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ABSTRACT 

The concept of auto insurance has emerged with the aim of minimizing the risk of the damages 
that may occur in the vehicles the customers use according to their emerging demands and 
needs, and ensuring that the vehicles they bought according to their needs are used with the 
measures taken against possible risks. Corporate Image is formed as a result of stakeholders' 
beliefs, thoughts, feelings, impressions and interactions about the organization and exists in the 
minds of individuals. When the data obtained are analyzed, the Corporate image can affect the 
purchasing behavior, the importance of the auto insurance and the performance of the company. 
In the research method, 354 questionnaires were collected and their data were analyzed. The 
analyses were performed using IBM SPSS 25 Statistical Package Program. As the Likert scale was 
used in the application of the questionnaire, factor analysis was performed in the first stage and 
reliability analysis was performed in the second stage in the analysis of the questions 
representing the variables. Correlation analysis was performed to see the degree of relationship 
between variables. The regression analysis was performed to test the established hypotheses and 
the Sobel test was performed to test the mediation variable analysis.  

Keywords: Firm Performance, Corporate Image, Importance of Auto Insurance, Purchasing 
Behavior. 
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INTRODUCTION 

There are many risks and problems that can be faced by human beings in every field. These problems and risks 

may be defined as factors caused by human error, as well as natural disasters, sociological problems and risks 

brought by technology as a result of direct or indirect effects of human beings. Especially when we need to 

explain these issues, Sociological risks: social problems and crises, malicious movements in society. Risks that 

may be caused by human error: fire risks and traffic accidents due to careless handling. Risks that may occur 

with natural disasters: earthquake risks which are specifically critical for our country, water flooding incidents 

due to excessive rainfall. Risks due to technological developments: malicious use of software, breakage or 

corruption of electronic devices and machines can be remarked (Ulaş, 2010). As a result of these risks, damages 

that individuals will have to undertake throughout their lives may arise. Most of these risks are faced with a 

situation as living/seeing at every moment of human life. Therefore, in order to minimize these risks and to 

cover the damages that may arise, a common pool logic has emerged, namely insurance concept (Nomer & 

Yunak, 2000). Based on these concepts, the importance of auto insurance is mentioned within the scope of the 

research. One of the first matters considered important by car owners who want to have insurance is the 

image of the auto insurance firms. In order to attract more customers, auto insurance firms enter the race of 

attracting customers by organizing campaigns with various opportunities for vehicle owners (Buttle, 1996; 

Acuner, 2001). However, these campaigns are also expected to reflect the corporate image. The mental picture 

that corporations reflect on individuals is called corporate image. In other words, when individuals look at the 

elements that reflect the institution, such as a name, logo, picture, etc., it reveals the picture, meaning, 

expression in the mind and image appears. The 'values' and 'norms' of the corporations are important for the 

corporate image. Naturally, in order to make the society adopt the corporate image or have an opinion about 

the corporation, the corporations should use their communication methods well and their performance should 

be positive. Vehicle owners who want to make auto insurance purchase according to the prices offered by the 

auto insurance companies with the scope of their own budget. Within the scope of the research model, 

corporate reputation, the importance of auto insurance and purchasing behavior are analyzed. This is because 

the purchasing behavior of the vehicle owners shows the importance of both the auto insurance and the 

corporate reputation. The analysis of the purchasing behavior of the vehicle owners and the effect of the 

vehicle owners' opinions on the performance of the corporation with the classic questions asked are explained 

with the results of the analysis. According to the results of the analysis, the importance of corporate image, 

purchasing behaviors and auto insurance affect the performance of the firm. However, in terms of the 

mediation variable effect, the importance of purchasing behavior and auto insurance has intermediary roles in 

the effects to the firm performance.  

Corporate Image 

There are many different definitions of the concept of corporate image. The corporate image is about how the 

corporation looks inside and out (Küçük & Bayuk, 2007). Image is the position of the stakeholders in return for 

the services they receive from the corporations or the value they attach to the corporations. Corporate image 
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is an intellectual concept and it expresses people's thoughts about the corporation (Weiwei, 2007). At the same 

time, the results of this image show the frequency of purchase and interest of people for that business (Chien 

& Chi, 2019). One of the main aims of the creation of corporate image is to increase the number of people who 

dominate the subject and to bring an understanding that emits positive information about the corporation. 

