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Abstract

This article’s goal is to describe the purchase decision process in the individual life insurance with
savings category in Colombia. To this end, the attitudinal and behavioural characteristics of a sample
of consumers that own life insurance policies with savings were identified. Given the objective of this
report and its temporary scope, the design is of a hon-experimental cross-sectional cut. The execution
of the methodological strategy required qualitative instruments, and thus, its design was exploratory.
Among the main results, it was found that the participants show a tendency to procrastinate, that the
purchasing process has a high degree of complexity and that there are four associated factors:
situational factors, individual factors, social factors and insurance company marketing activities

factors.
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1. INTRODUCTION

Life insurance has become a product of increasing
importance to the financial market because it provides
an array of financial services to consumers and is also
an important source of investments in the capital
markets [1].

The insurance market plays at least two important roles

in stimulating economic growth. First, it operates
through a mechanism of risk transfer and
compensation. Second, the insurance market

influences economic performance although through
different channels. However, there are few studies on
the role of the insurance market in the economic growth
process [1].

Globally, the insurance sector faced a dire economic
situation in 2011, as advanced markets contracted
2.3%, mainly in Western Europe, while the United
States posted moderate growth of 2.9%. Japan and
Asian countries grew 4.4%. In emerging markets,
insurance premiums increased in most cases; overall,
however, the outcome was negative due to the strong
drop in Chinese and Indian insurance premiums as a
consequence of normative changes that disallowed

certain distribution channels [2]. Life insurance
premiums diminished by 2.7%, as historically low
interest rates and expensive natural catastrophes
affected the overall results of insurance companies [2].
Market penetration of life insurance as a product
reached 2.8% on average in Latin America, while
slightly lower in Colombia at 2.3%. As for the density
indicator, life insurance purchase by region is estimated
to have reached US$261 against only US$163 in
Colombia. In the more advanced countries due to their
higher income, insurance purchase per capita is near
US$2,000 in Europe and above US$3,500 in North
America [3].

In 2011, Latin America was the region with the highest
growth (10%), but its participation in world insurance
premiums remained at a low 3%. However, it has been
increasing at a slow albeit steady rate since the
beginning of this decade [3].

The country with the highest participation in the Latin
American and Caribbean insurance market in regard to
the level of insurance premiums is Brazil with 50.75%.
Over half of the insurance market is in this region,
followed by Mexico with 14.41%, Argentina with 8.33%
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and Venezuela with 7%. Colombia is in sixth place with
4.9% [2].

The Colombian insurance industry, moreover,
possesses a low level of penetration and is small
compared with the other countries in the region. It has a
penetration rate of 2.6% of GDP, lower than the Latin
American average (3.1%) and than countries such as
Chile (4.7%), Venezuela (4%) and Brazil (3.9%) [4].
The structure of the Colombian insurance market in
regards to insurance premium distribution by sector as
of 2014 is concentrated mainly in labor risk (25%),
general life insurance (17%) and cars (12%) [5]. Within
the life insurance sector’s 17%, individual insurance has
a share of 10%. However, in the last 5 years, the
percentage of Colombians who are aware of life
insurance and use it as a savings and financial home
protection system has increased by 13% [6].

The penetration of individual life insurance with savings
is dependent on income and the financial knowledge of
households regarding the importance of protecting the
family [6]. Due to a lack of sufficient income, 33% of
urban households would fall into poverty if faced with an
event that affected their income. A total of 300,000
households fell into debt or spent their savings due to
an unexpected situation, and 54,000 fell behind on
tuition payments or even fell into absenteeism [7].
Likewise, Nufiez and Espinosa [8] estimated that 39%
of Colombian households, while not poor, if faced with
an income-affecting event, would fall into poverty.

By the end of 2015, Colombia had approximately 1.5
million individual life risks insured (7.1% growth over
2014), of which approximately 470,000 corresponded to
so-called long-term or traditional products [6].

An individual can use a life insurance policy to fulfill a
future goal. However, it will derive from income from a
job, pension, lifelong rents or social security. Here, the
inheritance the individual wishes to transmit to his heirs
is taken into account, which is separated from any
wealth related to the above-mentioned income, leading
to an optimum strategy in the purchase of life insurance
with savings and maximizing the probability of reaching
said goal [9]. Although consumer behavior has been
analyzed for over 50 years in the financial services
sector [10], [11], [12], [13], attention to the
characteristics of insurance consumer behavior has
been rather limited. In these studies, a common interest
can be found in the analysis of consumer demand
without taking into account the behavior of the
consumer, as shown by research conducted by
Kunreuther and Pauly [14], who studied the anomalies
in insurance consumer demand.

