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ABSTRACT

Nowadays, online technology and services are used by many industries and
business such as bank, insurance, military, hospitality and other. Central Bank
of Malaysia had rolled out online life insurance’s frameworks that allow insurers
to distribute life insurance through online. Many insurance companies do not
have a clear overview on the changes of customer’s purchase intention after the
introduction of online life insurance in Malaysia. The objective of this research is
to test and examine the effect of online life insurance on customer’s purchase
intention. The methodology for this research is using quantitative method to
collect data and information from 150 respondents. Questionnaire had delivered
to 150 qualify respondents from Klang Valley through online and hardcopy
manner. The data and information collected from 150 respondents are analyzed
using statistical tools such as descriptive statistic, Chi-square test, Anova,
multiple regression and others. The key findings in this research explains that
independent variables such as conveniences, price and feature comparison and
product flexibility have significant positive relationship with customer’s purchase
intention. However, information transparency has positive but not significant

relationship with customer’s purchase intention on online life insurance.

Paper type: Research Paper

Key words: Online life insurance, customer’s purchase intention
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CHAPTER 1: OVERVIEW / INTRODUCTION

1.0.0 Introduction

Table 1.1: Types of online services in Malaysia

Online Banking Online Purchase
Online Payment Online Lending
Online Insurance Online Orders

Source: Raj (2014)

Nowadays, online technology and services are used by many industries and
organization such as insurance, banking, and other. Malaysia’s banking
institutes have provided many online services such as online banking or
payment services to enhance client’'s conveniences as shown in Table 1.1.
Banks in Malaysia start provides advanced online services to customers such
as online payment or transfer in order to catch up the E-commerce and online
purchase trend in Malaysia (Jeffry, 2017). Malaysia had experienced a fast
growth rate in E-commerce which was 884 million$ (2016), 1076 million$ (2017),
1309 million$ (2019) and are expected to grow further in the future time
(Statistic, 2016). The latest online service trend and progression is the
introduction of online life insurance in Malaysia. Online life insurance is the
website that allows customer to buy different category of life insurance from

insurers through online manner (Sunil, 2016).

In 2016, Central Bank of Malaysia had rolled out framework for online life
insurance which allows life insurance products to be delivered through online
(Daniel, 2016). This online life insurance framework brings progression to online
life insurance industry in Malaysia. The existing of online life insurance is
viewed as threats for insurance agents because customers can purchase online

life insurance freely through online without assistance from insurance agent. In
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the past, customers can only access information and explanation on life
insurance products through insurance agents only. Malaysia’s customer
purchase intention will change when customers start to adapt and catch up the
online life insurance trends in Malaysia (Ali, 2015).

Life insurance industry has different view on the actual effect of online life
insurance on customer’s purchase intention (Eonomictimes, 2017). Insurance
agents view online life insurance as a threat because customer able to
purchase online life insurance through online without assistance from insurance
agents (Tanguy, 2017). Customer’s purchase intention is a study of how
consumer makes final purchase decision on certain products or services in the
market (Business, 2017). This research is to identify the changes of customer’s

purchase intention due to the existence of online life insurance in Malaysia.

1.2.0 Background/Rationale

The background of this research is related to how characteristic and elements in
online life insurance will effects customer’'s purchase intention in Malaysia.
Central Bank of Malaysia had provided online life insurance framework to allow
insurance companies distribute life insurance through online (Meathere, 2016).
Online life insurance is a concept that allows customer to purchase life
insurance with just a mouse click through the websites (Lakhangaonkar, 2017).
Customers will benefit from it in perspective of low premium, flexibility to setup
self-comparison, convenience, information transparency and others (Getahead,
2016). However, online life insurance also has disadvantages to customers.
Disadvantages of online life insurance is less customers may have deep detail
understanding on life insurance products, distinguish of insurance agent’'s

services and others side effect (Gyan, 2017).
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Online life insurance is a new trend in Malaysia although it is already popular in
other developed and developing country especially India and China. Centre
Bank of Malaysia had rolled out guideline or framework for online life insurance
in 2016 to catch up this latest trend. Many insurance companies still not yet
prepared well to catch up the online life insurance trend in Malaysia (Yvonne,
2017). UforLife is currently the largest size of insurance online platform that
promotes and delivers life insurance through online in Malaysia. UforLife had
been planning to invest RM 5 million to boost up and enhance the online system
in order to meet the growth of demand from Malaysian (Staff, 2015). UforLife
also had achieved RM 165 million sales in online life insurance policy. Many
insurers such as Zurich, Etiga, Allianz and other also start to introduce or
promote new online life insurance products through online (Ringgitplus, 2017).

Many insurance agents are reluctant to renew agent licenses due to the
significant impacts from online life insurance. According to Malaysia (2017),
only 39,000 of insurance agent under the total number of agent which was
estimated only 100,000 renewed agent licenses in 2016. It indicates that
customers prefer to purchase life insurance through online instead of life
insurance agents. This condition leads to number of registered insurance agent
to decline. It is because the demand for insurance’s agent services is negatively
affected by the existence of online life insurance. Problem raised as insurers
need to understand and study the customer’s purchase intention again after
introduction of online life insurance in Malaysia (Graham, 2015). It is important
because insurers will easily lose customer to other competitors who are
advanced in online life insurance. Insurers will pay a high cost if unable to
understand the changes of customer behavior effectively on online life
insurance (PWC, 2014).
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1.3.0 Problem statement

The problem statement for this research is “Insurers do not know the changes
of customer’s purchase intention after the introduction of online life insurance in
Malaysia”. Insurers had been receive different feedbacks or opinions from
customers on the advantages and disadvantages of online life insurance
(iBanding, 2017). Insured prefers to purchase life insurance through online
according to analysis research done in the past (Henrik, 2016). According to
David (2014), it is harder to retain existing customer on conventional life

insurance due to the existence of online life insurance in life insurance industry.

The existence of online life insurance has leads insurers to understand and
study the customer behavior again (Méndez et al., 2017). According to IT-Online
(2017), technology or online life insurance will have majors impact on insurance
companies and customer. Problems arise when insurers do not have a clear
overview on the changes of customer’s purchase intention due to online life
insurance. There is only little research had been done in the past. Insurers must
understand and study the customer’s purchase intention in order to retain and
attract online life insurance’s customer in long term basis (Accenture, 2017). It
is critical because insurers may made adjustment in distribution channel in
order to effectively promote and deliver online life insurance to customers (Shi
et al., 2016). If insurers do not study the changes of customer’s purchase
intention, insurers may easily lose out loyal customers to other competitors who

are advance in online life insurance.

Online life insurance is the technology system that allows customer to purchase
life insurance through online manner (Merriam, 2017). Customer’s purchase
intention is the study of behavior of customer, business customer and others on
the process of buying a products or services (Smriti, 2017). The elements and
characteristics in online life insurance will affects customer’s purchase intention
directly which are information transparency, conveniences, product and feature

comparison and product flexibility (Thomas, 2013). The relationship between
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these 4 variables and customer’s purchase intention are measured and
evaluated using quantitative methods. This quantitative analysis is used to
analyze the questionnaire’s data. Respondents who had purchased online life
insurance and above eighteen years old are picked randomly from Klang Valley.

1.4.0 Research questions

1) Is there any relationship between information transparency of online life

insurance and customer’s purchase intention?

2) Is there any relationship between conveniences of online life insurance and

customer’s purchase intention?

3) Is there any relationship between price and feature comparison of online life

insurance and customer’s purchase intention?

4) Is there any relationship between product flexibility of online life insurance

and customer’s purchase intention?
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1.5.0 Research objectives

1.5.1 Main objectives:

1) To explore relationship between online life insurance and customer’s

purchase intention.

1.5.2 Sub-objective:

1) To explore relationship between information transparency of online life

insurance and customer’s purchase intention.

2) To explore relationship between conveniences of online life insurance and

customer’s purchase intention.

3) To explore relationship between product and feature comparison of online life

insurance and customer’s purchase intention.

4) To explore relationship between product flexibility of online life insurance and

customer’s purchase intention.
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1.6.0 Hypothesis/ Propositions

1) There is a relationship between information transparency and customer’s

purchase intention.

2) There is a relationship between conveniences and customer’s purchase

intention.

3) There is a relationship between price and feature comparison and customer‘s

purchase intention.

4) There is a relationship between product flexibility and customer’s purchase

intention.

1.7.0 Significance of the study

This research is to provide information and findings on the issue of how
customer’s purchase intention will change with the existence of online life
insurance in Malaysia. Liberalization of online life insurance only starts in
Malaysia in year 2016 after Central Bank of Malaysia had rolled out framework
for online life insurance (AIA, 2017). However, only little of study or research
had been done on the changes of customer behavior after the existence of
online life insurance in Malaysia. Many insurers do not know the impact of
online life insurance to customer’s purchase intention (Marc, 2017). Insurers are
conservatives and do not made much adjustment in operation or distribution

channel due to lack of information and study on this topic (Jennifer, 2016).

This research provides the updates and information on customer’s purchase

intention on online life insurance. This research will be added on information or
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update on other research in the past. It also will provides information on the
main characteristic in online life insurance that will affect customer’s purchase
intention in Malaysia (Khare et al., 2012). Additional information for insurers in
Malaysia about the reaction of customers on online life insurance is provided in
this research. This research is important to insurers in Malaysia because
insurers will have a new mindset on customer’s behavior on online life

insurance (Insurance, 2017).

The contribution of this research is important for stationary and print copy
suppliers for insurer in long term basis (Craig, 2015). Through reading this
research, suppliers can identify and estimates the changes of demand for paper
and print copy after introduction of online life insurance in Malaysia. The
existence of online life insurance may affect demand for stationary and paper in
the future time (Yu et al.,, 2016). This research is important to government
because government or central bank have to monitor the progression of online
life insurance from time to time. Government and central bank need to revise
current life insurance regulation in order to protect customer's right and
competitive fairness in online life insurance industry (Abramovsky and
Kochenburger, 2016).

1.7.0 Limitation of study

The limitation of this research involves impact limitation. Impact limitation is the
research’s limitation that occurs in regional or areas focused. Impact limitation
will occur when research area is over focused on specific regional of a
population. In this research, the methodology method is using the sample size
in Klang Valley to represent the whole population in Malaysia. It indicates that
the results and findings from the 150 respondent will be used to represent the
whole population in Malaysia. However, it is inefficient to use the findings and
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results from Klang Valley to represent the whole Malaysia’s population. It is
because different states in Malaysia will have different opinion on online life

insurance.

Another limitation for this research is longitudinal limitation. Longitudinal
limitation is the limitation that incurred due to the constraints of time to complete
the research. In this research, there are only 16 weeks to complete the research.
It is considered as hurry and tight for researcher. When in time constraint
condition, research component such as literature review, data analysis and
other parts will be done in rush or hurry manner. Researcher may not have
enough time to do the research in deep and detail on the effect of online life
insurance to customer’s purchase intention due to constraints of time. This
limitation will affect the accuracy and the detail of this research because
researcher is in hurry of time to complete the research within the limited timeline.
The longer research timeline will leads to higher accuracy and efficiency of this

research’s findings and analysis.

1.8.0 Organization of chapters

This research includes total of five chapter which includes introduction (chapter
one), literature review (chapter two), research methodology (chapter three),
research findings (chapter four) and conclusion (chapter five). In chapter 1,
researcher is discussing overview of this research. The elements that will be
discussed in chapter 1 includes introduction, background, problem statement,
research objectives and questions, hypothesis, significance of the study,
limitation of the study, brief proposed methodology, operational definitions and

organization of chapters.

