49 201 as 167
Popusti na premiju osgurania (3.3 11195 37 382 152
o% 10% 20% 30% 0% 0% 60% 70% 80% 0% 100%

Ne znam, ne mogu da procenim / Bez odgovora
Grafikon 2. U kojoj meri ste zadovoljni nivoom svoje informisanosti
o slede¢im aspektima vezanim za paket osiguranja ,Cuvar kucée”? (%)
Napomena: Poduzorak ispitanika koji su ¢uli za polisu osiguranja
»Cuvar kuce”. Prikaz na 100%

Vise od polovine ispitanih zaposlenih, njih 55%, ima zaklju¢enu polisu osi-
guranja,Cuvar kuce” i ovaj paket ve¢inom su odabrali zbog raznovrsnosti rizika koje
pokriva. Naime, njih skoro 63% se izjasnilo da je to osnovni razlog za njihovu odluku.
Kao drugi razlog, za koji se odlucilo 18% ispitanika, navodi se odli¢an odnos premije
i pokrica. Od ostalih razloga izdvajaju se: paket odgovara mojim potrebama (8,3%),
imam poverenje u Kompaniju (5,8%) i po preporuci prijatelja / referenta prodaje osi-
guranja (5%). S druge strane, 45% ispitanika koji nisu odabrali taj paket kao naj¢esci
razlog za takvu odluku navode posedovanje druge polise osiguranja u istom domenu
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(37,8%). Kao drugi razlog, koji je navelo 14,4% zaposlenih, isti¢e se injenica da su oni
podstanari, odnosno da ne poseduju svoju nekretninu. Skoro 13% ispitanika oprav-
danje za tu odluku je pronaslo u ekonomskim razlozima, dok 11,6% njih planira da
zakljuci polisu u buducnosti. Ostali ili nemaju dovoljno informacija o paketu (10,2%)
ili ne poseduju naviku (8%), dok neznatan procenat njih navodi neke druge razloge
(4%) i Cinjenicu da ova polisa ne ukljucuje osiguranje elektri¢nih uredaja (1,1%).

Oko 70% ispitanih zna koliko okvirno mesec¢no iznosi premija za polisu osi-
guranja,Cuvar kuce”. Naime, kada je rec o iznosu, kao najces¢i odgovor se pominju
iznosi u rasponu od 300 do 500 RSD. Za taj raspon se opredelilo 57,5% zaposlenih.
Slededi raspon po ispitanicima je od 500 do 1.000 RSD. Naime, za taj raspon se odlucilo
nesto vise od petine ispitanih (21,5%). Oko 8% zaposlenih navelo je da je mesec¢na
premija te polise osiguranja do 300 RSD. S druge strane, oko 7% njih kaze da je re¢ o
iznosu do 2.000 RSD, a skoro 6% da se taj iznos krece u rasponu od 3.000 do 8.000 RSD.

Vise od polovine zaposlenih (55,6%) stava je da je iznos mesecne premije
odgovarajuci u odnosu na osiguranje (nakon procitane izjave: Za stambeni objekat
od 50 m? suma osiguranja je 3.000.000 dinara, a za stvari izdomacinstva 600.000
dinara, iznos mesecne premije za ovakvu situaciju je 309 dinara). S druge strane, blizu
40% zaposlenih smatra da je iznos mesec¢ne premije u odnosu na osiguranje jeftin.
Ostali (njih 4,1%) ili ne znaju ili nemaju stav u tom pogledu, odnosno samo 1,1% njih
smatra da je iznos mesecne premije u odnosu na osiguranje skup.

Stepen zadovoljstva po svim aspektima polise osiguranja,Cuvar kuée” je iznad
75% (raznovrsnost pokrica, pristupacnost, pokrivenost rizika, suma osiguranja). Naime,
vise od polovine zaposlenih u potpunosti je zadovoljno kako raznovrsnoscu pokri¢a u
okviru ove polise osiguranja, tako i pristupacnoscu paketa osiguranja. lzmedu ostalog, blizu
polovine ispitanih u potpunosti je zadovoljno kako pokrivenos¢u rizika koju ova polisa
nudi, tako i sumom osiguranja. Detaljniji podaci mogu se videti na slede¢em grafikonu.