Image based on people's relevant knowledge and experience can be bad, good or ordinary, but the most 

prominent feature of a good image is that positive ideas about the corporation are spread throughout the 

society. The corporate image is not only a showcase arrangement, but also a major indicator of whether the 

corporation will be able to survive in the next term (Marziliona, 1998). In their study in 1995, Berman and Evans 

explain that the factors related to the formation of the corporate image and communication with the society, 

including advertising and word-of-mouth marketing are important in creating a positive effect on consumers. In 

a general definition, perceptions of stakeholders of the corporation on subjects such as the corporation's 

philosophy, vision, mission, policies followed by the corporation, employee behaviors and clothing styles, 

customer relations of the corporation, employee relations of the corporation and state relations of the 

corporate form the corporate image (Poon Teng Fatt et al., 2009). It is possible to say that the corporate image 

is created by the stakeholders with whom the corporation is engaged (Karadeniz, 2009). The products or 

services that the corporation promises to its stakeholders are realized by the effort of the employees. If these 

efforts are realized, a positive image can be left on the stakeholders. Therefore, as a result of lack of effort, 

poor quality products or services, loss of time and labor, formation of customers with low level of satisfaction 

will also affect the image of the corporation adversely (Si & Hitt, 2004). Thus, the corporate image in its 

simplest form means that the environment perceives the corporation. The corporate image is not only shaped 

from the perspective of external stakeholders, but also the perceptions of internal stakeholders about the 

corporation should be considered. In other words, corporate image is related to how people see the 

corporation from the customers to the employees at all levels. Within the scope of the research model, we 

analyze the impacts of corporate image on purchasing behavior, the importance of auto insurance and firm 

performance. 

Importance of Auto Insurance 

Auto Insurance can be defined as the insurance firm's insurance contract to cover the damages to be incurred 

as a result of possible risks of the vehicle owned or used by individuals (Taşyürek, 2001). Insurance is a form of 

risk management used to protect against a conditional or uncertain loss risk (Qu et al., 2018). Auto insurance is 

a contract called insurance policy that details the terms and conditions to be compensated by the insurance 

company. The function of insurance companies is to organize the elimination of the damages arising from any 

risk of the vehicles owned by individuals (Lemaire, 2013). The importance of the auto insurance is revealed 

when the damage is compensated. Motor vehicle or motorized vehicles on the road in motion or at the stop of 

the insured or the user of the vehicle with the exception of the control of the sudden and external factors 

caused by the impact of damage to an auto crash insurance is taken into account (Benlagha & Karaa, 2017). 

Besides the accidents; burning of the vehicle, theft, material damage and losses as a result of theft attempt are 
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also within the scope of the auto insurance (Megep, 2007; Lemaire, 2012). The severity of the auto insurance is 

important due to the advantages provided to the insurance holders and the fact that it protects the vehicle 

owners against many situations (Huang & Wang, 2019). And, one of the most important factors determining 

the importance of the auto insurance is the degree of the image of the corporation providing auto insurance. 

Because, while researching the corporation they want to receive service from, customers pay attention to 

which opportunities will be provided as well as the image of the corporation in the eyes of the society. The 

scope of the auto insurance is not only limited to motor vehicles and highways, but can also secure damages 

that may occur due to vehicles that have the potential to damage your vehicle in traffic (e.g. vehicles such as 

trains, trams). Citizens do not have any legal obligations for arbitrary auto insurance. Within the scope of the 

research model, the effect of the variable of the automobile insurance importance on firm performance is 

analyzed as both an independent variable and an mediation variable. 

Purchasing Behavior 

Consumer behavior is any behavior in the process of choosing, using, or giving up products, services, ideas, or 

experiences to meet the needs and desires of individuals or groups (Solomon et al., 2012). According to 

another definition, consumer behavior is explained as a person’s decisions in selection, purchase, use and 

disposal of products and services, and the related activities (Beckett et al., 2000). Following general evaluations 

of decision action and decision-making process, it is known that consumers make a decision-making process in 

parallel with the decision-making process in the point of purchasing decision making and basically they use 

different decision-making types in this decision-making process (Zeithaml et al., 1996; Boulding et al., 1993). In 

today's increasingly competitive world, it has been possible to reach every individual through a variety of 

electronic mass media, but the importance of word-of-mouth marketing and communication has never 

changed, and this traditional type of communication has become even more important. Word of mouth 

marketing is defined as the voluntary exchange of information between consumers about experiences with a 

product or service. Consumers can access the information they need by consulting the individuals around them 

through the word-of-mouth marketing method rather than researching or trying the product they do not know 

