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Abstract: The system of health can be improved by the insurance companies. It can also reduce the responsibilities of the
individual. The current study investigates the factors based on the theory of planned behavior (TPB) that affect the purchase
intention of a customer while purchasing the policy of health insurance. With the help of these factors, insurance companies can
target the correct market and enhance their performance and can also attract customers. The questionnaire was distributed among
123 respondents. The correlation and regression analysis were performed. The results validate the theory. Hence the study
findings were supported by the literature in the discussion section and the limitations of the study were also discussed.

Keywords: Intention, The theory of planned behavior, Health Insurance, Iraqg.

Introduction:

Insurance is treated as a risk-mitigating tool. It is used to
protect the financial system (Ather et al., 2017). It is the
human nature that they want safety, peace, and security in all
matter of their life. Due to this reason, people go for life
insurance. Life insurance claims that it provides the shelter
of safety against the hazard related to the risk of life (Yong
et al., 2015). Life insurance offers safety by providing
financial support as well as it produces the saving for
members of family (Yadav and Tiwari, 2012). To promote
the insurance services it should be aware of the procedure,
product and benefits of the insurance services
(Krishnamurthy et al., 2005; Rehman & Arif, 2015).
According to the purchase behavior, attitude is also one of
the most import factors to simulate the need for purchase
(Souiden, & Jabeur, 2015).

The system of health can be improved by the insurance
companies. It can also reduce the responsibilities of the
individual. Middle-class families and low-class families are
usually more concern to protect their financial assets
(O'Connor et al., 2019; Abdelgader Alsakarneh et al, 2018).
The phenomenon that the insurance company follows is
sharing of risk. The risk-sharing is considered as a contract
between two parties that they will share the risk of mutual
interest. Suppose the individual (one party of the contract) is
hospitalized, the bill would be paid by the insurance
company (the second party to the contract) (Genicot and
Ray, 2017).

According to the study, when the individual suffers from
health issues, their expenses for the medical and care will
increase. As a result of it, the contribution of the individual
towards the household will decrease (Evans & Stoddart,
2017). To purchase the policies of health from the insurance
company is dependent on the price of the health insurance
premium. It is important to know the customer perspective
while purposing the insurance policy.

The current study investigates the factors based on the TPB
that affect the purchase intention of a customer while
purchasing the policy of health insurance. With the help of

these factors, insurance companies can target the correct
market and enhance their performance and can also attract
customers.

Literature Review:

According to the research, insurance can be used as a tool to
manage the risk related to the financial system. In fact, it
claims that it protects the financial system of an individual,
insurance companies usually distributed the loss and try to
mitigate it as much as possible. It uses different strategies
and financial technique to avoid or reduce the level of risk
(Md Husin, & Ab Rahman. 2016; Alsakarneh et al, 2018).
Research shows that the issuance market was run by the
government and it is a monopoly company. This step was
taken to stabilize the market and create an attraction for the
customer (Karimi, 2005). To succeed in the market
organization must focus on the elements that are important to
retain the customer (Johnson et al., 2008).

The study highlighted that the organization can grow by
identifies the factor that attracts and motivates the
purchasing behavior of the customer (Seddighiyan, 2004).
Another research claims that the insurance is a profession
and allow the customer to include in the product
development, process and transaction (Berry, 1995). Survey
conduct in Iran for investigating the important elements of
the insurance companies. The study is done by making three
categories of the factors i.e. quality, convenience and price
(Sahel and Tooraj, 2011)

The theory of planned behavior:

This theory is the extension of the concept of reasoned action
developed by Ajzen and Fishbein in 1980. The attitude of an
individual toward the behavior computes the likeness and
dis-likeness of any event to an individual (Ajzen and
Fishbein, 1980; Eneizan, 2019; Abdulsahib et al, 2019). The
foundation of reasoned behavior is the will and behavior can
only be generated by the will of the individual. Whereas,
planned behavior is based on perceived behavior and is
influenced by the individual willingness to purchase. The
reviews of the literature show that no study is conducted to
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investigate the applied planned theory especially in the field
of health insurance.

