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ABSTRACT

The purpose of this paper is to investigate théofacthat influence consumer buying intention taigahealth
insurance in the United Arab Emirates (UAE). Datsweollected from 100 consumers who buy healthramae cards
across UAE. The self-administered questionnaingsisd to measure different factors of consumer loguiritentions and
analyzed. The conceptual model is tested using SP8Fartial Least Square (PLS) package. The sesaitfirmed the
importance of the factors such as price, qualit§ aonvenience in health insurance in UAE. This pap®lyzes the
consumer buying intention under the survey on healkurance in UAE only. Academics and practitisneave shown
great interest in understanding consumer purchasitggtion as a significant intentional marketingategy. Studying
consumer buying intention towards health insuraraés is crucial, particularly in the context of BAnsurance sector. In
this study, the price has been proved to be thdogpneant factor among other investigated factorsafsumer buying
intention. The paper adds to the literature on WdBsumers by examining important factors towardtheéasurance in
UAE. It is a big puzzle for any medical insurana@vider in UAE to understand the important factorfuencing

consumer’s purchasing intentions responsible flcsiag a health insurance due to lack of reseputflications in UAE.
KEYWORDS: Health Insurance, Consumer Tendency, Correlatidts Gommunity, Insuracne Indicators

INTRODUCTION

The term insurance refers to financial protectigstam that acts as a risk controlling tool (Dusu¥®11;
Redzuan et al., 2009). Human beings essentiallyt esath seek the safety, security, and peace inHéewarrants the role
of life insurance which provides the safety netiagfathe risk associated with life (Suneja and 8ta&r2015). In this
regard, life insurance provides protection regaydinance, damagend generates savings to the life of individual ted
family (Yadav and Tiwari, 2012). Krishnamurthy ét @005) argued that “availability of insuranceogucts, insurance
awareness and quality of services” were key fadimrsghe diffusion or adoption of insurance servimethe consumers.
Convenience is another key factor that influenacessamer purchase intention (Mathur and TripathL,220Adnan (2010)

found eight factorsof which quality and convenience influenced thevittlals to purchase insurance service.

Fishbeinand and Ajzen (1975) proposed that attitaide subjective norm influence the individual'seimtion
towards behavior. Long and Ching (2010) conclugrsc¢hase intention stands for what we would likéty in future.”
Samin et al. (2012) added that “intention is thespa’s motivation in the sense of his or her intantto perform
behavior.” Further to this, Raza et al. (2014) ar¢juat many factors and hidden motives influencehase intentions.
Olbrich and Jansen (2014) found that high pricenifigs the better quality product. Yu et al. (200Bund that
convenience and behavioral intention are positivelgited to each other. Naser et al. (2012) stimté¢keir research that
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2 M. Z. A. Khan & N. Z. Azeemi

brand image is one of the key elements to cementeputation of a brand in consumer mind spacerzRadolfEsch et

al. (2006) have observed that brand image hasipgibpact on purchase intention.

On growth and opportunity front, the insurance @e@ UAE is estimated to register an impressivewgh
despite the steep decline in oil price recently(Ri2015). The growth of insurance sector in UAdS lisen to AED 33.5
billion in premiums in 2014, an increase of 13.798102013. Further, non-life insurance sector maieth its surge with
the premium collection of AED 24.9 billion in 20 compared to AED 22.5 billion in 2013. Medicaurance had a
share of 44.5% of total non-life insurance premiomaking to AED 11.1 billion in 2014, a growth raté 12%. The
medical insurance sector has posted a CompoundadaAiGrowth Rate (CAGR) of 22% during the 2010-2@#&4iod.
This period, led by foreign companies, witnessedribe of the premium collection at a CAGR of 29%%toanting to AED
2.4 billion. However, the local companies have raimed their domination in the sector and colledtesl premium of
AED 8.7 billion in 2014, compared to AED 4.1 biltian 2011, a CAGR of 20.6%.

The regulatory environment in the region is nog¢atnlined, standard and sufficient. The sector suff®em the
shortage of skilled local workforce. Moreover, thmelustry in the GCC region has been witnessing iaefficient
operating model and low scalability, and fallingyéstment yields”. Also, Dubai Health Authority isseiring that the
employer provides the health cover for his emplgyde this regard, the employer is obliged to pdevbasic health
insurance coverage with an annual premium betwel@s00-Dh700 and a maximum insurance cover per pepson
annum of Dh150, 000. With health insurance covefghe employee’s dependents, UAE is all dignifiecencompass
100 per cent health insurance coverage by Jun23F, (Ula, 2016).