about (Ellison & Fudenberg, 1995). This voluntary exchange of information is a powerful information source 

that the corporations can use for their own interests (Blythe, 2008). The decision process for purchasing 

behavior continues with the realization of the need and the search for information for this need, the process 

that continues with finding, comparing and evaluating alternative products, services or brands within the scope 

of the information obtained. After the evaluation of alternatives, the ongoing purchasing behavior following 

the purchasing action ends with the actions put forward by the consumers as a result of being satisfied or not 

satisfied with the purchasing action (Kotler & Armstrong, 2008). Within the scope of the research model, the 

effect of purchasing behavior on firm performance as both mediation variable and independent variable is 

analyzed. 
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Firm Performance 

Firm performance refers to the degree, which business strategies achieve the goals in applications and outputs 

at the end of a given period, in other words, the level of success (Porter, 1991). Financial and non-financial data 

are used to measure firm performance (Morgan et al., 2009; Bodlaj, 2010). A brief look at the recent history of 

performance measurement reveals that in the 1960s and 1970s, the performance measurement of enterprises 

was based on financial criteria. With Japanese and Europeans gaining competitive advantage over Americans in 

the 1980s, it was thought that financial measures were not sufficient, focused on short-term goals and 

provided a narrow perspective. The performance scorecard method was emerged in the 1990s, which enabled 

non-financial performance criteria to be integrated into the performance measurement system in a 

quantitative and meaningful way (Swamy, 2002). Organizational factors and organizational aspects of insurance 

companies affect their long-term returns in the market (Cespedes, 1988). Following customer satisfaction 

reduces the risk of cancellation of insurance policies and the negative impact of the risk on the corporation’s 

profits. Apart from financial performance, companies tend to actively manage customer expectations and 

measure the effectiveness of actions while focusing on customers (Capon & Senn, 2010). Customers' 

confidence in the product/service and the satisfaction of the product/service affect the profitability of the 

company (Durvasula et al., 2004). In addition, customers' behavior with respect to purchasing insurance 

products arises from meeting their needs to save money or protect their vehicles. Wallace et al. (2004) 

mention the importance of customer loyalty in generating revenue. Satisfaction ensured to customers also 

ensures customers’ loyalty to the corporation. From this perspective, customers see the service they are 

satisfied with superior than the service of other corporations and contribute to the value of the brand (Jones et 

al., 2000). Within the scope of the research model, the effects of independent variables on dependent variable 

firm performance are analyzed. 

METHOD 

Within the scope of the aim of the research, a questionnaire with 354 auto insurance holders was conducted. 

In a part of the analysis, IBM SPSS 25 Statistics Package Program was used. Factor analysis and reliability 

analysis were applied to the questions using the Likert scale. Correlation analysis was used to analyze the 

relationships between variables, regression analysis was used to test hypotheses, and the Sobel test was used 

to analyze the effect of mediation variables. In the first part of the two-part questionnaire, participants' 

demographic information and questions about their jobs take place. The second part of the questionnaire 

consists of scale questions about Firm Performance, Corporate Image, Importance of Auto Insurance and 

Purchasing Behavior. Corporate Image was obtained from the scales in the studies conducted by De Ruyter et 

al. (2000), Gürses and Can Kılıç (2013), Karaosmanoğlu (2006/2011), and Süceddinov (2009). For the scale of 

Importance of Auto Insurance works of Erol and Dilek (2016), Dönmez and Başar (2016), were 

utilized. Purchasing Behavior scale was obtained from the scales in the studies conducted in: Hwang et al. 

(2011), Bülbül and Buket (2014), Kumar et al. (2009)  Firm Performancewas created by benefiting from the 

work they have done in: Antoncic and Hisrich (2001), Auh and Menguc (2005), Baker and Sinkula (1999), Lynch 
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et al. (2000), Spanos and Lioukas (2001), Zahra and George (2002). In the scales, 5-point Likert scale ranging 

from 'strongly disagree' to 'strongly agree' was used.  192 (54%) males and 162 (46%) females answered the 

questionnaire. 48 (14%) of the participants were in the 17-27 age group, 259 (73%) were in the 28-40 age 

group. 47 (13%) were older than 41 years. While 19 (5%) of the respondents were high school graduates, 40 

(11%) were college graduates and 261 (73%) were university graduates; 34 (11%) have masters degree. 