Chapter two is discuss on the literature review that related to effect of online life

insurance on customer’s purchase intention. Literature review will be done on
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the four independent variables (information transparency, conveniences, price
and feature comparison and product flexibility) and dependent variable
(customer’s purchase intention). Many suitable and related article or journal
have selected for literature review in this chapter. Theoretical framework also
formed in this chapter by using suitable theory or model to support the four

hypotheses formed.

In chapter three, research methodology is discussed. Elements such as
research design and methodology, unit of analysis, sampling design, technique
and others are discussed. This chapter is mainly focus on the statistical tools or
methods that is used in this research. Researcher will follows the guideline and
methodology framework in this chapter to collect data and analyze the data
collected from 150 respondents. Many suitable statistical tools have selected to
test the relationship and correlation between online life insurance and

customer’s purchase intention.

In chapter four, the discussion is mainly focus on the findings and result from
the data collected from 150 respondents. Various statistical tools such as
descriptive statistic, ANOVA, Chi-square and multiple regressions analysis have
used to test the relationship between online life insurance and customer’s
purchase intention. The summary of findings is discussed in this chapter. In this
chapter, the relationship between the four independent variables (information
transparency, conveniences, price and feature comparison and product
flexibility) and dependent variable (customer's purchase intention) are

discussed and analyzed in detail.

The last chapter which is chapter five is discussing the overall conclusion,
contribution to the literature, contribution to industry, limitation of research,
recommendation for future research and personal reflection. This chapter
mainly is to discuss the overview and conclusion from all chapters in this

research. Readers will understand the overview and the relationship in briefly
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manner about the findings of relationship between online life insurance and

customer’s purchase intention.

1.9.0 Summary

Summary for this paper is to discuss the overview and framework of this
research. The content includes background, problem statement, research
objective, hypothesis, significances of study, limitation of study, brief proposed
methodology, operation definition and organization of chapter. The purpose of
this research is to identify the changes of customer’s purchase intention due to
the existing of online life insurance in Malaysia. This study is important to
insurers because insurers may nheed to study in details on the customer

behavior again due the impact from online life insurance.
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CHAPTER 2: LITERATURE REVIEW

2.0.0 Introduction

In chapter 2, the content discussed is mainly focus on the definition of
dependent variable and independent variables. The most suitable definition on
customer’s purchase intention is chosen from various literatures and is used as
references for this research. The definition of independent variable (Information
transparency, Conveniences, Price and feature comparison and Product
flexibility) is discussed and suitable theories have been used to support the
relationship between independent variables and dependent variable in this
research. Deductive approach is used in this research. This approach starts
with using theories that related to the topic, then narrows down to hypothesis,
observation and result or findings. Models such as EKB model, TAM model,
RPT model and EMT model are used to support the relationship between
independent variables and dependent variable.

2.1.0 Online life insurance in Malaysia

Online life insurance is the concept or a condition that allows customer to
purchase life insurance through online platform or websites (Prudential, 2017).
Online life insurance still considers as new concept or trends in Malaysia. Many
Malaysia’s insured and insurers not yet fully adapt or familiar with the trends of
online life insurance in Malaysia (McKinsey and Company, 2016). Central Bank
of Malaysia just introduced the online life insurance’s framework for insurers in
years 2016. Central Bank of Malaysia has make estimation that Malaysia’s
insurance estimated penetration rate will reach 75% in year 2020 (BNM, 2017).

Combination of conventional and online distribution channel to distribute life
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insurance and online life insurance is encouraged in order to achieve the sale of

profit target set by insurance companies.

Many insurers in Malaysia will accept and adapt into the trends of online life
insurance. However, many insurers still do not have a clear overview on the
effect of online life insurance on customer’s purchase intention (Ng, 2017).
Some insurers viewed online life insurance as a threat in term of insurance
agents because customer can purchase online life insurance through online.
Insurers estimate sales from insurance agents will further decline due to the
existing of online life insurance in Malaysia (Tek, 2017). Distribution channel
need to be adjusted by insurers because insurers will easily lose customers to
competitors if insurers do not study and understands the effect of online life
insurance on customer’s purchase intention. The leader in online life insurance

industry is Uforlife in Malaysia (Adrian, 2017).

There were about 12 million of Malaysian have purchased life insurance
coverage (Loo, 2016). However, there was about 90% of insured was under
coverage (Liam, 2016). Malaysian still not familiar on the online life insurance
trends in Malaysia. There was estimated of 18,000 Malaysians who have
purchase life insurance through online (Christina, 2016). It indicates that
Malaysians still do not update themselves with the trends of online life
insurance. Central Bank of Malaysia will make changes on framework from time
to time in order to encourage Malaysians buy life insurance through online in

fair and comfortable manner (Tuah, 2011).

Most of the customers had gained the benefits of purchase life insurance
through online platform (AIA, 2017). The benefits of online life insurance is save
time and cost, cheaper premium, information transparency and others (Rediff,
2016). The 5 characteristic are scored the highest in a survey (Gyan, 2017).
Insured will start benefited from the online life insurance once insured fully
understand and adapted in online life insurance trends and features. Prudential

company concludes it was a big opportunities in online life insurance trends in
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Malaysia because the online life insurance penetration rate was only 56% in
2013 (Ronnie, 2014).

2.2.0 Consumer’s purchase decision process

Figure 2.1: Consumer’s purchase decision process

Needs Information Evaluating Purchase Post Purchase

Awareness Search Alternatives Decision

Source: Implication (2012)

Consumer’s purchase decision process is a process that consumers must go
through before make final purchasing decision on a products or services
(Khaniwale, 2015). This process involves 5 stages which are Need Awareness,
Information Search, Evaluating Alternatives, Purchase Decision and Post
Purchase. Customers will go through the whole purchase decision making
process completely without bypass any phase. If a consumers do not buy any
products, customers will go through the whole purchase process again until
success purchase the products or services customers preferred (Burnett and
Org, 2012). Online life insurance’s customers also will go through the same

purchase process as Figure 2.1.

The first stage in buying process is Need Awareness. In this stage, customers

will start identify needs and wants through internal and external stimulus
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(Implications, 2012). In online life insurance industry, internal stimulus can let
customers acknowledge on important of online life insurance while external
stimulus can be on the influences of media and advertisement regard to
important of online life insurance to people (Polarization, 2016). The second
stage is Information Search. Consumers will start utilize information sources
such as newspaper, internet, book, article and other to search for information

about the online life insurance products (Negricea and Edu, 2015).

The following stage is Evaluating Alternatives. Customers start evaluate every
alternatives collected in previous stage such as information on characteristic
and feature of different online life insurance (Munthiu, 2010). Customers will
evaluate the advantage and disadvantage in each alternative before purchase it.
Independent variables or characteristics such as information transparency,
conveniences, price and feature comparison and product flexibility are
evaluated by customers in this stage. These four main characteristic in online

life insurance will affect customer’s purchase intention.

Purchase Decision is the following stage in the customer’s purchase process.
Customers make final purchase decision on the best alternative of online life
insurance preferred (Lautiainen, 2015). If a customers do not buy any online life
insurance after go through whole process, customers will go through the whole
decision process again until success purchase online life insurance that fulfill
customer’s need and wants (Ulbinaité and Kucinskiené, 2013). The last stage
will be post purchase behavior. Post purchase behavior is a stage that
emphasize on the reaction of customers after purchase the products or services
(Dinesh, 2016). It may include satisfaction, angry or else after customers have

purchased online life insurance.
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2.3.0 Dependent Variable

2.3.1 Customer’s purchase intention on online life insurance

The definition of customer’'s purchase intention is a desire or plan of a
customers to purchase intended products or services in specific period of times
(Pandey and Srivastava, 2016). Customers will have clear preference on
products or service’s characteristic. All the information and characteristic of
product and services will be gone through by customers before make the final

purchase decision on a products or services.

According to Lautiainen (2015), customer’s purchase intention is the desire and
possibility of customer to purchase certain goods and services. Internal stimulus
such as past purchases experience, preference on products or services and
other will affect the customer’s purchase intention. External influences such as
advertisement, publication, media and other will also influence customer’s
purchase intention directly on a products or services (Madahi and Sukati, 2012).
Different group of customers will have different purchase intention on same type

of products and services (Hoyer et al., 2010).

A recent study by Vahdati and Mousavi (2016), shows that customer’s purchase
intention is the preferences of consumer before customer buy the products or
services customer prefer. According to Von (2014), consumers will go through
the purchasing decision process before a clear purchasing intention is formed
on the products or services. Needs and wants on online life insurance will be
identified before make final decision to purchase it. In the decision making
process, customers will use all the available information sources to find the

online life insurance’s information before purchase it (PwC, 2014).

Customer purchase’s intention refer to decision making condition that will face

by customers before made a final decision to purchase a products or services
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(Mirabi et al., 2015). It can be defined as a situation that customers will have
high possibility to buy online life insurance in certain condition in specific period
of times. Different type of customer will have different purchase intention when
in different circumstances (Barnes, 2015). The key influences on customer’s

purchase intention are internal and external environment (Mirabi et al., 2015).

2.4.0 Independent Variables

2.4.1 Information transparency

Information transparency can be defined as the circumstance that allows all
related information available and can be accessed by anyone without any
restricion and red tape (Grimes, 2012). According to Haven (2017),
organizations or parties enhance degree of information transparency and can
accessible by public or parties. The degree of information transparency can be
enhanced by publish on media or public sources that can access by anyone

and the whole society.

Study by Williams (2017), shows that information transparency happens only
when an organization or institution declares or publish all relevant information
clearly and in detail to public. However, this definition is considered as narrow
because it only focus and emphasize from organization perspective only. Author
also explains the information transparency is not focus on personal’s data and
information. Organization and business such as corporation, government body,
charity organization and other parties will be appropriate defined in this
definition (Healthcare.com, 2017).

Information transparency refers to all the information or data regardless of legal

or illegal are accessible by public or people without any grey area or limitation
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by organization (Kachouri and Jarboui, 2017). A hidden data of information or
limit accessible is considered not as information transparency because it limits
certain people to gain and does not give full detail on the information accessed.
Online insurers should practice information transparency in online life insurance
because information transparency in online life insurance will gain confident and

trust from customer before purchase online life insurance (Kuek, 2017).

There is a relationship between dependent variable (Customer’s purchase
intention) and independent variable (Information transparency). EKB model is
used to support the relationship between independent variables and dependent
variable. It is a customer behavior model that discuss how internal or external
environment will affect customer purchase and decision making process (Milner
and Rosenstreich, 2013). According to Dragos et al. (2017), high level of a
product or services information transparency will enhance the credibility of a
products. Online life insurance which has high information transparency will

attract customer to purchase life insurance through online.

Relationship between information transparency and customer purchase’s
intention to purchase is positive (Ance et al., 2014). The high degree of
information transparency will leads to high customer’s purchase intention to
purchase a products or services. Beldad et al. (2010) revealed that customer
will be more confident and reliable on the products or services that have high
level of information transparency. Customers have high tendency to purchase
the product is the product has high degree of information transparency (Ben,
2015).

According to Sebjan and Tominc (2015), customers will have high purchase
intention on online life insurance if the products have high level of information
transparency. Correlation between information transparency and customer’s
purchase intention is high and positive (Ali, 2015). The high degree of a
product’s information transparency will leads to higher customer’s purchase

intention on it. There is a positive relationship between product's information
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transparency and customer’s purchase intention (Wei and Lu, 2013). According
to Anagol et al. (2012), the high degree of information transparency in a product
or service will leads to customers to purchase it again after make evaluation on
all product’s alternative. Customer’s purchase intention reaches the highest
when customers can access information in details about the product

(Maheswari and Chandrasekaran, 2015).