On the other hand, there is a stream of studies focused
on how firms can successfully include their clients in
innovation processes at the level of both tangible
products and services. In this sense, it is assumed that
the customer is at the center of the process of
developing a new product, for which it is essential to
understand their expectations and requirements.
However, the company must carefully design the
process through which the client will be included in the
development of the new products, something that if
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achieved is associated with greater chances of success
in the market. [15].
One of the most effective ways to achieve this link
between the consumer and the company is through co-
creation, which starts from the principle that the best
possibilities for innovation are hardly found by resorting
solely to the company's internal resources. That is,
when the consumer experience begins to be taken into
account as a central element in value creation and
innovation [16]-[18]. In this new context, the most
important actor or stakeholder for an organization
becomes the consumer, in particular those who show a
favorable attitude for the evaluation of their own
experience and decide to contribute ideas within a
product improvement process. These consumers are
known as prosumers, by the combination of the terms
"consumer" and "producer" and are characterized by
helping to create value not only for them but for all other
consumers. [19]. It is relevant then, to inquire into
consumers of life insurance with savings about how
their purchase process occurs and what kind of
experiences and factors influence their decision
making.

Based on the previous considerations and given that

there are no tools that enable us to analyze the

purchase decision process for this type of service in the
related literature, this study poses the following
question: What characterizes the purchase decision
process in the individual life insurance with savings
category for men and women of socioeconomic levels

4,5 and 6 in the city of Bogota?

The main goal of this study is thus to describe the

purchase decision process in the individual life

insurance with savings category in Colombia. This
study was oriented on the basis of the following specific
objectives:

e Identify the attributes relevant to the consumer
associated with the intent of purchase in the
individual life insurance with savings category.

e Explore the possible relationship between the
various Vvariables associated with the purchase
decision process in the individual life insurance with
savings category.

e Describe the attitudinal and behavioral
characteristics of consumers in the purchase
decision process in the individual life insurance with
savings category.

e Analyze if there are differences in the purchase
decision process in the individual life insurance with
savings category related to a set of demographic
variables.

2. LITERATURE REVIEW

Although there have been a number of advances in the
identification of factors influencing the decision-making
of insurance consumers, particularly with regard to life
solutions [20], [21], [22], these studies have focused on
the influence of socioeconomic, demographic [21], [22],
and consumer satisfaction factors that lead to a higher
or lower probability of purchase decision. Additionally,
several of these studies were conducted with
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populations not representative of the insurance market
[23]. How a consumer selects an insurance alternative
has thus not been identified, nor has it been determined
which are the attributes that are considered at the
moment of evaluating different alternatives or how
consumers select among them with regard to their
intent to purchase [23].

In this respect, there are approaches from other areas
to the study of products of different categories for which
the consumer decision process is complex. For
example, in Liu and Chen, the key factors that influence
the adoption behavior of the users of an intelligent
medical terminal were evaluated, finding the presence
of five dimensions and ten criteria as part of the
decision process, among which the environmental and
safety dimensions are remarkable [24]. Another trend in
the literature has focused on processes within
companies, from approaches such as evolutionary
economics, according to which, each organization
develops its own genome, known as routine. It consists
of the whole of strategies for the development of new
products, innovation, the way of doing business and
human resources management policies, which
consolidate over time and make each company different
from the others in these aspects. Specifically, Yoon,
Jung, Lee, Kim and Kim studied the innovation
strategies applied by various manufacturing firms in the
smartphone category, finding interestingly that a
company's market share tends to increase when there
is an improvement in the current characteristics of these
devices instead of adding new features [25]. That is, the
firms that apply imitation or incremental innovation are
the ones that have the greatest dominance in this
market.

Whereas, social learning theory, also known as
cognitive stimulus theory, claims that people learn what
to do from the behavior of others and that there is a
tendency to learn from people who are significant to the
individual, to whom these are role models. The
individual thus seeks to reflect their behavior [26].

