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ABSTRACT

Thee-insuranceadoptionisanimportantissuethatremainspoorlyinvestigatedinacademicresearch.
E-insuranceoffercustomersthepossibilitytoobtainthemostofinsuranceservicesathome,suchas
subscribingviatheInternettoacontractofinsurance,viewingandmanaginginsurancecontracts,
andperformingsimulations.Thisstudyexaminedtheinfluenceofconsumers’perceivedbenefitson
theirattitudetowarde-insuranceanditssubsequentimpactonbehavioralintentions.Themoderating
effectsofgenderwerealsoassessed.Asurveywasusedfordatacollection.Theproposedmodelwas
testedthroughthestructuralequationmodelingSEM-PLSapproach.Resultsshowedthatperceived
hedonic andutilitarianbenefitswere significantly related to attitudes toward e-insurance,which
wasaprominentpredictorofthebehavioralintentiontousee-insurance.Thispositiverelationship
wasmoderatedbygender.Thefindingsmightprovideinsurancecompanies’decision-makerswith
information that could be useful in designing e-insurance systems and attracting customers to
e-insurance.
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INTRoDUCTIoN

E-commercetendenciesarehavingimportanteffectsonthefinancialindustry.Thedistributionof
financialservicesisbeingchangedradicallybytheInformationandCommunicationsTechnology.
ThecurrentGenerationYis“livinginthevirtualworld”;firmswillnotbeabletomakemoneyif
theycannotreachthisgenerationinthecomingfewyears(Cambrill,2010).Thus,fortheinsurance
industry,itisnolongerafashiontrendoffiguringouthowtocommunicateusingtheInternet,but
itisamatterofevolutionarybusinesssurvival(Cambrill,2010).Insurancecompaniesalloverthe
worldareinprogresstomoverapidlytheirservicestobeelectronicallydelivered.

Itisrecognizedthate-insuranceisamissingwell-heeledindustry.Whileotherindustrieswithin
thefinancialservices,particularlybanking,havetakenadvantageoftheInternettogainmarketshare
andgeneraterevenues,theinsuranceindustryhasbeenslowtousee-commercetobooste-insurance.
Thecurrentrealityisthatseveralinsurancecompaniesdonotprovideanyrealonlinevalueandthat
asmallsalesamountisactuallybeingspentonline.Inarecentstudy,whileabouthalfofcustomers
usetheInternettorequestaquote,only25percentofthempurchasethepolicythroughtheinsurer
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website,50percentclosetheirdealbyspeakingdirectlytoanagent,and22percentgothrougha
callcenter(Murray,2017).So,thoughcompaniesaretryingtogainonlineactivities,fewactually
exhibitane-insurancestrategy.

Toreducereluctancetoadopte-insurance,insurersshouldmanageinhibitingfactorssuchas
thelackofappropriateinfrastructure,customers’awareness,andsecuritysolutions.Furtheressential
conditionstoenhancethee-insuranceuseistoimprovetheusabilitybymakingservicesmoreclear,
informativeanduser-friendly,andtodeliveracustomer’scompelling,gratifying,andstimulating
experiencethatenhancesthecompany’swebsiteabilitytoretainonlinecustomersandbuildingloyalty.

Inspiteoftheincreasingnumberofinsurancecompaniesplanningtoimplemente-insurance,
littleiscurrentlyknownabouttheconfigurationoffactorsinfluencingcustomerstoadopte-insurance.
Comparedtoe-banking,insurerswerelatetoimplemente-insuranceactivities.Therefore,thereare
a fewpublishede-insuranceworks.Moreover, these studiesare fragmentedandcontext-specific
(dependingoncountries).E-insuranceadoption isstillanemerging issueofresearchandresults
duplicationandgeneralizationarefurtherneeded.Thisresearchattemptstocontributetothisarea
byfocusingontheutilitarianandhedonicbenefitsthatconsumersmightembracefromtheonline
experience.

Therefore,theobjectiveofthisresearchistoanalyzetheroleofutilitarianandhedonicbenefitsin
achievingapositiveattitudetowarde-insuranceandtoexamineifthisattitudeenhancesthebehavioral
intentiontousee-insurance.Thisresearchalsoassessesthemoderatingeffectsofgender.Theresults
ofthisstudywillprovideabetterunderstandingoftheconsumeracceptanceofe-insurance.Moreover,
the resultsof this researchcanhelpe-insurancemanagersdevelop tactics that engageusers and
enhancethetotalonlineexperiencequality.Outcomesmightconsistofachievingimportantgoals
suchasgettinginsuranceconsumersmoreengagedtousee-insuranceservicesandfindingwaysto
improvecustomermarketingrelationshipsandloyalty.

Inadditiontoitsmanagerialimplications,thisworkisanattempttogobeyondtheproblem
ofadoptinge-insurancebyinvestigatingconsumerperceptionandresponsestotheseservices.Our
conceptualmodelexamines theoretical relationshipsrarely testedormerelyassumedinprevious
research.Thisresearchalsoprovidesinsightintothemoderatingroleofgenderinthee-insurance
benefits-attitude-behavior.

Inthispaper,webeginbydescribingthee-insuranceadoption,utilitarianandhedonicbenefits
ofusinge-insurance,attitudetoe-insurance,andbehavioralintentiontousee-insurance.Next,we
presentourresearchmodelandprovidesupportingliteraturetospecifyarangeoftestablehypotheses
involvingtherelationshipofthemodelconstructs.Wepresentthemethodology,discusstheresults
andprovidetheoreticalandmanagerialimplications.Finally,weconcludewithadescriptionofthe
researchlimitationsandsuggestionsforfutureresearch.

CoNCEPTUAL FRAMEwoRK AND HyPoTHESES

E-insurance Adoption
Technologicaldevelopments,Internetapplications,andrelatedinformationsystemshaveenabled
the production and distribution of insurance services. The latter can be defined as providing
insurancecoverageunderwhichinsurancepolicyissought,submitted,negotiatedandcontracted
online.Commonlydefined,e-insuranceistheuseofInformationandCommunicationsTechnology
inproducinganddistributinginsuranceservices.Morespecifically,itreferstotheprovisionofan
insurancecoverwherebyaninsurancepolicyissolicited,offered,negotiatedandcontractedonline
(Alipour,Dorodi,&Pishgahi,2011).E-insuranceoffercustomersthepossibilitytoobtainthemost
ofinsuranceservicesathome,suchaspurchasepolicy,requestquote,calculatecoverage,performing
simulations,obtainacopyofapolicy,makepaymentsonline,changeorupdatepolicy,obtainan
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