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Abstract

Significant changes in the UK insurance broking market in recent years
have forced insurance brokers to ask: How can we retain our clients?
What is the nature of our relationship with our clients? What are the key
components in these relationships? How should we manage such
relationships? Existing theories in the relationship marketing domain do

not provide an answer to these questions.

This research aims to form a framework reflecting the nature of
broker-client relationship as a development process with key
components influencing the quality of relationship attached to each
stage of the process. Hence three research objectives are derived: 1)
Form a development stage framework reflecting the nature of
broker-client relationship; 2) Identify key components influencing
relationship quality in each stages of the relationship; and 3) Discuss

the model’s implication towards marketing practice.

In this research the author takes an interpretivism-constructivist
position, by bracketing the author’s value in the interview process, the
interviewer (author) constructs the “reality” jointly with the interviewees
(broker account executives). The qualitative approach is adopted so
that the nature and meaning of broker-client relationships can be
investigated in-depth. An abduction analytical approach is taken, which
sits between induction and deduction, closer to an inductive
perspective. The following data analysis process is then followed:
organize data, immerse into data, generate categories and codes,
coding data, generate themes, generate frameworks, and search for

deviant cases and alternative understandings.



Through the analysis of 5 in-depth qualitative interviews, the author

reaches the following conclusions:

A relationship typically has four stages: initiating, growing, maintaining
and terminating. However, a relationship may not necessarily have all

four stages, nor might it follow the same sequence.

The key components affecting relationship quality in each stage of a
relationship varies. In the initiating stage, the most critical components
are trustworthiness, professionalism and communication. In the
growing stage, they are trustworthiness, commitment, professionalism
and calculative trust. In the maintaining stage, the most critical
components are heuristic trust, communication, dependence,
satisfaction and interaction and in the terminating stage, they are

trustworthiness, professionalism and communication.

The cost of maintaining a relationship increases whilst the relationship
becomes closer. Customer’s expectation in a “too close” relationship
can be excessively high. From the broker’s perspective, a balance must
be maintained between both the total costs (the cost to the company
plus social costs to the broker himself/herself) and the total benefits
(benefit to the company and the broker himself/herself). The “tipping
point” for the broker (the sole agent of the broker company) is the

moment when such total costs overweigh total benefits.

The above conclusion has three managerial implications for UK
insurance brokers: 1) A relationship can be lost at any development
stage of a relationship hence broker needs to be prepared to cope with
such relationship. 2) Different strategy must be adopted for different
stages of relationship. 3) Avoid the pitfalls of being “too close” in a

relationship to keep relationship marketing efforts cost effective.