2.4.2 Conveniences

Conveniences is a circumstance that allows people able easily completes
complex task or responsibility (Tanguy, 2017). It is a condition or phenomena
that allow people to complete and settle a task or responsibility in a save time
and cost manner. According to ET (2014), customers will experience a fast and
more direct purchase decision because all the transaction or payment can be
made in online manner in online life insurance. Business environment are fast

changing due to the existence of advance technology.

International (2010), reveales conveniences as suitability or available to
complete an action or fit in a requirement in specific period of times. Elements
of suitability and availability are needed to complete a task. Conveniences will
only occur when these 2 elements are incurred at the same time. According to
Harjot (2016), this phenomena showed clearly and significantly in online life

insurance industry.

A recent study by Jackson and Viehoff (2016), shows that conveniences can be
defined as condition that allows people of organization to complete task or
planning without any difficulties or obstruction. If a people or organization
completes a task or responsibility with many difficulties then it is not consider as

conveniences. According to Jean (2017), only little obstruction will face by
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customers if customers can smoothly complete the purchase of online life

insurance’s process.

Figure 2.2: Technology Acceptance Model

Perceived
Usefulness
Intention to | Usag'c
Use Behavior
Perceived
Ease of Use

Sources: Lai (2017)

The model used to support the relationship between conveniences and
customer’s purchase intention is use TAM model as shown in Figure 2.2. It is a
model that explains the acceptance level of people on technology after an
technology or online system introduced to the consumer and markets (Lai,
2017). It explains that people will have high technology acceptance level if
users can easily learn and gain benefit from the usage of technology and
internet (Olumide, 2016). TAM explains that if technology user gain
conveniences from technology will leads to enhancement on technology
acceptance level (OECD, 2017).

A recent study by Kumaresan (2016), customers have high purchase intention
on the products or services if the products or services can be purchased easily
in the save time manner. Customer willing to use technology or online to
purchase products or services because if the technology and system able to
bring conveniences to customer (Auta, 2010). The sales volume of life
insurance increase sharply after the implementation of online life insurance

website and system in insurance company (Ph, 2017). Online life insurance is
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the latest trends and respondents have experience conveniences from

purchase of life insurance through online (Kumaresan, 2016).

Correlation between conveniences and customer’s purchase intention is high in
the online life insurance industry in Malaysia (Pahuja and Chitkara, 2016). The
number of customers who had purchase online life insurance is increasing after
introduction of online life insurance to customer and market (Chaudhary, 2016).
Customers prefer to purchase products or services online. Conveniences score

the highest rating according to the research done by Khare et al. (2012).

2.4.3 Price and feature comparison

Comparison is the evaluation or examination process with the objective to
identify the differences of characteristic in different object (Dinu et al., 2012).
Before able to made an accurate comparison, people must have a clear
comparison or evaluation benchmark in order to compare fairly and accurately.
According to J.D (2016), some characteristic can be measured using qualitative

or quantitative method or both at same time.

Corcoran et al. (2011) reveals that comparison can be defined as an activity to
compare two or more of object in order to identify the differences in two or more
different object. Evaluation on different online life insurance cannot be done if
only contain one particular product or service in market. According to BT (2014),
people should compares the same type or classes of product or service in order
to evaluate the differences of characteristic fairly.

Study by Senate (2015) shows that comparison is the action or activity to
identify the similarity and dissimilarity of two or more object. This definition is

considered as important elements to be considered by customer before
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customers made final purchase decision on online life insurance. A clear and
deep evaluation or comparison will be made by customer before purchase it
(Borislava, 2017).

RPT model is used to support the relationship between price and feature
comparison and customer's perceived purchase intention. According to
Chambers et al. (2010), customers will have different purchase intention when
customers have various of alternative on online life insurance. This model
explains that customer’s purchase intention is high when customers have
various of product’s alternative in hand (Coombs, 2017). Product or service that

best fulfill customer needs and wants will be purchased.

Correlation between price and feature comparison and customer’s purchase
intention are high (Resource et al., 2016). According to Mubaraka et al. (2013),
the high amount of customer product’s alternative for comparison will leads to
high customer’s purchase intention according to the real world case. There is a
high positive relationship between price and feature comparison and customer’s

purchase intention (Ansari and Aghasi, 2015).

According to Sontakke (2014), the high amount of customer’s product
alternative for comparison will leads to high customer’s purchase intention. If
customer have many products or service’s alternative to compare, customers
will evaluate the characteristic of products before customers made final
purchase decision (Of et al., 2010). Online customer or users will have high
purchase intention compare to customers who visit shop physically because
online customers can utilize online platform to make comparison on price and
feature of a products or services easily before purchase a products or services
(Sapa et al., 2014).
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2.4.4 Product flexibility

Product flexibility is the level of adaptability of an product according to the
changes of environment (Goyal and Netessine, 2011). According to Group
(2015), different online services will have different level of adaptability such as
online banking services, online life insurance and other services. Level of
flexibility on online life insurance will affect customer’s purchase intention in

purchase decision making process (He, 2011).

Teoh and Abu (2017) revealed that product flexibility can be defined as the
easiness of products or services adapt to environment by changes product’s
characteristic and function. According to Grape (2010), Malaysia's customer
prefers to product that has high level of flexibility such as online life insurance
that customers can flexible to choose the amount coverage in online life
insurance. Many industries especially online life insurance able to provide

flexibility to fulfill different customer need and wants (Etiqa, 2017).

Definition for product flexibility is the degree or level of a product being changed,
modified and adapt to environment (Lisboa, 2014). If a products or services
unable to change and adapt easily to environment, it will be classified as low
level of product flexibility. Customers also can custom tailor the feature and
coverage of online life insurance based on customer’s needs and wants (YGC,
2017).

The model used to support the relationship between product flexibility and
customer’s purchase intention is EMT model. It is an model that explains
customers already clear on the feature of products need clearly and will
purchase the online life insurance (Zalega, 2014). According to Borneo (2012),
the high degree of a products or services flexibility will lead to high customer’s
purchase intention. It is because customers already known the type of online life

insurance that fulfill customer’s preference.
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Flexibility was a main attraction to attract customer to use online services
especially in insurance and banking industry. There is a positive relationship
between product flexibility and customer’s purchase intention (Thirumalai and
Sinha, 2011). According to Lee and Kozar (2012), most customers will purchase
online life insurance because customers can custom tailor the products and
services feature based on need and wants. There was a high positive
correlation between product flexibility and customer’s purchase intention. It
indicates that the high the degree of product flexibility will lead to high

customer’s purchase intention (Shanthi and Kannaiah, 2015).

Most customers interviewed gave opinion that online life insurance provides
flexibility for customer by allowing customer to choose the amount of coverage
or feature (Alexandros and Konstantinos, 2012). Product flexibility is the main
attraction compare to other online service feature that attract customer to use
online insurance based on result of survey analysis (Hsiao and Chen, 2016).
The main factors that attract customer to use online insurance or banking
services due to flexibility and conveniences (Richard, 2012). There is a clear
positive relationship between product flexibility and customer’'s purchase

intention.
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2.5.0 Theoretical of study

Figure 2.3: Theoretical of study

H1: Information transparency

H2: Conveniences

Customer’s purchase intention on online life

. insurance.
H3: Price and feature

comparison

H4: Product flexibility

\

Based on the literature review, the following hypothesis is formed:

H1: There is a relationship between information transparency and customer’s

purchase intention on online life insurance.

H2: There is a relationship between conveniences and customer’s purchase

intention on life insurance.

H3: There is a relationship between price and feature comparison and

customer’s purchase intention on online life insurance.
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H4: There is a relationship between product flexibility and customer’s purchase

intention on online life insurance.

2.6.0 Summary

Researcher has done many literature reviews to define the independent
variables which involve information transparency, conveniences, price and
feature comparison and product flexibility while dependent variable is
customer’s purchase intention on online life insurance. Various models such as
EKB model, TEM model, RPT model, and EMT model are used to support the
relationship between the independent variables and dependent variable.
Researcher also reviewed much literature review to justify the relationship
between independent variables and dependent variable. Last but not least,
researcher decides to test the hypothesis developed after done all the literature

review regard to topic, independent variables and dependent variable.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1.0 Introduction

Research methodology is the method to collect data and information for a
research or decision making (Williams, 2017). Research methodology in this
research discusses contents such as study of target population, unit of analysis
and sampling design. Sampling design discuss content which includes sampling
plan, sampling frame, sample size and others. Information such as technique
and measurement instruments, data collection, and data access and analysis
methods are discussed in this chapter. The whole research’s data collection
pathway and direction follows the guideline of research methodology.

3.2.0 Research Design and Methodology

The research design and methodology for this research is using descriptive
research. It is a research design that uses question, information and data or
statistical analysis in the research topic. Information and data or statistical
analysis from questionnaire is used to descriptive the relationship between
independent variables (Information transparency, Conveniences, Price and
feature comparison and Product flexibility) and dependent variable (Customer’s
purchase intention on online life insurance). This purpose of research design is
to identify the relationship between independent variables and dependent

variable.

The deductive approach is used in this research. It is an approach that starts
from general scope then slowly narrows down to specific scope. It starts with
theories that related to the topic, then narrows down to hypothesis, observation

and findings based on result or analysis of respondents data. In this research,
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theories such as EKB model, TEM model, RPM model and EMT models are
used to support the hypothesis. It narrows down deeply to the formation of
hypothesis in order to test the relationship between independent variables and
dependent variable. The last phase is to utilize data collection tools and make

conclusion bases on the result of analysis.

Dependent variable which is the customer’s purchase intention is measured by
elements such as continuous of customer to buy life insurance through online,
level of comfortable when purchasing online life insurance and online life
insurance is the best alternative for respondents. Independent variable which is
Information transparency is measured by level of transparency on
compensation, term and condition, premium and coverage of online life

insurance.

Conveniences of online life insurance is measured by level of easiness to pay
premiums online, contact insurer, obtain policy softcopy and immediate reply
from insurer. Other independent variable which is price and feature comparison
is measured by easiness of comparison in online life insurance premiums,
feature coverage, compensation and suitability of online life insurance. Last
independent which is product flexibility is measured by elements such as level
of flexibility to set own prefer coverage, adjust coverage and recommendation

from online life insurance.

3.2.1 Study of Population and Analysis’s unit

Study of population is the study on the general or overall population of research
(Hanlon and Larget, 2011). Study of population includes study of characteristic
of target population who are related to this scope of research. Unit of analysis is
to study and identify the characteristic of target population before conduct data

collection on respondents (Vosloo, 2014).
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The total number of population in Klang Valley is almost 7.20 million people
(Association, 2016). There is almost 4.03 million people (56%) of Klang Valley’s
residents who have purchases online life insurance for protection (Liam, 2016).
However, there is only 0.43 million people (6%) who have purchase online life

insurance in total Klang Valley’s population.

Table 3.1 Population’s characteristic in Klang Valley in 2017

Total Klang Klang Valley’s Klang Valley’s Klang valley’s

Valley’s population who population who had population who had

populations. were more than 18 | purchase life bought online life
years old. insurance. insurance.

7.20 million 5.04 million people | 4.03 million people 0.43 million people

people

Source: Liam (2016)

Total numbers of 150 respondents are picked randomly from the target
populations from Klang Valley. Respondents who had participated in this
research are online life insurance customers who are above eighteen years old.
The online and hardcopy questionnaires had been sent to respondents who are

above 18 years old and have purchase online life insurance in previously.

