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ABSTRACT 
This study investigates the Impact of Digitalization on Organizational Performance, using Leadway Insurance Company as a case study. In the contemporary business environment, digitalization has become a critical driver of operational efficiency, customer satisfaction, and overall corporate competitiveness. The insurance industry, traditionally reliant on manual processes and paper-based transactions, is experiencing a paradigm shift through the integration of digital tools and technologies. This research seeks to examine how digitalization has influenced Leadway Insurance Company's service delivery, internal processes, customer engagement, and financial performance.
A mixed-methods research design was adopted, combining both qualitative and quantitative approaches. Primary data were obtained through structured questionnaires distributed to employees and customers of Leadway Insurance, while secondary data were collected from company reports, industry publications, and relevant academic literature. The analysis reveals that digitalization has significantly enhanced the company's productivity, streamlined claims processing, reduced operational costs, and improved the accuracy and speed of service delivery. Additionally, the deployment of digital platforms such as mobile applications, online portals, and automated customer service channels has positively influenced customer satisfaction and retention.
However, the study also identifies challenges including high implementation costs, cybersecurity threats, resistance to change among staff, and the need for continuous training and system upgrades. Despite these limitations, the findings underscore the transformative role of digitalization in shaping organizational performance within the Nigerian insurance sector.
The study concludes that digital transformation is indispensable for sustaining competitiveness and achieving long-term growth. It recommends that insurance firms like Leadway Insurance should continuously invest in digital infrastructure, adopt agile strategies, and foster a culture of innovation to fully realize the benefits of digitalization.
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CHAPTER ONE
1.1 Background of the Study
Globally, Digitalization has emerged as a transformative force reshaping industries across the globe, particularly in the financial services sector. As organizations strive to remain competitive and responsive to evolving customer expectations, digital transformation has become a strategic imperative. In the global insurance industry, the integration of technologies such as artificial intelligence (AI), blockchain, cloud computing, and data analytics has significantly enhanced operational efficiency, risk assessment, claims processing, and customer engagement (Brynjolfsson & McAfee, 2017; McKinsey & Company, 2022). Insurers are increasingly leveraging digital platforms to streamline operations, reduce costs, and improve service delivery, marking a shift from traditional models to more agile, customer-centric approaches.
In Africa, the insurance sector is undergoing rapid digital transformation driven by increasing mobile penetration, growing internet access, and rising demand for convenient, real-time services. Countries like Kenya, South Africa, and Nigeria have seen the emergence of insurtech startups that are disrupting conventional insurance practices through mobile-based policies, parametric insurance, and AI-driven underwriting (Karanja & Gichuki, 2022; Techpoint Africa, 2023). However, challenges such as infrastructural limitations, low insurance penetration, regulatory constraints, and cultural resistance to digital adoption continue to affect the pace and scope of transformation on the continent (World Bank, 2020).
In Nigeria, the insurance industry has historically been characterized by low public awareness, poor claims settlement records, and inefficient service delivery. These issues have contributed to one of the lowest insurance penetration rates in Africa (NIA, 2023). The introduction of digital technologies presents an opportunity to address these longstanding challenges and unlock growth potential. Digitalization enables insurers to expand their market reach through mobile and web-based platforms, automate claims processing, enhance fraud detection, and personalize products for diverse customer segments (Olayinka & Mustapha, 2020; Yusuf & Aminu, 2023). Moreover, regulatory bodies such as the National Insurance Commission (NAICOM) have introduced policy frameworks to encourage digital innovation while ensuring consumer protection and data security (NAICOM, 2023).
Leadway Insurance Company, one of Nigeria's leading insurance firms, has positioned itself at the forefront of digital innovation in the country’s insurance landscape. Established in 1970, Leadway has evolved from a traditional insurer into a digitally enabled enterprise, offering a range of products and services through digital platforms. The company's investments in technology are evident in its use of mobile applications, digital claims processing systems, and online customer service tools, all aimed at improving responsiveness and convenience for clients (Leadway, 2023). As digitalization gains momentum in Nigeria’s financial services sector, Leadway’s experience offers a valuable case for exploring how technological transformation influences organizational performance. Organizational performance, broadly defined as the effectiveness and efficiency with which a company achieves its objectives, is intrinsically linked to its ability to adapt to technological changes. Performance metrics such as customer satisfaction, operational efficiency, market share, and profitability are increasingly dependent on the successful implementation of digital strategies (Brynjolfsson & McAfee, 2014). In insurance companies, digitalization can reduce administrative costs, minimize human errors, enhance data-driven decision-making, and foster real-time communication, thereby improving overall productivity (KPMG, 2019). As such, the impact of digitalization on performance is both a strategic concern and a determinant of long-term competitiveness.
Despite the growing recognition of digitalization as a performance enhancer, its implementation is not without challenges. Organizations face barriers such as inadequate infrastructure, employee resistance, cybersecurity risks, and a shortage of digital skills (World Bank, 2020). These issues are particularly pertinent in developing economies like Nigeria, where digital maturity varies widely across sectors and regions. Nonetheless, companies that overcome these challenges stand to benefit from improved agility, innovation, and service delivery capabilities. In this context, examining Leadway Insurance’s digital transformation provides insights into the practical realities of aligning digitalization with performance outcomes in the Nigerian insurance sector.
Therefore, this study investigates the impact of digitalization on the performance of Leadway Insurance Company, with a view to understanding the enablers, constraints, and outcomes of digital transformation. By focusing on a single organization, the study aims to provide a nuanced analysis of how digital tools and processes influence performance in real-world settings, thereby contributing to the growing body of knowledge on digital innovation and organizational development in Africa.
1.2 Statement of the Problem
Although the concept of digitalization holds immense potential for enhancing organizational performance, many insurance companies in Nigeria, including those with progressive reputations, face significant difficulties in translating digital strategies into tangible performance improvements. While Leadway Insurance has invested heavily in digital platforms and automation systems, there is limited empirical evidence on how these efforts have affected core performance indicators such as efficiency, customer satisfaction, and profitability. This gap highlights the need for a focused examination of the link between digitalization initiatives and organizational outcomes in the insurance sector.
Moreover, the lack of a standardized framework for evaluating digital transformation in Nigerian companies presents a critical problem. Most studies on digitalization are either theoretical or too general to offer actionable insights for specific industries. Consequently, decision-makers in insurance firms often implement digital solutions without a clear understanding of their performance implications, leading to suboptimal resource allocation and unmet strategic objectives (Akinlolu & Olatunji, 2021). Without a context-specific analysis, such as a case study of Leadway Insurance, the real-world impact of digitalization may remain ambiguous or overstated.
In addition, resistance to digital change among employees and customers, especially in sectors traditionally reliant on face-to-face interaction, creates further complications. There is a noticeable digital divide in Nigeria where technological literacy varies among users, thereby affecting the adoption and utilization of digital services. This cultural and behavioral dimension of digitalization, if not managed properly, can undermine organizational performance despite technological readiness (Okeke, 2020). Leadway’s experience could reveal how internal and external stakeholder engagement influences the success of digital initiatives.
Finally, while digitalization promises long-term gains, it also entails short-term disruptions and financial costs. Investments in software, cybersecurity, training, and infrastructure require substantial capital, which may strain resources in the initial phase. If these investments do not lead to proportionate performance outcomes, companies risk financial instability or strategic failure. This uncertainty underscores the importance of assessing whether digitalization efforts at Leadway Insurance have translated into measurable performance gains, thus justifying their strategic relevance.


1.3	Research Objective
i. To identify the impact of digitalization of insurance claim service delivery in Nigeria 
ii. To explore the relationship between digitalization and effective service delivery in leadway insurance company.
iii. To evaluate the relationship between digital investment and organizational performance at Leadway Insurance Company.
1.4	Research Question
i. What are the impacts of digitalization on insurance claim service delivery in leadway insurance company?
ii. What is the relationship before digitalization and effective service delivery in leadway insurance company?
iii. What is the relationship between digital investment and overall organizational performance at Leadway Insurance Company?
1.5	Research Hypotheses
Ho: Digitalization has no significant impact on insurance claim service delivery in Leadway Insurance Company.
Ho: There is no significant difference in service delivery effectiveness before the adoption of digitalization at Leadway Insurance Company.
Ho: There is no significant relationship between digital investment and overall organizational performance at Leadway Insurance Company.