Prior studies of consumer behavior have analyzed
several theories, among them the prospective theory,
which is considered the best possible description of
how people assess risk and make decisions in
conditions of uncertainty and is an important tool in
analyzing the decision-making of consumers with
regard to insurance [27]. Thus, the cognitive models
that intervene in the purchase process are important.
Although the implications of prospective theory for
insurance purchase are not fully clear, cognitive biases
hinder rational decision-making. Understanding how
these biases influence decision-making could help
insurance companies to improve their products and the
consumer’s purchasing experience [27]. Several of the
key cognitive biases related to insurance purchases are
analyzed below.

2.1. Biases, procrastination and current state
Often people postpone making difficult decisions

because they involve unpleasant debates and/or
thoughts. Procrastination can also be related to the fear
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of loss in that people sometimes delay decision-making
to avoid emotional stress and the responsibility involved
in making a wrong choice. Procrastination is, in fact, an
important obstacle to the purchase of an insurance
policy. It is a consequence of the fact that the consumer
does not completely understand the purchasing
process, that it implies many difficult tasks and that it
requires considerable knowledge. Often the purchasing
process is long, particularly when it involves a medical
subscription, as is the case in the purchase of individual
life insurance with savings when the individual’s health
is not optimal for the purchase of life insurance [27].
Perceived risks are relevant in the case of complex and
new purchases, where these may arise from many
sources and affect the purchase decision and the
relationship with clients [28]. There are five risks
associated with  purchases: performance risk,
psychological risk, financial risk, time loss risk, and
physical risk [29].

2.2. Inconsistent preferences through time

In  experimental research, people often reveal
preferences that are not consistent through time. When
asked “Would you rather have a dollar today or three
dollars tomorrow?” or “Would you rather have a dollar in
a year or three dollars in a year and a day?,” among
offers, a sizable portion of people prefer the lower
amount today, but they will in turn wait another day in a
year to receive the greater amount. In short, people
apply a “hyperbolic discount” of sorts, in which the
perceived value drops quickly for short delays and
slowly for longer delays [27]. Risk aversion is an
attribute most people have and is widely recognized
within the field of aversion to loss, which, while
sounding like risk aversion, is in reality a type of
complex behavior whereby people express both risk
aversion and the risk of the search behavior. Risk
aversion is not only the wish to reduce risk; it involves a
total abhorrence of loss.

The insurance consumer’s behavior is substantially
influenced by several factors [30], such as:

1. Factors associated with insurance companies’
marketing activities: among which we can mention the
impact of the marketing policy of insurance companies,
product characteristics and distribution of insurance
services, activities related to paid premiums and the
payment options offered, activities related to sales staff
influence, coverage provided, forms of payment and
distribution channels.

2. Individual factors: age, gender, life stage,
employment, financial situation, education level and
attitudes.

3. Social factors: natural, demographic, economic,
legislative and technological factors related to the
socioeconomic characteristics of consumers, the
culture, social class, beliefs, reference group and
family.

4. Situational factors: towards the product and the
decision-making process prior to the purchase of the
insurance policy, during the acquisition of the policy and
after the acquisition of the policy.
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It has also been found in studies in very different
product categories, external conditions that influence
consumer decision making. A research conducted in
China investigated consumers of the Volkswagen brand
for their responses to the information on the risk of
using certain models of vehicles and their behavioral
intentions regarding the brand, just after the outbreak of
a media crisis from cases of critical failures of some
vehicles that led to the occurrence of serious traffic
accidents. The results showed that prior knowledge of
the product that customers have plays an important role
in how they responded to the crisis. Those who had
more knowledge, perceived a lower risk against
continuing to use the vehicle, as long as they had
access to as much information as possible about the
technical failures identified. This was in turn associated
with a greater intention to search and process
information as well as a positive behavioral intention
towards the firm. [31].

2.3. Consumer decision-making process

Consumer behavior is defined as the behavior shown
by consumers as they seek, buy, use, evaluate and
discard the products and services that they consider
satisfy their needs [32]. Consumer behavior as
described by Shiffman is focused on the way individuals
make decisions to spend or invest their resources, time,
money and effort in articles related to consumption.
This includes what they purchase, why they purchase it,
when they purchase it, where they purchase it, how
often they purchase it, when they use it and how they
evaluate and perceive it afterwards.