Unit of analysis is focused on a group of individual which are analyzed to
present the whole population of Malaysia. In this research, 150 respondents
from Klang valley are used to present the whole population in Malaysia.
However, the 150 respondents must be customer who had purchase online life
insurance before and must above eighteen years old. Responds and data
collected from respondents are used to represent the whole population in

Malaysia on online life insurance.
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3.2.2 Sampling Design and Sample Size

Sampling design is the sampling process that followed by researcher to choose
an appropriate number of sampling in this research (Force and Corps, 2017).
Non-probability sampling method is used to analyze the data collection from
150 respondents. This method is used because number of potential
respondents who purchasing online life insurance are increasing from time to
time. There are no equal chances of all people being selected to participate in
the online and hardcopy questionnaire’s section. Non-probability sampling in
this research is using conveniences sampling method. It is a sampling method

that selects potential respondents that are easy to access and reach.

The location to collect the respond from respondents was from few more
shopping mall and public transport station in Klang Valley. The target sample
size for this research is customers of online life insurance which are above 18
years old. Sample sizes of 150 respondents from Klang Valley are picked to
participate in the online and hardcopy questionnaire regard to effect of online
life insurance on customer’s purchase intention. Respondents are the targeted

populations that choose as sampling in this research.

3.3.0 Techniques and measurement instruments

The techniques instrument for this research is use quantitative analysis method.
Quantitative analysis method is a research method that measured an objective
based on statistical and numerical information and analysis. In this research,
relationship between independent variable (Information transparency,
Conveniences, Price and feature comparison and Product flexibility) and
dependent variable (Customer’s purchase online life insurance intention) cannot

be measured accurately because it cannot be evaluated by observation only.
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Quantitative is the most suitable method to evaluate the relationship by using

statistical analysis.

The instrument used in this research is using questionnaire. Questionnaire is a
set of question that includes several questions that need to fill in by respondents
for the purpose of numerical study and analysis. This questionnaire is
distributed through online and hardcopy manner. This data collection tools is
used because researcher can collect the data from respondents simultaneously
and save time manner. The data collected can be used to make comparison
relative to other method that cannot quantify the data into numerical form. The

guestionnaire is shown in Appendix A.

3.4.0 Data collection

3.4.1 Primary data

The data collection for primary data is using questionnaires. Questionnaire is a
set of questions that need to respond by respondents for the purpose of
numerical study and analysis. This questionnaire is distributed through online
and hardcopy manner. Respondents are asked whether purchase online life
insurance before distributes the questionnaire for respondents. Respondents
who are above eighteen year old and customer for online life insurance are
gualified to take part in this questionnaire data collection. Respondents are
explained on the objective of this research. Questionnaire has three sections.
The first section is about respondents demographic while second section is
about effect of information transparency, comparison, price and feature
comparison and product flexibility affect customer’s purchase intention on online

life insurance. The second section is evaluated using scale from 1 to 5 which
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range from very disagree to very agree. The third section includes customer’s

purchase intention on online life insurance.

The 5 level of scale in this questionnaire include Strongly Disagree, Disagree,
Neutral, Agree and Strongly Agree. In Strongly Disagree scale, respondents
have a clear and persist opinion on the statements while Disagree scale
indicates respondents only disagree on the statements but not persist as
strongly disagree. In Neutral scale, respondents do not have a clear view on the
statements. In Agree scale, respondents have moderate agree level on the
statements while Strongly Agree scale, respondents had a strong and persist

opinion on the statements.

The questionnaire is referring from various sources. Questions for transparency
of information provided on the website are refer from a study by MDPI (2017)
while questions for conveniences of purchasing life insurance online are
adapted from a study conducted by George (2012). Several questions in price
and feature comparison are referring from a research conducted by Nguyen
(2012) while questions for product flexibility are adapted from a study conducted
by Younus (2015) and George (2012). The last section in questionnaire which is
customer’s purchase intention is referring from a research conducted by
Younus (2015).

Cross sectional study is done in this research. It is research study method that
analyzes data from the sample at specific period of time. This method is chosen
because the timeline is limited to complete this research study. All the
guestionnaire and respondents data are collected within same period of time in
one off manner. This method is the fastest way to complete the data collection

and research study in the limited timeline.
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3.5.0 Data Access

Researcher can improves the accurateness of data by utilizing on technology
effectiveness (Brown, 2010). Many errors such as recording error, calculation
error can be made if calculated and managed by individual. SPSS 22 software
is used in this assignment for data analysis. All the statistical tools are utilized
by using SPSS 22 for data analysis. Statistical tools such as normality test,
descriptive analysis, Chi-square and multiple regressions can be calculated and
analyzed using SPSS 22 software. SPSS 22 software provides a high accuracy

on data analysis.

3.6.0 Analysis methods

The data analysis method used in this research is using statistical analysis.
Statistical analysis is the analysis that involves collect data or information on
every sample collected. It also involve picks a suitable amount of sample data
to represent the whole population. Statistical tools such as Mode, Anova and
other suitable tools are used to evaluate the relationship between independent
variables (Information transparency, Conveniences, Price and feature
comparison and Product flexibility) and dependent variable (customer’'s
purchase intention on online life insurance). Researcher is use SPSS 22 to
make analysis on data collected from respondents.

3.7.0 Summary

Researcher follows the research methodology stated in this chapter to complete
this research. Researcher has a clear direction and information when collect

data from target sample size. The questionnaire is used to collect data from
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respondents who are online insurance customer and above eighteen years old.
The sample size needed for this research is 150 respondents from Klang Valley.
After the data collection is end, all the data are keyed in the SPSS software.
SPSS software is used to do analysis on the data collected from 150
respondents. Statistical tools such as normality test, descriptive analysis, Chi
Square test and multiple linear regression analysis are used to made analysis

on the data collected from 150 respondents.
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Chapter 4: Research findings

4.1.0 Chapter overview

Chapter 4 is a chapter that discusses the analysis and findings of data collected
from 150 respondents. Various statistic tools such as normality test, descriptive
statistic, ANOVA, Chi Square test and multiple linear regressions and other
statistic tools are used to analyze the data collected. This chapter mainly
focuses on the relationship between the four independent variables (information
transparency, conveniences, price and feature comparison and product
flexibility) and dependent variable (Customer’s purchase intention). All the data
collected from 150 respondents are using questionnaire. The questionnaire had

been delivered to qualify respondents in online and hardcopy form.

The purpose of chapter 4 is to identify the relationship between the four
independent variables which are information transparency, conveniences, price
and feature comparison and product flexibility while the dependent variable
which is customer’s purchase intention. SPSS 20 software is used to analyze
the data collected. The findings and analysis of the data are presented in table,

graph and in figure form. It is much easier for readers to understand it.
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4.2.0 Normality test

Normality test is used to evaluate whether all the questions in the questionnaire
are distributed in the normal form. All the questions in questionnaire are
normally distributed because the Skweness and Kurtosis are in the range of -1
and 1 as shown in Table 4.1 (Refer to Appendix C). Statistical tool especially
ANOVA can be used to analyze the data collected from 150 respondents since

the data is distributed in normal form.

4.3.0 Validity test

4.3.1 Information transparency

Table 4.2: KMO and Bartlett’s Test on the Information Transparency’s

guestions
KMO and Bartlett's Test
Kaiser-Meyer-Qlkin Measure of Sampling Adeguacy. aro
Approx. Chi-5guare 468 256
Bartlett's Test of Sphericity Df G
Sig. .000

The analysis from Table 4.2 reveals that the KMO is 0.870 which is above 0.500
while the Bartlett Test’s significant value is 0.000 which is smaller than 0.05.
These 2 indicators indicate that all the questions in this independent variable

can be used for further analysis.
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Table 4.3: Total variance for the questions in Information Transparency

Total Variance Explained

Companent Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance | Cumulative % Total % of Variance | Cumulative %

1 3.299 65472 65472 3.299 62472 65472

2 257 16.426 81933

3 249 11.889 93877

4 196 6.123 100.000

Extraction Method: Principal Component Analysis.

The total variance for all the questions in information transparency is 65.472%
which is above 60% as shown in Table 4.3. It indicates that the questions in
information transparency are valid for analysis. Table 4.4 (Refer to Appendix D)
reveals that the loading factor for the questions is between 0.791 and 0.817. All
questions in this independent variable are practical significant because the
question’s range in information transparency is above 0.50 based on the

analysis from rotated component matrix (Refer to Appendix D).

4.3.2 Conveniences

Table 4.5: KMO and Bartlett’s Test on the questions in Conveniences

KMO and Bartlett's Test

Kaiser-Meyer-Qlkin Measure of Sampling Adeguacy. 827
Approx. Chi-5guare 3122349
Bartlett's Test of Sphericity  Df G
Sig. .0oa

KMO for the questions in conveniences is 0.827 which is above 0.500 while the

significant value for Bartlett Test is 0.000 which is below 0.05 as shown in Table
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4.5. The questions in this independent variable can be used for further analysis

bases on the result in KMO and Bartlett’'s Test.

Table 4.6: Total variance for the questions in Conveniences

Total Variance Explained

Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance | Cumulative % Total % of Variance | Cumulative %

1 2912 72805 72.805 2912 72.805 72.805

2 539 13.471 B6.277

3 314 7.842 94118

4 235 5.882 100.000

Extraction Method: Principal Compaonent Analysis.

Table 4.6 reveals that the total variance for the questions in information

transparency is 72.805% which is above 60%. It indicates that the questions in

this independent variable are valid for analysis. The loading factor for the

questions is between 0.575 and 0.726 according to Table 4.7 (Refer to

Appendix D). All guestions in conveniences are practical significant because the

question’s range is above 0.50 in rotated component matrix (Refer to Appendix

D).
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Table 4.8: KMO and Bartlett’s Test on the questions in Price and Feature

comparison

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.

Approx. Chi-Square

Bartlett's Test of Sphericity Df

Sig.

830
411.225

G
000

KMO for this independent variables question is 0.830 which is larger than 0.500

while the significant value for Bartlett test is 0.000 which is smaller than 0.05 in

rotated component matrix (Refer to Table 4.8). This indicates that all questions

in this independent variable can be used for further analysis in this research.

Table 4.9: Total

variance for the questions

in Price and Feature

comparison
Total Variance Explained
Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 3161 79.036 79.036 3161 79.036 79.036
2 406 10.156 89.192
3 234 5.842 95.034
4 199 4 966 100.000

Extraction Method: Principal Component Analysis.

The total variance for the questions in information transparency is 79.036%

which is larger than 60% as shown in Table 4.9. It indicates that the questions

are valid for further analysis. The loading factor for this section’s questions is
between 0.632 and 0.685 as shown in Table 4.10 (Refer to Appendix D). It
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shows that the price and feature’s questions are practical significant because
the question’s range is above 0.50 in rotated component matrix (Refer to

Appendix D).

4.3.4 Product flexibility

Table 4.11: KMO and Bartlett’s test on questions in Product Flexibility

KMO and Bartlett's Test

Kaiser-Meyer-Qlkin Measure of Sampling Adegquacy. 755
Approx. Chi-5guare 355328
Bartlett's Test of Sphericity  DFf 3
Sig. 000

KMO for the questions in conveniences is 0.755 which is above 0.500 while the
significant value for Bartlett test is 0.000 which is smaller than 0.05 (Refer to
Table 4.11). The variable can be used for further analysis and evaluation

according to the result of analysis from the KMO and Bartlett’s Test.