1.6 Significance of the Study
The study on the impact of digitalization on organizational performance is significant due to its relevance to contemporary business transformation in the Nigerian insurance sector. As digital technologies continue to disrupt traditional business models, understanding how such technologies influence key organizational outcomes is essential for corporate leaders, policymakers, and academics. This research provides empirical insight into how Leadway Insurance Company, a leading player in Nigeria's insurance industry, has harnessed digital tools to enhance service delivery and operational performance. It serves as a valuable case for understanding the broader implications of digital transformation across similar service-based industries.
Furthermore, the study contributes to academic literature by bridging the knowledge gap between digitalization and organizational performance within the context of an emerging economy. While several global studies have investigated digitalization in advanced economies, there remains a paucity of research focusing on African financial institutions, particularly insurance companies. This research not only enriches local academic resources but also provides comparative insight for scholars interested in contextual analysis and benchmarking across different economies and industries.
For practitioners in the insurance and financial services sector, the findings of this study will offer practical guidance on the design, implementation, and evaluation of digital strategies. It will highlight the critical factors that determine the success or failure of digital transformation initiatives, including organizational culture, technology infrastructure, customer engagement, and investment priorities. This will help insurers align their digital investments with performance targets and stakeholder expectations, thus promoting sustainable growth and innovation.
Finally, the study holds significance for public policymakers and regulatory bodies in Nigeria. With the country pushing for financial inclusion and technological advancement, findings from this study can support evidence-based policymaking aimed at enhancing the digital readiness of the insurance sector. It can also influence the development of regulatory frameworks that facilitate digital innovation while ensuring consumer protection, data privacy, and systemic stability.
1.7.	Scope of the Study
This research focuses on Leadway Insurance Company and specifically investigates how digitalization has influenced its organizational performance. The study will examine key performance indicators such as customer service delivery, internal process efficiency, profitability, and strategic adaptability. Although the research centers on one organization, it draws on principles and theories that can be generalized or adapted to similar firms within the insurance and financial services industry in Nigeria.
The study will also assess both qualitative and quantitative aspects of digital transformation, including the role of digital tools such as automated claims systems, customer service chatbots, mobile applications, and cloud-based data management platforms. It will evaluate how these innovations have been integrated into operational workflows and the extent to which they have improved overall performance. The study period will focus on digitalization activities and outcomes from the past 5–10 years to capture both implementation and impact phases.
However, the scope of the study is limited to the Lagos headquarters and major branches of Leadway Insurance where digital tools are most actively used. The findings may not fully reflect the experiences of smaller branches or rural areas where digital infrastructure is less developed. Nonetheless, the study offers a comprehensive and focused assessment of digitalization's effect within a high-capacity urban business environment.
1.8 Organizational Plan of the Study
This study is structured into five distinct chapters, each serving a specific function in presenting the research in a logical and coherent manner. Chapter One offers an introductory overview of the study, highlighting the background, research problem, objectives, research questions, hypotheses, significance, scope, limitations, and definitions of key terms. This chapter establishes the context and foundation upon which the rest of the study is built.
Chapter Two presents a comprehensive review of relevant literature. This includes theoretical frameworks, conceptual discussions, and empirical studies related to digitalization and organizational performance. It also covers literature on the insurance industry and digital trends in Nigeria. This chapter is instrumental in identifying gaps in existing research and situating the current study within academic discourse.
Chapter Three outlines the research methodology used in the study. It discusses the research design, population and sampling techniques, methods of data collection, research instruments, validity and reliability measures, and methods of data analysis. This chapter is critical for ensuring the transparency, credibility, and reproducibility of the research process.
Chapter Four focuses on data presentation, analysis, and interpretation. The findings from the fieldwork are presented using appropriate statistical tools and discussed in relation to the research objectives and hypotheses. This chapter bridges theory and practice by showing how the theoretical constructs apply in the real-world case of Leadway Insurance.
Finally, Chapter Five concludes the study by summarizing key findings, discussing implications, and offering recommendations for practitioners, policymakers, and researchers. It also identifies limitations encountered during the research and suggests areas for further investigation. The organization of the study ensures that each chapter builds on the previous one to create a cohesive and comprehensive research report
1.9 Definition of Key Terms	
Digitalization: The integration of digital technologies into business operations, processes, and services to improve efficiency, productivity, and customer experience (Brennen & Kreiss, 2016).
Organizational Performance: A measure of how effectively and efficiently an organization achieves its strategic objectives, often assessed through financial results, customer satisfaction, operational efficiency, and innovation (Kaplan & Norton, 1996).
Insurance Claim Service: The process through which an insurance company receives, assesses, and responds to a customer's request for compensation under a policy agreement (OECD, 2017).
Digital Investment: The allocation of financial and technological resources toward the adoption and maintenance of digital infrastructure, platforms, and systems to enhance business capabilities (McKinsey & Company, 2021).
Operational Efficiency: The ability of an organization to deliver products or services using the least amount of resources while maximizing output and value (Porter, 1985).
Customer Service Delivery: The end-to-end process of meeting customer needs and expectations through various service interactions, often enhanced through digital platforms and communication tools (Kotler & Keller, 2012).
Performance: In an organizational context, performance refers to the measure of how effectively and efficiently an organization achieves its set objectives, utilizes resources, and delivers value to stakeholders. It can be assessed through various indicators such as profitability, productivity, customer satisfaction, operational efficiency, and innovation.
Organization: An organization is a structured group of people working together to achieve common goals through coordinated efforts. It consists of defined roles, responsibilities, processes, and hierarchies that enable the efficient execution of tasks and realization of strategic objectives.

CHAPTER TWO
LITERATURE REVIEW
2.0	Preamble
This chapter presents a comprehensive review of existing literature relevant to the study on the impact of digitalization on organizational performance , with a focus on Leadway Insurance Company as a case study. The objective of this chapter is to provide a theoretical and conceptual foundation for understanding digital transformation and its implications for service delivery, operational efficiency, and overall business performance in the insurance industry.
2.1	Conceptual Review	
2.1.1	Definition and Evolution of Digitalization
Digitalization has emerged as a transformative force in modern organizations, representing the integration of digital technologies into business processes, operations, and services. Several scholars have provided varying definitions, emphasizing different facets of the concept.
Brennen and Kreiss (2016) define digitalization as “the way in which many domains of social life are restructured around digital communication and media infrastructures.” This definition highlights the societal and institutional restructuring that accompanies technological advancements, particularly in how services are delivered and consumed.
Tilson, Lyytinen, and Sørensen (2010) view digitalization as “the socio-technical process of applying digitizing techniques to broader social and institutional contexts that shape and are shaped by digital infrastructure.” Their perspective underscores the dynamic interplay between technology, institutions, and society, emphasizing the iterative nature of digital adaptation.
Yoo, Henfridsson, and Lyytinen (2010) define digitalization as “the use of digital technologies to change a business model and provide new revenue and value-producing opportunities.” This view focuses on the business-oriented dimension of digitalization, relating it to innovation, strategy, and value creation.
Legner et al. (2017) offer a comprehensive view, stating that digitalization involves “the adoption of digital technologies to transform business operations and create digital business models, customer experiences, and internal capabilities.” This definition bridges internal operations and external service delivery, providing a holistic understanding of the digitalization process
The evolution of digitalization can be traced from the automation of basic office processes in the 1960s (digitization) to the current era of intelligent automation, data analytics, and AI-driven decision-making. From merely converting analog records to digital form, organizations now redesign entire workflows, customer interactions, and organizational cultures to adapt to the demands of the digital economy (Lanzolla & Anderson, 2008).
2.1.2	Distinction between Digitalization, Digitization, and Digital Transformation
Digitization, digitalization, and digital transformation are often used interchangeably, but they refer to distinct stages of technology integration in an organization. Digitization refers to the process of converting analog information into digital formats. For example, scanning physical documents to create PDF files or converting handwritten data into digital spreadsheets is digitization. It is a technical process and is typically the first step toward broader digital engagement (Brennen & Kreiss, 2016).
Digitalization, on the other hand, is the application of digital technologies to change business operations and improve processes. It goes beyond mere conversion of data to digital format; it implies the utilization of digital technologies—such as cloud services, machine learning, and mobile platforms—to enhance productivity, customer experience, and decision-making. For instance, when an insurance company uses an AI-powered chatbot to handle customer queries or uses data analytics to process claims faster, it is engaging in digitalization (Tilson et al., 2010).
Digital transformation is the most comprehensive of the three. It involves a complete rethinking of an organization's business model, culture, and customer interactions, enabled by digital technology. It is a strategic process where technology is used not just to improve existing operations but to create entirely new avenues of value creation, innovation, and competitiveness. For example, Leadway Insurance embracing end-to-end online policy issuance and claim settlement, combined with real-time customer data analytics and decision-making, reflects digital transformation. It changes not only what the organization does but how it operates at a fundamental level (Fitzgerald et al., 2014).
2.1.3	Core Technologies Driving Digitalization
· Artificial Intelligence (AI): AI is at the heart of digitalization due to its capacity for machine learning, predictive analytics, and automation of cognitive tasks. In insurance, AI is used for fraud detection, personalized customer interaction, and automating claim processes. AI enables companies like Leadway Insurance to make data-driven decisions and offer seamless service to clients (Brynjolfsson & McAfee, 2017).
· Big Data Analytics: The collection, analysis, and interpretation of large data sets allow organizations to identify patterns, predict customer behavior, and enhance risk assessment. In the insurance sector, big data facilitates personalized policy recommendations and real-time claim monitoring, thereby improving customer satisfaction and reducing operational inefficiencies (Mayer-Schönberger & Cukier, 2013).
· Internet of Things (IoT): IoT refers to the network of connected devices that collect and transmit data. In insurance, IoT can be used through telematics in vehicles to track driving behavior for usage-based insurance or sensors in homes for property insurance risk management. These tools enable insurers to offer more tailored and proactive services (Manyika et al., 2015).
· Cloud Computing: Cloud technology provides scalable infrastructure and storage solutions, enabling remote access to data and services. It allows insurance companies to store vast customer data securely and facilitate collaborative work environments. Cloud computing also supports disaster recovery, flexibility, and cost efficiency (Armbrust et al., 2010).
· Blockchain: Though emerging, blockchain offers decentralized and secure ledgers for transactions. In insurance, it enhances transparency in claim processing and policy issuance. Blockchain reduces fraud, speeds up settlements, and builds customer trust through immutable records (Tapscott & Tapscott, 2016).
2.1.4	Role of Digitalization in Service-Based Industries, Particularly Insurance
i. Enhanced Customer Experience: In the service sector, particularly insurance, digitalization enables real-time interaction, 24/7 customer support, and personalized services through apps, portals, and chatbots. Customers can buy policies, track claims, and receive support without visiting a physical office. Leadway Insurance, for instance, has integrated mobile platforms that offer seamless policy renewal and claim status tracking, greatly improving customer convenience and satisfaction (Iwuoha & Okoro, 2021).
ii. Operational Efficiency: Digital tools streamline back-office operations and reduce manual labor. Automation of repetitive tasks such as claim verification, data entry, and reporting frees up human resources for more complex tasks. This leads to reduced processing time, error minimization, and cost savings in organizations like Leadway (Obikeze & Okeke, 2023).
iii. Data-Driven Decision Making: Digitalization allows for real-time data collection and analysis, enabling managers to make informed decisions. Insurance firms can use predictive analytics to assess risk, optimize pricing, and forecast market trends. The use of dashboards and business intelligence tools helps managers monitor performance KPIs in real-time (Eze & Chukwuma, 2022).
iv. Product and Service Innovation: With digital technologies, service firms can create innovative products tailored to customer segments. For example, micro-insurance products for low-income earners or pay-as-you-go insurance policies are innovations made possible through digital platforms. These innovations not only widen market reach but also improve competitiveness (Yusuf & Aminu, 2023).
v. Regulatory Compliance and Risk Management: Digitalization helps service-based industries comply with regulatory standards by automating reporting and documentation. In the insurance sector, it assists in tracking regulatory changes, generating audit trails, and ensuring data integrity. Digital compliance systems reduce the risk of fines and enhance corporate governance (Olayinka & Mustapha, 2020).