To understand the behavior of consumers in the context
of the service industry, a causal matrix has been
developed that is based on the work of the following
authors: Dweyr, Schurr and Oh [33] and Emerson [34],
whose focus is the “ideal worker type” methodology.
Huber [20] sought to characterize phenomena in large
groups and to identify the most significant traits of social
life that facilitate the construction of hypotheses
regarding reality. This is consistent with the work of
[35], who described attitudes and results that motivate
the behavior of consumers.

With respect to the interactions of consumer-buyers, it
is possible to identify two main factors that motivate and
determine the purchase decision: participation
(involvement) and uncertainty (trust) with respect to the
purchase. When analyzing these factors, it is possible
to construct one of the two dimensions of the consumer
behavior matrix that offers increased knowledge
regarding consumer interaction (see Figure 1).

This matrix describes the purchase or hiring of available
alternatives for consumers. By structuring their
interactions in terms of product and service
acquisitions, each quadrant represents a different
combination of participation and  uncertainty,
determined in large part by the perceptions of risk and
influenced by the complexity of the acquired product
and the safety of the result associated with this product
[36].
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The advantage of the consumer behavior matrix is that
it is considered an approach that leads to a deeper
understanding of the consumer’s purchases and the
behavior of the individuals at the time of purchase [36].

2.4. Forms of consumer behavior
The model describes four ideal types of consumer

behavior:

THE CONSUMER

RATIONAL PASSIVE RATIONAL ACTIVE

Consumer

Trust

NON PURCHASING RATIONAL DEPENDANT

Participation

Figure 1.
Source: Authors’ elaboration based on Shostack [36]

2.4.1. Rational Passive

In this quadrant, consumers are characterized by low
levels of engagement with the insurance company,
although they are fully aware of the characteristics of
the products. Given their low participation levels and
limited perception of uncertainty, these consumers can
be described as “passive” in that they will have
repetitive interactions without actively seeking other
options or alternatives.

2.4.2. Rational Active

The participation and the contact of the consumers in
terms of the dimensions of the control process are high
and so is their trust in terms of the complexity of the
product and the certainty of the result.

These are consumers with the capacity and inclination
to act, who carefully consider their purchase decisions
in all environments.

2.4.3. Rational Dependent

In this quadrant consumers are highly involved, but they
lack control due to the product’s complexity and the
uncertainty of the final result, which reduces trust.
These consumers will request advice and help from
third parties.

2.4.4. Non Purchasing

This quadrant describes consumers with no
engagement with the product or service and who do not
have the skill or trust necessary to have initial purchase
intent.
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Individuals who leave great sums of money deposited
instead of buying financial services that could generate
greater yields are an example of this behavior.
Consumer behavior highlights the importance of
performing a study to define which factors are
associated with the purchase decision process in the
individual life insurance with savings category for men
and women over 25 with a socioeconomic level of 4, 5
or 6 in the city of Bogota [37].

3. METHODOLOGICAL STRATEGY

Based on the reviewed literature from which this study’s
question arose, a pragmatic approach appeared
necessary. Given that the objective of this work and its
temporary scope was of a non-experimental cross-
sectional cut, the execution of the methodological
strategy required a qualitative instrument, and thus, its
design was exploratory [38]. From the data analysis
perspective, an inductive exercise was assumed,
considering the grounded theory as an appropriate
research strategy to describe ontologically - or from its
nature - a phenomenon such as the purchase decision.
[39]. Below, several relevant aspects of this study are
described, including participants, data collection and
data analysis.

3.1. Participants

The approach to participants followed the suggestions
indicated in [40], in which it is understood that
qualitative research does not intend to correlate
variables, but to verify the fulfilment of inclusion,
exclusion and elimination criteria in the participants and
to achieve a deep description of them from information-
rich cases [41].

Each phase included ten participants. In phase 1, the
data collection instrument was approved. In phase 2,
the instrument was applied to each participant in depth.
The instrument was composed of open questions. For
clarity, it should be mentioned that individuals who do
not purchase insurance policies were not taken into
account in this study.

The sampling technique applied in each phase was as
follows:

Phase 1: A non-probabilistic convenience sampling was
performed for the approval of the instrument with open
questions on both men and women over 18 from social
classes 4, 5 and 6. As mentioned above, life insurance
comprises 17% of premiums in the insurance sector, of
which the individual life category has a 10% share.
However, only 4% of these 10% correspond to
individual life. It was for this reason that the sample was
taken from these social classes [6].

