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The insurance industry in Ghana plays a significant role in national economic development, with its contribution to the Gross
Domestic Product (GDP) steadily increasing since 2005. Among the fifty-two (52) licensed insurance providers in the country, twenty
(20) are indigenous firms. Despite this growth, many local insurers face challenges related to branding, which has contributed to a
decline in premium volumes. As market competition intensifies, the National Insurance Commission places greater emphasis on
strong corporate brand identities, underscoring the strategic importance of branding in the survival and growth of indigenous insurers.

Original Research Article

This study investigates the relationship between corporate perception of branding and the growth of indigenous insurance firms in
Ghana. Adopting a qualitative research approach, the study utilized purposive sampling to engage key stakeholders within selected
indigenous insurance firms. Data were analyzed using thematic analysis to generate core themes and insights.

Findings revealed that a clearly defined mission and brand identity are central to effective corporate branding performance. However,
many indigenous firms lack sensitivity to the complex and dynamic nature of the insurance market. Furthermore, the study found
limited research on how local insurers can leverage the perceptions of internal and external stakeholders to strengthen their
competitive advantage through branding.

This study fills a gap in the literature by providing insights into the strategic role of branding in indigenous insurance growth. It also
offers practical implications for policy, management, and future research, recommending broader studies across multiple firms to
generate more comprehensive conclusions and support the development of robust branding strategies within the sector.
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twenty (20) of these are classified as indigenous insurers—
] ] ) ] locally owned and managed companies that aim to deliver
In Ghana, the insurance industry plays a pivotal role in context-specific insurance solutions to Ghanaians. Despite their

the financial services sector, contributing significantly to the growing presence and contributions to national Gross Domestic
country's economic stability and development. Since 2005, the Product (GDP), indigenous insurers continue to face

INTRODUCTION

industry has steadily expanded, offering financial protection to
individuals, institutions, and businesses. With over fifty-two
(52) insurance providers currently operating in the country,

considerable challenges in a competitive and rapidly evolving
market environment.
One of the key strategic areas that determine the success and
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growth trajectory of these firms is corporate branding. In
today's highly dynamic and customer-driven financial
landscape, branding is no longer confined to visual identity or
promotional campaigns; it has become an all-encompassing
strategic tool. It shapes consumer perception, influences
stakeholder trust, reinforces internal culture, and drives long-
term competitiveness. However, the way corporate branding is
perceived internally—by management and staff—and
externally—by clients and regulators—can have a profound
impact on its effectiveness as a growth driver.

In Ghana, the insurance penetration rate remains low, estimated
to be under 2% of GDP, creating a vast, untapped market
opportunity. Yet, many indigenous insurance firms struggle
with issues related to visibility, credibility, and differentiation
in the eyes of potential clients. These challenges are
compounded by a general lack of strategic alignment between
corporate  branding efforts and business objectives.
Consequently, firms that fail to leverage branding as a
competitive tool risk stagnation or decline in both market share
and customer loyalty.

This study aims to assess the perceptions of corporate branding
as a strategic tool among key stakeholders within indigenous
insurance firms and explore how these perceptions influence
organizational growth and market competitiveness. It
investigates how branding initiatives are formulated and
perceived within these firms, and how such initiatives translate
into measurable business outcomes such as increased client
base, enhanced reputation, employee engagement, and revenue
growth.

In light of the increasing complexity and competition in the
insurance sector, particularly from multinational and foreign-
owned companies, the need for indigenous insurers to
differentiate themselves through strategic branding is more
urgent than ever. The findings of this research will offer new
insights into the role of corporate branding in the performance
of local insurance firms and suggest practical recommendations
for strengthening brand-driven growth strategies.

This study adopts a qualitative approach, drawing on insights
from industry professionals and stakeholders involved in
branding, marketing, and organizational strategy. Through
thematic analysis of stakeholder narratives and company
practices, the research seeks to bridge existing gaps in the
literature on corporate branding in emerging markets and
provide actionable frameworks for enhancing the strategic use
of branding among indigenous insurance firms in Ghana.