Table 4.12: Total variance for the questions in Product Flexibility

Total Variance Explained

Compaonent Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance | Cumulative % Total % of Variance | Cumulative %

1 2620 67.348 67.348 2620 67.348 67.348

2 233 24 876 92224

3 146 7776 100.000

Extraction Method: Principal Component Analysis.
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Table 4.12 reveals that the total variance for the questions in information
transparency is 67.348% which is above 60%. The questions in product
flexibility are valid according to the variance analysis’s result. The loading factor
for the questions is between 0.589 and 0.664 as shown in Table 4.13 (Refer to
Appendix D). It shows that all questions are practical significant because the
question’s range is above 0.50 in rotated component matrix (Refer to Appendix
D).

4.3.5 Customer’s purchase intention

Table 4.14: The KMO and Bartlett’s test on Customer’s Purchase Intention

KMO and Bartlett's Test

Kaiser-Meyer-Qlkin Measure of Sampling Adeguacy. TG0
Approx. Chi-Sqguare 290530
Bartlett's Test of Sphericity Df 3
Sig. oo

Table 4.14 shows that KMO for the questions in conveniences is 0.760 which is
larger than 0.500 while the significant value for Bartlett test is 0.000 which is
smaller than 0.05. The questions in this independent variable can be used for

further analysis in this research.
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Table 4.15: Total variance for the questions in Customer’s Purchase
Intention
Total Variance Explained
Component Initial Eigenvalues Extraction Sums of Squared Loadings
Total % of Variance | Cumulative % Total % of Variance | Cumulative %
1 2658 GagG1z Ga.612 2.658 G8.612 g8.612
2 223 23963 92575
3 119 7425 100.000

Extraction Method: Principal Component Analysis.

The total variance for the questions in customer’s purchase intention is 68.612%

which is larger than 60% as shown in Table 4.15. Questions are valid in this

section. The loading factor for the questions is between 0.849 and 0.864 as

shown in Table 4.16 (Refer to Appendix D). It indicates that the questions are

practical significant because the question’s range is above 0.50 based on

analyses from rotated components matrix (Refer to Appendix D).

4.4.0 Reliability analysis

Table 4.17: Summary of reliability analysis

Variables Cronbach’s Alpha
Information 0.900
Conveniences 0.870
Price and feature comparison 0.895
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Product flexibility 0.855

Customer’s purchase intention 0.843

The Cronbach’s Alpha for all the variables is shown in Table 4.17. All the
Cronbach’s Alpha of independent variables and dependent variable is shown in
Appendix E. A variable is considered as reliable if the Cronbach’s Alpha is
above 0.700. All the independent variables and dependent variable are reliable
because all the Cronbach’s Alpha is above 0.700. Cronbach’s Alpha of
independent variables which are information transparency (0.900),
conveniences (0.870), price and feature comparison (0.895) and product
flexibility (0.855) are above 0.700. The Cronbach’s Alpha for dependent variable
which is customer’s purchase intention (0.843) is above 0.700. In conclusion, all

the variables in this research are reliable for further analysis.

4.5.0 Descriptive analysis on demographic profile

4.5.1 Genders

What is your gender?
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Figure 4.1: Pie chart on total respondent gender

As shown in Figure 4.1 shown, it indicates that 59.33 percent of participants are

female while 40.67 percent of participants are male.

4.5.2 Monthly income

Table 4.28: Respondent’s monthly income

What is your monthly income?
Cumulative
Frequency Percent Walid Percent Percent

Walid Below M 2000 34 227 227 227
» RM 2000- RM 3000 34 227 227 453
FM 3000- EmM 4000 46 307 307 76.0
More than RM 4000 36 24.0 24.0 100.0

Total 150 100.0 100.0

Table 4.28 shown that 30.7% of participants are in the range of RM 3000 to RM
4000 monthly income followed by 24% of participants are in the range of more
than RM 4000. There are about 22.7% of participants are in the range of below
RM 2000 and between RM 2000 to RM 3000.
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4.5.3 Type of occupation

What is your occupation?

40—

30—

20—

Percent

10

T T T T T
Manage own Full time Employees Part time Freelancer Cthers
business

What is your occupation?

Figure 4.2: Respondent’s occupation

There are 36.67 % of participants are full time employee followed by 22.67% of
participants are part time employees as in Figure 4.2 shown. The remains
category for respondents occupation are manage their own business (14%),
others (14%) and freelancer (12.67%).

4.6.0 Chi-Square analysis

4.6.1 Information transparency and customer’s purchase intention

HO= There are no significant association between information transparency and

customer’s purchase intention.
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H1= There are significant association between information transparency and

customer’s purchase intention.

Table 4.29: Chi square test on the information transparency and

customer’s purchase intention

Chi-Square Tests

Asymp. Sig.
Walue df (2-sided)
Fearson Chi-Square 3656937 192 .aoo
.|| Likelihood Ratio 243170 182 .aov
Linear-by-Linear G4.035 1 Qoo
Association
M ofvalid Cases 150

a. 218 cells (98.6%) have expected count less than 5. The
minimum expected countis .01.

P-value is 0.000 which is lower than 0.05 as shown in Table 4.28. HO is rejected
because it is insufficient evident to prove there are no significant association

between information transparency and customer’s purchase intention.

4.6.2 Conveniences and customer’s purchase intention

HO= There are no significant association between conveniences and customer’s

purchase intention.

H1= There are significant association between conveniences and customer’s

purchase intention.
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Table 4.30: Chi square test on the conveniences and customer’s purchase

intention

Chi-Square Tests

Value af. Asvmp. Sig. (2-
sided)

Fearson Chi-Sguare 2691384 168 020
Likelihood Ratio 200737 168 043
Linear-by-Linear

o 22525 1 000
Association
M of Valid Cases 150

a. 192 cells (98.5%) have expected count less than 5. The minimum

expected count is .03.

P-value is 0.020 which is lower than 0.050 as shown in Table 4.30. It reveals

that HO should be rejected because there are insufficient evident to prove that

there are no significant association between conveniences and customer’s

purchase intention.

4.6.3 Price and feature comparison and customer’s purchase intention

HO= There are no significant association between price and feature comparison

and customer’s purchase intention.

H1= There are significant association between price and feature comparison

and customer’s purchase intention.

Table 4.31: Chi square test on the price and feature comparison and

customer’s purchase intention
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Chi-Square Tests

Asymp. Sig.
Walue df 2-sided)
FPearson Chi-Square 340.225° 120 .aoo
- Likelihood Ratio 237.625 180 003
Linear-by-Linear 81.596 1 .0ao
Association
M ofvalid Cases 150

a. 205 cells (98.6%) have expected countless than 5. The
minimum expected countis .01.

48

Table 4.31 shows that P-value is 0.000 which lover than 0.05. It indicates that

HO should be rejected because there are insufficient evident to prove that there

are no significant association between price and feature comparison and

customer’s purchase intention.

4.6.4 Product flexibility and customer’s purchase intention

HO= There are no significant association between product flexibility and

customer’s purchase intention.

H1= There are significant association between product flexibility and customer’s

purchase intention.
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Table 4.32: Chi square test on the product flexibility and customer’s

purchase intention

Chi-Square Tests

Value df. Asymp. Sig. (2-
sided)
Fearson Chi-Sguare 239.266% 120 030
Likelihood Ratio 198.621 120 010
Linear-bw-Linear
14333 1 005

Association
M ofValid Cases 150

a. 140 cells (97 9%) have expected count lessthan 5. The minimum

expected count is .04.

Table 4.32 reveals that P-value is 0.030 which is lower than 0.05. It indicates

that HO should be rejected because there are insufficient evident to prove that

there are no significant relationship between product flexibility and customer’s

purchase intention.

4.7.0 Multiple linear regressions

4.7.1 Correlation between all independents variables and dependent

variable

Table 4.33: Model summary result

Model Summanry

Model R R Sguare Adjusted R Std. Error of the
Sguare Estimate
1 83262 599 G590 57340

a. Predictors: (Constant), Froduct flexibility, Information transparency,
Conveniences, Frice and feature [:Dmparison
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There are a strong relationship between overall independent variables and
dependent variable because R= 0.836 which is above 0.700. There are 69.90%

variability in dependent variable can be explained by the various independent

variables as shown in Table 4.33.

Table 4.34: Anova results

ANOVAZ
Model Sumof 5guares df. Mean Sguare F 5ig.
Regression 110.547 4 27.637 84.056 .0oge
1 Residual 47 675 145 329
Total 168.222 148

a. Dependent¥ariable: Customer purchase intention

b. Predictors: (Constant), Product flexibility, Information transparency, Conveniences, Price and

feature fomparison

P-value is 0.000 which is lower than 0.01 as shown in the Table 4.34. It shown

this particular model has predictive power.

Table 4.35: Coefficient results

Independent Coefficients Std. Error Significant
variables value
Information 0.114 0.062 0.066
transparency

Conveniences 0.464 0.084 0.000
Price and feature | 0.209 0.080 0.010
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comparison

Product flexibility 0.176 0.077 0.023

The SPSS output for coefficients between independent variable and
independents variable refer to Table 4.36 (Refer to Appendix F). Beta of
conveniences, Beta of price and feature comparison and Beta of product
flexibility will be included in the equation because the significant value of all of
elements is smaller than alpha value (0.05) as shown in Table 4.35. However,
beta of information transparency is not included because the significant value of
information transparency is 0.066 which is above 0.05. The summary of Table
4.35 refers to Appendix F. Assuming that other independents variables are
constantly, customer’s purchase intention will be increased by 0.114 per 1 unit
in information transparency. Customer’s purchase intention will be increased by
0.464 per 1 unit in conveniences with the assumption that other independent

variables are constant.

In term of price and feature comparison perspective, the customer’s purchase
intention will be increased by 0.209 per 1 unit with assumption that other
variables are constant. In product flexibility perspective, customer’s purchase
intention will be increased by 0.176 per 1 unit in product flexibility and with
assumption that other variables are constant. Among all of the independent
variables that have evaluated, the independent variable of conveniences can be
considered as the best predictor of customer’s purchase intention because it
has the highest coefficient of 0.434.

P-Value of conveniences (0.031), price and feature comparison (0.000) and
product flexibility (0.005) which are lower than 0.05. This shown that there three
independents variable (conveniences, price and feature comparison and
product flexibility) had a significant relationship with the dependent variable

(customer’s purchase intention).The P-value for information transparency is
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0.066 which is above 0.05. The beta of information transparency is not included

in equation because there is no significant relationship between information

transparency and customer’s purchase intention. The beta of these three

independent variables will be included as the equation for customer purchase

intention.

Customer’s purchase intention equation on online life insurance

= 0.232 + 0.464 Conveniences + 0.209 Price and feature comparison + 0.176

Product flexibility

4.8.0 Summary of the hypothesis testing

Table 4.37: Summary of the hypothesis testing

Independent variable | Coefficient to Remarks on Remarks
customer’s purchase correlation
intention

1) Information 0.114 Has positive

transparency relationship but not
significant.

2) Conveniences 0.464 Has positive and The most
significant sensitive
relationship.

3) Price and feature 0.209 Has positive and Second

comparison significant sensitive
relationship.

4) Product flexibility | 0.176 Has positive and Third sensitive

significant
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relationship.

All independent variables have significant relationship with the dependent
variable as shown in the Table 4.37. However, conveniences (B=0.464) is the
most sensitive to customer’s purchase intention followed by price and feature
comparison (B=0.209), product flexibility (B=0.176) and information
transparency (B= 0.146).

4.9.0 Summary of the findings

The factor analysis has been done on all the data collected from 150
respondents. It reveals that all the data collected can be used to for the analysis.
Validity and reliability analysis have also been done on all the data collected
from respondents. The result of analysis indicates that the responses collected
from respondents are valid and reliable and can be used for further research
purposes. Correlation between independents variable and dependent variable
have been done to show the relationship between variables. Summary from the

correlation analysis showed as Table 4.38 below.