The rest of the paper is organized as follows: iBe@ reviews the literature. Section 3 presenésrédsearch
design and methodology. Section 4 analyzes the fitadings. Section 5 discusses the managerial ocapbns while

Section 6 concludes with the limitations and futtagearch.
Literature Review

Insurance refers to a financial protection systbat serves as a risk management strategy or toogduce risk
uncertainty and provides a planned financing tegnmithat distributes losses (Juliana et al. 20K&ximi(2005)
mentioned that insurance market in the past has beder government monopoly. To achieve sustainatiepetitive
advantage, an organization must identify and faoushe factors, which are necessary to attractratain the customers
who evaluate them closely. The organization musiekin these features to outperform competitiorhfdon et al.,
2008).0rganizations should catalyze the factoratedl to the success since failure in achievinggtieds may affect the

performance of the firm (Seddighiyan, 2004).

Berry (1995) described that life insurance is dgssional service which entails consumer involvenreproduct
features, transactions, and process. Sahel andajT(#011) conducted a survey in Iran to identifg ttactors in the
insurance sector. They studied ten factors, whiehctassified into three broad categories, suclpra, quality, and

convenience.

A detailed literature review regarding the abovetdes has been done. The influencing factors-wiseature

review is discussed. Many researchers have disdusghis area; some of them are tabulated asrsioivable 1.
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Price

The customer often expects more returns againsptémium from the insurance company. (MareSova and
Drahokoupil, 2001). loncica et al. (2012) conductedtudy of Romanian Insurance sector and obsahagdncome is
another important factor influencing insurance cage. Income elasticity and risk aversion are tweial parameters for
the acquisition of insurance. Liu et al. (2011)nped out that price of the insurance plays a §icgnit role in the selection
of insurance as risk preferences and socio-econeataittis, including income and education being kesdiptors of
insurance. The price and insurance coverage aa¢i@lways on the top priority on customer’s agentie searching for
any insurance. Srahaddi et al. (2015) concludet uh&air price is the most important factor in @mser rejection of
products, which is followed by quality of servicasd then convenience; influencing customer defect3ased on these

arguments, the following hypothesis has been deeel@s:
H1: There is a significant positive relationshigveeen Price and Consumer Buying Intention.

Table 1: Proposed Tendency Factors Framework (TTHjor Buying Intention in Insurance Sector

Country Author Research Objectives Methodology Used
Identify trends and characteristics

Literature reviews and

Canada Banerjee et al. (2015nheeded for success in the insurance : .
. personal interviews
industry

Czech Republic| Petra (2012) To map out consumer intention in the | Literature reviews and
choice of insurance against death survey

To study factors influencing the choice

Suneja and Sharma o
of a life insurance company to purchase

Empirical research

(2009) a policy (survey)

To explore the various factors

influencing customer investment

India Thakur and Nigam | decision in life insurance and examine| Literature reviews and

(2011) the impact of various demographic survey

factors on buying decision towards life

insurance investment.
Mathur andTripathi | To explore the factors affecting the Empirical study and
(2014) customer’s choice for insurance. factor analysis
Farokhianand Tooraj| To determine success factors in the Empirical research
(2011) insurance sector. (survey)

To study using the Servqual model to

Hossein and Sahel know the service quality factors

Empirical research

(2013) affecting the insurance industry. (survey)
Nosratnejad et al. To assess the customer’s willingness tp D_ouble bounded .
Iran . dichotomous choice
(2014) pay for health insurance.
approach
Noora and To identifythe significant factors oflife | Analytical Hierarchal
Vakilalroaia (2013) | insurance demand in Iran. Process
To identify the structural factors Emoirical research
Sarhaddi et al. (2015) affecting customer defection in insuranc surF\)/e )
companies. y
Malaysia Juliana et al. (2013) .TO explore the factors ’that have a high Literature review
influence on customer’s choice.
To study the impact of individual Literature review and
Romania loncica et al. (2012)| characteristic of potential insurance

survey
consumers.
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Quality

Hossein and Sahel (2013) concluded that the toppristity of a customer while selecting insuransetrust,
which is followed by price and convenience. Koil{a014) observed that various quality factors dtan top of the list of
customer expectations in an insurance policy, f@ngle, returns, service, and a tax benefit. Indhigly, MareSova
(2012) concluded that the insurance market in thec@ Republic was facing challenges of higher cassions, lower
margins, at the same time increasing demands falitguand service levels. Based on these argumémsfollowing

hypothesis has been recommended as:
H2: There is a significant positive relationshigveeen Quality (QAL) and Consumer Buying Intention.
Convenience