Literature Review

Key Concepts in Corporate Branding

The core variables discussed in this study include corporate
identity, corporate image, corporate personality, and brand
equity. These dimensions collectively contribute to the broader
concept of corporate branding, which is widely recognized as a
strategic tool for gaining competitive advantage in today’s
service-oriented markets. Corporate branding encapsulates the
values, mission, personality, and image of a company, and how
these are perceived by internal and external stakeholders.

Corporate Identity

Corporate identity refers to the unique and
recognizable elements of an organization, including its visual
symbols, communication style, and organizational culture. It
defines how a firm presents itself and communicates its brand
essence to the public (Balmer & Greyser, 2006).

Corporate Image

Corporate image, on the other hand, is the public
perception or impression of a company held by stakeholders. It
is shaped by customer experiences, brand reputation, and
marketing communications. A positive corporate image
enhances brand loyalty and increases competitive edge (Gray &
Balmer, 1998).

Corporate Personality

Corporate personality reflects the set of human
characteristics associated with a company. It is vital in branding
because customers often form emotional connections with
brands that reflect personalities similar to their own or those
they admire (Aaker, 1997).

Theoretical and Conceptual Frameworks

To establish a solid foundation for this research, the
study draws on three major models: Keller's Brand Equity
Model, Aaker’s Brand Equity Model, and the Chernatony
Model. Each of these models contributes different perspectives
and insights into the mechanics of strategic branding and its
impact on organizational growth.

Figure 1: Conceptual Framework for the Study

I—P [Customer Loyalty] ——W [Growth of Indigenous Insurance Firms]

[Corporate Identity] —

» [Customer Perception] —
[Corporate Image]
[Brand Equity] » [Customer Perception]

Independent Variables: Corporate Identity: How insurance
firms present their unique culture, values, and structure.

Corporate Image: Public perception shaped by branding and
communication. Brand Equity: The value and strength of the
brand in the market.
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Mediating Variables: Customer Perception: The way
customers interpret and respond to branding strategies.
Customer Loyalty: The degree of customer retention, repeat
patronage, and brand trust.

Dependent Variable: Growth of Indigenous Insurance
Firms: Measured through market share, client base expansion,
and profitability.

Keller’s Brand Equity Model

Keller's Customer-Based Brand Equity (CBBE)
Model posits that building a strong brand involves shaping how

customers think and feel about the product or service. The
model outlines four key stages: brand identity, brand meaning,
brand responses, and brand resonance (Keller & Brexendorf,
2019). According to Keller, when consumers have a high level
of awareness and positive associations with a brand, it leads to
greater brand loyalty, reduced vulnerability to competition, and
enhanced marketing effectiveness.

This model emphasizes brand salience, performance, imagery,
judgments, feelings, and resonance as steps in building strong
brand equity, which are particularly relevant in service sectors
like insurance where trust and reputation are key drivers of
customer decision-making.

Figure 2: Keller’s Customer-Based Brand Equity Pyramid
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Aaker’s Brand Equity Model

Aaker's model defines brand equity through five key
components: brand loyalty, brand awareness, perceived quality,
brand associations, and other proprietary brand assets (Aaker,
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1991). The model is useful in analyzing how different elements
contribute to creating value for customers and driving firm
performance. In the context of indigenous insurers, Aaker’s
model provides a framework for assessing how these
components influence market competitiveness.

Figure 3 - Aaker’s Brand Equity Model
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Chernatony’s Brand Model

De Chernatony's model focuses on the alignment
between brand vision, organiza tional culture, and stakeholder
images. It advocates for a holistic approach to branding that
considers internal and external stakeholders and recognizes the
emotional and functional dimensions of brand value (De
Chernatony & Harris, 2000). This is particularly relevant in the
Ghanaian insurance context, where customer trust, regulatory
confidence, and internal brand commitment are crucial for
business growth.

Corporate Branding in Service Industries

In service-oriented sectors like insurance, branding
plays a central role in differentiating offerings that are often
intangible and difficult to evaluate prior to purchase. Scholars
agree that brand value in such sectors hinges on reputation,
client experience, and emotional associations (Berry, 2000;
Harris & De Chernatony, 2001).

Insurance companies rely heavily on trust, reliability, and
consistent service delivery to build strong brands. A firm's
corporate brand can be leveraged as a signal of quality and

assurance in an environment of high uncertainty, such as
financial services (Mogaji et al., 2023).