Raznovrsnost pokrica u okviry
paketa osiguanis Savar e [ 265 532 a8 129
Pristupaénost paketa osiguranja 12 1.7 270 520 46 135
Pokrivenostrizka koje nude 1.1 2.4 292 496 as 132
suma osiguranja (L8 3.8 297 461 50 135
0% 10% 20% 30% a0% 50% 60% 70% 80% 90% 100%
Ne znam, ne mogu da procenim Bez odgovora

Grafikon 3. U kojoj meri ste zadovoljni sledec¢im aspektima polise osiguranja
domacdinstva,cuvar kuce”? (%)
Napomena: Poduzorak ispitanika koji su ¢uli za polisu osiguranja
»Cuvar kuc¢e”. Prikaz na 100%
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Najveca prednost paketa,Cuvar kuce” za 64,6% zaposlenih koji su za njega
i Culi jeste raznovrsnost rizika koje pokriva. Kao ostale prednosti respektivno se
izdvajaju: pristupacna cena (10,3%), sigurnost isplate Stete (9,3%), odnos premije
i pokrica (7,5%), fleksibilnost paketa (3,9%), jednostavna procedura za zakljucenje
polise (2%), nacin placanja (1,8%) i neke druge (0,8%).

Najveci nedostatak paketa,Cuvar kuce” po misljenju vecine ispitanih (36,5%)
ne postoji. U manjem procentu zaposleni navode nedovoljan broj pokrivenih rizika
(16,6%) i male i limitirane sume osiguranja (14,4%). Ostali nedostaci, po ispitanicima,
mogu se videti na sledec¢em grafikonu.

”””l[[[HI

Grafikon 4. Koji je, po vasem misljenju, najveci nedostatak paketa osiguranja
LCuvar kuce”? (%)
Napomena: Poduzorak ispitanika koji su ¢uli za polisu osiguranja
»Cuvar kuc¢e”. Prikaz na 100%

Glavni podsticaji za osiguranje domacinstva paketom ,Cuvar kuce” za
zaposlene respektivno bi bili: osecaj sigurnosti i zasti¢enosti, raznovrsniji rizici
koje pokriva i pristupacna premija. Ostali odgovori tj. podsticaji mogu se videti na
slede¢em grafikonu.
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Osecaj sigurnosti i zasticenosti B d 21,0
Raznovrsnost rizika koje pokriva B d 19,3
Pristupacna premija B i 14,2
Nista - ve¢ posedujem polisu osiguranja B d 12,3

Bolja promocija/marketinske aktivnosti I — 3,9
Nezgoda u stanu/nemili dogada) I —— 6,7
Bolji ekonomski standard — 6,1
Poverenje u brend | 2,7
Popusti za zaposlene | 2,5
Pozitivna iskustva korisnika/preporuka il 1,6
Ostali odgovori B 1,4
Fleksibilnost paketa W 1,4
Nacini pla¢anja (na rate, online) W 1,0
Osnova za vinkulaciju M 0,8

Grafikon 5.: Sta bi vas licno podstaklo da osigurate svoje domacinstvo
paketom osiguranja,Cuvar kuce”? (%)
Napomena: Total uzorak

Na osnovu svih prezentovanih rezultata istrazivanja, moze se zakljuciti da
zaposleni u Kompaniji imaju pozitivno misljenje, tj. da su zadovoljni novom uslugom,
kombinovanim osiguranje domacinstva — paketom ,Cuvar kuce”.