Phase 2: In this phase of the study, the sample was
selected via non-probabilistic convenience sampling,
selecting 10 insured individuals with an individual life
with savings policy with the following condition: 50%
men and 50% women. Below is a table that
summarizes the demographic characteristics of the
participants:

Participant | Age | Gender
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Participant Age Gender
Interviewee 1 50 Male
Interviewee 2 45 Male
Interviewee 3 46 Male
Interviewee 4 53 Male
Interviewee 5 27 Female
Interviewee 6 30 Female
Interviewee 7 55 Male
Interviewee 8 45 Female
Interviewee 9 58 Female
Interviewee 10 55 Female

3.2. Data collection and analysis

In-depth interviews were conducted to collect personal
experiences through open questions. The interviews
followed a common guideline that focused on the
subjects that required exploration. First, participants
were presented with an informed consent requesting
authorization to record the interview and process the
information.

Secondly, following the structure recommended in the
previous literature on the subject [42], [43], the
background of the interviewee, the main themes for the
inquiry, as well as the perceptions, attitudes and
behaviors of the interviewees were reviewed.
Therefore, after a brief introduction of the interview
process, the conversation started with a general
question about a typical day in the life of the
interviewee, and from there, different topics — main
themes — were explored according to previous
literature, [30], such as individual aspects, marketing
factors, social aspects, situational aspects, decision and
purchase. The interview guide appears in Appendix 1.
Although the literature recommends having at least 30
minutes per in-depth interview to be considered as such
[42], the average duration of the interviews was 75
minutes, since the purpose of the research was to
recognize and build the characterization of the
phenomenon in depth.

Thus, with each interview we looked for what [40]
describes as a process theory that accounts for the
events and processes that connect them, an approach
that involves the understanding and analysis of the
processes of which some events influence or lead to
others, same procedure that is recommended for “local
analysis of particular individuals, events, or settings
than on establishing general conclusions” [44, p. 38]. In
this way, it was possible to approach interview to
interview until reaching the saturation level in questions
such as: why, how, to what extent and under what
conditions. These aspects were described with the
aforementioned participants, especially when the
sampling strategy was sampling to address initial
research questions [45], valid in the analysis exercise,
typical of the grounded theory.

With the purpose of analyzing the information, the
interviews were transcribed literally and the procedure
to analyze them contemplated the open, axial and
selective coding that is recommended in the grounded
theory. [46].
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4. RESULTS

Four family codes or theme areas characterizing the
decision-making process were identified: situational

Gonzélez et al.

factors, individual factors, insurance company
marketing activities factors and social factors. Each
family code has sub-codes that are grouped on the

basis of similarities in meaning and sub-relation to the
thematic area. The relationship between the codes is
visually summarized and represented by red arrows in
the figure below as well as in spontaneous quotes from
the interviewees.

LIFE INSURANCE '\*7/ PURCHASE DECISION \* """"""" 7’ ITUATIONAL FACT
MEANINGS 5 PROCESS SITEATION = OR§
{82-5} {\ {25-6}
I\ 2 N\

N

AN ‘ CONSUMER TYPE j
. {0-4}

Is associated with

/TN

FACTORS RELATED TO

THE MARKETING ACTIVITIES S
OF INSURANCE COMPANIES \

Is part of

{37-4}

N7 \7

\/

SOCIAL FACTORS £
{20-4} A

Is part of

%,
[ INDIVIDUAL FACTORS j
{86-10}

Figure 2. Summary of the networks between the codes that are found in the family.

Source: Authors’ elaboration based on the cross-sectional non-experimental interviews.

The results show that the purchase decision of a
consumer in the individual life insurance with savings
category is determined by four types of factors:
situational factors, individual factors, social factors and
insurance company marketing activities factors.

Inside this family, consumer behaviors that lead to the
identification of possible consumer types were found:
rational active, rational passive and rational dependent,
which agrees with the proposition of Shostack [36].
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[ CONSUMER TYPE J
{0-4}

1

Is part of

Is part of

( INDIVIDUAL FACTORS j
{86-10}

-
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K {0-6}

AN N
\ \
& \
\
\
\
\
\

Is part of

Is part of

( RATIONAL PASSIVE
{0-9}

RATIONAL DEPENDENT j
{0-8}

Figure 3. Summary of the networks between codes that are found in the Consumer Type Family.

