
 

Abstract— The purpose of this research was to study the 

application of the extended theory of reasoned action to life 

insurance purchase decision.  The researchers extended the 

theory of reasoned action by adding four other essential 

constructs into the conceptual framework. They were attitude 

toward saving and attitude toward the brand as well as perceived 

quality and trustworthiness of salespeople. We collected data 

from four comparable life insurance companies by asking them to 

assist in collecting data through their salespeople.  We distributed 

100 questionnaires to each company.  The total was 400.  The 

usable questionnaires received were 296.  When finishing 

collecting data, we computed Cronbach’s alphas to examine the 

reliability of those constructs with multiple items.  The results 

were satisfactory.  Then, we used logistic regression to test our 

hypotheses because our dependent variable was a binary scale, 

i.e., purchase or not purchase.  The findings showed that attitude 

toward saving, trustworthiness, attitude toward buying, and 

perceived quality had significant and positive effects on purchase 

decision.  On the other hand, attitude toward the brand and 

subjective norm were found to have no effects. 

 
Keywords— Attitude, Perceived Quality, Trustworthiness, and 

Theory of Reasoned Action 

I. INTRODUCTION 

Life insurance can be considered to be a form of financial 

investment. Although a number of studies about life insurance 

demand and its value have occurred in most developed 

countries.  The study of such issue has been limited in those 

emerging markets [1].  Studies about life insurance in 

developing countries or emerging markets have been limited in 

the past but they have been an increasing number of studies 

about life insurance and consumers’ decision making in the past 

few years.  Some research found that consumers’ personality 

had an influence on their perceptions and decisions to buy a life 

insurance policy [2].  The life insurance market can promote 

economic growth by mobilizing long term funds of the 

financial markets [3]. The life insurance market is a major 

component of the financial system of any country. In this 

perspective, life insurance can be considered an important 

aspect of financial saving and investment. 

Life insurance in Thailand has been gradually increasing in 

the past few years.  Consumers have realized the importance of  
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having a life insurance policy.  In the past, consumers often 

thought of the association of life insurance with death, not 

saving.  Currently, they slowly understand that life insurance is 

a form of saving for the future for their immediate family and 

also when the life insurance holder passes away, his or her 

immediate family will be taken care of by life insurance 

coverage.  

This research was aimed at investigating the effects of 

various factors affecting life insurance purchase decision.  In 

this case, the theory of reasoned action was extended to study 

life insurance purchase decision. 

II. LITERATURE REVIEW  

A. Theory of Reasoned Action (TRA) 

Theory of reasoned action is to try to understand human 

intention to do something.  In the past, theory of reasoned 

action (TRA) was introduced to predict behaviors [4], [5].  In 

this theory, two components are proposed to influence 

behavioral intention, which in turn will influence actual 

behavior.  These two components consist of attitude toward the 

behavior or attitude toward the act and subjective norm.  

Attitude toward the act refers to the degree of one’s feeling 

toward a particular behavior.  On the other hand, subjective 

norm refers to the influence of significant others, such as family 

members, friends, and colleagues; it is the pressure on 

consumers to conform to the expectations of those significant 

others.  Two elements are expected to influence attitude toward 

the act.  They are behavioral beliefs and outcomes evaluation.  

Similarly, two elements are proposed to influence subjective 

norm.  These are normative beliefs and motivation to comply.  

TRA is deemed to be an intuitive and insightful model having 

the ability to explain behavior [6]. TRA, in addition, has been 

used to predict different behaviors.  It was applied to several 

types of behaviors, such as intention to conserve water in a 

lodging context [7], online shopping [8], consumption mode of 

green electricity [9], food tourist’s behavior [10], etc.  In this 

research, attitude toward buying represented attitude toward the 

behavior, i.e., the purchase of life insurance.  We also added 

two other attitudinal components into the model.  These two 

attitudinal components were attitude toward saving and attitude 

toward the brand.  Subjective norm was also expected to have 

an influence on life insurance purchase decision.  In addition, in 

life insurance industry, salespersons are essential to the sale of 

life insurance policies. Hence, perceived quality and 

trustworthiness of salespersons are important to influence 

purchase decision.  

