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Study 1: Cross-industry study
Focus: 

• Explorative study-design: How does 
consumers’ sustainable purchasing 
behaviour differ between industries?

Results:

• Consumers do not intuitively consider 
the insurance industry when they want 
to make an ESG impact and do not 
perceive that insurers make a 
sustainable impact at all

• When educating them about the ESG 
impact insurers can have, consumers 
are willing to pay equally more as in 
other industries 

After educating participants 

Study 3: Free-choice study & conceptional model
Focus: 

• In-depth analysis of the influence of 
price in an incentive-compatible 
setting (raffle)

• Are trust, perceived quality, brand 
equity, and perceived consumer 
effectiveness (PCE) mediating 
factors for the effect of the 
sustainability attribute on the 
purchase intention (PI)?

Results:

• Sustainable attribute is a significant 
predictor for purchase interest, at all 
price levels

• Interaction-term (Price x Sustainability) 
remains marginally not significant

• Product quality, brand equity, and PCE 
are significant mediators

• For low price levels (USD 129), PCE 
acts as a negative mediator, for high 
price levels (USD 169) as a positive 
mediator, for medium price levels, the 
mediation is not significant  

Findings Implications
• Consumers value sustainable insurance contracts, and, when educated about the 

positive impact, most consumers are willing to pay more for these products than 
for conventional insurance

• Even for higher price levels, the purchase intention remains high

• This acceptance of higher prices can be explained by improved perceptions of the 
insurance company in terms of brand equity and product quality, which act as 
mediators between the sustainability attribute and purchasing intention

• For lower prices, the PCE can influence the PI negatively, for higher prices 
positively

• There is clearly a demand for sustainable insurance products

• ESG Impact of insurances needs to be better communicated, to increase the 
willingness to pay for sustainable insurances

• Offering sustainable insurances increases the product quality and brand image

• Too low prices can decrease the perceived sustainable effectiveness of the 
insurance product and in turn decrease the PI

Study 2: Forced-choice study
Focus: 

• Do customers choose a sustainable 
over a non-sustainable insurance 
product? 

Results:

• Strong indication that customers care 
about the sustainable business 
practices of their insurer and are also 
predominantly willing to purchase 
sustainable insurance products at a 
higher price

• Sustainability is a strong predictor of
insurance purchase decision: 
βSustainability = 3.56, z(683) = 5.90, p < 0.05

• Interaction-term (Price x Sustainability) 
remains not significant

Effects Effect (SE) t-Value CI (95%)
A-Paths
Sustainability → Trust 0.874 (0.063)*** 13.922 0.751 to 0.998
Sustainability → Perceived quality 1.158 (0.076)*** 15.156 1.008 to 1.308
Sustainability → Brand equity 1.490 (0.077)*** 19.330 1.338 to 1.641
Sustainability → PCE 1.152 (0.088)*** 13.117 0.980 to 1.325
B-Paths
Trust → PI 0.069 (0.107) 0.645 -0.141 to 0.278
Perceived quality → PI 0.201 (0.089)** 2.251 0.026 to 0.376
Brand equity → PI 0.530 (0.089)*** 5.986 0.356 to 0.704
PCE→ PI -2.364 (0.458)*** -5.160 -3.263 to -1.465
Price → PI -0.087 (0.009)*** -9.3123 -0.105 to -0.068
Sustainability → PI 4.162 (1.260)*** 3.302 1.688 to 6.636
Sustainability x Price → PI -0.017 (0.009)* -1.959 -0.033 to 0.000
PCE x Price → PI 0.017 (0.003)*** 5.414 0.011 to 0.023
Conditional Direct Path
Sustainability → PI

if Price USD 129 2.027 (0.222)*** 9.144 1.592 to 2.462
if Price USD 149 1.696 (0.153)*** 11.102 1.396 to 1.995
if Price USD 169 1.365 (0.234)*** 5.836 0.906 to 1.825

Indirect Effects
Sustainability → Trust → PI 0.060 (0.109) - -0.158 to 0.270
Sustainability → Perceived quality → PI 0.233 (0.110) - 0.022 to 0.459
Sustainability → Brand equity → PI 0.790 (0.147) - 0.503 to 1.077
Sustainability → PCE → PI

if Price USD 129 -0.259 (0.089) - -0.439 to -0.088
if Price USD 149 0.123 (0.072) - -0.019 to 0.266
if Price USD 169 0.505 (0.109) - 0.297 to 0.724

Note. SE = standard error; CI = 95% confidence intervals. ***p < .01. **p < .05. *p < .10.

• Insurances are particularly affected by the impacts of climate change and have, therefore, a strong intrinsic 
motivation to stop climate change. Further, they have various means and levers to engage in this topic

• Research has shown that the introduction of sustainable products can have opposite effects on consumer 
behavior, depending on the company or purchasing situation. Likely the industry/product category also has an 
influence in this matter

• Because consumer behavior regarding sustainable attributes has never been assessed in the insurance industry, 
we would like to find out what the impact of sustainable attributes are on the purchasing behavior of insurance 
consumers?

• We analyze whether customers choose a sustainable over a non-sustainable insurance product and whether 
trust, perceived quality, brand equity, and perceived consumer effectiveness (PCE) mediating factors for the effect 
of the sustainability attribute on the purchase intention (PI)

Motivation and Research Question Conceptual Model
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