VII. Zakljucak

Paket ,Cuvar kuce” je nova usluga uspesne osiguravajuce kuce i lidera na
trzistu osiguranja koja je istovremeno dokaz posvecenosti te kompanije razvoju i
inovacijama. Tome u prilog govore i rezultati istrazivanja sprovedenog u ovom radu.
Naime, postoji skoro potpuna upoznatost zaposlenih u Kompaniji s navedenom
polisom osiguranja (99%). Najvece zadovoljstvo aspektom polise ,Cuvar kucée” pri-
metno je u sluc¢aju opstih informacija, nacina placanja i visine premije. Nesto vise od
polovine zaposlenih (55%) ima zaklju¢enu polisu osiguranja,cuvar kuce” i ve¢inom
su odabrali ovaj paket zbog raznovrsnosti rizika koje pokriva. Oni koji nisu odabrali
taj paket kao naj¢esci razlog navode posedovanje druge polise osiguranja u istom
domenu. Oko 70% ispitanih navodi mesecni iznos polise ,Cuvar kuée” i najcescée se
pominju sume u rasponu od 300 do 500 RSD. Vise od polovine zaposlenih stava je
da je iznos mesecne premije odgovarajuci u odnosu na osiguranje (nakon procitane
izjave — Za stambeni objekat od 50 m? suma osiguranja je 3.000.000 dinara, a za
stvari izdomacinstva 600.000 dinara, iznos mesecne premije za ovakvu situaciju je
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309 dinara). Stepen zadovoljstva po svim aspektima posmatrane polise osiguranja
(raznovrsnost pokrica, pristupacnost, pokrivenost rizika, suma osiguranja) ide iznad
75%. Najveca prednost paketa,¢uvar kuc¢e” je raznovrsnost rizika koje pokriva. S
druge strane, po misljenju vecine zaposlenih, taj paket nema nedostataka. Ostali
zaposleni u manjem procentu navode nedovoljan broj pokrivenih rizika i male i
limitirane sume osiguranja. Kada je rec¢ o podsticajima za osiguranje domacinstva
paketom ,cuvar kuce” isti¢u se: osecaj sigurnosti i zasticenosti, raznovrsniji rizici koje
pokriva i pristupacna premija. Prema podacima iz 2023. godine, sloZzena godi$nja
stopa rasta od pojave tog proizvoda na trzistu osiguranja, iz godine u godinu rezultati
su sve bolji, iznosi 27%.%

Glavna korist od ovog istrazivanja jeste pre svega provera stavova referent-
nog trziSnog segmenta, a to su zaposleni u Kompaniji, koji su potvrdili informisa-
nost i pozitivan stav o kvalitetu usluge. Zadovoljni zaposleni su najpozeljniji brend
ambasadori jer prosiruju svoj uticaj na okruzenje. Na taj nacin deo javnosti koja je u
direktnom kontaktu sa zaposlenima stice pozitivan utisak o proizvodu. Kona¢no, sve
to potpomognuto adekvatnom integrisanom marketinskom kampanjom dovelo je
do pozitivnih rezultata u vezi s brojem prodatih polisa i visinom napla¢ene premije.
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| Introduction

Insurance is an economic, service-oriented activity that protects individuals
and their property against the consequences of various risk occurrences and plays
a significant role, both locally and internationally.* It emerged from a necessity to
insure the business environment, economic conditions and the lives and work of
people against the loss events, amidst significant challenges and changes. Insurance
cannot prevent the occurrence of a loss or a loss event, but it can provide economic
protection, which is the very reason for its existence.’ The conclusion is evident that
it is fully reasonable to claim that insurance represents an economic necessity for
anyone concerned with safety in business and everyday life.®

Insurance is a multidisciplinary science, simultaneously economic, legal, and
technical. Depending on the considered aspect of the insurance system, we may de-
fine the business in various ways. The economic aspect implies the protection of the
Insured’s property (both directly and indirectly), as well as developmental, social, and
other roles of insurance. The legal aspect implies regulating legal relations, starting
from the moment of conclusion of the insurance policy and payment of premiums
until the claim notification and payment, while the technical aspect governs the
functioning of insurance business through risk assessment, premium statement, using
mathematical and statistical methods.” This leads to the conclusion that insurance,
as a distinctive activity, has its specific methodology based on key elements, namely:
the risk, insurance premium, and insurance compensation (indemnity).8

Based on the principles of mutuality and solidarity, the insurance compa-
nies provide economic protection for property and persons against potential risks.
The primary liability of the Insured is to pay the insurance premium, and that of the
Insurer is to indemnify for the claims or pay the sum insured upon occurrence of an
insured event. By insuring property and persons, funds and reserves are acquired from

* Nebojsa Zarkovi¢, Pojmovnik osiguranja, Skonto, Novi Sad, 2013, p. 268.