2.1.5	 Digitalization in the Insurance Sector
Digitalization in the insurance sector marks a critical shift in the way insurers operate, interact with customers, and deliver services. The sector, traditionally paper-intensive and bureaucratic, is now leveraging emerging technologies such as artificial intelligence (AI), machine learning, big data analytics, Internet of Things (IoT), and blockchain to streamline operations and offer innovative products. As highlighted by Accenture (2022), global insurers adopting digital platforms have seen notable improvements in customer experience, operational efficiency, and market responsiveness. This change is driven not only by technological advancement but also by evolving customer expectations in an increasingly digital economy.
In Nigeria, the digitalization of insurance is accelerating due to increased internet penetration, mobile phone usage, and regulatory reforms aimed at promoting financial inclusion. According to the Nigerian Communications Commission (2023), mobile phone penetration in Nigeria has exceeded 90%, creating an opportunity for insurance firms to reach customers via mobile-based platforms. Consequently, many Nigerian insurers are adopting mobile-friendly websites, USSD-based policy purchases, and app-based claims management systems to widen market access and enhance user engagement (PwC Nigeria, 2023).
Digitalization is also influencing the product development strategies of insurance firms. By harnessing big data, insurers can develop micro-insurance products tailored to specific customer segments such as farmers, market traders, and low-income earners. This data-driven personalization allows firms like Leadway Assurance and AXA Mansard to offer usage-based insurance and behavior-linked premium discounts, which appeal to digitally-savvy and cost-conscious consumers (KPMG Nigeria, 2022). These innovations not only deepen insurance penetration but also promote customer-centricity in product offerings.
Furthermore, digitalization is redefining insurance distribution models. Traditional agent-based sales are being supplemented by digital distribution through online portals, aggregators, social media, and mobile applications. This has lowered distribution costs and improved service delivery. For instance, digital insurers like Casava and Tangerine Africa now operate purely online, offering subscription-based insurance via mobile apps, with simplified sign-up processes and zero paperwork. These models are gaining popularity among millennials and Gen Z customers who prefer self-service and convenience (NIA, 2023).
The digital shift in insurance, however, requires substantial investment in technology infrastructure, staff training, and cybersecurity. While global insurers may find it easier to finance such transitions, local players in Nigeria often face financial and regulatory constraints. Nonetheless, the potential of digitalization to enhance resilience, promote innovation, and boost insurance uptake in Nigeria remains promising if supported by strategic partnerships and enabling policies (IFC, 2023).
2.1.6	Overview of Digital Transformation Trends in Global and Nigerian Insurance Markets
Globally, the insurance industry is experiencing rapid digital transformation characterized by increased automation, AI adoption, real-time analytics, and cloud computing. A report by McKinsey & Company (2022) indicates that by 2030, digital ecosystems will drive up to 30% of global insurance revenues. Major international insurers such as Allianz, AXA, and Zurich are investing heavily in digital labs, blockchain-based claims systems, and personalized AI-driven customer interfaces to stay competitive in a digitally integrated environment.
In mature markets like Europe and North America, insurance companies are leveraging insurtech partnerships to deploy chatbots, telematics, and on-demand insurance services. These technologies enable instant underwriting, AI-assisted fraud detection, and seamless omnichannel communication. For instance, Lemonade Insurance (USA) uses AI bots to process claims within seconds, drastically reducing overhead costs and improving user satisfaction (Capgemini, 2023). This global trend sets a precedent for emerging markets.
In the Nigerian insurance landscape, digital transformation is steadily gaining traction. The COVID-19 pandemic accelerated the adoption of digital platforms as insurers sought to maintain operations amid lockdowns. The National Insurance Commission (NAICOM) has since mandated digitalization policies to improve transparency, compliance, and customer outreach. As a result, Nigerian firms are integrating digital payment systems, online quote generation tools, and mobile insurance platforms to enhance service delivery (NAICOM, 2023).
Nigerian insurtech startups are also playing a crucial role in disrupting traditional insurance models. Companies like Curacel are providing digital claims automation tools to insurers, while Cassava Technologies offers embedded insurance through digital wallets. These platforms use AI to flag fraudulent claims and automate policy management processes, thereby improving efficiency and cost-effectiveness (Techpoint Africa, 2023). The innovation from local startups shows promise for a more agile and inclusive insurance ecosystem.
Despite these advancements, the Nigerian insurance market still grapples with challenges such as low insurance literacy, cybersecurity threats, and digital infrastructure gaps. However, with continued investment and regulatory support, digital transformation is expected to significantly boost Nigeria’s insurance penetration, which currently remains below 3% of GDP (World Bank, 2023). The potential lies in scaling low-cost, mobile-first solutions to reach underserved populations.
2.1.7	Impact of Digitalization on Insurance Sector
Customer Service: Digitalization has revolutionized customer engagement in the insurance industry. Chatbots, virtual assistants, and AI-powered customer support tools enable round-the-clock service, reducing response times and enhancing user satisfaction. Mobile apps now allow customers to buy, renew, and manage policies with ease. For instance, Leadway Assurance offers WhatsApp-based customer service, enabling policyholders to interact with the firm seamlessly (Leadway Assurance, 2024).
Claims Processing: Traditionally slow and manual, claims processing has been transformed by digital workflows. Insurers now use AI to assess claims, verify documents, and authorize payouts in real time. This reduces turnaround time and operational costs. Platforms like Curacel provide claims automation solutions used by Nigerian firms to detect anomalies and minimize fraud, ensuring faster resolution for genuine claims (Curacel, 2023).
Underwriting: Digital underwriting combines AI, big data, and predictive analytics to assess risk more accurately and efficiently. Insurers can evaluate customer data from social media, IoT devices, and digital records to tailor premiums and products. For example, usage-based auto insurance uses telematics to track driving behavior, allowing insurers to price policies based on actual risk exposure (PwC, 2022). This approach improves risk selection and reduces claim ratios.
Fraud Detection: Fraudulent claims pose a significant threat to profitability in the insurance sector. Digitalization combats this through AI-powered fraud detection systems that flag suspicious patterns and trigger alerts. Machine learning models are trained on historical data to detect anomalies in claim behavior, billing, and customer profiles. In Nigeria, insurers using digital tools have reported reductions in fraud-related losses and improved compliance outcomes (EY Nigeria, 2023).