Research Purpose 

The research was carried out on individuals who were receiving service from insurance firms and were policy 

holders.  The Corporate Image was taken as the independent variable, the Importance of the Automobile 

Insurance and Purchasing Behavior as the mediation variable, and the Firm Performance variable as the 

dependent variable. It is aimed to reveal the relationships between these variables. The reason for the 

selection of insurance companies for the study is to evaluate the importance of the automobile insurance. In 

the research, data were analyzed to determine the relationship between statistical concepts due to a 

quantitative approach. We use the independent variable or the independent variables to judge the effect on 

the dependent variable in a quantitative research test (Thomas et al., 2015). 
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FINDINGS 

Analysis 

The most important feature of the factor analysis is that it allows to summarize the relationships between the 

variables mentioned in the research model and/or reduce them to the basic dimension in order to make it 

easier to interpret the relationships between the dimensions. In other words, it is a method of reducing 

variable and/or dimension and eliminating dependency structure (Tatlıdil, 1996; Doğan & Başokçu, 2010). 

Kaiser-Meyer-Olkin (KMO) and Bartlett tests are performed to assess the suitability of the questions 

representing the variables/dimensions analyzed for factor analysis. If the KMO value is less than 0.50, it is 

concluded that the data are not suitable for factor analysis. However, values between 0.50 - 1.0 are considered 

suitable for the factor analysis (Hair et al., 2014). Bartlett test shows the significance of the correlation matrix. 

In Bartlett's test, p value must be less than 0.50. If the p valueis less than 0.50, the data are considered suitable 

for the factor analysis (Hair et al., 2014). KMO sample suitability value of 0.855 and a Bartlett significance level 

of 0.000 (for p≤0.05) indicate that the data were suitable for the factor analysis. 

354 employees were reached from the selected sample group and a questionnaire was applied. The 

questionnaire data were analyzed by SPSS 25 program. Factor analysis was used in order to see the 

classification of the answers of the sample group according to the 5-point Likert scale among themselves. In 

our study, variables prepared according to the 5-point Likert scale were measured by a 34-question 

questionnaire. Variables; Firm Performance, Corporate Image, Importance of Auto Insurance and Purchasing 

Behavior were subjected to factor analysis.  But, as a result of the factor analysis, 8 questions (the ones that 

resulted below 0.50 and disrupt the factor distribution) were removed from the scale because they were not 

suitable for factor distribution. Remaining 26 questions were divided into 4 factors. 

Table 1. Scale Values as a Result of Factor Analysis 

Rotated Component Matrixa 

  

Component 

1 2 3 4 

FP2. Financial performance of the insurance company, which I 
purchased the service from is quite good. 

0.786       

FP1. Customer retention success of the insurance company, which I 
purchased the service from is quite good. 

0.749       

FP7. New services development success of the insurance company, 
which I purchased the service from is quite good. 

0.726       

FP5. Image of the insurance company, which I purchased the service 
from is quite good. 

0.724       

FP6. Customer happiness of the insurance company, which I 
purchased the service from is quite good. 

0.717       

FP8. Market share size of the insurance company, which I purchased 
the service from is quite good. 

0.708       

FP9. Increase of the service quality development of the insurance 0.683       
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company, which I purchased the service from is quite good. 

FP3. Profitability level of the insurance company, which I purchased 
the service from is quite good. 

0.663       

CI7. Capital of the insurance company, which I purchased the service 
from is quite strong. 

  0.834     

CI6. Image of the insurance company, which I purchased the service 
from is quite strong. 

  0.795     

CI1. Positive perception of the name of the insurance company is 
important for me. 

  0.779     

CI2. Innovative efforts of the insurance company are important for 
me. 

  0.751     

CI3. Insurance company, which I purchased the service from, is a well-
managed and radical corporation. 

  0.601     

CI5. Insurance company, which I purchased the service from, fulfills 
the corporate, social and environmental responsibility. 

  0.562     

IAI5. Having had a severe accident     0.903   

IAI4. Damage payment speed     0.818   

IAI6. Having a vahicle problem     0.777   

IAI3. Fast support in case of damage     0.775   

IAI8. Insurance advertisements     0.610   

IAI1. Ease of premium payment     0.608   

IAI7. Advice from surrounding people     0.561   

PB5. I decide to take out insurance without thinking.       0.926 

PB4. The most important factor for me while choosing an insurance 
company is the price offered to me. 

      0.828 

PB2. The most important factor for me while choosing an insurance 
company is that the company offers discounts. 

      0.811 

PB1. The most important factor for me while choosing an insurance 
company is the quality of the company. 