Source: Authors’ elaboration based on the cross-sectional non-experimental interviews.

The study proves that, as stated by Shostack [36], there
are in fact several types of consumers, each with their
own influences and interests present at any stage of the
decision-making process. A concrete example of a
rational active customer can be observed in the case of
the interviewee N 5:

“The perception most people have is that
money is lost, is to throw a bunch of money away. |
recover the money | paid, I'm protected and | recover
the money | paid, and if a have to retire early, | get most
of the money | paid back, they take away a bit of it and
that is to pay the protection they gave me, uhhh, that

means that it's good for me. Moreover, that money | pay
has a yield; it’s like an investment fund. Third, it allows
me to think about objectives, of survival, as | told you,
not just in death”. (Woman, Age: 27).

And interviewee N 3: “l finish paying for insurance, and
when | do, they return all the premium I've paid and |
get a yield, then | have a real growth of the money I
paid, and | was protected for free; that’s the best thing
that can happen to you, all for free hahaha”. (Man, Age:
46).
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CONCERNS ..
““)‘l'tl}ftd (for actions based on what ‘1.\\5(\):.115:6
w . .
RATIONAL DEPENDENT | & happens to third parties) > | LIFESTYLE
{0-8} {25-6} . {56-6}
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\
\\
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Is associated with
FAMILY STRUCTURE Is associated with NEED TO FEEL SAFE J
{55-6} {88-5}
PRODUCT
UNCERTAIN EVENTS
et A CHARACTERISTICS
IMMEDIATE NUCLEUS

{29-4}

Figure 4. Summary of the networks between the codes that are in the concerns code (for actions based on what

happens to third parties).

Source: Authors’ elaboration based on the cross-sectional non-experimental interviews.

Consumer perception at the decision-making moment is
in many cases influenced by their social environment
and individual factors, as can be seen in the case of
interviewee N 4:

“Have you ever lived situations of a relative or
acquaintance that have led you to buy insurance?

Answer: yes, my dad was murdered when | was 10
years old, being the eldest of my 3 brothers”.

“Suddenly a friend spoke to me and said: Brother, be
careful, you never know, take a small one”. (Man, Age:
53)
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Figure 5. Summary of the networks between the codes that are in the life insurance definitions family.

Source: Authors’ elaboration based on the cross-sectional non-experimental interviews.

The study reveals that the decision to purchase life
insurance with savings shows the financial vulnerability
of the household or the household’s sensitivity to the
loss of income as a result of the death or disability of
the head of household.

It was found to be a common factor among the
participants that at a certain point in the purchase
decision process, they engaged in procrastination. They
considered the decision to acquire life insurance as a
complex task first due to the amount of information
available and second because they have other financial
obligations. This can be seen in the response of the
interviewee N 1:

“We always live in uncertainty; you leave the

house not knowing if you'll come back, so you don’t
have to think that buying groceries is all there is.
Responding is providing a life plan that must be
sustainable even if I'm not there; so, to me it's what
must be, responsibility”. (Man, Age: 50).
And interviewee N 3: “This society does not know
where it's headed, economically speaking, nor in the
family nor anywhere else. If | make money, | have to
protect that source of income; | can’t ask for income
redistribution if ’'m not capable of protecting my own
family’s income, as this would be an unviable society,
hahahaha”. (Man, Age: 46).
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{11-3}
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b
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Figure 6. Summary of the networks between the codes that are found in the price sub-code

Source: Authors’ elaboration based on the cross-sectional non-experimental interviews.