Corporate Branding in the Ghanaian Insurance
Industry

In Ghana, the insurance industry has grown

significantly over the last two decades. However, indigenous
insurance firms still struggle to compete against multinational
insurers. One major reason identified is the lack of strong
corporate branding strategies (Otubanjo et al., 2010). A
compelling brand can attract more customers, retain existing
ones, and inspire confidence in regulators and investors.
Despite these benefits, many local firms have yet to embrace
branding as a strategic imperative.
Corporate branding, when well implemented, creates emotional
and psychological associations with customers, boosts brand
recall, and fosters customer loyalty. It also facilitates growth by
improving customer acquisition, retention, and satisfaction.
Additionally, internal branding influences employee behavior
and service delivery, reinforcing the brand’s promise across all
customer touchpoints.

Figure 4: Perceived benefit of branding among respondents
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Limitations in Existing Literature

While various models and concepts explore brand
equity and corporate identity, there is a notable gap in literature
addressing how these concepts translate specifically within

indigenous insurance firms in sub-Saharan Africa. Most
existing studies focus on multinational corporations or
consumer goods industries, leaving service sectors like
insurance under-researched (Golant, 2012; Appiah-Nimo et al.,
2023).
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Furthermore, the role of corporate perception—the internal
and external views of branding held by stakeholders—has not
been adequately explored in existing branding literature. This
study contributes to closing that gap by focusing on how
corporate perceptions of b randing as a strategic tool impact the
competitiveness and expansion of indigenous Ghanaian
insurers.

Conceptualizing Corporate Branding Corporate branding is
increasingly recognized as a vital strategic asset for
organizations across sectors. Balmer (2001) defines corporate
branding as the process by which companies differentiate
themselves through the alignment of visual identity, corporate
culture, and strategic direction. Corporate branding
encompasses a wide range of organizational elements,
including vision, mission, values, communication, and
employee behavior (Ind, 2003). These components influence
stakeholder perception, trust, and loyalty, all of which are
essential for long-term competitiveness.

Strategic Branding and Organizational Growth Strategic
branding moves beyond traditional marketing by embedding
branding in the core of business operations and decision-
making processes. According to Keller (2003), strategic
branding enhances competitive advantage by building strong
brand equity and increasing customer retention. In the context
of the insurance sector, strong branding reassures
policyholders, attracts new clients, and promotes organizational
credibility.

Corporate Perception and Internal Branding Internal
perception of branding among corporate stakeholders—
particularly staff and management—affects brand authenticity
and employee alignment (King & Grace, 2008). Employees

who understand and embody the corporate brand are better
equipped to deliver consistent brand experiences to clients.
When branding is perceived as a strategic priority rather than a
marketing tactic, it shapes corporate culture, guides strategic
decisions, and fosters innovation.

Indigenous Insurers and the Ghanaian Context Ghana's
insurance industry comprises a blend of foreign-owned and
indigenous firms. Indigenous insurers face the dual challenge
of market competition and brand positioning. Due to relatively
limited resources and exposure, these firms often struggle with
brand visibility and differentiation. Studies such as Osei-Bonsu
(2020) and Antwi (2019) emphasize the need for branding
strategies that align with local cultural nuances, market
expectations, and regulatory frameworks.

Challenges in Strategic Branding Despite the recognized
importance of branding, indigenous insurers in Ghana
encounter significant hurdles. Limited investment in brand
development, lack of trained branding professionals, and
inadequate integration of branding into corporate strategy
contribute to weak brand performance. Additionally,
inconsistent brand messaging and low employee engagement
further dilute brand identity.

Bridging the Gap Between Branding and Growth Several
studies suggest a strong correlation between effective branding
and organizational growth. When strategically implemented,
branding enhances market competitiveness, improves customer
perception, and boosts employee morale (De Chernatony &
Dall'Olmo Riley, 1999). For indigenous insurers, aligning
corporate perception with branding strategy offers a pathway to
increased market share and sustained growth.