B. Attitude toward Buying 

According to the TRA, attitude toward the act is an influential 
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factor driving people’s behavioral intention to do something.  

Attitude is basically defined as a way people believe or feel 

about something.  It is a psychological construct involving an 

emotional entity of human beings [11]. Attitude toward the act 

is basically referred to as people’s feeling toward that particular 

behavior [4].  In this study, attitude toward buying can be 

defined as a prospective person’s feeling toward buying a life 

insurance policy.  If a person feels positive about it, his/her 

intention to buy a life insurance policy is likely to occur but if a 

person feels negative about it, his/her intention to buy a life 

insurance policy is unlikely to occur.  This leads to the 

following hypothesis. 

 

H1: Attitude toward buying will have a positive effect on 

purchase decision.  

C. Attitude toward Saving 

Economic theories view saving as a surplus of resources after 

expenditure [12]. On the other hand, behavioral and 

psychological theory of saving says that saving is dependent on 

discretionary saving, where one intentionally saves by putting 

some money aside and may invest for the benefits of having 

more money in the future [13].  The general thinking of 

investment is putting some money aside now in order to make 

gains in the future.  Life insurance is comparable to an 

investment.  In the world of digital economy, sellers of life 

insurance try to point out the saving benefit of life insurance.  It 

means that people can save money by investing in life 

insurance.  They are two major benefits of buying life 

insurance.  One is to cover the life of the life insurance holder if 

something happens to the life insurance holder.  The other one 

is if the life insurance holder can hold the policy till the end of 

the period specified in the life insurance policy, which could be 

20 or 25 years depending on the terms of the agreement, they 

will receive a full amount of money plus an attractive incentive.  

Life insurance holders may also receive some cash back every 

year or not every year depending on the terms of the agreement.  

If prospective customers fully understand this, they are more 

likely to buy a life insurance policy.  This leads to the following 

hypothesis. 

 

H2: Attitude toward saving will have a positive effect on 

purchase decision. 

D. Attitude toward the Brand 

Attitude toward the brand can be defined as an “individual’s 

internal evaluation of the brand” [14]. This definition involves 

two key characteristics of attitude. One is that attitude is 

directed at an object, which is the brand and the other is the 

internal evaluation of the brand.  Consumers may rely on their 

attitudes toward the brand when forming attitudes toward a 

company. A brand may also refer to the company itself. 

Attitude toward the brand can be thought of as consumers’ 

general liking of the brand. Marketing communication can help 

companies develop a position that can differentiate themselves 

and attract positive attention from consumers. Brand is an 

opportunity for a life insurance company to present its brand 

reputation [15]. Potential customers choose the brand with the 

image that best fits with their self-image. Companies deliver a 

promise to customers through the brand, from which 

expectations are formed. This suggests that attitude toward the 

brand is an internal part of consumers that may direct behavior. 

The brand in this case is the life insurance company.  If the 

company is well established and has good reputation.  

Prospective buyers will feel confident about the brand.  Their 

evaluation of the brand will be positive.  It was found that 

attitude toward the brand had an effect on purchase intention 

[16].  Hence, the following hypothesis is developed. 

 

H3: Attitude toward the brand will have a positive effect on 

purchase decision. 

E. Subjective Norm 

Subjective norm refers to the perceived social influences that 

will have an impact on consumers’ decision to do or not to do 

something [17]. Subjective norm is based on the normative 

beliefs and motivation to comply with those beliefs [17]. In 

simple words, subjective norm represents the social pressure to 

engage in a certain behavior [18]. Subjective norm is 

considered to be the beliefs of consumers on how they should 

follow the opinion of their reference group if they perform a 

certain behavior. According to the TRA, subjective norm is a 

sense of belief about those individuals or/and groups who will 

approve or disapprove of a particular behavior we are about to 

engage in [4].  Family members, friends, and colleagues at 

work may be deemed as the reference group that will have an 

influence on consumers’ purchase decision.  As a member of 

the group, a consumer will try to fit in with the norm of the 

group.  If the reference group feels or thinks positively about 

buying life insurance, consumers will feel motivated to follow 

and are more likely to have an intention to do so.  Hence, the 

following hypothesis is derived. 