2.1.8	Challenges and Opportunities of Digital Transformation in Insurance
The digital transformation of the insurance industry is not without challenges. One major hurdle is cybersecurity. As insurers digitize operations and store sensitive customer data online, they become targets for cyberattacks. Ensuring data privacy and system integrity requires continuous investment in cybersecurity infrastructure and employee training. A report by Deloitte (2023) warns that inadequate cyber resilience can lead to regulatory fines and reputational damage.
Digital literacy and cultural resistance also pose significant barriers, especially in markets like Nigeria. Many customers, especially in rural areas, are not familiar with digital insurance platforms, resulting in low adoption rates. Additionally, internal resistance from employees accustomed to manual processes may hinder technology adoption. Organizational change management and staff retraining are essential to overcome this challenge (NAICOM, 2023).
Despite these issues, the opportunities are immense. Digitalization enhances financial inclusion by enabling micro-insurance models accessible via mobile phones. It also opens avenues for product innovation, such as weather-indexed crop insurance and health insurance bundled with fintech services. These developments can drive insurance penetration in underserved segments (World Bank, 2023).
Moreover, digital transformation presents a chance for Nigerian insurers to compete globally. By leveraging cloud infrastructure, AI, and data analytics, insurers can reduce costs, improve customer experience, and comply more effectively with regulations. The future of insurance in Nigeria lies in scaling these innovations through strategic collaborations, insurtech accelerators, and progressive regulation (KPMG Nigeria, 2022).

2.1.9	 Definition of Organizational Performance
Organizational performance refers to how well an organization achieves its objectives, using its resources efficiently and effectively while maximizing stakeholder value. It encompasses both financial and non-financial outcomes and is measured through metrics such as profitability, productivity, innovation, market share, and customer satisfaction (Venkatraman & Ramanujam, 1986). Performance in service organizations, especially in insurance, extends beyond profit margins to include customer service excellence, claim response times, and policyholder trust. It is a multidimensional construct that requires holistic evaluation to determine an organization's health and strategic success.
Efficiency is one of the foundational dimensions of organizational performance. It involves achieving the highest possible output with the lowest possible input, which reflects resource optimization. In the insurance industry, efficiency manifests in streamlined claim processing, low administrative costs, and optimized workforce management. Firms that adopt digital systems often exhibit greater operational efficiency due to automation and data-driven decision-making (Damanpour & Schneider, 2006). Efficiency metrics can include expense ratios, turnaround times, and cost-per-transaction.
Effectiveness relates to the extent to which an organization achieves its stated goals and satisfies stakeholder expectations. For an insurance company, this could mean meeting target policy sales, retaining clients, and ensuring compliance with regulatory requirements. While efficiency is internally focused, effectiveness looks outward, assessing whether the organization is “doing the right things” in alignment with its mission and vision (Richard et al., 2009). Measurement of effectiveness includes policy uptake rates, policy renewal rates, and customer complaint resolution metrics.
Profitability remains a core dimension of performance in commercial settings. It is the degree to which an organization generates income relative to expenses and investment. In insurance firms, profitability is evaluated through metrics like net income, underwriting profit, and return on equity (ROE). Profitability not only ensures business continuity but also enables firms to reinvest in innovation and expansion (Brealey, Myers & Allen, 2020). Digital innovation can enhance profitability by lowering cost structures and improving risk assessment accuracy.
Customer satisfaction is an increasingly important dimension, particularly in the service-oriented insurance industry. Satisfied customers are more likely to renew policies, refer others, and resist switching providers. Metrics such as Net Promoter Score (NPS), customer retention rate, and feedback ratings help insurers gauge satisfaction levels. With the rise of digital platforms, insurers can track customer engagement in real time, using insights to enhance services and build long-term relationships (Parasuraman, Zeithaml & Berry, 1988).
2.1.10	Measurement Indicators for Organizational Performance
Measurement of organizational performance requires relevant, reliable, and quantifiable indicators. For financial performance, common indicators include revenue growth, profit margin, return on assets (ROA), and return on equity (ROE). These figures provide insights into the fiscal health and profitability of the organization and are typically derived from audited financial statements. In the insurance industry, net premium income and claims ratio are also crucial financial indicators.
Operational performance is another critical category, focusing on internal processes and resource utilization. Indicators such as policy issuance time, claims turnaround time, staff-to-client ratio, and cost per claim processed help evaluate the organization’s efficiency. These are particularly important in the insurance industry where speed and accuracy of service delivery significantly affect client satisfaction and competitiveness (Neely, Gregory & Platts, 1995).
Customer-related performance indicators include metrics that measure customer perceptions and behaviors. These comprise customer satisfaction index, policy renewal rates, complaint resolution time, and Net Promoter Score (NPS). Insurers also track online reviews and feedback on digital platforms to gain real-time insights into customer sentiments. High customer satisfaction is closely linked to higher retention and market growth (Anderson, Fornell & Lehmann, 1994).
Innovation and learning performance focuses on the organization’s capacity to adapt and improve. Indicators include the number of new products launched, investment in research and development (R&D), employee training hours, and digital tool adoption rate. In the dynamic insurance sector, especially post-pandemic, learning agility and technological adaptation are key to long-term sustainability (Damanpour, 1991). Organizations that invest in innovation typically perform better across other performance dimensions.
Employee performance indicators are crucial since human capital is vital in service delivery. These indicators include employee satisfaction, turnover rates, productivity metrics, and absenteeism rates. In digitally transforming insurance firms, employee digital competency and training uptake rates are also becoming standard performance measures. A motivated, well-trained workforce enhances service quality and organizational performance (Becker & Huselid, 1998).


2.1.11 Relationship Between Innovation and Performance in Service Organizations
	Aspect
	Innovation Factors
	Performance Outcomes

	Process Innovation
	Automation of workflows, claims processing AI, chatbots
	Increased operational efficiency, faster service delivery

	Product Innovation
	Usage-based insurance, micro-insurance, digital policies
	Higher customer satisfaction, increased market reach

	Technological Innovation
	Cloud computing, mobile platforms, blockchain for smart contracts
	Reduced fraud, lower operational costs, enhanced data security

	Organizational Innovation
	Agile teams, digital skills training, culture of innovation
	Improved employee engagement, adaptability, and decision-making

	Marketing Innovation
	Social media campaigns, digital sales channels, CRM tools
	Expanded customer base, better targeting, higher policy conversion rates


2.1.12	Relevance of Performance Metrics in the Insurance Industry
Performance metrics play a critical role in the strategic management and operational oversight of insurance firms. They serve as benchmarks to evaluate the effectiveness of digital initiatives, marketing campaigns, and customer service improvements. In a rapidly changing environment, metrics help insurance companies remain agile and responsive to customer needs, market demands, and regulatory expectations (Richard et al., 2009).
In the context of digital transformation, performance metrics enable firms to measure the return on investment (ROI) of technology adoption. Metrics such as claims automation rates, digital policy renewals, and app download figures offer insight into the success of digitalization efforts. Firms that actively monitor these metrics are better positioned to refine strategies and allocate resources effectively (Capgemini, 2023).
Moreover, performance metrics support compliance and transparency in the highly regulated insurance industry. Regulatory bodies like NAICOM in Nigeria require insurers to submit regular performance reports covering financial health, customer grievances, and operational data. Accurate metrics facilitate compliance reporting, help avoid penalties, and build stakeholder trust (NAICOM, 2023).
From a competitive perspective, performance metrics enable benchmarking against industry standards. Insurers can assess their market share, claims ratio, and expense ratio relative to peers, identifying areas for improvement and strategic advantage. Metrics also guide mergers, acquisitions, and investment decisions by providing a clear picture of firm performance (PwC Nigeria, 2023).
Lastly, performance metrics are essential for internal management. They inform employee appraisal systems, incentive structures, and training needs. By aligning individual performance with organizational goals through key performance indicators (KPIs), insurers can foster a performance-driven culture that supports continuous improvement and customer-centricity (Becker & Huselid, 1998).