Consumers recognize the importance of individual life
insurance with savings, which is why they acquire this
product. Additionally, Fasecolda [6] confirms that life
insurance is considered cheap when compared to the
benefits it provides based on his research. This is
clearly expressed in the response of the interviewee N
9:

“At the beginning, it was the cost to benefit ratio; so,
what good is it for me, and how will | benefit? | mean, at

the beginning, as | was telling you, the benefit | sought
was to protect my family, then | wanted to see if | truly
got that benefit, uhm, and how much would it cost. It
was the cost to benefit ratio; after that, the benefit
slowly became more important than the cost, so | kept it
until the program expired”. (Woman, Age: 58)
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Is FACTORS RELATED TO
CHARACTERISTICS ﬂSS(’?"f‘l“‘d INSURANCE COMPANIES’
OF AN e = MARKETING ACTIVITIES
INSURANCE ADVISOR (31-4)
{61-2}
Is associated with Is associated with
Is part of
RATIONAL DEPENDENT INDIVIDUAL FACTORS
{0-8} {86-10}
REPUTATION
AND TRUST OF THE
INSURANCE COMPANY

{20-4}

Figure 7. Summary of the networks between the codes that are found in the marketing sub-code

Source: Authors’ elaboration based on the cross-sectional non-experimental interviews.

It was found that several of the interviewees presented Based on the interviews, the purchase decision process
favorable experiences of the purchasing process, which  was established, including several influential factors, as
influenced the repurchase process. The remainder, shown in figure 8.

although their insurance had not expired yet, claimed

that they would renew the product.

IJIEM



280

Gonzélez et al.
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Figure 8. Decision-making process for the purchase of life insurance

Source: Authors’ elaboration based on the cross-sectional non-experimental interviews.

Before arriving at the purchasing process, there are
important external conditions that lead an individual to a
purchase decision process. Variables such as age,
gender, socioeconomic level, environment or place of
residence, place of living, family and income determine
the purchase process. In a number of cases, it is due to
friends or relatives who lead the consumer to inquiry as
a result of the insurance company’s publicity, via mass
media or through an advisor, to determine if the policy
really is a solid investment. Through this commercial
advisor, the client receives information that provides
him the opportunity to compare in the market what
might be the best choice, verify the characteristics of
the product, coverage and prices, analyze the best
option and make the decision, with the accompanying
assurance of being advised by an experienced
insurance counselor with a trustworthy insurance
company. This is where the final decision to acquire the
insurance policy originates.

5. DISCUSSION
This study corroborates the claims of Hou, Cheng and

Yu [1] and Fasecolda [6], stating that insurance
(product significance) and particularly an insurance

policy’s attributes coincide not only as an important
source of investment in the capital markets but also as
a life investment and source of goal achievement for
participants.

It is confirmed that although there have been a number
of advances in the identification of factors that influence
decision-making among insurance  consumers,
particularly in life solutions [20], [21], [22], these have
focused on the influence of demographic factors [22]
and socioeconomic factors [21], [22], but have not taken
into account marketing factors that lead to higher or
lower odds of purchase decision.

Conversely, the study shows that it is a challenge for
insurance companies to generate trust and to transmit
knowledge regarding life insurance to clients, as
suggested by Kasirajan [21]. Organizations must
generate options in the various channels in order to
create awareness of life insurance with savings by their
clients. In this sense, the goal is to generate the need
and show the insured individuals that the company will
support them.

The opportunity to increase contact with potential
clients and provide them sufficient knowledge to
recognize the importance of life insurance arises [6].
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Likewise, at the moment of making the decision to
purchase life insurance with savings, the company is of
vital importance, and although not a main factor, the
decision is influenced by the awareness and coverage
generated by the insurance company.

Future research should evaluate possible factors
impacting the purchase decision, where the process is
reflected in terms of factors and relationships from a
quantitative perspective. Additionally, studies should
design a research model that reflects the service
provided by the insurance company at the moment of
repurchase, to validate what led the customer to make
the repurchase, namely, to assess customer loyalty.
Likewise, future work could focus on one of the
limitations of this study, investigating the differences
between current owners of life insurance with savings
policies and individuals who never owned one,
exploring what could be the motivating and inhibiting
factors for these types of consumers.

Conclusions: There are several theories with regard to
consumer behavior that allow us to understand such
behavior from different perspectives, including social,
cognitive, attitudinal and psychological. All of these
focus on how the consumer acts when exposed to
various stimuli and on the consumer’s disposition to
execute certain behaviors. The demographic variables
associated with the ownership of an insurance policy
are education level, gender, income and marital status.

It was found that the insured interviewees exhibited the
need for an advisor to provide counsel in all issues
related to insurance services, emphasizing that the
advisor must be competent and provide quality service.

It is necessary to simultaneously increase the financial
education of the Colombian people and to strengthen
the practices of insurance companies in demonstrating
the benefits of insurance policies.