      0.808 

PB3. The most important factor for me while choosing an insurance 
company is the brand of the company. 

      0.569 

Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 

a. Rotation converged in 6 iterations. 

FP: Firm Performance, CI: Corporate Image, IAI: What is the Importance of Auto Insurance?, PB: Purchasing 
Behavior 

The Cronbach alpha reliability coefficient provides information about whether the questions used in the 

questionnaire are understandable to explain or question the variable they represent. High Cronbach alpha 

means that the items representing the variable are consistent with each other and measure the same variable 

(Alpar, 2011). Hair et al. (1998), Nunnally and Bernstein (1994) in their studies, social sciences.values 0.70 and 

above represent a good level of reliability, and valuesup to 0.60 are acceptable. 

Table 2. Reliability 

Variables Number of Questions Cronbach Alfa (α) Values 

Corporate Image 6 .849 

Purchasing Behavior 5 .836 

Importance of Auto Insurance 7 .733 

Firm Performance 8 .904 
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Correlation analysis is used to test the linear relationship between the variables constituting the research 

model or the direction and strength of the relationship between the variables (Alpar, 2011; Kalaycı, 2006). In 

the correlation analysis, there is a value between -1 and +1 in the relationship between the variables. This value 

indicates the direction and level of the relationship between the variables (Ural & Kılıç, 2013). If the 

relationship between the variables is negative, this shows that if one of the variables decreases, the other 

increases or if one increases, the other decreases. Correlation analysis reveals that there is no relationship 

between the variables if there is a coefficient ‘0' (Kalaycı, 2010). In this study, Pearson correlation coefficient, 

which is frequently used in the relationship between variables, was taken into consideration. 

Correlation analysis; Independent variable; Corporate Image, Mediation Variables; Importance of Auto 

Insurance and Purchasing Behavior, Dependent Variable; One-to-one relationships between Firm Performance 

are discussed. As we mentioned earlier, so far analyses (factor analysis, reliability analysis, descriptive analysis) 

were conducted on 354 questionnaires obtained from corporations. 

Table 3. Correlation 

Correlations 

  
Corporate 

Image 

What is the 
Importance of 

Auto Insurance? 
Purchasing 
Behavior 

Firm 
Performance 

Corporate 
Image 

Pearson Correlation 1 .494** .506** .769** 

Sig. (2-tailed)   0.000 0.000 0.000 

Sum of Squares and 
Cross-products 

145.696 78.098 63.789 114.224 

Covariance 0.413 0.221 0.181 0.324 

N 354 354 354 354 

What is the 
Importance of 
Auto 
Insurance? 

Pearson Correlation .494** 1 .535** .461** 

Sig. (2-tailed) 0.000   0.000 0.000 

Sum of Squares and 
Cross-products 

78.098 171.709 73.205 74.374 

Covariance 0.221 0.486 0.207 0.211 

N 354 354 354 354 

Purchasing 
Behavior 

Pearson Correlation .506** .535** 1 .437** 

Sig. (2-tailed) 0.000 0.000   0.000 

Sum of Squares and 
Cross-products 

63.789 73.205 108.969 56.208 

Covariance 0.181 0.207 0.309 0.159 

N 354 354 354 354 

Firm 
Performance 

Pearson Correlation .769** .461** .437** 1 

Sig. (2-tailed) 0.000 0.000 0.000   

Sum of Squares and 
Cross-products 

114.224 74.374 56.208 151.579 

Covariance 0.324 0.211 0.159 0.429 

N 354 354 354 354 

**. Correlation is significant at the 0.01 level (2-tailed). 
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As the result of the correlation analysis, we see that the relationship between Corporate Image independent 

variable and other variables is positive. This result supports the assumption that the better the image of an 

corporation is, the more customers are interested in its products or services. In the analysis results, we acquire 

that the purchasing behavior of the auto insurance holders who make up our sample group is affected by the 

image of the corporation and at the same time the corporate image increases the importance/value of the auto 

insurance. The importance of corporate image, purchasing behavior and auto insurance is also positively 

reflected to the firm performance.  

Supported and Unsupported Hypotheses According to Regression Analysis; Regression analysis was 

performed to test the hypotheses in the relationships between the variables determined within the scope of 

the research model. According to the results of the regression analysis, the 5 hypotheses accepted outside the 

effect of the mediation variable are shown in Table 4.  