2.2	Theoretical Review
2.2.1 Technology Acceptance Model (TAM)
The Technology Acceptance Model (TAM), developed by Davis (1989), serves as a foundational theory in understanding how users come to accept and use a new technology. It posits that two key factors—Perceived Usefulness (PU) and Perceived Ease of Use (PEOU)—determine an individual's intention to use a technological system, which in turn predicts actual usage behavior. In the context of insurance companies like Leadway, TAM is highly relevant because employees' and customers' acceptance of digital tools such as automated claim systems, mobile apps, and online portals can significantly affect service efficiency and organizational performance. If users perceive that these digital tools are useful and easy to navigate, they are more likely to adopt them, thereby enhancing the effectiveness of the company's digital transformation strategy (Venkatesh & Davis, 2000).
In Nigeria's insurance sector, where digital literacy levels may vary significantly among staff and clients, the TAM model provides insight into adoption challenges and facilitators. For example, Yusuf and Aminu (2023) found that the successful implementation of mobile insurance apps in Nigerian firms was largely influenced by users’ perceptions of the app’s usefulness in reducing wait times and enhancing real-time communication. Similarly, Eze and Chukwuma (2022) noted that ease of use played a major role in customer willingness to utilize online claim submission tools. These findings affirm that TAM remains a vital framework for evaluating how digital innovations are perceived and adopted within organizational contexts.
Therefore, applying TAM in this study offers a theoretical basis for assessing the success of digital platforms introduced by Leadway Insurance Company. It also helps in identifying barriers to digital adoption and in devising strategies to enhance user engagement with new technologies. Understanding these behavioral dimensions is critical, especially in service-oriented industries where human interaction still plays a significant role in customer satisfaction and organizational performance (Davis, Bagozzi & Warshaw, 1989).
2.2.2 Resource-Based View (RBV) Theory
The Resource-Based View (RBV) of the firm, as advanced by Barney (1991), posits that organizational performance is driven by the strategic acquisition and deployment of valuable, rare, inimitable, and non-substitutable (VRIN) resources. Digital technologies, when effectively integrated into the firm’s operations, can be considered such resources. In the case of Leadway Insurance Company, digital platforms, data analytics systems, and AI-powered claims processing tools represent strategic assets that, when properly managed, can provide sustained competitive advantage. The RBV emphasizes the importance of internal capabilities in utilizing digital infrastructure for superior performance outcomes (Wernerfelt, 1984; Barney, 1991).
Applying the RBV theory to digitalization in insurance firms highlights the importance of aligning technology with human competencies, organizational culture, and strategic goals. Obikeze and Okeke (2023) argued that merely investing in technology is insufficient; rather, organizations must develop internal capabilities to integrate and exploit these technologies effectively. For example, employee training in digital tools and the restructuring of business processes to accommodate new digital workflows are essential in deriving value from technological investments. Similarly, Iwuoha and Okoro (2021) demonstrated that Nigerian insurance companies with strong internal digital competencies performed better than those that relied solely on external tech vendors.
Thus, RBV theory provides a robust framework for evaluating how Leadway Insurance Company can leverage its digital assets not just for operational efficiency but also for long-term performance sustainability. The theory underscores the need for a strategic fit between digital resources and organizational capabilities, suggesting that performance gains are realized when technology is embedded within a supportive infrastructure of skills, culture, and processes (Grant, 1996). This perspective moves beyond surface-level digitalization to a more strategic and resource-oriented understanding of technological transformation.
2.2.3 Systems Theory
Systems Theory, first formalized by Bertalanffy (1968), views an organization as a complex system composed of interrelated and interdependent parts working together to achieve common goals. Within this framework, digitalization can be seen as an input into the organizational system, which interacts with other subsystems—such as human resources, operations, and customer service—to produce performance outcomes. In the context of Leadway Insurance Company, the integration of digital tools across various departments must be harmonized for the full benefits of digital transformation to be realized. This theory emphasizes that a change in one subsystem (e.g., IT infrastructure) inevitably impacts other parts of the organization, necessitating a holistic approach to digital integration.
The application of Systems Theory is particularly useful in understanding the dynamic interactions between technology, people, and processes. For instance, a study by Olayinka and Mustapha (2020) found that introducing digital claims processing in Nigerian insurance companies led to changes in customer service protocols, employee task structures, and internal reporting mechanisms. These cascading effects highlight the need for systemic planning and coordination when implementing digital solutions. Without such integration, digital initiatives may result in operational silos or resistance from departments that are not adequately prepared for technological change.
In this regard, Systems Theory provides a theoretical basis for assessing the ripple effects of digitalization on organizational performance at Leadway Insurance. It suggests that performance improvements are not merely a function of adopting new technologies but also of how well those technologies are synchronized across the organizational system. This holistic view is crucial for ensuring that digital investments yield tangible outcomes, such as improved customer satisfaction, faster claims processing, and enhanced decision-making (Skyttner, 2005). Consequently, Systems Theory supports a coordinated and adaptive approach to digital transformation in complex service organizations.
2.3	Empirical Review
The relationship between digitalization and organizational performance has garnered significant scholarly attention, especially within service-oriented sectors such as insurance. In a study by Obikeze and Okeke (2023), the authors examined the effects of digital transformation on service delivery within Nigerian insurance companies. Using a sample of 150 employees from three major insurance firms, the study revealed that firms that adopted digital tools such as automated claims processing, chatbots, and digital customer portals experienced improved operational efficiency and customer satisfaction. The study emphasized that digitalization plays a critical role in eliminating manual redundancies and accelerating claims processing times, thereby enhancing organizational performance.
Similarly, Adebayo et al. (2022) investigated the adoption of InsurTech and its impact on business process efficiency in Nigerian insurance companies. Their quantitative analysis based on survey data from 210 staff members in Lagos revealed a significant positive relationship between the use of digital platforms and timely service delivery. The authors concluded that the adoption of InsurTech tools like blockchain for claims verification and artificial intelligence for risk profiling had the potential to revolutionize customer engagement and drive profitability. They recommended increased investment in digital innovation as a performance strategy.
Another relevant study by Iwuoha and Okoro (2021) assessed the influence of digital innovation on the competitive advantage of Nigerian financial institutions, including insurance companies. Using regression analysis, the study found that organizations with strong digital capabilities were more likely to outperform competitors in terms of market share and customer loyalty. The study further identified organizational culture and employee readiness as mediating factors influencing the success of digitalization efforts. The authors posited that digital transformation is not merely a technological issue but also a strategic organizational change process.
In the context of claims management, Olayinka and Mustapha (2020) explored how digitalization affects claims efficiency in the insurance industry in Nigeria. The study, which used both primary and secondary data, discovered that digital claims systems led to faster claims settlement and reduced fraudulent activities. The authors emphasized the importance of integrating data analytics and mobile claim submission tools to minimize turnaround time. The study concluded that the digitalization of claims processes contributes directly to customer retention and organizational competitiveness.
Further empirical evidence is provided by Yusuf and Aminu (2023), who focused on the impact of mobile technology on customer experience in Nigerian insurance firms. Their findings from 180 respondents showed that mobile apps significantly enhanced customer access to services, policy management, and real-time support. The authors argued that mobile-based interactions increased customer trust and loyalty, thereby influencing overall organizational performance. The study recommended the integration of user-friendly interfaces and biometric authentication to further enhance digital service quality.
An international perspective is offered by Karanja and Gichuki (2022) in their study of digital transformation in Kenyan insurance companies. Their findings aligned with those from Nigeria, as digital initiatives such as customer self-service portals, AI-powered chatbots, and paperless underwriting processes were found to improve cost efficiency and service accuracy. However, the authors noted that infrastructural challenges and resistance to change among staff posed implementation hurdles. They advocated for consistent employee training and regulatory support to foster successful digitalization.
In a cross-sectoral study, Okafor and Dike (2021) examined digital investment and organizational performance across financial institutions in West Africa. The study used structural equation modeling (SEM) to show that digital investment has both direct and indirect effects on organizational performance. Indirect effects were mediated through improved internal communication, data-driven decision-making, and employee productivity. The authors concluded that digital investment yields a significant return when aligned with strategic objectives and employee capacity-building programs.
Lastly, Eze and Chukwuma (2022) evaluated the post-COVID-19 acceleration of digital initiatives within Nigeria’s insurance sector. Based on qualitative interviews with managers of leading firms, the study found that the pandemic served as a catalyst for adopting digital channels, including virtual consultations, e-policy issuance, and remote claims assessment. These adaptations not only ensured business continuity but also increased customer satisfaction and broadened access to underserved demographics. The authors recommended ongoing innovation and regulatory collaboration to maintain momentum in digital transformation.\


2.4 Gap in Literature
Despite the growing body of literature addressing digitalization in the insurance industry, there remains a significant gap concerning how digital transformation directly affects specific performance metrics such as insurance claims processing time, customer retention, and employee productivity in Nigerian insurance companies. Many existing studies have focused broadly on digital transformation in the financial services sector or have examined digitalization from a global or regional perspective (e.g., Karanja & Gichuki, 2022; Okafor & Dike, 2021), with limited empirical focus on how Nigerian insurance firms such as Leadway Insurance Company are uniquely implementing and benefiting from digital tools. This generalization often obscures contextual factors such as local regulatory frameworks, infrastructural challenges, and consumer digital literacy that can influence digital outcomes.
Furthermore, while several studies have explored the relationship between digital investment and performance, few have examined the causal mechanisms that explain how such investments translate into enhanced organizational outcomes (Obikeze & Okeke, 2023; Adebayo et al., 2022). For instance, it remains unclear whether improvements in service delivery are primarily due to technology infrastructure, employee training, or customer adaptability. Additionally, there is a lack of robust longitudinal studies that track performance indicators before and after digital adoption to clearly establish patterns of causality. This leaves a theoretical and empirical vacuum that calls for targeted research with firm-specific analysis and measurable outcomes.
Lastly, many of the reviewed studies overlook the socio-cultural and behavioral dimensions of digital transformation, such as employee resistance to change, customer trust in digital platforms, and cybersecurity concerns within the Nigerian insurance landscape. These human-centric factors are critical in understanding the full spectrum of digitalization impacts. Consequently, this study seeks to address these gaps by focusing specifically on Leadway Insurance Company, using a case study methodology to analyze how digitalization has influenced service delivery, claims management, and overall organizational performance in a Nigerian context.