5 N. Zarkovi¢, p. 603.

5 Milan Bradi¢, ,Analiza trziSta osiguranjana teritoriji Srbije za period od 2014. do 2018. godine”’, Zbornik
radova Fakulteta tehnickih nauka, No. 5/2019, pp. 844-847 .

7 Dragan Popovi¢, Model unapredenja kvaliteta procesa Zivotnog osiguranja, doctoral dissertation, Univer-
sity of Novi Sad, Faculty of Technical Sciences, Department of Industrial Engineering and Management,
Novi Sad, 2018.

8 Boris Marovi¢, Bogdan Kuzmanovi¢, Vladimir Njegomir, Osnovi osiguranja i reosiguranja, Princip Press,
Belgrade, 2009, p. 5.
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the premiums paid by the Insured,’® in line with the economic interests of both the
Insured and the insurance entities. These entities carry out the activities of insurance
of property and life against risks, death, or accidents that may cause permanent or
temporary disability, as well as the activities of insurance in case of survival. For these
reasons, insurance represents an industry of a special national interest, acquiring
funds for its operations through the collection of insurance or reinsurance premiums
and initial reserves. Consequentially, we may conclude that insurance performs an
important social function in protecting the property and persons.’®

Based on the principles of mutuality and solidarity, the insurance companies
provide economic protection for property and persons against potential risks. One
such successful insurance company is precisely the one for which all market research
indicates is the strongest Serbian brand in the insurance business. According to the
data obtained from the National Bank of Serbia, this Company is the leader in all
insurance lines, other than life.'” Research data on the image of insurance companies
conducted in 2016'? indicate that the subject Company is the most well-known
insurance company in the field of providing insurance services, and is mentioned
first by 50.3% of Serbian citizens, while other insurance companies are significantly
less frequently mentioned first. Only 1.3% of the Serbian population is not aware
of any insurance service providers. When it comes to overall spontaneous recall of
insurance service providers (after propping), the results are even better, with the
subject Company firmly occupying in the first place, accounting for 89.3% of citizens
being aware of it as an insurance service provider, while 97.8% of the respondents are
aware of the Company in general. As a market leader, the Company is characterized
by constant improvement of both the services included in its actual proposal and
the development of new insurance services, tailored to the needs of the modern,
digital society. One such service is the comprehensive household insurance - the
“home guard” package. This insurance policy has received approval from a large
number of the company’s clients in a very short period. According to Company of-
ficial data, the sale of the “home guard” package reports a tendency of permanent
growth in both the number of policies sold and the amount of insurance premium
collected.” According to 2020 data relative to 2019, the index for the number of
policies sold was 117.8, whereas the closed premium index was 121.6. The growth

° Antonije Tasi¢, Osnovi osiguranja, ISP Privredno finansijski vodi¢, Beograd, 1976, p. 27:“Premia is, like
arisk, an essential element of insurance. It is the amount paid into the insurance fund... Premium could
be said to be the price of risk.”

19 N, Zarkovi¢, p. 172.

" According to data from the official website of the National Bank of Serbia. https://www.nbs.rs/export/
sites/NBS_site/documents/osiguranje/izvestaji/izv_Ill_2022.pdf, accessed 16. 4. 2023.

12 Citizens' Attitudes Toward the Insurance Market and Perception of the Company, Ninamedia Research,

Novi Sad, 2016, unpublished material.

3 N. Zarkovi¢, p. 422.

406 [2/2024 @) TOKOVI OSIGURANJA



M. Slijepcevié, S. Alimpié, V. Madié: Employees as Market Segment
and Brand Ambassadors of Insurance Companies

tendency continued in 2021, with the increased number of policies sold in the first
six months, relative to the same period 2020, accounting for a growth index of 122.2.
In the same period, the index of the closed premium was 124.1.

The employees are a group of special interest, since their influence can
be extremely powerful. Therefore, it is significant to check their opinion regarding
the Company’s products and/or services. In this context, the role of employees is
exceptionally significant. They constitute a specific market segment and, as such,
are important not only for shaping a positive brand image, but play a precious role
as customers who have had the opportunity to be among the first to experience a
product or a service. Therefore, it's crucial to assess their level of awareness about
a new product.