All the owners of insurance policies who were
interviewed exhibited a perceptive attitude towards
insurance because to them, it represented a good
investment. Additionally, they highlighted the product’s
attributes, indicating that the aim is not just to obtain
insurance but to be certain that they can save instead of
spending to achieve goals at the individual or family
level. One of the aspects the insured interviewee
considered before making a decision regarding life
insurance with savings was cash flow, to be able to
maintain coverage over time. This means that
consumers take into account an approximate projection
of how much their income should be in order to meet
the quota, thus minimizing the risk of being left without
coverage of the policy for a possible non-payment. This
result has important implications for marketing
managers regarding the empirical approach that can be
given in future research that place potential clients in
different experimental scenarios, controlling variables
that are significant in such projection of the cash flow by
customers. This information will improve the advisory
process by the companies sales teams, a factor that
also proved to be important in this research.

On the other hand, the study shows that the process of
purchasing a life insurance with savings policy is the
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same for both genders, as there was no perceivable
difference between them. The diversity among
Colombian consumers with regard to purchase
decisions is a function of their income, education level
and marital status. Furthermore, the results show that it
is important for a family with children to have life
insurance with savings because it allows them to reach
future goals, such as the children’s education.

The results of the study could represent a source of
information in the development of strategic marketing
plans intended to develop tactics to grow life insurance
purchase intent, maximizing and focalizing marketing
resources. Based on the above, it is necessary to
consider the implementation of periodic marketing
studies to evaluate the evolution of this phenomenon
and discern any changes, providing opportunities or
generating alerts for insurance companies.
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Appendix 1: Guide for the in-depth interview

Lifestyle in general: please tell me a little about your
lifestyle:

-What is a typical day like in your life?

-What are your priorities in your life?

-What are your short, medium and long term goals?
-What worries you about the future?

-What do you do to minimize the risk?

-If I tell you insurance, what do you think?

-If | say life insurance, what do you think?

Marketing Factors:

- What factors related to marketing did you consider
when purchasing your life insurance? (eg, positioning of
insurance companies, the place where you acquired life
insurance, promotions).

- How long did it take to select and buy your life
insurance?

- How important was the price in the decision you made
for your life insurance?

- How important is it to receive information about your
life insurance through the media? Do you remember

any type of advertising communication that has
influenced your decision to purchase your life
insurance?

- How much peace of mind does it give you to see
advertising from your insurance company on television?
- Do you consider that having individual life insurance is
a luxury? Why?

- Have you ever acquired any life insurance in any
promotion of banks or insurance brokers? Why did you
do it?

Functional factors:
Regarding the functional
insurance:

- What factors did you consider when making the
decision to buy life insurance?

- How important is the characteristics of a life insurance
policy to you?

- Which were the most relevant in the process of buying
your life insurance?

component of your life

Individual factors:

- What does your life insurance mean to you?

- Does it have any emotional meaning for you?

- If you had to describe life insurance with a phrase or a
word, what would you say?

- How important do you think life insurance can be for
you? Why?

- How was the process of buying your life insurance
policy?

- Had you defined what life insurance you were going to
buy or did you analyze different options?

- How important was the choice of the insurance
company?

- What made you finally decide on your life insurance?

- How important is your life insurance coverage?

-How important are the different life insurance
coverage? Why?
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-Do you remember the insured value of your life
insurance policy?

Social factors:

- Does your circle of friends or acquaintances have life
insurance?

- Do you think that your life insurance, according to
coverage and amounts, speaks for you and represents
what you want to project in front of other people?

- Do you have any life insurance abroad? In which
country?

- Have you taken any insurance, on the
recommendation of a friend or relative?

- Have you experienced situations of a family member
or acquaintance that has led you to take your life
insurance?

Situational factors:

- What was the decision that led you to make the
decision to purchase life insurance? Why?

- How do you evaluate the process of buying your life
insurance? How important is it that your insurance
advisor guides you in the purchase of life insurance?
Why?

- Did any person or group of people influence the
decision to acquire your life insurance?

- After acquiring your life insurance, do you think this
has been a good or a bad decision? Why?

- Do you currently feel calm with the
company that supports your life insurance?
- Are you currently calm with the support you receive
from your insurance broker? Why?

- How do you evaluate the coverage you acquired with
respect to the price?

insurance

IJIEM