Convenience is mainly associated with the variétynsurance products, operating hours, settlemétiteoclaim,
depositing premium, fast response and so on. Ainea(2003) described that demanding customers pigrapted many
firms to implement better sales program, littl&ki@wn about the internal processes that assisbcatipn-wide learning
about individual customer services. Mathur and dthip (2014) highlighted the importance of convengffior providing
better individual customer services. Consumers \eehas rational decision makers who are only comzkrwith

self-interest (Zinkhan, 1992 and Schiffman, 20B8sed on these arguments, the following hypothesmade as :
H3: There is a significant positive relationshipgvieeen Convenience (CON) and Consumer Buying Irdenti
Brand Image

The research outcomes of Elyria et al. (2014) m@id that trust, referent influence and corporateias
responsibility are the key variables in establighiffective commitment in consumer brand relatigpsiin a health care
context. Musibau et al. (2014) observed that biame can positively impact on the productivitydewef the insurance
provider company under study as well as branding tegnificant effect on repurchases patronagegtset al, (2011)
examined the relevance of branding in insuranctséigsrough various sub factors of it i.e. socedagnition and status,
advertisement, family tradition, self-identity, mdds and benefit, national heritage and concluithed brand image has

major role in the selection of an insurance.
H4: There is a significant positive relationshigvieeen Brand Image (BIM) and Consumer Buying Intemti
Consumer Buying Intention

Research in the area of product knowledge and coaishuying intention is of great importance. Lirakt(2006)
conducted a study with participation of 292 respnid according to which customers’ intention tocpase significantly
affected by the product knowledge. The purchasensibns of a consumer get affected by the lackoofidence in the
insurance companies (Omar, 2007).Consumer puréhisgion has a significant positive relationshiphwow price, easy
access and experience (Chaudhary et al. 2014). hAscbnsumer intention depends upon individual'ssqueal
characteristics, Macadams (1996:2001) recommenddioree-tiered framework to study the personalitycpslogy
regarding the personality traits, personal concemnsd life stories. The product quality, price, véggs, product
information, brand image, perceived risk and prodsatisfaction have greater impact on the customechase/re-

purchase intention for a health insurance plan 3pd99; Cronin et al. 2000)
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Research Design and Framework

The objective of this study is to analyze the fextthat are related to consumer buying intentiorJiE
healthcare insurance sector. A pilot study has bmmducted with many influencing factors highlightby several
researchers (Banerjee et al. 2015; Kothari, 20Db&skEin and Sahel, 2013; Juliana, 2013) relevathtet@onsumer buying

intention and the top four factors are shortlisted ranked with the help of three academicianstandnsurance sector

experts in UAE.
The following section discusses research questanms proposed conceptual model:
Research Questions
Specifically, two research questions are addresstids study:
RQ1. What are the factors influencing consumsting intention in UAE’s health insurance sector?
RQ2. Which is the top most factors related tostoner buying intention in UAE’s health insuraneeter?

Conceptual Model

Based on the existing literature review, the pregomesearch framework with the three critical sesdactors

such as price, quality, and convenience are shovigure 1.

Factors Influencing Health Insurance

Quality
e

Consumer Buying
Intention |

Convenience

(CON)
—

BrandImage

(BIM)

Figure 1: Framework of Factors for Consumer Buyingintention

POPULATION, SAMPLING, SAMPLING TECHNIQUE AND DATA C OLLECTION

This study has been conducted in insurance seftbinited Arab Emirates (UAE). There are more thdh 2
insurance companies, out of which 10 situated énftitiowing Emirates: Dubai, Sharjah, and Ajman evselected for the
study. The consumers of different insurance congsafrom the above Emirates were the participanth®fstudy. The
survey was conducted on random basis i.e. questimmwas uploaded online, and the consumers vilgd-ih and
submitted. The sample of this study consists of @é80sumers from these randomly selected insuraonga&nies are

analyzed.
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The data for the study were gathered through &tstred questionnaire. All variables were operatiaed using
the literature on insurance consumer intention éBj@e et al. 2015; Kothari, 2014). The first pdittlee questionnaire

included questions concerning demographic profifate respondents (Table 1).