Hence, the goal of this research is to demonstrate how significant the
employee attitudes to the Company are and, on the other hand, how significant it
is that the employees are familiar with the proposal of the company they work for
and that they think highly of the quality of such proposal. This has been done using
the example of the new product “Home Guard” that our company launched in 2016.

Il Employee as significant market segment

In the knowledge economy, human capital is the driver of intellectual capital
and forms the basis of market value of business entities. More specifically, human
capital represents the ability of employees to utilize their competencies, that is,
knowledge, skills, and experience, to meet customer expectations, and add value to
the company.™ In this context, the role of internal communication is of paramount
importance, as it clearly directs employees towards the goals of the company.’ In
addition to knowledge, experience, and skills, human capital also encompasses the
innovativeness, creativity, flexibility, tolerance, persistence, motivation, satisfaction,
teamwork and learning ability, problem-solving ability, critical thinking, loyalty, read-
iness for formal training, and continuous education. Good internal communication is
the foundation for the success of any organization and represents an important part
of corporate communication.'® It is important to note that employees are not per se
the human capital of the company, but they become so when they transform their
knowledge and abilities into actions that contribute to the creation of (material or

™ Stefan Alimpi¢, “Intellectual capital aimed at creating value and competitive advantage of enterprises’,
Knowledge, Economy and society - Managing organizations: Concepts and their applications (editors Andrzej
Jaki and Bogusz Mikula), Cracow, Poland, 2014, pp. 203-212.

s Milica Slijepcevic, Ana Bovan, Ivana Radojevic, “Internal communications as a factor of company'’s
efficiency”, Marketing, No. 2/2018, pp. 124-143.

6 Milica Slijepcevic, Milica Kostic, Ivana Radojevic, “Modern model of integrated corporate communica-
tion”, Journal of Innovative Business and Management, No. 1/2019.
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immaterial) value for the company (added value, new clients, better goodwill, more
successful organization, profitable product, new product etc).

Human capital is individual, that is, it is not owned by an entity and appears
as a generator of innovative potentials of business systems. More precisely, it is the
hidden (tacit) knowledge, owned by the employees with the characteristics men-
tioned above (“knowledge workers”), which is almost impossible to replicate and
represents the most significant source of a company’s competitive edge. Therefore,
if a company wants to maintain the competencies of its employees within its bound-
aries, it is necessary to preserve the information of these individuals in the company
databases or incorporate them into new methods, new products and services, new
organizational structures, in other words, transform this hidden knowledge into
explicit, i.e.,, materialized knowledge that becomes the property of the company
and turns into structural capital."”

Hence, the global companies strive to transform the professional compe-
tencies of their employees into collective knowledge that remains the company’s
ownership even after some of these employees have left the company.

Il Insurance as protection

The term “insurance” (germ. Versicherung, engl. insurance, fr. assurance), in
its broadest sense, denotes security, trust, protection, assurance, and guarantee.
In other words, the meaning of this term implies the purpose of insurance, that is,
providing some form of security.'

The insurance industry, throughout its development, has been assigned
several definitions, but they all generally come down to its fundamental role in
protecting property and persons. Thus, a significant number of authors in insurance
field consider it as the protection of material and immaterial needs of individuals
and entities that arise accidentally and can be assessed.”

Karl Borch defines the subject-matter insured according to the classification
into three types or classes of insurance and explains that although each country has
its own characteristic features, this subject-matter is fundamentally determined by
the characteristics of life, commercial and household insurance.®

7 Dragomir Sunda¢, Natasa Svast, Intelektualni kapital - temeljni ¢imbenik konkurentnosti poduzeca,
Ministarstvo gospodarstva, rada i poduzetnistva, Zagreb, 2009, pp. 35,42, 43,61 and 62.

'8 Taken over from the website: www.osiguranje.srb/pojam-i-znacaj-osiguranja, accessed 17. 08.2021.