 

H4. Subjective norm will have a positive effect on purchase 

decision. 

F. Perceived Quality 

Perceived quality can be conceptualized as consumers’ 

judgment about a product’s overall excellence.  Perceived 

quality is different from actual quality.  It is a higher level 

abstraction rather than a specific attribute of a product.  It is 

also a global evaluation that in some cases is similar to attitude 

and a judgment is usually made within a consumer’s evoked set 

[19].  Perceived quality results from the comparison of 

consumer expectations with the actual performance of a brand. 

The role of perceived quality in influencing consumer purchase 

decision in store brands is well supported.  It is deemed to be 

one of the most significant factors in associating the store brand 

with purchase intention [20].  It is analogous to the perceived 

quality of a salesperson.  Since selling life insurance mostly 

depends on salespeople, we will apply the concept of perceived 

quality of a brand to perceived quality of a person.  This means 

that if the salesperson is reliable, knowledgeable, humble, and 

polite, he/she will create a good self image.  This will lead to 

the likelihood that consumers will make up their minds in a 

positive way.  The following hypothesis is derived. 
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H5: Perceived quality will have a positive effect on purchase 

decision. 

G. Trustworthiness 

Trustworthiness has widely been perceived as consisting of 

ability, benevolence, and integrity [21], [22]. These are three 

important dimensions that drive people to trust.  

Trustworthiness is basically based upon the ability, 

benevolence, and integrity of a person.  If the person has these 

quality aspects, he/she will be trusted [23].  In the past, the 

concept of trustworthiness was conceptualized as a 

unidimensional construct or a multi-dimensional construct. As 

a unidimensional construct, the concept would involve the idea 

of promise keeping and reliability [24].  As a multi-dimensional 

construct, the concept would involve the ideas of 

promise-keeping, honesty, credibility, sincerity, competence, 

reliability, etc. [25], [26]. 

In this research, the concept of trustworthiness is based on a 

unidimensional construct. It can be defined as the ability, 

benevolence, honesty, and integrity of the salespersons who 

will perform their tasks faithfully.  This is important in the life 

insurance industry.  Creating trustworthiness will help make 

prospective customers feel confident to buy a life insurance 

policy.   The following hypothesis is suggested. 

 

H6: Trustworthiness will have a positive effect on purchase 

decision. 

III. RESEARCH CONCEPTUAL FRAMEWORK 

 From the literature review, the research conceptual 

framework is developed and illustrated in Figure 1. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Fig. 1. Research conceptual framework 

IV. METHODOLOGY 

The population of interest was full-time employees who 

worked in the Bangkok Metropolitan area in Thailand and had 

never purchased life insurance policies before.  We contacted 

the marketing directors of the four comparable life insurance 

companies and asked for their assistance in collecting data.  We 

asked them to give our questionnaires to their salespeople so 

that they could help collect data when they visited or met with 

their potential customers.  Our sample size would be 384 [27].  

We rounded the number up to 400 and requested each life 

insurance company to help distribute 100 questionnaires 

through their salespeople. 

We then performed in-depth interviews with five marketing 

directors of the life insurance companies.  The purpose was to 

confirm our conceptual framework and definitions of the 

constructs.  All interviewees agreed with our conceptual 

framework and definitions.  Scales used to measure key 

constructs were adapted from existing scales [28] and the 

literature review.  We used five point Likert scales to measure 

our constructs except purchase decision.  We used four 

questions/items for attitude toward the brand and 

trustworthiness.  Three items were used for all other constructs.  