Table 4.  Regression Analysis Results of The Effect of Independent Variables (IV) on Dependent Variables 

(DV) Results 

IV DV Standard β Sig. Adjusted R Square F Value 

Corporate Image 
Purchasing 
Behavior 

.506*** 0.000 .254 121.305 

Corporate Image 
The Importance 

of Auto Insurance 
.494*** 0.000 .242 113.487 

Corporate Image 
Firm 

Performance 
.769*** 0.000 .590 508.177 

Purchasing Behavior 
Firm 

Performance 
.437*** 0.000 .189 83.254 

The Importance of 
Auto Insurance 

Firm 
Performance 

.461*** 0.000 .210 95.000 

*: p<0.05    **:p<0.01    ***:p<0.001 

As a result of the regression analysis, hypothesis tests established between independent and dependent 

variables, sig. values resulting less than ***: p <0.001 value and positive support the hypotheses we have 

established. 

Table 5. Supported/Unsupported Status of Hypotheses Researching the Effect of Independent Variables on 

Dependent Variables 

Hypotheses Supported/Unsupported Significance 
Level (Sig.) 

H1: Corporate Image has an impact on Purchasing 
Behavior. 

Supported  P<0.001 

H2: Corporate Image has an impact on the Importance of 
Auto Insurance.  

Supported  P<0.001 

H3: Corporate Image has an impact on Firm Performance. Supported  P<0.001 

H4: Purchasing Behavior has an impact on Firm 
Performance. 

Supported  P<0.001 

H5: The Importance of Auto Insurance has an impact on 
Firm Performance. 

Supported  P<0.001 
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As a result of the regression analyses, hypotheses established between variables were supported. Corporate 

image independent variable has an impact on Dependent variables; Purchasing Behavior, Importance of Auto 

Insurance and Firm Performance. Besides, the impact of Independent variables; Purchasing Behavior and 

Importance of Auto Insurance on Dependent Variable; Firm Performance is supported. 

Determination of Mediation Variable Effect in our Research Model; Mediation variables; Importance of 

Purchasing Behavior and Importance of Auto Insurance, the relationship between Corporate Image and Firm 

Performance is tested by regression analysis. 

Table 6. Results of Resresgression Analysis for Determining the Effect of Mediation Variables; 

 
Independent 

Variables  
Dependent 
Variables 

Standard β Sig. 
Adjusted R 

Square 
F Value  

Regression 

Corporate 
Image Firm 

Performance 

.736*** 0.000 .590 508.177 

Purchasing 
Behavior 

.350*** 0.000 .592 256.670 

Regression 

Corporate 
Image Firm 

Performance 

.715*** 0.000 .590 508.177 

Importance of 
Auto Insurance 

.358*** 0.000 .597 262.771 

*: p<0.05    **:p<0.01    ***:p<0.001 

In order to explain the effect of the mediation variable, there should be a variable that measures whether the 

effect between the independent variable and the dependent variable is significant. One of the tests measuring 

this effect of the mediation variable is the Sobel (1982) test. The analysis of the effect of the mediation variable 

by the Sobel test is calculated using the uncorrected regression coefficients and standard error values of the 

related variables. In 1995, MacKinnon, Warsi, and Dwyer spread statistical methods to evaluate the effect of 

mediation variables. There are two main versions of the Sobel test, Aroian (1944/1947) and Goodman (1960). 

Sobel/Aroian/Goodman Analysis; to determine whether the Purchasing Behavior mediation variable 
has an impact on the relationship between Corporate Image and Firm Performance; 

Variables    Input:   Test statistic: Std. Error: p-value: 

Independent 
Variable 

Corporate 
Image a 0.438 Sobel test: 6.45966937 0.0254948 0 

Mediation 
Variable 

Purchasing 
Behavior b 0.376 Aroian test: 6.44217791 0.02556403 0 

 Sa 0.040 Goodman test: 6.47730407 0.02542539 0 

Dependent 
Variable 

Firm 
Performance Sb 0.047         

If the p value is less than 05 we can explain that the mediation variable has an impact between 
variables. 

Sobel/Aroian/Goodman Analysis; to determine whether the Purchasing Behavior mediation variable 
has an impact on the relationship between Corporate Image and Firm Performance; 

Variables    Input:   Test statistic: Std. Error: p-value: 

Independent 
Variable 

Corporate 
Image a 0.536 Sobel test: 6.5929012 0.02447117 0 
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Mediation 
Variable 

Importance of 
Auto Insurance 

b 0.301 Aroian test: 6.57513788 0.02453728 0 

Sa 0.050 Goodman test: 6.61080927 0.02440488 0 

Dependent 
Variable 

Firm 
Performance Sb 0.036         

If the p value is less than 0,05 we can explain that the mediation variable has an impact between 
variables. 