' George E. Rejda, Principles of Risk management and Insurance, Addison Wesley, New York, 2011, p. 20;
Jelena Kocovi¢, Predrag Suleji¢, Tatjana Rakonjac-Anti¢, Osiguranje, Ekonomski fakultet Univerziteta u
Beogradu, Belgrade, 2010, p. 38; Emmett Vaughan, Therese Vaughan, Osnove osiguranja i upravljanja
rizicima, Mate, Zagreb, 2002, p. 35.

20 Karl Borch, The Mathematical Theory of Insurance, Champan and Hall, London, 1974.
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However, insurance has currently surpassed classical divisions of insurance
as purely economic, technical, or legal scientific discipline. Insurance today represents
a unified and innovative category of science and practice, that is, a combination of
social, economic, technical, technological, and linguistic sciences, at the same time.
By accepting insurance as an “innovative combination of the best from all sciences
it touches upon”and by applying it in practice, an incredible result is obtained - the
improvement of existing and the creation of new insurance services according to
the needs of modern, digital society.?'

One such service is comprehensive household insurance - the “home guard”
package. In this paper, this service has been cited as the one about which the em-
ployees of the insurance company that launched it expressed their opinions. The
research was to establish whether the employees were familiar with the “home guard”
service and to what extent, as well as what their attitude was regarding the service
quality. It aimed to demonstrate that the attitudes of employees were significant for
the Company and, on the other hand, that it was important for the employees to be
familiar with the offer of the company they work for and to value high its quality, all
using the example of the new “home guard” product.

IV Basic information on “home guard” product

In a client-friendly manner, the “home guard” product provides the insur-
ance cover for the following:

- occupied facilities (houses and apartments) including built-in installations

and equipment;

« household contents;

- liability of household members as individuals in everyday life and liability

arising from ownership of real property; and

- accident insurance of household members.

In addition to the above, insurance can also cover sanitary fixtures, auxil-
iary buildings of the house and their contents, common parts of the building, and
works of art.

The"home guard” package primarily provides insurance protection against
standard, empirically most frequent risks that can affect a household, such as fire,
lightning strike, storm, hail, explosion, falling aircraft, manifestations and demon-
strations, collision of own motor vehicle into the facility insured, water damage,
burglary, robbery, glass breakage, and installation breakage.

21 Zorica Sipovac, “Educational Role in the Development of New Insurance Products in the Republic of
Serbia”, Proceedings from the 29th Insurance and Reinsurance Meeting - Sor (editors Boris Marovic et
al.), Sveucilisna tiskara, Zagreb, 2018, pp. 257-265.
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In addition to the aforementioned risks, this product offers the possibility of
contracting additional, recently very common risks that have occurred in our region.
These are primarily risks of earthquakes and/or floods and torrents.

Also, in addition to these two risks which are very interesting for the clients,
the Company offers the possibility of insurance protection against unforeseen risk
such as the impact of snow, falling tree, smoke, vantonous and vexatious actiona
and vandalism, atmospheric waters, as well as collision with an unknown motor
vehicle, general liability, and accident of household members.?

V Methodology
1. Collection of data and sample description

In order to collect data required for the study, we used a non-random conve-
nient sample of employees in the Company. This sample comprised the respondents
of various demographic profiles. The primary research method in this study was a
survey that respondents completed via the internet. Specifically, the study used
the CAWI method, which represented quantitative research in the form of comput-
er-assisted web interviewing. The method was opted for because the respondents
did not have enough time to answer, in direct contact, to all the planned questions,
but also because its application led to more precise answers that could be easily
compared in further work. The study was conducted on a sample of 615 elementary
units. Of this number, 37.1% of the respondents were male, and 62.9% were female.
The age of the respondents ranged from 18 to 60 and above. Specifically, 9.3% of
the respondents were between 18 and 29 years old; 39.6% between 30 and 44;
38.8% between 44 and 59; while 12.3% were 60 years old and above. The majority
of respondents (55.1%) had higher education (undergraduate, master’s, or doctoral
studies), while the others (44.9%) had completed secondary education, high school,
or a kind of specialization. The collection of necessary primary data was conducted
from 21 to 24 July 2020.