Figure 5: Effective branding from Xie Boggs, 2016, p.299
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Source: Adapted from Effective branding, Xie Boggs, 2016, p.299
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Strengths and Limitations of Branding Models
Keller’s Brand Equity Model

Keller’s Brand Equity Model, also known as the
Customer-Based Brand Equity (CBBE) Model, offers a
structured, hierarchical framework for building strong brands
by focusing on consumer perceptions and relationships. The
model is illustrated as a pyramid with four key stages: brand
identity, brand meaning, brand response, and brand
resonance (Keller & Brexendorf, 2019a; Steenkamp, 2020).
Each stage represents a level of customer engagement and
loyalty, with brand resonance—the pinnacle—representing
intense loyalty and active engagement from customers.

Strengths

One of the major strengths of Keller’s model is its
customer-centric approach, which emphasizes the creation of
a positive perception through emotional connection, consistent
communication, and quality service delivery. The model aligns
with the service-oriented nature of the insurance industry,
particularly in Ghana, where trust and brand loyalty are critical
to business sustainability. Research suggests that when brand
equity is strong, customers are more likely to: Pay premium
prices, Recommend the brand to others, Remain loyal despite
competitor offers, And perceive the brand as more trustworthy
and dependable (Gong et al., 2023; Sodergren, 2020).

This is particularly relevant for indigenous insurance firms in
Ghana, which often struggle to differentiate themselves from
foreign competitors. A well-structured brand equity framework
can help these firms gain a competitive edge.

Moreover, Keller’s model allows brand managers to
systematically assess brand performance at various levels, from
awareness to emotional attachment. The model encourages
firms to build strong brand salience and establish meaningful
brand associations, which are essential in fostering a favorable
brand image and securing customer loyalty in a crowded
market.

Limitations

However, the Keller model is not without its
limitations. First, it assumes a linear progression through its
stages, which may not reflect the non-linear, complex nature of
real-world customer behavior, especially in developing markets
like Ghana. Customer trust, for example, may not solely depend
on emotional connections but also on tangible experiences, such
as claim settlements or customer service responsiveness—areas
where many local insurers face challenges.

Second, the model heavily emphasizes consumer perceptions
but  underrepresents internal brand alignment and
organizational behavior. For indigenous insurance firms,
internal factors such as employee buy-in, corporate culture, and
operational integrity are just as critical in building brand equity
as customer perceptions.

Lastly, Keller’s model requires substantial investment in brand
tracking and measurement tools, which may be beyond the
resource capacity of smaller indigenous firms in Ghana.
Without access to customer analytics and brand performance

data, applying this model effectively may be limited.

Aaker’s Brand Equity Model

David Aaker’s Brand Equity Model is another
foundational framework that conceptualizes brand equity as a
set of five interrelated components: brand loyalty, brand
awareness, perceived quality, brand associations, and other
proprietary brand assets (Aaker, 1996; Gielens & Steenkamp,
2019). Unlike Keller’s consumer-centric model, Aaker’s
framework blends both strategic business perspectives and
consumer-based elements, making it particularly useful for
evaluating brand-building efforts across multiple stakeholders.

Strengths

One of the key strengths of Aaker’s model is its
holistic and strategic outlook. It accommodates both financial
value for the firm and perceived value for the customer, making
it ideal for assessing brand contribution to long-term business
growth. This dual perspective is essential for indigenous
insurance firms aiming to quantify the return on branding
investments while also enhancing customer experiences.

Each of the five components plays a pivotal role: Brand loyalty
ensures repeat business and reduces marketing costs. Brand
awareness increases visibility and recall among potential
customers. Perceived quality reflects customer judgments about
service excellence. Brand associations represent the emotional
and symbolic elements linked to the brand. Proprietary brand
assets (e.g., trademarks) protect and sustain market position.

In Ghana’s insurance industry, where brand credibility can
significantly influence customer acquisition and retention, this
model offers practical insights for developing a consistent and
trustworthy brand identity.

Additionally, Aaker’s model is adaptable and has been
expanded to include brand differentiation, emotional benefits,
and relationship-building, which are increasingly important in
service-based sectors like insurance (Gurhan-Canli & Fries,
2023; Fushi, 2023).

Limitations

Despite its strengths, Aaker’s model also has
limitations. One of the major critiques is that it may
oversimplify brand equity by compartmentalizing it into five
discrete elements. In practice, these elements are often
overlapping and interdependent. For example, perceived
quality and brand associations often influence each other,
making it difficult to isolate their individual impacts.
Moreover, the model does not fully account for digital branding
dynamics, including online reputation, social media
engagement, or influencer effects, which are becoming
increasingly relevant, especially among younger demographics
in Ghana. Indigenous insurance firms that rely on digital
marketing strategies may find Aaker’s model lacking in this
respect.