 

Hypothesis results; 

Table 7. Supported/Unsupported Status of Hypotheses in which Mediation Variable Effect is Researched and 

Represented; 

Hypotheses Supported/Unsupported Significance 
Level (Sig.) 

H9: Purchasing Behavior has a mediation variable effect 
on the relationship between Corporate Image and Firm 
Performance. 

Supported  P<0.001 

H10: Importance of Auto Insurance has a mediation 
variable effect on the relationship between Corporate 
Image and Firm Performance. 

Supported  P<0.001 

 

The data obtained on the impact of mediation variable from the regression analysis are also supported by the 

Sobel test. The effect of purchasing behavior and the importance of automobile insurance is accepted as the 

mediation variable effect on the Corporate Image independent variable affecting firm performance. 

Table 8. Answers to Classic Questions Asked to Customers Holding Auto Insurance 

Question 1. What are your Suggestions for Improving 
the Service you Receive from your Insurance Company? 

N=354  
Distribution Percentage 

Price Suitability, Fast Answer, Quick Solution. 30 8% 

Considering Customer Demands and being Solution Oriented.  36 10% 

Increasing Online Services  34 10% 

Customer Orientedness 43 12% 

Having a Wide Service Network is Important.  58 16% 

Good Quality, Reasonable Price. 41 12% 

Faster Support Line 52 15% 

Fast Service. Low Price.  39 11% 

Original Spare Parts Supply.  21 6% 

Question 2. Are There Any Deficiencies in Insurance Policies? What? 
N=354  
Distribution Percentage 

Most Customer Representatives Cannot/Do Not Illuminate Customers.  72 20% 

Missing Notices 66 19% 

Policies Being Too Long Due to Legislative Obligations 43 12% 

Should be More Understandable and Simple 55 16% 

Service is not Successful, in Most Cases They Try toTake the Problems Out of 
the Insurance Coverage Immediately. 61 17% 
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There is Intense Information Pollution in the Policy that the Public will not 
Understand.  

We Should be able to Communicate Without Consultant 57 16% 

Question 3. Do You Have Complaints from Insurance Companies? If so, What 
are Your Complaints? 

N=354  
Distribution Percentage 

They Explain Insurance Content and Coverage Deficiently 56 16% 

They are not Sensitive Enough not to Victimize the Customer.  52 15% 

They can Divert you a lot in the Call Centers. 70 20% 

Price Height  87 25% 

They Try to Exclude the Problems. 54 15% 

Nowadays, the Purpose of Most Insurance Companies, when the Risk in Topic 
Happens, has Become to Make People Struggle in Order to not Provide the 

Coverage They have Promised. 35 10% 

Question 4. What are the Factors that Affect your Insurance Policy? 
N=354  
Distribution Percentage 

Cheapness 41 12% 

Friend Recommendation. 25 7% 

Any Risks that May Cause Damage to the Vehicle 75 21% 

Guarantees 51 14% 

Protecting My Vehicle After Possible Risks 54 15% 

For Possible Accidents. 36 10% 

Securing Myself and My Vehicle 72 20% 

 

Factors affecting the choice of auto insurance include priority in the given answers on improving the services 

received from the firm; reasonability of prices, ease of payment, expected customer satisfaction after service 

and the importance of informing. Within the scope of the insurance policy, in the points deemed lacking by 

customers, including insufficient informing, policies being long and lack a clear language, were the subjects of 

complaints. While the increase in the prices of insurance companies in general is noteworthy, the lack of 

information about the purpose and scope of the insurance is mentioned. The reason for obtaining insurance is 

to secure vehicles against possible risks, while price suitability is among these reasons. 