2. Method

When it comes to the measuring instrument, the survey questionnaire con-
tained 19 questions, most of which were closed-ended. Some open-ended questions
were used to obtain more detailed explanations regarding certain closed-ended
questions or data on respondents’ sociodemographic characteristics. As for the

22 All the information provided was taken from the official website of the Company: https://www.dunav.
com/, accessed 17.8.2021.
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closed-ended questions, most of them were in the form of scales, where respondents
were asked to express their level of agreement with an item defined on the scale.

Post-stratification was conducted so as to do away with those who denied
to participate in the study (“does not apply”) because they did not accept to be
interviewed. Post-stratification variables were used in data analysis to classify and
group respondents, using a combined multiplicative weight based on gender, age,
and level of education in the entire population of employees in the Company.

Descriptive statistics were used for the analysis of collected data, as the
basic statistical technique used in every research.

The software used for data entry was WARP IT. It is a professional licensed
market research program with extensive capabilities in project setup.

VI Research results

Around 70% of the employees who participated in the research took out
the insurance coverage of their households in 2020. Nearly 90% of the respondents
who had not done so yet planned to do it, while those who did not intend it at all,
most commonly said that the reason had been their tenants’status, i.e. the fact that
they did not own any real property. Other employees mentioned either not having
the habit to maintain such a coverage, or some economic and other reasons. When
asked about what risks were most beneficial to cover under the household insur-
ance, the respondents singled out fire, installations (water escape and breakage of
installations), burglary, and glass breakage. Detailed data can be observed in the
graph below.
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Graph 1. According to your opinion, which of the specified risks
are most important to insure in your household? (%)
Note: Total sample
When asked if they had heard of the “home guard” insurance policy, a
staggering 99% of respondents answered affirmatively. Thus, obtained subset of
respondents was then asked to rate their level of satisfaction with the degree of
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information regarding certain aspects related to the aforementioned insurance policy.
The highest satisfaction with the “home guard” policy was noticeable in terms of
payment methods, general information, and premium amounts. Detailed data can
be seen in the graph below.
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Graph 2. To what extent are you satisfied with the level of information you have
regarding the following aspect of the “/home guard” insurance package? (%)
Note: Subset of respondents that had heard for the “home guard” insurance

policy. The presentation is 100%

More than half of the surveyed employees, namely 55% of them, have opted
for the "home guard” insurance policy, mainly due to the variety of risks covered.
Specifically, nearly 63% stated that this was the primary reason for their decision.
As the second reason, 18% of respondents cited an excellent premium-to-coverage
ratio. The others specified the reasons such as: the package meets my needs (8.3%),
| trust the Company (5.8%), and It was recommended to me by a friend/insurance
sales representative (5%). On the other hand, 45% of the respondents who did not
opt for this package cited having another insurance policy in the same domain as
the most common reason for their decision (37.8%). The second reason, cited by
14.4% of employees, was the fact that they were tenants, meaning they did not
own any real property. Nearly 13% of the respondents explained such decision by
economic reasons, while 11.6% said they planned to take out the policy in the future.
Others either lacked sufficient information about the package (10.2%) or were not
used to taking out such an insurance coverage (8%), while a negligible percentage
specified other reasons (4%) and the fact that this policy did not include insurance
of electrical devices (1.1%).

Around 70% of the respondents were roughly informed of the amount of
the monthly premium for the “home guard” insurance policy. Namely, speaking of
the amount, the most common response was that it ranged from 300 to 500 RSD.
57.5% of employees opted for this range. The next range chosen by respondents
was from 500 to 1,000 RSD, with just over a fifth of respondents (21.5%) selecting
this range. Around 8% of employees stated that the monthly premium for this
insurance policy was up to 300 RSD. On the other hand, about 7% of them said
that it was up to 2,000 RSD, while almost 6% stated that it ranged from 3,000
to 8,000 RSD.
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More than half of the employees (55.6%) believed that the amount of the
monthly premium was adequate for the insurance coverage (after reading the statement:
“For a residential building of 50 m2, the sum insured is 3,000,000 dinars, whereas for
the household items it is 600,000 dinars. The monthly premium is 309 dinars”). On the
other hand, near 40% of employees considered the monthly premium cheap relative
to the offered insurance coverage. The remaining respondents (4.1%) either did not
know or did not have an opinion on this matter, with only 1.1% of them considering
the monthly premium expensive relative to the insurance coverage it provided.