In addition, the model is managerially focused, meaning that it
may not reflect evolving consumer expectations in highly
competitive and socially conscious environments. Customers
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today are not only concerned with product attributes but also
with a brand’s values, social impact, and ethical behavior—
dimensions not explicitly covered in the original model.

Comparative Insight and Relevance to
Indigenous Insurance Firms in Ghana

Both Keller’s and Aaker’s models provide valuable

frameworks for understanding brand equity from different
angles. For indigenous insurance companies in Ghana, a hybrid
approach may be most effective—using Keller’s model to
strengthen customer perceptions and loyalty, while leveraging
Aaker’s model for strategic planning, internal branding, and
competitive analysis.
In a market where customer trust is fragile, brand loyalty is
elusive, and competition from foreign insurers is stiff, the
strengths of these models can be complementary. However,
indigenous firms must contextualize their application—
adapting them to local market realities, cultural expectations,
and infrastructural limitations.

Research Objectives

To examine how indigenous insurance firms in Ghana
perceive corporate branding as a strategic tool.
To evaluate the extent to which strategic branding influences
organizational growth among these firms.
To explore the internal and external factors affecting corporate
branding perceptions.
To analyze the relationship between employee perception of
branding and customer satisfaction.
To recommend strategies for enhancing the role of corporate
branding in the performance of indigenous insurance firms.

Methodology and Procedures

Research Design The study adopted a mixed-method research
design involving both qualitative and quantitative approaches.
This design enabled the researcher to gather comprehensive
data that reflects the multifaceted nature of branding
perceptions and their implications for organizational growth.
Population and Sampling The population of the study
consisted of employees and stakeholders of indigenous
insurance firms in Ghana. Using random sampling, 100
participants were selected to represent a cross-section of
management, marketing teams, customer service officers,
policyholders, and regulatory stakeholders. The sample was
drawn from different regions to ensure geographic diversity and
comprehensive representation.

Data Collection Instruments The study utilized both
questionnaires and semi-structured interviews as instruments
for data collection. Questionnaire: A structured questionnaire
was administered to 70 participants to collect quantitative data
on perceptions, brand experiences, and strategic alignment.
Interviews: In-depth interviews were conducted with 30
participants, including senior management and industry
experts, to gain qualitative insights into branding strategies and
challenges.

Data Collection Procedure The questionnaires were

distributed through both electronic and printed formats.

Respondents were given a period of two weeks to complete and
return the forms. Interviews were conducted over a four-week
period, either in person or via virtual platforms, depending on
participant availability.

Data Analysis Quantitative data was analyzed using
descriptive statistics such as means, frequencies, and
percentages, with the help of SPSS software. Qualitative data
from interviews was subjected to thematic analysis, which
involved coding responses, identifying recurring themes, and
drawing interpretive insights.

Ethical Considerations Participants were informed about the
purpose of the study and were assured of confidentiality and
anonymity. Participation was voluntary, and respondents had
the right to withdraw at any stage of the research. Ethical
approval was obtained from the relevant academic review
board.

Limitations of the Study While the study aimed for broad
representation, limitations such as time constraints, respondent
availability, and regional accessibility may have influenced the
sample diversity. Future research could expand the scope by
including more firms and comparative case studies.

Research Design

A mixed-methods approach was employed, combining
both quantitative and qualitative methods to enable a
comprehensive understanding of the phenomenon. The
descriptive survey design was used for the quantitative aspect,
while semi-structured interviews formed the qualitative part.
This approach allowed the researcher to gather statistically
significant data and explore deeper insights into corporate
branding perceptions.
The rationale for this design is to triangulate findings and
enhance the depth and reliability of results (Creswell, 2017). By
merging the strengths of both methods, the study aims to
produce a balanced and well-rounded analysis of branding
practices among indigenous insurers.