CONCLUSION and DISCUSSION 

Auto insurance is the type of insurance that secures the vehicle from damages as a result of burning, theft, 

attempted theft or accidents. Considering the risk of damages that may occur, the necessity of taking out the 

auto insurance appears automatically. When insurance companies are established on solid foundations, 

minimizing the risks that may occur is possible (Fenn et al., 2008). The establishment of the insurance sector on 

solid foundations is also important for the financial sector (Ćurak et al., 2009). One of the most important 

factors among consumers who make purchasing behavior is that the insurance institution has sound financial 

resources. This also reflects the image of the institution for the consumer (Appuhami, 2007). The basis of the 

insurance approach is to protect the vehicle owners from risks (Myers & Read, 2001). The sound capital 

structure of insurance companies is important for technological innovations and economic growth. The transfer 

of different types of risks to insurance companies and the minimization of risks especially in the purchase of 
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products and services with higher values are encouraged by economic units. In this way, insurance corporations 

provide demand or consumption for products and services that promote production, employment and 

ultimately economic growth. Although the approach of determination of risk factors by insurance companies is 

based on multivariate techniques statistically, in order to minimize risks, they can offer options to insurance 

holders by classifying them from high to low risk levels (Arvidsson, 2010; Denuit et al., 2004). In auto insurance 

applications, vehicle owners determine the risks that may arise for them and the corporations that best cover 

these risks and make their choices (Aberg & Rimmö, 1998; Arvidsson, 2010). In the 1980s, after the decrease in 

the profitability rates due to the false risk analysis of the insurance companies, they increased the prices for the 

auto insurance owners and this situation caused the wrong impressions against the corporate image of the 

insurance firms. Corporate image is the mental picture that individuals have subconsciously against an 

organization. At the same time, the corporate image shows the value judgment regarding the characteristics of 

the company. Corporate image develops over time as a result of consistent performance, which is often 

strengthened by effective communication, and is rapidly gaining awareness of consumers through well-

designed communication programs (Chun, 2005). According to the findings obtained from the research, 

corporate image affects purchasing behavior, the importance of auto insurance and the firm performance. In 

the eyes of stakeholders, corporate image is important for insurance companies. Image of the Insurance 

Companies are affected against whether stakeholders are supported, or according to whether the needs and 

demands of the auto insurance holders are met (Pruzan, 2001). Therefore, sales and profits will fall if the auto 

insurance holders develop a negative perception of insurance companies or their products. When the 

purchasing behavior is examined, the perception of the consumer is analyzed. In other words, the reasons for 

the purchasing behavior are analyzed. Among these reasons, one of the important factors affecting the 

purchasing behavior of consumers is the corporate image. The corporate image is the sum of the emotional 

and aesthetic, positive or negative impression created by the product in the target market (Ker, 1998). 

According to the research findings, the corporate image; purchasing behavior, the importance of automobile 

insurance and firm performance. For this reason, in order to be successful in the competitive environment, 

creating a good image is necessary.  

SUGGESTIONS 

Corporate image may vary depending on the difference between expected and perceived quality. Businesses 

can contribute positively to the brand image with the importance they attach to perceived quality and 

customer satisfaction, and they can expand their customer portfolio with the former experiences of satisfied 

customers and word-of-mouth marketing. Corporate image is shaped according to positive or negative 

perceptions of consumers. Companies that provide a positive image also have a positive impact on firm 

performance. When the insurance corporations are examined in terms of service quality, perceived quality 

includes the quality of the services customers receive according to their needs, former experiences of the 

customers, and their expectations from the current service process. As a result of the analyses, we can explain 

the positive effects on purchasing behavior in the event that the expectations are met. After the services the 
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vehicle owners receive, the corporate image of the insurance companies starts to take shape in a positive or 

negative way and the direction of purchasing behavior through word of mouth marketing changes with the 

determined image. Therefore, corporations can be successful when they try to create a good image in the 

minds of vehicle owners and receive positive feedback. According to Hung (2008), consumers, in their thoughts 

about insurance companies, have a general opinion about the image of the insurance company with the help of 

the social environment. For this reason, corporate image should be directed towards everyone without 

discrimination, not to a certain segment of society. Most of the connotations of insurance companies consist of 

the previous experience of the auto insurance holders, and they can express their thoughts and these 

experiences about the corporations to their social environment. With this effect, the corporation may be 

affected both in terms of image and performance.  At the same time, research reveals that the perception of 

quality of service is related to purchase intention.  Within the scope of the research model, by analyzing the 

data collected from auto insurance holders, we can see that corporate image independent variable has a 

positive effect on dependent variables, purchasing behavior, the importance of auto insurance and firm 

performance. Since the auto insurance holders in our sample group are satisfied with the corporation they 

receive the service from, this situation reflects positively. At the same time, purchasing behavior and the 

importance of auto insurance have an impact on firm performance. Since the importance that vehicle owners 

give to the firms that receive auto insurance also shows the importance of auto insurance, it may have an 

impact on the firm performance. 
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