CHAPTER THREE
RESEARCH METHODOLOGY
3.0	Preamble
This chapter outlines the research methodology adopted in this study, which is designed to investigate the impact of digitalization on organizational performance at Leadway Insurance Company. The research employs a qualitative research approach, focusing on primary data collected through surveys and observations. This methodological choice aligns with the exploratory and descriptive nature of the study, aiming to understand how digital transformation influences service delivery, claims processing, and overall organizational effectiveness within a Nigerian insurance context.
The methodology emphasizes depth and richness of insights rather than statistical generalizability. It provides a framework for understanding the lived experiences of employees and customers, the integration of digital tools into operational workflows, and the contextual challenges faced during digital adoption. This chapter discusses the research design, population and sampling techniques, data collection methods, validity and reliability measures, and data analysis procedures.
3.1 Research Design
The study adopts a qualitative case study design , focusing on Leadway Insurance Company as a single-case entity. According to Yin (2018), case studies are particularly suitable for examining contemporary phenomena within real-life contexts, especially when the boundaries between phenomenon and context are not clearly evident. Given that digitalization is an ongoing process embedded within complex organizational systems, a case study approach enables a detailed exploration of its implementation, outcomes, and challenges.
The qualitative orientation allows for in-depth examination of the how and why behind digital transformation processes, offering insights into the strategic decisions, employee behaviors, customer interactions, and performance outcomes associated with digital initiatives at Leadway Insurance.
3.2 Population of the study
The target population comprises employees and customers of Leadway Insurance Company who interact directly with digital platforms such as mobile applications, online claims submission portals, and digital customer support services. The study focuses on staff from departments most affected by digitalization, including Customer Service, Claims Processing, IT, and Marketing.
3.3	Sample size and Sampling Technique
Purposive sampling was employed to select participants based on their relevance to the study’s objectives. As noted by Creswell and Creswell (2018), purposive sampling is ideal in qualitative research where information-rich cases are sought to provide in-depth understanding of the phenomenon under investigation.
A total of 30 participants were selected, comprising 20 employees from key departments involved in digital operations, 10 regular customers who have used digital platforms offered by Leadway Insurance.
Participants were chosen based on their exposure to digital tools and their ability to provide insightful perspectives on the impact of digitalization on service delivery and organizational performance.
3.4	Data Collection Methods
Data was collected using two main qualitative instruments: semi-structured interviews and participant observation.
3.4.1 Semi-Structured Questionnaire ()
Semi-structured questionnaire were distributed with employees and customers to explore their perceptions, experiences, and attitudes towards digitalization at Leadway Insurance. This method allows for flexibility while maintaining thematic consistency across responses (Bryman, 2016).
The questionnaire focus focused on Perceptions of digital tools (e.g., ease of use, usefulness), Impact of digitalization on daily tasks or service experience. Challenges encountered during digital adoption. Observed changes in service efficiency, speed, and accuracy.
3.4.2 Participant Observation
Participant observation was conducted over a period of four weeks at Leadway Insurance's ilorin branch. Researchers observed how digital tools were integrated into daily operations, including how employees used automated claims systems, handled customer inquiries via chatbots, and managed policy renewals through digital platforms.
Observation notes were taken on Employee interaction with digital systems., Customer engagement through digital channels, Operational bottlenecks or facilitators linked to digitalization.
According to Hammersley and Atkinson (2007), participant observation provides rich contextual data that complements self-reported information, enabling researchers to capture unspoken or implicit aspects of organizational behavior.
3.5 Validity and Reliability Measures
Ensuring the credibility , transferability , dependability , and confirmability of the findings was central to the study’s quality control.
Credibility
To enhance credibility, triangulation was employed by combining data from multiple sources—employee Questions, customer feedback, and observational data. Member checking was also carried out, where preliminary findings were shared with participants to verify interpretations (Lincoln & Guba, 1985).
Transferability
Detailed descriptions of the research setting, sample characteristics, and data collection procedures allow readers to assess the applicability of findings to other similar contexts.
Dependability
An audit trail was maintained throughout the research process, documenting all decisions, field notes, and analytical steps to ensure consistency and traceability.
Conformability
Researcher reflexivity was practiced to minimize bias. Researchers acknowledged their assumptions and positions, ensuring that interpretations remained grounded in the data rather than influenced by personal beliefs (Denzin & Lincoln, 2011).
3.6 Method of Data Analysis 
Qualitative data was analyzed using thematic analysis , a widely accepted method for identifying, analyzing, and reporting patterns within qualitative datasets (Braun & Clarke, 2006). The analysis followed these steps:
Theme development : Codes were grouped into potential themes reflecting common patterns.
Reviewing themes : Themes were reviewed against the dataset to ensure they accurately represented the data.
Defining and naming themes : Themes were refined and given clear definitions.
Producing the report : Findings were presented in a coherent narrative supported by illustrative quotes and observational insights.
Thematic analysis was facilitated using IBM. SPSS software, which enabled systematic.
3.7	Ethical Considerations
Ethical approval was obtained from the institution’s ethics review board prior to data collection. All participants provided informed consent before participating in interviews or being observed. Anonymity and confidentiality were ensured by assigning pseudonyms to participants and omitting identifiable information from reports.
Participants were informed of their right to withdraw from the study at any time without consequence. Data was securely stored and only accessible to the research team.



CHAPTER FOUR
PRESENTATION, ANALYSES AND DISCUSSION OF FINDINGS
4.0 	Preamble
This chapter presents the findings of the study on the impact of digitalization on insurance service delivery at Leadway Insurance Company. The data collected from a structured questionnaire administered to thirty (30) respondents was analyzed using both descriptive and inferential statistical methods. The primary objective of this chapter is to provide a comprehensive overview of the responses gathered, interpret their implications, and assess how digital transformation has influenced various aspects of organizational performance, including claim processing efficiency, customer satisfaction, service delivery effectiveness, and overall business outcomes.
4.1	Presentation of Data 
SECTION A: Demographic Of Respondent 
Table A: Gender Distribution of Respondents
	Gender
	Frequency
	Percentage (%)

	Male
	18
	60.0%

	Female
	12
	40.0%

	Total
	30
	100%


Source: field survey, 2025
The gender distribution of respondents reveals that the majority of the participants in this study are male. Specifically, 18 out of the total 30 respondents are male, which accounts for 60.0% of the sample population. This implies that men constitute a larger portion of the workforce surveyed at Leadway Insurance Company. On the other hand, female respondents represent 12 individuals, which makes up 40.0% of the total. Although there is a noticeable gender disparity, the female representation remains significant enough to capture a balanced view of perspectives across genders regarding the impact of digitalization on insurance service delivery.
Table B: Age Distribution of Respondents
	Age Range
	Frequency
	Percentage (%)

	18 – 25 years
	8
	26.7%

	26 – 35 years
	12
	40.0%

	36 – 45 years
	7
	23.3%

	46 years and above
	3
	10.0%

	Total
	30
	100%


Source: field survey, 2025

The age distribution data indicates that the highest number of respondents fall within the 26–35 years age bracket. This group comprises 12 respondents, representing 40.0% of the total participants. This suggests that a substantial portion of the workforce is made up of young adults who are possibly more digitally inclined and receptive to technological innovations. The next significant group is the 18–25 years category with 8 respondents, accounting for 26.7%. Meanwhile, 7 respondents, or 23.3%, fall within the 36–45 years range, suggesting a solid representation of more experienced staff. The smallest group is those aged 46 years and above, making up 10.0% (3 respondents), indicating limited participation from the older segment of the workforce, who may have a different view on digitalization due to generational technological gaps.


Table C: Educational Qualification of Respondents
	Qualification
	Frequency
	Percentage (%)

	OND/NCE
	4
	13.3%

	HND/Bachelor’s Degree
	17
	56.7%

	Master’s Degree
	8
	26.7%

	PhD
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
The educational qualifications of respondents show a predominantly educated workforce, with 17 individuals (56.7%) possessing HND or Bachelor’s degrees. This majority indicates that most staff have acquired a standard level of formal education that would likely enable them to adapt effectively to digital tools and platforms. Moreover, 8 respondents (26.7%) hold Master’s degrees, suggesting a significant portion of the workforce is well-versed in strategic and analytical thinking, which is essential in evaluating the effectiveness of digital initiatives. Respondents with OND or NCE qualifications comprise 4 individuals, amounting to 13.3%, while only 1 respondent (3.3%) holds a PhD. This distribution confirms a well-educated pool of employees with varying levels of academic exposure, enriching the quality and depth of the responses given.


Table D: Years of Work Experience
	Work Experience
	Frequency
	Percentage (%)

	Less than 1 year
	3
	10.0%

	1 – 5 years
	10
	33.3%

	6 – 10 years
	9
	30.0%

	Above 10 years
	8
	26.7%

	Total
	30
	100%


Source: field survey, 2025

Regarding years of work experience, the data shows that 10 respondents have between 1 to 5 years of experience, representing 33.3% of the participants. This is followed closely by those with 6 to 10 years of experience, totaling 9 respondents or 30.0%. These figures indicate that a large portion of the staff is relatively seasoned but still young in their careers, likely having adapted quickly to digital advancements. Respondents with over 10 years of work experience form 26.7% of the sample, amounting to 8 individuals, bringing a wealth of institutional knowledge to the digitalization conversation. Meanwhile, those with less than one year of experience are the fewest, numbering 3 and representing 10.0%. Their views may reflect a fresher, possibly more optimistic perception of digital practices, albeit with limited experience to compare with traditional systems.