Population of the Study

The population comprised employees, branding

executives, marketing officers, and senior management staff of
indigenous insurance firms in Ghana. Indigenous insurance
firms are defined in this study as companies that are wholly
Ghanaian-owned and registered under Ghanaian law.
There are approximately 20 indigenous insurance firms
registered with the National Insurance Commission (NIC) in
Ghana, employing a combined estimated workforce of about
2,500 individuals.

Sample Size and Sampling Technique

A total of 100 participants were selected for this study.
The sample consisted of:50 insurance professionals (e.g.,
branding officers, marketing executives), 30 senior
management officials and 20 operational staff members (e.g.,
underwriting, claims, customer service)
The purposive sampling technique was used to select

© ISA Journal of Multidisciplinary (ISAJM). Published by ISA Publisher




participants with knowledge and experience relevant to the
research objectives. This non-probability sampling method
ensures that the selected participants can provide rich and
relevant data about branding perceptions and strategies.

DATA COLLECTION INSTRUMENTS
Questionnaire

A structured questionnaire was designed for the
quantitative component. The questionnaire consisted of both
closed and Likert-scale items grouped under the following
sections: Demographic characteristics, corporate branding
strategies, Brand identity, image, and personality, Perceived
impact on organizational performance and growth

Interviews

Semi-structured interviews were conducted with 20
key informants (including branding managers and senior
executives) to gain deeper insights into their perceptions and
strategic use of corporate branding. Interview questions were
open-ended to allow for flexibility and exploration of emerging
themes.

Validity and Reliability of Instruments

To ensure content validity, the research instruments
were reviewed by two branding scholars and two practitioners
within the Ghanaian insurance industry. A pilot test involving
10 participants from two firms was conducted, and necessary
adjustments were made.

Reliability of the questionnaire was assessed using Cronbach’s
Alpha, and a reliability coefficient of 0.85 was obtained,
indicating a high level of internal consistency.

Data Collection Procedure

Data collection took place over six weeks, from June
to July 2023. The researcher personally visited selected
insurance companies in Accra, Kumasi, and Takoradi, with
prior approval from management. Questionnaires were
distributed in person and collected within 7-10 days. Interviews
were conducted face-to-face and lasted between 3045 minutes
per session.

Participation was voluntary, and informed consent was
obtained from all respondents.

METHOD OF DATA ANALYSIS
Quantitative Data
The quantitative data obtained from the questionnaires

were analyzed using descriptive statistics (mean, frequencies,
percentages) and inferential statistics (e.g., correlation and

regression analysis) using SPSS Version 26. These analyses
helped to establish relationships between branding perceptions
and company growth indicators such as market share, customer
loyalty, and premium income.

Quialitative Data

Data from the interviews were transcribed, coded, and
thematically analyzed using NVivo software. Themes were
generated around branding strategy formulation, brand equity,
customer perception, and competitive advantage.

Findings from both methods were integrated and triangulated to
validate results and enhance interpretative depth.

Ethical Considerations

The study followed all ethical research protocols:
Informed consent was obtained from participants. Anonymity
and confidentiality were assured. Data were securely stored and
used solely for academic purposes. Ethical approval was
obtained from the institutional research ethics committee prior
to data collection.

Limitations of the Methodology

While this study offers broad insights into branding
practices among indigenous insurers, certain limitations exist:
The purposive nature of sampling limits generalizability. Self-
reported data may contain response bias. Time and geographic
constraints limited participation from some regional firms.
Nonetheless, these limitations do not diminish the credibility of
the findings.

RESULTS AND DISCUSSION
Introduction

This chapter presents the results of the data collected
through questionnaires and interviews from the sampled
respondents in the Ghanaian insurance sector. The data were
analyzed using descriptive statistics, and thematic analysis was
applied to the qualitative data to identify recurring patterns
related to corporate perception of branding and its influence on
growth. The responses of managers, staff, customers, and
relevant stakeholders are interpreted in alignment with the
study's objectives and research questions.