The level of satisfaction with all aspects of the “home guard”insurance pol-
icy was above 75% (diversity of coverage, accessibility, risk coverage, sum insured).
Namely, more than half of the employees were fully satisfied with both the diversity
of coverage under that insurance policy and the affordability of the insurance pack-
age. Among other things, close to half of the respondents were completely satisfied
with both the risk coverage offered by this policy and the sum insured. Detailed data
could be seen in the following graph.
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Graph 3. To what extent are you satisfied with the following aspects
of household insurance policy ,home guard”? (%)
Note: The subsample of respondents that heard of the ,home guard”
insurance policy. The presentation is 100%,

The greatest advantage of the “home guard” package for 64.6% of em-
ployees who had heard of it was the diversity of risks it covered. Other advantages
respectively included the affordable price (10.3%), security of claims payment (9.3%),
premium-to-coverage ratio (7.5%), package flexibility (3.9%), simple policy conclusion
procedure (2%), payment method (1.8%), and others (0.8%).

According to the majority of respondents, the biggest drawback of the “home
guard”package did not exist at all (36.5%). To a lesser degree, employees mentioned
the lack of scope of coverage for risks (16.6%) and small and limited sums insured
(14.4%). Other drawbacks, as per respondents, could be seen in the following graph.
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According to the standing of employees, the main motivation for insuring
households under the “home guard” package was, respectively a sense of security
and protection, a wider range of risks covered, and affordable premiums. Other
responses or spurs can be seen in the graph below.
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Graph 5.: What would personally motivate you to insure your household
under the “home guardian”insurance package? (%)
Note: Total sample
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Based on all presented research results, it can be concluded that the em-
ployees in the Company have a positive opinion, i.e,, they are satisfied with the new
service, the comprehensive household insurance package - “home guard”.

VIl Conclusion

The “home guard” package is a new service of a successful insurance com-
pany and a market leader in the insurance industry, and, among other things, it may
be deemed to testify to the company’s commitment to development and innovation.
This fact is further supported by the results of the research conducted in this study.
Namely, there is almost complete awareness among employees in the Company of
the insurance policy in question (99%). The highest satisfaction with the “home guard”
policy is noticeable in terms of general information, payment methods, and premi-
um levels. More than half of the employees (55%) have taken out the “home guard”
insurance policy, mostly choosing this package due to the diversity of risks coved by
it. Those who have not chosen this package, most commonly state that they already
possess another insurance policy to cover the same risks, as the main reason. Around
70% of respondents mention the monthly amount for the “home guard” policy, with
sums ranging mostly from 300 to 500 RSD. More than half of the employees believe that
the monthly premium amount is adequate price for the relevant insurance coverage
(after reading the statement - “For a residential building of 50 m2, the sum insured is
3,000,000 dinars, and for household contents - 600,000 dinars, the monthly premium is
309 dinars”). The satisfaction level with regard to all the aspects of the observed insurance
policy (diversity of coverage, accessibility, risk coverage, sum insured) is above 75%. The
greatest advantage of the “home guard” package is diversity of risks it covers. On the
other hand, according to the majority of employees, this package has no drawbacks.
Other employees mention, to a lesser degree, insufficient coverage for the risks and
small and limited sums insured. Regarding motivation for insuring households under
the“home guard” package, the respondents mostly often stress a sense of security and
protection, a wider range of risks covered, and affordable premiums. According to the
2023 data, the compound annual growth rate since the introduction of this product
in the insurance market has been increasing year-on-year, reaching 27%.%

The main benefit of this study is primarily the verification of attitudes with-
in the reference market segment, which are the employees in the company, who
confirmed their awareness and positive attitude towards the quality of the service.
Satisfied employees are the most desirable brand ambassadors, as they expand their
influence on the business environment. In this way, part of the public that is in direct

2 Compound Annual Growth Rate (CAGR) is the method of calculating the average annual growth rate of
an investment or another value over a certain period, taking into account the effect of compound interest.
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contact with employees gains a positive impression of the product. Finally, all of this,
supported by an appropriate integrated marketing campaign, has led to positive
results in terms of the number of policies sold and the amount of premium collected.
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