Table 4.38: Hypothesis testing

Hypothesis | Statements Accept/Reject

H1 There is a positive but not significant | Rejected
relationship between information transparency

and customer’s purchase intention.

H2 There is a positive and significant relationship | Accepted
between conveniences and customer’s

purchase intention.

INTI International University (2018)




54

H3 There is a positive and significant relationship | Accepted
between price and feature comparison and

customer’s purchase intention.

H4 There is a positive and significant relationship | Accepted
between product flexibility and customer’s

purchase intention.

4.9.1 Information transparency and customer’s purchase intention

Hypothesis one is used to test the relationship between information
transparency and customer’s purchase intention. Cheah (2014) reveals that
there is positive but not significant relationship between information
transparency and customer’s purchase intention in online life insurance.
Although online life insurance provides higher degree of information
transparency compares to conventional life insurance, but customer have least
sensitivity on purchase of online life insurance. This study justify that there is a
positive but not significant relationship between information transparency and
customer’s purchase intention on online life insurance (Refer to the multiple

linear regression analysis).

Ronthenberger (2015) reveals that high level of information transparency in
online life insurance will not enhance the customer’s purchase intention on
online life insurance. However, different independent variables will have
different sensitivity on customer’s purchase intention. In conclusion, information
transparency variable has positive but not significant relationship on customer’s

purchase intention compares to other independent variables.
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4.9.2 Conveniences and customer’s purchase intention

The purposes of hypothesis two is to test the relationship between
conveniences and customer’s purchase intention. There is a positive and
significant relationship between conveniences and customer’'s purchase
intention according to the result of analysis. According to the survey done by
Deloitte (2015), customers attracted to purchase online life insurance are mainly
due to conveniences in online life insurance. There is a positive and significant
relationship between those variables. Online life insurance’s conveniences
attract insured to purchase online life insurance and this characteristic leads to

high customer’s purchase intention on it.

Conveniences are the main characteristic in online life insurance that attract
customer to buy online life insurance relative to conventional life insurance that
need purchase in inconveniences manner. This independent variable has
different sensitivity and impact on customer’s purchase intention compared to
other independent variables. In conclusion, conveniences have the highest

sensitivity to customer’s purchase intention among other independent variables.

4.9.3 Price and feature comparison and customer’s purchase intention

Hypothesis three is to test the relationship between price and feature
comparison and customer's purchase intention. There is a significant
relationship between price and feature comparison and customer’s purchase
intention according to the results of analysis. There is a positive and significant
relationship between those variables. FCA (2014) stated that the high level of
comparison can be done on online life insurance will leads to high purchase

intention on online life insurance.
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Price and feature comparison in online life insurance has enhanced customer’s
purchase intention compared to conventional life insurance. The high level of
comparison in online life insurance will leads to high customer’'s purchase
intention. Price and feature comparison has significant different correlation or
association with other independent variables on customer’s purchase intention
of online life insurance. Price and feature comparison is the second highest
correlation with customer’s purchase intention relative to other independent

variables.

4.9.4 Product flexibility and customer’s purchase intention

Hypothesis four is to test the relationship between product flexibility and
customer’s purchase intention. The correlation analysis reveals that there are a
clear and positive relationship between product flexibility and customer’'s
purchase intention. Nemeth (2010) explained that custom tailor feature in online
life insurance success attracts many customers purchase life insurance through
online compared to conventional life insurance. It shows that the high level of

flexibility in online life insurance will leads to high customer’s purchase intention.

Customers can flexible set online life insurance’s coverage that can fulfill the
customers need and want before purchase online life insurance. Product
flexibility variable has different impact or sensitivity compared to other
independent variables on customer’s purchase intention of online life insurance.
Product flexibility has the third highest sensitivity on customer’s purchase

intention.
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4.10 Chapter summary

The findings from whole chapter 4 indicate that there are a relationship between
online life insurance and customer’s purchase intention. The correlation
analyses are done on the characteristic of online life insurance which is
information transparency, conveniences, price and feature comparison and
product flexibility on customer’s purchase intention. The result shows that
respondents are agreed on the entire characteristic in online life insurance
before test the relationship between the four independent variables and

dependent variable.

However, not all characteristic in online life insurance will have significant
relationship on customer purchase intention. Characteristics such as
conveniences, price and feature comparison and product flexibility have positive
and significant relationship with customer’s purchase intention. Although
Information transparency have positive relationship with customer’s purchase
intention but is not significant based on findings and analysis from the data
collected from 150 respondents from Klang Valley.
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Chapter 5: Conclusion

5.1.0 Chapter overview

In overview, chapter 5 is discussing the conclusion from all chapters in this
research. The contents discussed in this chapter include overall conclusion,
contribution to the literature, contribution to the industry, research limitation,
recommendation for future direction and personal reflection. All the contents
mentioned above will be discussed in detail in this chapter in order to conclude

all the findings and analysis in this research.

5.2.0 Overall conclusion

The objective of this research is to identify the relationship between
characteristic of online life insurance and customer’s purchase intention. The
characteristic of online life insurance includes information transparency,
conveniences, price and feature comparison and product flexibility. The
relationship between the four independent variables and dependent variable are
explained in detail in following paragraph.

In information transparency perspective, there is a positive but not significant
relationship between information transparency and customer’s purchase
intention. Liu (2015) reveals that the information transparency is not the main
attraction for customers to purchase life insurance through online. Researcher
also concludes that is not significant relationship between information
transparency and customer’s purchase intention in the online life insurance
industry. Daniel (2014) also explains that although online life insurance has high

level of information transparency relatively to convention life insurance, but it
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was not the main attraction to attract customers purchase online life insurance.
Researcher also indicates that customer’s purchase intention will not have
much change although online life insurance is more information transparency
compared to conventional life insurance. This condition indicates that
customer’s purchase intention will not have much change on information

transparency in online life insurance.

In conveniences perspective, conveniences have the positive and significant
relationship with customer’s purchase intention relative to other independent
variables. Dipin and Ashish (2014) explained that the more insured can
experiences the conveniences from online life insurance through online, insured
will have high possibility to continue purchase online life insurance in the long
term basis. Neha and Raminder (2016) also stated that there is an increase
number of people purchase online life insurance due to conveniences from
online life insurance. Insurers should pay more attention to this element
because conveniences are the most important and sensitive elements to
customer’s purchase intention. Insurers should enhance the conveniences in
online life insurance in order to attract customer to purchase life insurance

through online manner.

In price and feature comparison perspective, this characteristic in online life
insurance has positive and significant relationship with customer’s purchase
intention. Price and feature comparison has the second strong relationship with
customer’s purchase intention relative to other independent variables. When
customers able to compare easily on different online life insurance, customers
will tend to purchase it after evaluate all option of online life insurance available
(Tomoki, 2014). Lew (2013) also states that the high level of comparison in
online life insurance can lead to high customer’s purchase intention on online
life insurance. Price and feature comparison in online life insurance has
succeeded to attract insured to purchase life insurance through online in long
term manner. It indicates that price and feature comparison has significant

association with customer’s purchase intention in online life insurance.

INTI International University (2018)



60

The last independent variable is product flexibility, product flexibility has positive
and significant relationship with customer purchase’s intention. This
independent variable has the third strong relationship with customer’s purchase
intention compares to other independent variables. Online life insurance
provides flexibility that allow insured freely set the coverage and premium based
on own need and preferences. Khand (2010) explains that there is a positive
and significant relationship between online life insurance’s flexibility and
customer’s purchase intention. Tan (2014) reveals that customer who had
purchased online life insurance before will have high intention to purchase
online life insurance again due to flexibly in online life insurance. This feature

succeed attracts insured purchase life insurance through online manner.

5.3.0 Contribution to the literature

In literature review, certain limitations have been identified on other research.
The main limitation for the Pandey and Srivastava, (2016) research is the
researchers just collect the opinion from overall people in India. The researcher
does not do analysis and findings on effect of online life insurance on
customer’s purchase intention. The researcher gains overview on how peoples
in India respond on online life insurance. In this research, relationship between
independent variables (information transparency, conveniences, price and
feature comparison and product flexibility) and dependent variable (customer’s

purchase intention) can be identified and conclude clearly.

The shortage from Lautiainen (2015) research is the researcher just mainly and
simply compares the changes of sales volumn of an insurance company before
and after the introduction of online life insurance to market. The researcher
does not test the sensitivity of customer's purchase intention on each

characteristic in online life insurance. The changes of sales of insurance
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company before and after introduction of online life insurance unable to reflect
opinion of all people in online life insurance. In this research, the sensitivity of
customer purchase’s intention on each independents variable in online life

insurance has been tested and analyzed.

5.4.0 Contribution to the academia

In academia perspective, researcher does not know how actually customer’s
purchase intention will change after the introduction of online life insurance to
market. Researcher will identify the relationship between each independent
variable with customer’s purchase intention through reading this research.
Researcher also identifies which independent variables have the most
sensitivity and significant relationship on customer purchase intention after
reading this research. The overview of responses on online life insurance can
be identified through this research. Academia also can rank the acceptance

level of people on online life insurance through this research.

5.5.0 Contribution to the organization

In insurer perspective, this research allows insurers to understand more deeply
about the changes of customer’s purchase intention on online life insurance.
Insurers can identifies overall responds and acceptance level of people on
online life insurance in Malaysia. Insurers also will understand the responds of
people on online life insurance. After reading through this research, insurers
also can make modification on the online life insurance websites according to

the sensitive level of each characteristic on customer purchase intention. This
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condition causes insurer able to provide the online life insurance websites more

efficiency in order to attract customer to purchase life insurance through online.

In marketing perspective, marketers will have a clearer overview on the
changes of customer’s purchase intention. In previously, marketers do not know
the changes of customer’s purchase intention after the introduction of online life
insurance to market. Marketers will readjust the marketing strategy when
promote life insurance through online. Conveniences are the most sensitive
elements in online life insurance that affects the customer’s purchase intention
the most. Marketers may focus more on conveniences elements that allow
customer purchase life insurance more easily through online. Marketers may
easily made adjustment on marketing strategy after read through this research
and identify which elements in online life insurance has the highest sensitivity

on customer’s purchase intention.

5.6.0 Research limitation

The main limitation for this research is time constraint. This research is
completed in the limited timeline which is 16 weeks. Due to the limited time, the
research is only able to look at the four independent variables. However there
are also other variables that are not tested in this research due to the time
limitation. In fact there are many variables that will affect customer’s purchase
intention on online life insurance. Researcher only can focus on 4 independents
variables which are information transparency, conveniences, price and feature

comparison and product flexibility due to time constraints.

Another limitation faced in this research is this research is only focus on Klang
Valley. The 150 qualified respondents who have purchased online life insurance

before are selected from Klang Valley to represent the population from whole
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Malaysia. It is difficult to use the analyzed result and findings from Klang Valley
to represent the whole population in Malaysia. There will be different responds
on online life insurance from different state in Malaysia. It is difficult to
generalize the findings from Klang Valley to represent whole Malaysia’s
population. It is inefficient to use the finding only from Klang Valley to represent

the whole population in Malaysia.

5.7.0 Recommendation for future research

Future researcher should enlarges the scope of research on changes of
customer’s purchase intention on online life insurance to whole Malaysia in
order to fully understand Malaysian customer’s purchase intention on online life
insurance. This research is only focus on online life insurance’s customers in
Klang Valley only. The result or findings in this research may not accurate to
represent the customer’s purchase intention in whole Malaysia. Respondents

from different states tend to have different responds on online life insurance.