Attitude:

According to the research, the word attitude can be defined
as the degree to measure the likeness and dis-likeness of an
individual (Ajzen and Fishbein, 1980). The above mentioned
theories define the attitude as the strongest factor to predict
the intention of purchase (Shim et al., 2001; Huda et al.,
2012). According to the researcher, intention to purchase and
attitude are related positively (Huda et al., 2012). Likewise,
Syed and Nazira (2011) also investigate the purchasing of
Halal foods and the attitude towards that. The result shows
that health insurance policies can be grown by people
intending to purchase it. Hence the following suggestion is
been proposed:

H1: Postive attutide effect significantly on the intention to
participate in health insurance scheme.

Subjective norms:

It is referred to as the societal pressure for performing a
certain behavior in a given situation (Ajzen and Fishbein,
1980). It can also be stated as a person’s belief about certain
events or behavior. Other can include anyone close to the
individual such as friends, family, supervisor, and peer.
According to the literature, there is an impact of subjective
norms that influence the behavior of the individual (Golnaz
et al., 2010; Echchabi and Olaniyi, 2012). Research conduct
by using 168 responded to check the influence of subjective
norm on the intention in the banking service adoption. The
result shows subjective norms and bank service adoption are
related. Rosita and Hanudin (2011) also found the significant
relationship. Hence the following is proposed:

H2: Subjective norms effcet significantly on the intention to
participate in health insurance scheme.

Perceived behavioral control:

It is referred to as the degree of the control an individual has
on performing certain behavior (Ajzen, 1991). It has an
indirect impact on intention and direct impact on behavior
(Ajzen, 2002). According to the researcher, an individual can
follow the subjective norms but to perform the intention is
based on sufficient information and resource (Madden et al.,
1992). In other words, individually perform those behaviors
for which they have information and resources. Previous
studies suggested that perceived behavioral control affect
positively on the consumer intention (Jin and Kang, 2011,
Hanudin et al., 2009). In the field of health insurance people
with the higher resources has a higher perception of control
and as a result of it their behavioral intention increase. The
above discussion generates the following hypothesis:

H3: Perceived behavioral control effect significantly on the
intention to participate in a health insurance scheme.

Conceptual Framework of the Study

Methodology

The current research follows a quantitative design (Matar &
Eneizan, 2018; Eneizan et al, 2018) . Using a questionnaire a
survey of 123 participants was done to collect the data. The
study uses SPSS to test the hypothesis. SPSS software was
employed in previous works (Haddad et al, 2019; Alshare et
al, 2019; Mostafa & Eneizan, 2018) . The sample size of the
study is 123 respondents. The selection of the sample is done
on the basis that the respondent must be insurance customers
in Irag. The development of the questionnaire is on the basis
of the available knowledge and literature.

The five-point Likert scale is used to prepare the questions.
Pilot study conduct by using 30 consumers before doing 123
respondent sampling. To test the reliability of the study we
run Cronbach’s Alpha test. If the value of the test is 0.7 it
reflects that there is no issue in the study. .Data analysis
Reliability of constructs

S.NO Construct Alpha
Value
1 ATTITUDE(ATT) 0.788
2 SUBJECTIVE NORMS(SN) 0.805
3 PERCEIVED BEHAVIORAL | 0.766
CONTROL(PBC)
4 INTENTION TO  PURCHASE | 0.808

HEALTH INSURANCE(IP)

The cronbach alpha values shown in above table are the
indicator of reliability of the constructs. The threshold value
of 0.7 indicates the constructs are reliable. The above table
shows that all the alpha values are greater than the minimum
threshold value of 0.7 hence all the constructs included in the
research framework are reliable.

IP ATT SN PBC
INTENTION 1
TO

PURCHASE 123

ATTITUDE 867 1
.000

123 123

SUBJECTIVE 7427 6947 1
NORM .000| .000
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123 123 123

PERCEIVED 803" [ .703” 590 1
BEHAVIORAL .000 .000 .000

CONTROL 123 123 123 123

The correlation matrix above shows the correlation among
the study contructs. By looking at the values we can
understand that all the independent variables are significantly
correlated with the dependent variable. This is the sign that
we may find a significant impact of the factors discussed
above on intention to purchase health insurance.
Furthermore, it can be noticed that the correlation values
among the independent variables and it can be noticed that
none of the correlation values for independent variables is
high. If the correlation among the independent variable is 0.9
or above then there is a high probability of multicollinearity
in the independent variables which creates the problem in
predicting the regression results. However in the current
model no issue of multicollinearity is found. The results of
regression for the purpose of hypotheses testing are
presented below.