Purchase decision was based on a binary scale.  We used 1 to 

represent purchase and 0 to represent not purchase.  A pretest 

was then carried out with 50 respondents with the same 

criterion, i.e., having not purchased a life insurance policy 

before.  The purpose was to check the reliability of the 

measures.  We performed a reliability analysis by examining 

the Cronbach’s alphas.  It appeared that the fourth item of 

trustworthiness was unreliable since its item-total correlation 

was well below 0.3 [29].  This item was dropped from further 

analysis.  We then recomputed Cronbach’s alphas and the 

results were satisfactory.  The Cronbach’s alphas for constructs 

with multiple item scales were above 0.7 [30], the lowest was 

0.701 and the highest was 0.882. This suggested that our 

measures with multiple items were reliable. A final 

questionnaire was then developed for data collection.  

V. ANALYSIS AND RESULTS 

We received 302 completed questionnaires back but six of 

them were unusable.  The usable questionnaires were 296 

representing a response rate of 74%.  We then handled the 

missing values by replacing them with the mean of their 

questions/items.   

The sample consisted of 35.5% male and 64.5% female. The 

average age of our respondents was 30.86 with standard 

deviation of 5.68.   The majority of respondents had income in 

the range of Baht 20,000 - 40,000 (1.67%). In terms of 

education and marital status, the majority of respondents held a 

bachelor’s degree and a master’s degree (95%) and was single 

(66.9%). 

We again performed reliability analysis on those constructs 

with multiple measures.  The results showed that all 

Cronbach’s alphas were above 0.70 [30] indicating good 

reliability of our measures.   The results were presented in 

Table I. 

 
TABLE I: RESULTS OF RELIABILITY ANALYSIS 

 

Constructs Cronbach’s Alphas 

Attitude toward Buying  0.785 

Attitude toward Saving 0.834 

Attitude toward the Brand 0.713 

Subjective Norm 0.705 

Perceived Quality 0.735 

Trustworthiness 0.872 
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***Significant at 0.001

** Significant at 0.01
* Significant at 0.05

Since our dependent variable/endogenous construct was a 

binary scale, a logistic regression would be used.  Logistic 

regression is a statistical model used to model a binary 

dependent variable (nominal scale).  The independent 

variables/exogenous variables can each be a binary variable or 

a continuous variable (interval scale or ratio scale). 

We used logistic regression to analyze the data.  Since our 

exogenous variables were based on multiple questions/items, 

the composite scores were used for all the exogenous variables.  

The results were presented in Table II. 

 
TABLE II: RESULTS OF HYPOTHESIS TESTING 

 

Constructs Coefficients Wald 

Chi-square 

p-value 

Attitude toward 

Buying 

0.452 16.354 0.000*** 

Attitude toward 

Saving 

0.593 16.999 0.000*** 

Attitude toward 

the Brand 

-0.019 0.021   0.885 

Subjective 

Norm 

-0.064 0.705   0.401 

Perceived 

Quality 

0.248 4.157   0.041* 

Trustworthiness 

 

0.473 16.831 0.000*** 

 

 

        
The results indicated that attitude toward buying, attitude 

toward saving, and trustworthiness were all significant and had 

positive effects on purchase decision (p < 0.001).  Perceived 

quality was also significant and had a positive effect on 

purchase decision (p < 0.05).  When examining the coefficients, 

we found that attitude toward saving had the strongest effect, 

followed by trustworthiness, attitude toward buying, and 

perceived quality.  Attitude toward the brand and subjective 

norm were found to have no effects on purchase decision.  

Hence, H1, H2, H5, and H6 were supported whereas H3 and H4 

were not supported. 

VI. DISCUSSION AND IMPLICATION 

The results showed that attitude toward saving had the 

strongest effect, followed by trustworthiness, attitude toward 

buying, and perceived quality.  The outcome suggests that 

saving is important to consumers.  Consumers can make a long 

term investment in a life insurance policy because it is a form of 

saving and the benefit is twofold.  One is the coverage of the 

insurance holder if something happens to him/her. The other 

one is when the period of the policy is fulfilled, the life 

insurance holder can receive a lump sum of money.  In addition 

to this, they may get cash back every year or not every year 

depending on the terms of the life insurance policy. If a 

consumer feels good about saving, he/she will be more likely to 

purchase life insurance.  According to the TRA theory, attitude 

toward the behavior/the act will have an effect on behavioral 

intention. In this sense, attitude toward buying simply just 

follows the theory.  If consumers feel good about buying life 

insurance policies, it is very likely that they will purchase them.  