Table 1: Demographic Profile of Respondents

Demographic Characteristics of Respondents Frequency Percentage
Gender
Male 43 43
Female 57 57
Age(Years)
20-30 years 18 18
31-40 24 24
41-50 39 39
More than 50 years 19 19
Level of education
Bachelor
38 38
Master 50 50
Doctorate 8 8
Others 4 4
Monthly Income
Under AED 10000 13 13
AED 11000-20000 18 18
AED 21000-30000 39 39
AED 30000 and Above 32 32
Ethnicity
South Asian
18 18
Arab 70 70
Europeans 8 8
Others 4 4

The frequency distribution profile of the respondeshowed that 57 percent was female while 43 perfethem
was male. The majority of the respondents (39%8 falthe age range between 41 to 50 years ofRegpondent’s degree
qualifications include Bachelor (38%), Master (50%bctorate (8%) and others (4%) respectively. Bedpnts having a
monthly income ranging from AED 21000 to 30000 wikre majority income group (39%). From the ethramp of view,
Arab comprised 70% followed by South Asians thahposed 18%, Europeans 13%, and others 4% of thy sample
respectively (Table 1).

Data Findings and Discussions

The data for the study were gathered through &tstred questionnaire. All variables were operatiaed using
the literature on consumer intention (Sarhaddi,522@1u, 2011). The second part consisted of quastimeasuring all the

variables and utilized a Likert scale ranging frorgstrongly disagree) to 5 (strongly agree) (Table

To analyze the reliability and validity, the sanmgpbere subject to a Kaiser-Meyer-Olkin (KMO) tesalfle 3) and
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a Spearman statistical test (Table 4) to validagehtypotheses previously stipulated.

Table 2: Data Analysis Results

Research Cronbach’s Mean sD Factor
Construct Value (o) Loadings
PR.C PRC1 0.922
PRC2 0.912 4.464 1.426 0.916
PRC3 0.928
PRC4 0.826
QAL QAL1 0.664
QALZ 0.874
QAILS3 0.818 4.188 1.628 0.820
QAL4 0.924
CON CON1 0.812
COMN2Z 0.808 4.664 1.810 0.622
CON3 0.732
COMN4 0.788
BIn BIMI1 0.834
BIMNnI2 0.788 4.112 1.162 0.782
BIMN3 0.718
BIN4 0.798

Table 3: Kaiser-Meyer-Olkin (KMO)
| Kaiser-Meyer-Olkin Measure of Sampling Adequacy (@M | .828

Table 4: Hypotheses Results

Spearman
Hypotheses Rho Sig
H1: Price -> Consumer Buying Intention 0.288 0.000
H2: Quality -> Consumer Buying Intention 0.246 @00
H3:Convenience-> Consumer Buying Intentign 0.322 0.000
H4:Brand Image-> Consumer Buying Intention 0.211 0.000

*statistically sidiwant (p<.05) as a result of 0.000

Kaiser (1974) recommends that the values aboveafe5acceptable. Furthermore, values between 0.8 #nd
are great and values above 0.9 are superb (seééhae and Sofroniou, 1999, p.224). For these deltbdata the

value is 0.828, which falls into the range of begrgat hence, it confirms significance.

To assess the relationship between two variablexritbed, a Spearman's rank correlation coefficient
Spearman's rho is conducted (Novotny and Stefa@7;28ue et al. 2002a). From the Spearman statistes, it is
revealed that each hypothesis is positively relatadisignificantly supported (H1, H2, H3, and Hd)shown in Table 4.

Managerial Implications

Academics and practitioners have shown great istdre understanding consumer purchasing intentioraa
significant intentional marketing strategy. Busiesforts and initiatives are primarily made toadt more customers thus

increasing the market share. Studying consumerhpsecintention is vital, chiefly in the context@AE health insurance
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sector that constitutes 44.1% of the UAE insurameeket (UAE insurance authority, 2013). This settiivaws on the

managerial implications of the study findings.

In this study, the price has been proved to b@thdominant factor among other investigated faadionsumer
buying intention. This can be justified by the hijggrcentage of the expatriate workforce in UAE #redhigh cost of the
health care services in general that reflects erptite of the healthcare insurance service. Algihomore than half of our
respondent can be categorized as among a relathvigly-income group specifically in the context ofpatriate
employment, the price of health insurance is atitlbncern. Insurance companies in UAE should pag rattention to the
price of the service as the major incentive taaattmore clients. The UAE spends annually aroud¢®0 per individual
in healthcare that ranks it among the top twentiiona in the globe for healthcare spending pertaapginiversal
healthcare insurance system has been applied binlalwu Dhabi, Dubai and will be covering the wha&E population
by 2016 to sustain healthcare costs. Under theeusdV healthcare insurance system, insurance caegpahould offer
better price based on diminishing the non-addedevaldministrative activities rather than conceirtgabn the cost of

healthcare service itself.