Regression Analysis

R Square Adjusted R Square

.846 .842

The above table contains the value of R and R-Square
accounted for by the model in the dependent variables.
While looking at the value we can see can the value of R-
Square shows 0.920 which means that the variance in the
dependent variables is 92% explained by the model. This
value shows that this model is predicting at a high level.

Model Fit
F Statistics 217.37
Probability of F Statistics 0.000
(Sig.)

The Anova table shown above indicates the model fitness.
The significant value of probability or p-value less than 0.05
is the indicator of the model fitness. In other words we can
say that the overall model is fit.

Coefficient Table
Beta t Sig.
ATTITUDE 485 8.368 .000
SUBJECTIVE NORM .203 3.972 .000
PERCEIVED
BEHAVIORAL .342 6.625 .000
CONTROL

The coefficient table shows the beta coefficients for the
independent variables along with the t statics and the p-
values. The beta coefficients of all the independent variable
are having the positive signs showing the all positive
relationships. The t values greater 2 are the indicator of
significant relationship and in the same way the p-value less

than 0.05 shows the significant relationship. We can see that
all p-values are less than 0.05 and all t-values for the
independent variables are greater than 2. Hence all three
variables are significant.

Discussion

To promote the insurance services one should be aware of
the procedure, product and benefits of the insurance services
(Krishnamurthy et al., 2005; Arif, 2015). According to the
purchase behavior, convince is also one of the most import
factors to simulate the need for purchase (Tripathi & Mathur,
2014). This study examines the affect the purchase intention
of a customer while purchasing the policy of health
insurance. With the help of these factors, insurance
companies can target the correct market and enhance their
performance and can also attract customers.

According to the researcher, there is a positive relationship
between the intention to purchase and attitude (Huda et al.,
2012). Likewise, Nazura and Syed (2011) also investigate
the purchasing of Halal foods and the attitude towards that.
The result shows that health insurance policies can be grown
by people intending to purchase it. Working on the seminal
lines the current study examined the relationship of attitude
and intention to purchase health insurance and found it to be
significant and positive. The literature mentioned earlier also
supports the current findings of the study.

The relationship of subjective norms with intention to
purchase as stated in the second hypothesis of the study.
According to the literature, there is an impact of subjective
norms that influence the behavior of the individual (Golnaz
et al., 2010; Pedersen, 2005; Echchabi and Olaniyi, 2012;
Echchabi and Olaniyi, 2012). Research conduct by using 168
responded to check the influence of subjective norm on the
intention in the banking service adoption. The result shows a
significant impact on subjective norms on the adoption of
bank services. The results of the current work also supported
the previous studies and empirically finds the relationship of
subjective norms and intention to purchase health insurance.

The third hypothesis of the study states the relationship
between perceived behavioral control and intention to
purchase health insurance and the study findings suggest a
positive and significant relationship. In the support of the
above results there are several research articles however few
instances are presented here. According to the researcher, an
individual can follow the subjective norms but to perform
the intention is based on sufficient information and resource
(Madden et al., 1992). In other words, individually perform
those behaviors for which they have information and
resources. There is a positive relationship between perceived
behavior (Armitage, 2005; Bhattacherjee, 2000; Jin and
Kang, 2011; Hanudin et al., 2009; Yap and Noor, 2008). In
the field of health insurance people with the higher resources
has a higher perception of control and as a result of it their
behavioral intention increase. Hence the results are
supported.

Conclusion
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The study examined the factor affecting intention to
purchase insurance. For that purpose three variables i.e
attitude(ATT), subjective norms(SN) and perceived
behavioral control(PBC) were used to develop the
conceptual framework. The results suggest the positive and
significant impact of all three variables on intention to
purchase. The results were supported by the literature. It is
suggested to the insurance companies for developing their
customer base they should work on all the above-mentioned
factors. As they all were found to be significant in
relationship with intention to purchase.

Future Research and Limitations

The contextual limitation of the study is the limited scope to
the Iragi audience. Small number of the respondents is due to
the time limitation of the study however number of
respondents should be increased in the future research. The
adoption model includes three variables. However there may
be more variables which can affect the intention to purchase
the health insurance. Hence it is suggested for the future
researchers to include more variables. Moreover the
mediating and moderating effects can also be employed to
see the complex relationships of the variables and have in-
depth understanding of the concept.
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