Another recommendation is future researcher should identifies more elements
in online life insurance other than current four independent variable (information
transparency, conveniences, price and feature comparison and product
flexibility) to further enhance the accuracy of relationship between independent
variables and dependent variable. The responses on online life insurance will
changes with the time. Future researcher should not only focus on how each
characteristic in online life insurance affect customer’s purchase intention but
also needs to focus on demographic factors who will effect on customer’s

purchase intention as well.

The last recommendation for future researcher is usage of quantitative
approach and qualitative approach to collect data and information. The

integration of this method will collect more significant data from respondents. In
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this research, respondents only allow to give responses by answer on the
guantitative questionnaire only. Respondents may have different view when
given an open end question in qualitative methods. Integration of quantitative
and qualitative methods is the best integration methods to identify the

relationship between independent variables and dependent variable.

5.8.0 Personal reflection

In this research, | am learned various skills although faced many hardship.
Topic for this research had been chosen by me for further research. In
previously, | had proposed to choose a topic to do research but the topic was
already done by many other researchers. After discussed with supervisor and
lecturer, | decided to choose a more new and current topic to do the research
which is effect of online life insurance to customer’s purchase intention. Topic
of effect of online life insurance on customer’s purchase intention had been

chosen by me because this topic had not been done much by other researchers.

| had also learned to search the suitable journal or article for literature reviews
chapter. In literature reviews, the top down approach had been learned by me
when doing the literature review on this research. This methods help me review
all literature more effectively and broader view before slowly narrow down to the
research topic. This approach had been learned by me when doing the

literature review for this research.

| also learn to develop the framework for this research. A framework is
developed by using suitable theory to support the hypothesis formed in this
research. A suitable framework is important to lead the direction of this research.
| also had discussed with supervisor in order to make the hypothesis formed

more clearly and directly. Suitable theory had also picked by me to support the
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hypothesis in this research. Suitable theory or concept had been identified by

me to support the four hypothesis formed in this research.

In this research, | had learned how to analyze the data collected from 150
respondents. Several of statistic tools had been chosen to analyze the data
such as descriptive analysis, coefficient, Chi Square test and others. Suitable
statistical tool had been used to analyze the data collected from 150
respondents. | also learned to utilize SPSS 20 to key in data and analyze data

collected from 150 qualify respondents from Klang Valley.

| had learned time management by following to the guideline in Gantt’s chart
(Refer to Appendix G). In this chart, | learn how to follow the timeline and task
stated in this chart. Task and progression on time as stated in Gantt’s chart. In
the completion of this research, | also discussed with supervisor in order to do
the task and progression as stated in Gantt’s chart. Gantt’s chart functions as a
guideline to manage the progression of this research. In the completion of this
research, time management also learned in order to align with the progression
stated in Gantt’s chart. | had learned to complete task and research although
face time constraints to complete this research. This research let me learn to
manage time and complete the task and progression within the time set

previously.
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APPENDIX A: Questionnaire

Part A:
In this part, we would like you to fill in some of your personal details. Your
answer will be kept strictly confidential. Please mark ( / ) according to

your response.

Section 1: Demographic

1) What is your gender?
A) Male

B) Female

2) What is your monthly income?
A) Below RM 2000

B) RM 2000- RM 2500

C) RM 2500- RM 3000

D) More than RM 3000

3) What is your occupation?
A) Manage own business
B) Full time Employee

C) Part time

D) Freelancers

E) Others

Part B:

Please read each statement and indicate your opinion by tick “ / “ your
response. Please use the following scale.

(Strong Disagree =1, Disagree = 2, Neutral = 3, Agree = 4, Strongly Agree =
5)
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Section 1: Transparency of information provided on the website

Statements

1

2

3

4

1) All the
compensation in the
life insurance policy is
clearly stated on the
website (MDPI, 2017).

2) All the terms and
conditions of the

insurance policy are
clearly stated on the

website.

3) All the premiums of
the life insurance are
clearly stated on the

website.

4) All the coverage of
the life insurance are
clearly stated on the
website (MDPI, 2017).

Section 2: Conveniences of purchasing life insurance online

Statements

1

2

3

4

1) I can pay online life
insurance’s premium

easily on the website.

2) | can contact the
insurer easily on the
website (George,
2012).

3) | can obtain the

softcopy of online life
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insurance’s policy
easily on the website
(George, 2012).

4) | can obtain
immediate reply from
the insurer after
making enquiries on
the website (George,
2012).

Section 3: Comparison of premium and other feature of online life

insurance

Statements

1) | can compare
online life insurance’s
premium easily with
other insurers on the
website (Nguyen,
2012).

2) | can compare the
coverage of different
online life insurance
on the website
(Nguyen, 2012).

3) I can easily
compare the

compensation of

different life insurance

on the website.

4) | can easily identify
the suitability of every

life insurance provided
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on the website.

Section 4: Flexibility of online life insurance

Statements

1

2

1) I can flexibly set
coverage of life
insurance on the

website.

2) | can flexibly adjust
coverage of life
insurance on the
website from time to
time (Younus, 2015).

3) | can obtain suitable
online life insurance’s
recommendation from
the website (George,
2012).

Part C:

Please read each statement and indicate your opinion by tick “ / “ your

response. Please use the following scale.

(Strong Disagree =1, Disagree = 2, Neutral = 3, Agree =4, Strongly Agree =

5)

Sectionl: Purchase Intention of buying life insurance online

Statements

1

2

3

4

1) I will continue to
purchase online life
insurance in the

long term.
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2) | feel comfortable
when purchasing
life insurance online
(Younus, 2015).

3) | believe
purchasing online
life insurance is the

best choice for me.
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APPENDIX B: Initial Research Proposal

INTI International University
Master of Business Administration MGT7999

Initial Research Paper Proposal

STUDENT LAl YON CHING
NAME & ID

NO

BROAD FINANCE
AREA

Concise Title

Effect of online life insurance to customer’s purchase

intention

Problem

Definition

The problems that that lead to conduct of this research is
insurers do not know how actually customer’s purchase
intention will change after introduction of online life insurance in
Malaysia. Many insurers had different view on the existence of
online life insurance in Malaysia (Ibanding, 2017). However,
many insurers view online life insurance as threat because it

may affect conventional life insurance agent (David, 2014).

The introduction of online life insurance to market leads to
insurers need study again on the customer’s purchase intention
because customer will behave differently when on the usage of
online life insurance (Méndez et al., 2017). IT-online (2017)
also reveals that there will be huge changes in customer’s

purchase intention on online life insurance.

According to the Accenture (2017) survey collected from

INTI International University (2018)




93

insurers in Malaysia, majority of Malaysia’s insurers do not
prepare well to face the impact due to existence of online life
insurance in Malaysia. Accenture (2017) also estimates that
customer’s purchase intention will have a huge change on
online life insurance. This organization also estimated that
insurers will easily lose customer to competitors if unable to

catch up this latest trends.

Thomas (2013) reveals that the significant characteristic of
online life insurance is information transparency, conveniences,
price and feature comparison and product flexibility will affect
the customer’s purchase intention the most. These 4 elements
will be tested in this research. The objective of this research is
to test the relationship between the four main online life

insurance’s characteristic and customer’s purchase intention.

Research
Questions
OR
Objectives

The question for this research is there any relationship between
online life insurance and customer’s purchase intention.
Independent variables for this research include information
transparency, conveniences, price and feature comparison and
product flexibility while the dependent variable is customer’s
purchase intention in online life insurance. The research’s

guestion is stated as below:

1) Is there any relationship between information transparency

of online life insurance and customer’s purchase intention?

2) Is there any relationship between conveniences of online life

insurance and customer’s purchase intention?

3) Is there any relationship between price and feature
comparison of online life insurance and customer’'s purchase

intention?

4) Is there any relationship between product flexibility of online

INTI International University (2018)




94

life insurance and customer’s purchase intention?

Scope of

study

Scope of study for this research is focus on online life
insurance’s customer who is more than 18 years old.
Customers who are currently purchasing online life insurance
will be qualified to take part in this research’s questionnaire.
Total of 150 qualify respondents will be freely selected from
Klang Valley area. This group of sample size will be used to
represent the whole population of Malaysia. The scope of study
is focus on Klang Valley area.

Significance
of the

Research

The significance of the research is can contribute to more
further extending in literature reviews. The shortage of other
research such as other researcher just simply collect opinion
from all people, simply compare the sale volume of insurance
company before and after the introduction of online life
insurance to market. In this research, the four main elements in
online life insurance will be tested with the customer’s purchase

intention.

The contribution of this research is insurers will get a clearer
view on the changes of customer’s purchase intention on online
life insurance. Insurers will also know which online life
insurance’s characteristic will affect the customer’s purchase
intention the most. Marketers also can understand the reaction
and changes of customer’s purchase intention on online life
insurance. Marketers may plan out an updated strategic plan in
order to promote online life insurance to existing or new

customers.

Literature

Review

Customer’s purchase process is a process that customer go
through before make final decision to purchase a product or
services (Khaniwale, 2015). It included 5 processes such as

Needs Awareness, Information Search, Evaluating Alternatives,
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Purchase Decision and Post Purchase. In Need Awareness
stage, internal and external stimuli will stimulate the needs and
wants of customers (Implications, 2012). The following stage is
Information Search. In this stage, customer will find the info
about the product or service through media, online and others
(Negricea and Edu, 2015). Customers will start evaluate on the
product preferred after collect the information on various
alternatives (Munthiu, 2010). Final purchase decision is made
after evaluation done on all the alternatives (Ulbinaité and
Kucinskiené, 2013). In last phase, customer will give opinion
after customer start using the product or services purchased. It
may include satisfaction, angry, disappointed and others
(Dinesh, 2016).

The dependent variable for this research is customer’s
purchase intention. Customer’s purchase intention is the
customer’s preference or favour on specific type of product or
services in specific period of time (Pandey and Srivastava,
2016). Internal and external environment will affect customer’s
purchase intention directly. Vahdati and Mousavi (2016) reveal
customer’s purchase intention is the desire of a customer to
purchase certain products or services. However, a clear
customer’s purchase intention only formed after customer
searched all the information about the products or services
(Von, 2014). However, there are many types of customer’s

purchase intention and are different mong different consumer’s

group.

Independent variable for this research is information
transparency. Information transparency is the conditions that
allow all users to access the information without restriction

(Grimes, 2012). Information is not transparent if restricts only to
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certain group of people to access the information. Users or
public can freely access the data or information published from
an organization (Williams, 2017). Users can get the direct
information from the specific organization without any red tape
(Kachouri and Jarboui, 2017). Some organization may ask
many question or setup complicated process to make it harder
for users to access data (Kuek, 2017). The theory used to
support the relationship between information transparency and
customer’s purchase intention is EKB model. This theory
indicates that the higher level of information transparency in
product or services will lead to enhancement in customer’s

purchase intention.

Conveniences are the independent variable in this research.
Conveniences are the condition that people can complete a
task or responsibilities (Tanguy, 2017). There are not much
obstruction faced by people when completes a task.
Conveniences also defined as the suitability to complete an
action without facing any hard condition (Jean, 2017). The
model used to support the relationship between conveniences
and customer’s purchase intention is using TAM model. This
model indicates that people will accept the usage of technology
if the particular technology will bring benefits or conveniences
to customer (Olumide, 2016). This model also indicates that if
technology does not benefits customer, customer will not

accept or use particular technology.