Trustworthiness and perceived quality of salespersons are 

considered to be very significant factors influencing 

consumers’ purchase decision.  Salespeople play a major role in 

selling life insurance.  However, the results suggest that 

salespeople must have quality in themselves. They must be 

reliable, knowledgeable, polite, and humble.  Apart from all of 

these quality aspects, the essential one is trustworthy.  

Salespeople must look trustworthy.  They should behave as 

representatives that consumers can trust when it comes to 

buying life insurance. Trustworthiness plays a major role in 

consumers’ purchase decision and it is more important than the 

perceived quality itself.  This is true in the real world when trust 

plays a key role in every situation.  If we trust someone, we will 

listen to that person and do what that person suggests us to do.   

Attitude toward the brand was found to have no effect on 

purchase decision.  This may be due to the fact that most brands 

are well known and have good reputation.  As a result, brands 

are not a factor in consumes’ decision making.  Subjective 

norm also had no effect on purchase decision. Buying a life 

insurance policy is a big step.  The person who is deciding must 

do it by himself/herself.  Consumers may listen to others but in 

the end they will have to decide by themselves. 

The implication of the findings is that life insurance 

companies must focus their communication on saving, not just 

death coverage or accidental coverage. They must recruit and 

train their salespeople to be trustworthy, sincere, and willing to 

help their consumers or clients.  In addition to this, salespeople 

must possess all other quality aspects that will impress 

consumers or potential customers, such as knowledge about the 

life insurance, behaving in a courtesy way, and being humble.  

They also need to look good; appearance can be used as a signal 

of quality.  Life insurance companies may move strategically to 

focus their resources on marketing communication to create a 

good and positive feeling toward buying a life insurance policy.  

They must provide knowledge of life insurance and make 

consumers aware of it.  They also need to make consumers 

know that life insurance is a form of long term investment that 

is worth purchasing. 

The contribution of this research is the extension of the 

theory of reasoned action to include other aspects of attitudes.  

These are attitude toward saving and attitude toward the brand. 

We also include other key variables associated with the context 

we are in. These variables/constructs are perceived quality and 

trustworthiness of salespeople.   Future research may want to 

look beyond the present model to include some other relevant 

variables/constructs in the model, such as perceived benefits 

and perceived risks. 

VII. CONCLUSION 

The study was aimed at extending the theory of reasoned 

action to study purchase decision toward buying/purchasing 

life insurance.  Apart from the classic two major components, 

attitude toward the behavior/the act and subjective norm, that 

would have a predicted effect on behavioral intention or in this 

case purchase decision, we also examined the effects of other 

key constructs involving life insurance.  These key constructs 

were attitude toward saving and attitude toward the brand as 

22nd PATTAYA Int'l Conference on Economics, Education, Humanities & Social Sciences (PEEHSS-19) Aug. 12-14, 2019 Pattaya (Thailand)

https://doi.org/10.17758/URUAE5.UH0819438 20



well as perceived quality and trustworthiness of salespeople. 

We computed Cronbach’s alphas to examine the reliability of 

all constructs with multiple items.  The results were 

satisfactory.  Then, we used logistic regression to test the 

hypotheses because our dependent variable was based on a 

binary scale. The findings showed that attitude toward saving, 

trustworthiness, attitude toward buying, and perceived quality 

had significant and positive effects on purchase decision but 

attitude toward the brand and subjective norm were found to 

have no effects on purchase decision.  Future research may 

want to investigate some other constructs that are considered to 

have an influential effect on life insurance purchase decision, 

such as perceived benefits and perceived risks. 
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