Demographic Characteristics of Respondents

This section presents the profile of respondents
including gender, age, educational background, years of
experience in the insurance industry, and their specific role
(e.g., employee, client, marketing officer).
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Table 1: Demographic Characteristics of Respondents

|Variab|e ||Categ0ry ||Frequency ||Percentage |
Gender |Male |60 160% |
| |[Female |[40 |[40% |
IAge 118-30 |25 125% |
| |[31-45 |50 |[50% |
| = 25 5% |
[Education Level |[Tertiary |l90 |[90% |
| ||Secondary |10 ||10% |
[Experience 11-5 years [ES 135% |
| ||6-10 years |[40 |[40% |
| |11 years and above |25 125% |

Quantitative Analysis of Questionnaire
Responses

Awareness of Corporate Branding

Respondents generally showed strong awareness of
the role branding plays in the insurance sector. 87% agreed that
branding significantly influences customer decisions.

Branding and Customer Loyalty

75% of respondents indicated that clear and consistent
corporate branding creates a sense of trust and reliability.
Respondents mentioned logos, communication tone, and
service delivery as brand-related factors impacting loyalty.

Branding and Organizational Growth

80% of respondents believed that strategic branding
had contributed to increased market share, while 72% linked it
to improved customer acquisition rates.

Qualitative Data: Thematic Analysis from

Interviews
The following major themes emerged from the
interviews:

Perceived Value of Corporate Branding

Most managers and marketing staff viewed branding
as central to shaping consumer perception and influencing
buying behavior. One manager remarked:
"Branding isn’t just about logos, it’s the personality and trust
we project to our clients.”

Figure 6: Pie chart of respondents by Insurance firms type
Pie Chart of Respondents by Insurance Firm Type

Microinsurance

Life Insurance

Reinsurance

General Insurance
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Branding and Competitive Edge

Participants highlighted that branding differentiates
indigenous firms from foreign competitors.
"In an increasingly competitive market, our brand identity
becomes our loudest voice."

Internal Alignment and Branding Consistency

Many respondents emphasized that employees must
internalize the brand for it to be credible.

"If staff do not understand the brand promise, they cannot
deliver it to customers."

Discussion of Key Findings

Corporate branding is widely understood among
insurance stakeholders in Ghana. Customer trust and loyalty are
heavily influenced by consistent branding. Indigenous insurers
that invest in branding see improved market competitiveness.
Internal organizational culture and employee understanding of
the brand are vital to its success.

Figure 7: Demographics of participants

Demographics of respondants

120%

100%

80%
60%
60%
40%

percentages

90%

50%
40%
40% 33% ’
25% 25% 25%
20% 1ﬁ4
0%

Gender Age
W Percentage 60% 40% 25%

Education Level Experience
50% 25% 90% 10% @ 35% @ 40% 25%

Axis Title

Source: Field Survey, 2022

CONCLUSION

Summary of Findings

This research examined how corporate perception of
branding serves as a strategic tool for the growth of indigenous
insurance companies in Ghana. Both quantitative and
qualitative analyses showed that:

Branding influences customer loyalty, perceived quality, and
trust.

Indigenous firms that align internal and external branding
efforts benefit more.

Strategic branding provides a competitive edge in a saturated
insurance market.

Employee understanding and engagement in brand culture are
crucial to success.

Conclusions

Corporate branding is not merely a marketing function
but a strategic pillar that significantly influences the expansion
and sustainability of indigenous insurance companies in Ghana.
The findings underscore the importance of branding in
achieving long-term growth, fostering loyalty, and positioning
companies competitively in the market.

Recommendations

Invest in Brand Strategy: Indigenous insurers should
create comprehensive brand strategies aligned with their
mission and vision. Employee Engagement: Regular training
should be conducted to ensure employees understand and
embody the brand identity.

Digital Branding Platforms: Firms should leverage digital
media to amplify their brand visibility and engage with younger

© ISA Journal of Multidisciplinary (ISAJM). Published by ISA Publisher




demographics. Customer Feedback Loops: Continuous
feedback mechanisms should be employed to understand how
customers perceive the brand. P olicy Support: The National
Insurance Commission could develop branding guidelines and
incentives to encourage indigenous firms to invest in brand
development.

Limitations of the Study

The study focused only on indigenous insurance firms
in Ghana; foreign firms were not included for comparison.
Data collection was limited to certain regions due to time and
financial constraints.

Suggestions for Further Research

A comparative study between indigenous and foreign-
owned insurance companies.
Longitudinal studies to track brand evolution and performance
over time.
Studies on digital branding's impact on younger insurance
consumers in Ghana.
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