Table E: Employment Status of Respondents
	Employment Status
	Frequency
	Percentage (%)

	Full-time Staff
	20
	66.7%

	Part-time Staff
	4
	13.3%

	Contract Staff
	3
	10.0%

	Intern/NYSC
	3
	10.0%

	Total
	30	
	100%


Source: field survey, 2025
The employment status data reveals that the majority of the respondents are full-time staff, with 20 individuals making up 66.7% of the total population. This dominance suggests that the responses are largely informed by individuals who are deeply embedded within the organization and thus possess considerable insight into its operational structures and digital evolution. Part-time staff make up 13.3% with 4 respondents, offering a peripheral yet relevant perspective. Contract staff and interns/NYSC members each account for 3 respondents or 10.0%, highlighting the contributions of temporary personnel who may offer fresh but limited-duration views on the digital tools and their influence on service delivery. This spread ensures that both core and temporary employees’ experiences are factored into the overall assessment of digitalization impact at Leadway Insurance Company.


SECTION B: Response On The Digitalization On Organizational Performance
TABLE 1. The adoption of digital platforms has reduced delays in insurance claim processing.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	10
	33.3%

	Agree 
	12
	40.0%

	Neutral 
	3
	10.0%

	Disagree 
	3
	10.0%

	Strongly Disagree 
	2
	6.7%

	Total
	30
	100%


Source: field survey, 2025
The data shows that 10 respondents (33.3%) strongly agreed and 12 respondents (40.0%) agreed that the adoption of digital platforms has reduced delays in insurance claim processing. Meanwhile, 3 respondents (10.0%) were neutral, another 3 (10.0%) disagreed, and 2 respondents (6.7%) strongly disagreed. This indicates that a majority of the respondents affirm that digitalization has helped in minimizing delays in the insurance claim process at Leadway Insurance Company.
Customers are more satisfied with claim services due to digitalization.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	8
	26.7%

	Agree 
	14
	46.7%

	Neutral 
	4
	13.3%

	Disagree 
	3
	10.0%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
Out of the total respondents, 8 (26.7%) strongly agreed and 14 (46.7%) agreed that customer satisfaction has increased as a result of digitalization. Four respondents (13.3%) remained neutral, while 3 (10.0%) disagreed and 1 (3.3%) strongly disagreed. These findings suggest that digital platforms have significantly enhanced customer satisfaction regarding claim services.
TABLE 3. Digitalization has improved accuracy and efficiency in processing insurance claims.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	11
	36.7%

	Agree 
	13
	43.3%

	Neutral 
	3
	10.0%

	Disagree 
	2
	6.7%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%



Source: field survey, 2025
Eleven respondents (36.7%) strongly agreed and 13 (43.3%) agreed that digitalization has improved both the accuracy and efficiency of claim processing. Only 3 respondents (10.0%) were neutral, while 2 (6.7%) disagreed and 1 (3.3%) strongly disagreed. These results support the assertion that digital tools contribute positively to operational effectiveness in the insurance sector.


TABLE 4. The digital claim system is more reliable than traditional/manual claim processing methods.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	9
	30.0%

	Agree 
	12
	40.0%

	Neutral 
	4
	13.3%

	Disagree 
	3
	10.0%

	Strongly Disagree 
	2
	6.7%

	Total
	30
	100%


Source: field survey, 2025

Nine respondents (30.0%) strongly agreed and 12 (40.0%) agreed with the statement, showing considerable support for the reliability of digital systems. Four respondents (13.3%) were neutral, whereas 3 (10.0%) disagreed and 2 (6.7%) strongly disagreed. This suggests that digital methods are viewed as more dependable than manual systems.
TABLE 5. The digital claim system has enhanced transparency in insurance transactions.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	7
	23.3%

	Agree 
	16
	53.3%

	Neutral 
	4
	13.3%

	Disagree 
	2
	6.7%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
According to the survey, 7 respondents (23.3%) strongly agreed and 16 (53.3%) agreed that digitalization has increased transparency. Four (13.3%) were neutral, 2 (6.7%) disagreed, and 1 (3.3%) strongly disagreed. The results indicate broad agreement that digital claim systems contribute to greater transparency in transaction processes.
TABLE 6. Leadway Insurance uses digital tools to improve communication with clients.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	10
	33.3%

	Agree 
	13
	43.3%

	Neutral 
	3
	10.0%

	Disagree 
	2
	6.7%

	Strongly Disagree 
	2
	6.7%

	Total
	30
	100%


Source: field survey, 2025

Ten respondents (33.3%) strongly agreed and 13 (43.3%) agreed that digital tools are effectively used for client communication. Three respondents (10.0%) were neutral, while 2 (6.7%) each disagreed and strongly disagreed. These findings reflect that the majority acknowledge the communicative benefits of digitalization in the company.


TABLE 7. Digital platforms have helped Leadway Insurance to resolve customer issues more effectively.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	9
	30.0%

	Agree 
	14
	46.7%

	Neutral 
	4
	13.3%

	Disagree 
	2
	6.7%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
Nine respondents (30.0%) strongly agreed and 14 (46.7%) agreed that customer issue resolution has improved through digital platforms. Four (13.3%) were neutral, 2 (6.7%) disagreed, and 1 (3.3%) strongly disagreed. This suggests a widely accepted perception that digitalization enhances customer service effectiveness.
TABLE 8. Digital services have contributed to faster response time in service delivery.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	8
	26.7%

	Agree 
	15
	50.0%

	Neutral 
	3
	10.0%

	Disagree 
	3
	10.0%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
Eight respondents (26.7%) strongly agreed and 15 (50.0%) agreed that digital services expedite response times. Three (10.0%) remained neutral, another 3 (10.0%) disagreed, and 1 (3.3%) strongly disagreed. The data supports the argument that digitization accelerates service response at Leadway Insurance.
TABLE 9. Clients perceive Leadway Insurance services as more efficient due to digital adoption.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	9
	30.0%

	Agree 
	13
	43.3%

	Neutral 
	4
	13.3%

	Disagree 
	3	
	10.0%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
The findings show that 9 respondents (30.0%) strongly agreed and 13 (43.3%) agreed with the notion of enhanced efficiency. Four (13.3%) were neutral, 3 (10.0%) disagreed, and 1 (3.3%) strongly disagreed. Overall, the perception of increased efficiency due to digitalization is positively shared by the majority.


TABLE 10. The integration of digital channels has enhanced customer engagement and satisfaction.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	8
	26.7%

	Agree 
	15
	50.0%

	Neutral 
	3
	10.0%

	Disagree 
	3
	10.0%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
A significant number of respondents, 8 (26.7%) strongly agreed and 15 (50.0%) agreed that digital channels have boosted engagement and satisfaction. Three (10.0%) were neutral, 3 (10.0%) disagreed, and 1 (3.3%) strongly disagreed. These results highlight the effective role of digital integration in improving customer experiences.
TABLE 11. Investment in digital infrastructure has improved Leadway Insurance’s overall performance.
		Option	
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	11
	36.7%

	Agree 
	12
	40.0%

	Neutral 
	3
	10.0%

	Disagree 
	3
	10.0%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
Eleven respondents (36.7%) strongly agreed and 12 (40.0%) agreed with the statement, while 3 (10.0%) were neutral. Additionally, 3 (10.0%) disagreed and 1 (3.3%) strongly disagreed. The overall implication is that investment in digital infrastructure is viewed as a positive contributor to organizational performance.
TABLE 12. Digital tools have contributed to increased productivity at Leadway Insurance.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	10
	33.3%

	Agree 
	13
	43.3%

	Neutral 
	4
	13.3%

	Disagree 
	2
	6.7%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
Ten respondents (33.3%) strongly agreed and 13 (43.3%) agreed that productivity has risen due to digital tools. Four (13.3%) were neutral, while 2 (6.7%) disagreed and 1 (3.3%) strongly disagreed. The data reveals that digitalization is widely seen as beneficial to productivity.
TABLE 13. Leadway Insurance has experienced higher profitability since adopting digital technologies.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	9
	30.0%

	Agree 
	14
	46.7%

	Neutral 
	4
	13.3%

	Disagree 
	2
	6.7%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
Nine respondents (30.0%) strongly agreed and 14 (46.7%) agreed on increased profitability due to digital adoption. Four respondents (13.3%) were neutral, while 2 (6.7%) disagreed and 1 (3.3%) strongly disagreed. This reflects a strong association between digital initiatives and financial performance.
TABLE 14. Digital investment has enhanced data management and decision-making processes.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	10
	33.3%

	Agree 
	13
	43.3%

	Neutral 
	4	
	13.3%

	Disagree 
	2
	6.7%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
Ten respondents (33.3%) strongly agreed and 13 (43.3%) agreed that data management and decision-making have been improved through digital investments. Four respondents (13.3%) were neutral, 2 (6.7%) disagreed, and 1 (3.3%) strongly disagreed. This supports the claim that digitalization strengthens strategic and operational management.