The quality of the service has shown significanpdet on insurance customer purchase intentionit Bihot the
customer’s priority. Poor service quality has ac@limpact on customer purchase intention. Thesg®cts are obvious
features of poor insurance service. The qualithyezlthcare service is a major concern for healthoeurance companies.
Healthcare service infrastructure in UAE has beewgessively recognized as on the same level withrmational
standards. The quality of the insurance servidgAk is linked to the quality of the health carevsee itself which is well
known for its international quality standard redagdhealthcare infrastructure. However, the qualityhe administrative
practices is not on the same level. In 2011, inrsgaompanies estimated that 30% of UAE healthsaeeding is wasted
due to misuse (US-UAE Business Council, 2014). dveti insurance companies in UAE are well establisired are the
major player in the UAE insurance market that fat4n4% while that of the foreign companies is 25®&IAE insurance
authority, 2013). The largest insurance companhénUAE is Daman,which is public. Most of the qtialmprovement
initiatives posed by the UAE government come framd are first implemented by public insurance congmrinsurance
companies including both public and private canrioup the quality of their services mainly throughhancing the
administrative aspects including socially respadesipractices, billing system, claims processing dmdsoftware

development. This would enhance the firm’s image.

The findings of this study have confirmed the digance between convenience of the insurance cemmnd
buying intentionof the customers. Hence, custompegence and history about heath care insuranwésere crucial in
shaping the convenience concern in a way that gastdhe future buying decision. The administrataspects of health
insurance service could have a serious impact dtindr customer buying intention even if the qualibf healthcare

service itself is highly maintained.

The result of this study has demonstrated thattlesie insurance branding has a significant impacbuying
intention. Health insurance is mandated by UAE ilmmost emirates that is translated in a continwsurge in the number
of customers who must get health insurance coverdgalthcare insurance branding as a multidimeasiconstruct
combines functional and emotional values that mescherformance and psychological consumers’ ne&dwgi,
Priyadarshi , Kannaujia, & Kumar, 2011). Pricinigusture of the insurance service is the predontiddferentiator factor

for customer buying intention, especially thosetaoers who own small businesses. Therefore pridbeskey brand
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driver for many customers. Traditional health irrgwoe companies had business-to-business orientatdrconcept has
been altered to include the consumers i.e. the afsére service who might have a major influencecastomer buying
intention (Dawson, 2013). The insurance indusByaamajor component of any business sector faeeshhllenge to
respond to both environmental and social concaBe#ti@nies et al., 2006). In other words, insuraocompanies need to
perform in environmentally and socially responsiblay that would positively impact the factors ostamer purchase
intention of insurance service. They should work way that add an eminent value to their consutoemseet and exceed

their expectations that in turn results in a coritipetposition.
Conclusion, Limitations and Future Research

This study aimed at examining the factors of buyimgntion of healthcare insurance service in UARe study
has investigated four factors encompassing pricality, convenience and brand image. The empirnieallts have
revealed the significance of thesefour factors tedresults indicate that price is the most inftieg factors (i.e. highest
factor loading 0.898) among the four factors in UA&alth insurance. The study has some limitatibasdre highlighted

in this section.
Firstly, the limited time for data collection is not feasiltd conduct studies on various consumer groups.
Secondly,the selected sample was relatively small as o®@yréspondents.

Thirdly, the generalizability of the study’s findings is ited to health insurance in the UAE context. Seyauld
be difficult to generalize the findings to othewuatries.

Future research may consider other consumer segnmaitiding age, high/low income, high/low educatio
groups as well as other factors related to theadteristics of insurance product considering pudlid private companies.
Other areas are nominated for future researcharJhE context including the investigation of thetfars affecting the
post-purchase decision as a significant buyingestdgt is still overlooked. Afuture study might stder other Gulf
Cooperation Council (GCC) countries, a larger sangize as well as the inclusion of socio-demog@fdiitors such as
gender, education or income as a moderator onaiguener purchase intention of the insurance serkically, this study

should be extended to other sectors such as hlitgpit@nking, and telecommunications services.
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