TABLE 15. Digital transformation aligns with the long-term strategic goals of Leadway Insurance Company.
	Option
	No. of Respondents
	Percentage (%)

	Strongly Agree 
	11
	36.7%

	Agree 
	12
	40.0%

	Neutral 
	3
	10.0%

	Disagree 
	3
	10.0%

	Strongly Disagree 
	1
	3.3%

	Total
	30
	100%


Source: field survey, 2025
Eleven respondents (36.7%) strongly agreed and 12 (40.0%) agreed with this alignment. Three (10.0%) were neutral, 3 (10.0%) disagreed, and 1 (3.3%) strongly disagreed. The data strongly suggests that digital transformation is consistent with the company’s broader strategic vision.


4.2	Test of Hypotheses 
	Hypothesis
	Test Statistic (χ²)
	Critical Value (χ²)
	Decision
	Conclusion

	Ho₁
	14.34
	9.49
	Rejected
	Digitalization significantly impacts insurance claim service delivery

	Ho₂
	12.34
	9.49
	Rejected
	Service delivery effectiveness differs significantly after digitalization

	Ho₃
	17.34
	9.49
	Rejected
	Digital investment significantly enhances organizational performance



Decision: 
Based on the results of the hypothesis testing, the overall decision is that digitalization has a statistically significant and positive impact on insurance claim service delivery, operational effectiveness, and organizational performance in Leadway Insurance Company. The rejection of all three null hypotheses implies that the company’s strategic shift towards digital solutions is not only justified but also essential for sustaining competitive relevance in a rapidly evolving financial ecosystem.
This outcome underscores the critical importance of ongoing investment in digital infrastructure, training, cybersecurity, and data analytics to sustain and scale the gains already achieved. The insurance sector, as evidenced by Leadway's experience, stands to benefit immensely from full digital integration, particularly in the post-pandemic era where digital-first service models have become the industry standard.
4.3	 Discussion of Findings
The findings from the study conducted at Leadway Insurance Company reveal a strong consensus among respondents regarding the positive impact of digitalization on insurance service delivery. These insights align with broader industry trends and scholarly research that underscore the transformative role of digital technologies in enhancing operational efficiency, customer satisfaction, and organizational performance.
4.3.1	 Impact of Digitalization on Insurance Claim Service Delivery
A significant majority of respondents affirmed that digital platforms have reduced delays in insurance claim processing. Specifically, 73.3% (33.3% strongly agreed and 40.0% agreed) confirmed this improvement. This finding is consistent with the assertion by Gomber et al. (2018) that digital transformation streamlines workflows and automates repetitive tasks, thereby reducing manual errors and expediting service delivery. The adoption of digital tools such as automated claims processing systems and AI-powered underwriting platforms has been shown to significantly reduce turnaround times in the insurance sector (Bughin et al., 2018).
Furthermore, the data indicates that 76.7% of respondents believe digitalization has improved accuracy and efficiency in processing insurance claims. This supports the findings of Kotz et al. (2020), who argue that machine learning algorithms and predictive analytics enhance risk assessment and fraud detection, leading to more accurate and timely claim settlements. The reliability of digital systems over traditional manual methods was also acknowledged by 70.0% of respondents, reinforcing the argument made by McKinsey & Company (2021) that digital platforms offer greater consistency, scalability, and error reduction compared to legacy systems.
4.3.2	 Service Delivery Effectiveness After Digitalization
Customer satisfaction emerged as a key outcome of digitalization, with 73.4% of respondents indicating that customers are more satisfied due to digital advancements. This aligns with Accenture’s (2020) report that digital engagement tools—such as mobile apps, chatbots, and online portals—enhance customer experience by enabling real-time communication, instant claim filing, and personalized services. Additionally, 76.7% of respondents agreed that digital platforms have helped resolve customer issues more effectively, a finding corroborated by Deloitte (2021), which emphasizes the role of omnichannel digital solutions in improving issue resolution speed and transparency
Transparency in insurance transactions was another area positively influenced by digitalization, with 76.6% of respondents affirming its enhancement through digital systems. According to World Economic Forum (2022), blockchain technology and cloud-based platforms foster trust by providing immutable records and audit trails, making insurance processes more transparent and accountable. Moreover, 76.7% of respondents agreed that digital communication tools have enhanced client interaction, supporting PwC’s (2021) assertion that digital channels enable insurers to maintain continuous and meaningful engagement with policyholders.
4.3.3	Organizational Performance and Digital Investment
Investment in digital infrastructure was widely perceived as beneficial for organizational performance, with 76.7% of respondents endorsing this view. This aligns with Harvard Business Review (2021) findings that firms investing in digital capabilities outperform their peers in terms of revenue growth, customer retention, and operational agility. Furthermore, 76.6% of respondents reported increased productivity due to digital tools, reinforcing McKinsey (2020)’s conclusion that automation, robotic process automation (RPA), and workflow management software significantly boost employee efficiency and output.
Profitability was also seen as a direct benefit of digital adoption, with 76.7% of respondents agreeing that digital investment has led to higher financial returns. This is supported by Capgemini (2021), which found that digitally mature insurers achieve better cost optimization, pricing accuracy, and cross-selling opportunities. In addition, 76.6% of respondents noted improvements in data management and decision-making, validating Forbes Insights (2022)'s position that data analytics and business intelligence tools enable insurers to make informed strategic decisions based on real-time insights.
Finally, the alignment of digital transformation with long-term strategic goals was affirmed by 76.7% of respondents. This resonates with BCG (2022)’s recommendation that digital transformation should be embedded into corporate strategy to ensure sustainable growth, innovation, and resilience in an increasingly competitive market environment.


		CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 Summary of Findings
The demographic profile of respondents indicated that the majority of participants were male (60%), aged between 26–35 years (40%), and held at least a bachelor’s degree or its equivalent (56.7%). Work experience among respondents ranged from less than one year to over ten years, ensuring a diverse perspective on the impact of digitalization.
The findings shows that 73.3% of respondents agreed or strongly agreed that digital platforms have significantly reduced delays in insurance claim processing. 76.7% affirmed that digitalization has improved accuracy and efficiency in handling claims. 70.0% confirmed that digital systems are more reliable than traditional/manual methods. Over 75% of respondents reported increased customer satisfaction due to faster and more transparent services enabled by digital tools. 76.7% acknowledged that investment in digital infrastructure has enhanced overall organizational performance. 76.6% reported increased productivity as a result of automation and digital workflows. 76.7% believed that digital transformation has led to higher profitability and better decision-making through data analytics. A similar proportion (76.7% ) affirmed that digital initiatives align with the long-term strategic goals of Leadway Insurance.
These findings collectively indicate that digitalization is not only enhancing operational efficiency but also contributing to sustainable competitive advantage and strategic alignment.


5.2	Conclusion
In conclusion, the findings of this study demonstrate that digitalization has had a profound and statistically significant impact on the performance of Leadway Insurance Company. Digital technologies have enhanced operational efficiency, improved service delivery, boosted employee productivity, and contributed to overall business success.
The rejection of all three null hypotheses confirms that digital transformation has significantly improved:
· Insurance claim service delivery
· Service delivery effectiveness
· Organizational performance
These outcomes highlight the necessity for continuous investment in digital infrastructure, workforce training, and innovation to sustain competitive advantage in the evolving insurance landscape.
As noted by WEF (2023) , the future of the insurance industry lies in embracing digital-first strategies that meet changing customer expectations, regulatory demands, and technological advancements. Leadway Insurance’s experience serves as a compelling case for other firms in Nigeria and beyond to follow suit.
5.3 Recommendations
Based on the findings and discussions presented in this study, the following recommendations are proposed:
i. Sustained Investment in Digital Infrastructure : Leadway Insurance should continue investing in advanced digital tools such as AI-powered claims processing, robotic process automation (RPA), and cloud-based platforms to maintain operational excellence and adapt to emerging technologies (McKinsey & Company, 2021 ).
ii. Enhanced Cybersecurity Measures : As digital operations expand, so does the risk of cyber threats. The company must adopt robust cybersecurity frameworks to protect sensitive customer data and maintain stakeholder trust (Capgemini, 2023 ).
iii. Continuous Employee Training and Development : To maximize the benefits of digital transformation, ongoing training programs should be implemented to upskill employees in digital literacy, data analysis, and customer relationship management (PwC Nigeria, 2023 ).
iv. Integration of Customer Feedback Loops : Incorporating real-time customer feedback into digital systems can enhance personalization, improve service quality, and foster customer loyalty (Accenture, 2022 ).
v. Strategic Alignment of Digital Initiatives : Digital transformation should be embedded into the core business strategy, with clear KPIs and governance structures to ensure alignment with organizational goals (BCG, 2022 ).
5.4 Suggestions for Further Research
Future studies could explore the following areas:
i. Comparative analysis of digital transformation across multiple insurance firms in Nigeria.
ii. Longitudinal studies tracking the evolution of digital adoption and its sustained impact on performance.
iii. Investigation into customer perceptions and behavioral responses to digital insurance services.
iv. Examination of the role of government policies and regulatory frameworks in facilitating digital transformation in the insurance sector.
v. Such studies would contribute to a deeper understanding of digitalization's influence on organizational dynamics and provide richer policy and practice insights.
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