Price and feature comparison is one of the independent
variable in this research. Comparison can be defined as the
action or activity to identify the differences between different
object (Dinu et al., 2012). Qualitative and quantitative methods

may use in integrated form to measure and identify the
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differences between products (J.D, 2016). Corcoran et al.
(2011) explains that comparison is the activity to identify the
characteristic and differences between different products.
Authors also indicate that elements of comparison should be
same or equal in order to measure differences of product
effectively. RPT model is used to support the relationship
between price and feature comparison and customer’s
purchase intention. RPT model indicates that customer will
review and evaluate all the possible alternative before make

final purchase decision (Chambers et al., 2010).

Product flexibility is defined as a product’'s adaptability that
product can be changed in term of size, volume and others
(Group, 2015). It also defined as the level of easiness or
flexible of a products adapt to the environment (Grape, 2010).
Product flexibility is high if able adapts to environment freely.
Customers prefer to more flexible products because customers
able to freely and flexible to use it at any time (Etiqa, 2017).
Product flexibility provides an opportunity for customer to have
different usage under different condition. Model used to support
the relationship between product flexibility and customer’'s
purchase intention is using EMT. EMT model indicates that the
high level of product flexibility will leads to high purchase
intention on a products or services (Zalega, 2014).

Research

Methodology

A set of questionnaire is used to measure the relationship
between independent variables (Information transparency,
conveniences, price and feature comparison and product
flexibility) and dependent variable (Customer’s purchase
intention). The customer’s purchase intention is measured by
using continuous of customer continue to buy life insurance

through online, level of comfortable of customer when
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purchasing online life insurance and whether online life

insurance is the best alternative for customers.

Independent variable which is information transparency is
measured by using level of transparency on compensation,
term and condition, premium and coverage of online life
insurance. Conveniences of online life insurance can be
measured by using level of easiness to pay premiums online,
contact insurer, and obtain policy softcopy and immediate reply
from insurer. Price and feature comparison will be measured
using easiness of comparison in premiums, feature coverage,
compensation and suitability of online life insurance. Flexibility
of online life insurance will be measured by using level of
flexibility to set own prefer coverage, adjust coverage and

recommendation from online life insurance.

The questionnaire will be distributed to 150 respondents in
Klang Valley. The questionnaire only distributed to online life
insurance’s customer who more than 18 years old only. The
location to collect the data is in mall and public transportation
station. Respondents will be asked whether they are above 18
years old and are customer of online life insurance. The
methods used to choose a respondent is random methods.
Respondents will be chosen freely from the total sample size.
The statistical tools used to analyse the data collected is using
normality test, validity and reliability test, Chi-square test and

multiple linear regression analysis.
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Appendix C: SPSS output for Normality test

Table 4.1: Normality test on all the questions in questionnaire

Descri

ptive Statistics

N

Skewness

Kurtosis

Statistic

Statistic Std. Error

Statistic

Std. Error

All the compensation in the
life insurance policy is
clearly stated on the
website.

All the terms and conditions
of the insurance policy are
clearly stated on the
website.

All the premiums of the life
insurance are clearly stated
on the website.

All the coverage of the life
insurance are clearly stated
on the website.

| can pay online life
insurance’s premium easily
on the website.

| can contact the insurer
easily on the website.

| can obtain the softcopy of
online life insurance’s policy
easily on the website.

| can obtain immediate reply
from the insurer after
making enquiries on the
website.

| can compare online life
insurance’s premium easily
with other insurers on the
website.

| can compare the coverage

of different online life

insurance on the website.

150

150

150

150

150

150

150

150

150

150

INTI International University (2018)

-.468

-.725

-.634

-.860

-1.027

-.864

-1.124

-.595

-1.024

-.895

.198

.198

.198

.198

.198

.198

.198

.198

.198

.198

-.897

-.537

-.768

-.279

.120

-.130

.642

-.679

.150

-.089

.394

.394

.394

.394

.394

.394

.394

.394

.394

.394
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| can easily compare the
compensation of different
life insurance on the
website.

| can easily identify the
suitability of every life
insurance provided on the
website.

| can flexibly set coverage
of life insurance on the
website.

| can flexibly adjust
coverage of life insurance
on the website from time to
time.

| can obtain suitable online
life insurance’s
recommendation from the
website.

| will continue to purchase
online life insurance in the
long term.

| feel comfortable when
purchasing life insurance
online.

| believe purchasing online
life insurance is the best

choice for me.

\Valid N (listwise)

150

150

150

150

150

150

150

150

-.834

-.709

-.594

-.584

-.659

-.583

-.510

-.562

.198

.198

.198

.198

.198

.198

.198

.198

-.166

-472

-.692

-721

-.808

-.922

-1.045

-1.097

.394

.394

.394

.394

.394

.394

.394

.394
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Appendix D: SPSS output for Validity test

Table 4.4. Rotated component matrix for questions

transparency

Rotated Component Matrix™

Component

1

2

All the compensation in
the life insurance policy is
clearly stated on the
website.

All the terms and
conditions of the
insurance policy are
clearly stated on the
website._

All the premiums of the

life insurance are clearly
stated on the website.

All the coverage of the life
insurance are clearly
stated on the website.

791

.809

817

793

in

101

Information

Table 4.7: Rotated components matrix for questions in Conveniences

I can pay online life
insurance’s premium
easily on the website.

| can contactthe insurer
easily on the website.

| can obtain the softcopy
of online life insurance’s
policy easily on the
website.

| can obtain immediate
reply from the insurer
after making enquiries on
the website.

575

689

713

726

.420

415

406
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Table 4.10: Rotated component matrix for the questions in Price and

feature comparison

| can compare online life
insurance’s premium
easily with other insurers
on the website.

| can compare the
coverage of different
online life insurance on
the website.

| can easily compare the
compensation of different
life insurance on the
website.

| can easily identify the
suitability of every life
insurance provided on the
website.

671

656

685

491

479

531

450

Table 4.13: Rotated component matrix for the questions in Product

flexibility

can flexibly set coverage
pflife insurance on the
website.

can flexibly adjust
coverage of life insurance
pn the web site from time
fo time.

can obtain suitable
pnline life insurance’s
recommendation from the
website.

620

589

664

562

605

547
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Table 4.16: Rotated components matrix for the questions in Customer’s

purchase intention

| will continue to purchase
online life insurance in
the long term.

| feel comfortable when
purchasing life insurance
online.

| believe purchasing
online life insurance is
the best choice for me.

.864

.859

.849
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Appendix E: SPSS output for Reliability analysis

Table 4.18: Cronbach’s Alpha for the questions in Information

transparency

Reliability Statistics
Cronbach’s
Alpha

M of ltems

800 4

Table 4.19: Cronbach Alpha for all the questions in Information

transparency
Item-Total Statistics
Scale Mean if Scale Variance | Corrected ltem- Cronbach’s
Item Deleted if tem Deleted Total Alpha if Item
Correlation Deleted
All the compensation in the
life insurance policyis 11.2533 10.862 823 811
clearly stated on the
website.
All the termns and conditions
of the insurance policy are
clearly stated on the 11.0200 10.798 .855 .801
website.
All the premiums of the life
insurance are clearly stated 11.1000 10.574 837 807
on the website.
All the coverage of the life
insurance are clearly stated 11.0267 10.925 .821 812
on the website.

Table 4.20: Cronbach Alpha for the questions in Conveniences

Reliability Statistics
Cronbach’s
Alpha

M of ltems

870 4
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Table 4.21: Cronbach Alpha for all the questions in Conveniences

Item-Total Statistics

105

making enquiries on the
website.

Scale Mean if | Scale Variance | Corrected Item- Cronbach’s
Item Deleted if tem Deleted Total Alpha if Item
Correlation Deleted
| can pay online life
insurance’s premiumeasily 11.2365 8.985 .606 .805
on the website.
| can contact the insurer
easily on the website. 11.3649 8.192 804 845
| can obtain the softcopy of
online life insurance’s policy 11.2230 8.623 T72 820
easily on the website.
| can obtain immediate reply
fromthe insurer after
11.4797 8.374 737 832

Table 4.22: Cronbach Alpha for the questions in Price and feature

comparison

Reliability Statistics

Cronbach’s
Alpha

M of ltems

885
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Table 4.23: Cronbach

comparison

106

Alpha for all the questions in Price and feature

Item-Total Statistics

insurance provided on the
website.

Scale Mean if | Scale Variance | Corrected Item- Cronbach’s
Item Deleted if ltem Deleted Total Alpha if Item
Correlation Deleted
| can compare online life
insurance’s premiumeasily
11.3960 8.835 796 846
with otherinsurers on the
website.
| can compare the coverage
of differentonline life 11.4027 8.985 .829 .834
insurance on the website.
| can easily compare the
compensation of different
o 11.4564 8.858 830 824
life insurance on the
website.
| can easily identify the
suitability of every life
11.4899 9414 740 815

Table 4.24: Cronbach Alpha for the questions in Product flexibility

Reliability Statistics

Cronbach’s
Alpha

M of lterms

855
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Table 4.25: Cronbach Alpha for all the questions in Product flexibility

Item-Total Statistics

107

recommendation fromthe

website.

Scale Mean if | Scale Variance | Corrected ltem- Cronbach’s
Item Deleted if tem Deleted Total Alpha if Item
Correlation Deleted
| canflexibly set coverage
of life insurance on the 7.2733 5234 858 .849
website.
I can flexibly adjust
coverage of life insurance
on the website fromtimeto 72800 5118 875 824
time.
| can obtain suitable online
lifeinsurance’s
7.2333 5.106 .820 .820

Table 4.26: Cronbach Alpha for Customer’s purchase intention

Reliability Statistics

Cronbach’s
Alpha

M of lterms

843
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Table 4.27: Cronbach Alpha for all the questions in Customer’s purchase

intention

Item-1otal Staustics

choice forme.

Scale Mean if | Scale Variance | Corrected Item- | Cronbach's
Iltem Deleted | if tem Deleted Total Alpha if ltem
Correlation Deleted
| will continue to purchase
onlinelife insurance inthe 7.0400 6.884 .830 734
longterm.
| feel comfortable when
purchasinglife insurance 7.1533 6.332 .899 779
online.
| believe purchasing online
lifeinsurance is the best 7.1267 6.071 873 702
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APPENDIX F: SPSS output for Multiple regression analysis

Table 4.36: Coefficients between independent variables and dependent

109

variable
Coefficients®
Maodel Unstandardized Coefficients Standardized 1 Sig.
Coefficients
B Std. Error Beta
(Constant) 232 209 1.113 267
Informationtransparency 14 oGz 21 1.851 066
’ Conveniences AG4 084 434 5.550 000
Price arfdfeature 209 020 208 2626 010
comparison
Froduct flexibility 76 077 70 2.294 023

a. DependentVariable: Custnmerpurchase[ntentinn
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APPENDIX G: Gantt’s chart

Gantt Chart of Timeline

Events W1l |W2 | W3 |W4 | W5 W6 | W7 W8 WO W W W W|W
101111213 |14

Setup
research
title

Chapter 1

Chapter 2

Chapter 3

Data

collection

Analysis

Chapter 4

Chapter 5

Draft

Discussion
with

supervisor
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APPENDIX I: MBA Project log

PROJECT PAPER LOG

This is an important document, which is to be handed in with your dissertation.
This log will be taken into consideration when awarding the final mark for the

dissertation.

Student Name: LAI YON CHING

Supervisor’s Name: Ms NGA ELSIE

Dissertation Topic:

Effect Of Online Life Insurance On Customer’s Purchase Intention
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The plan below is to be agreed between the student & supervisor and will

be monitored against progress made at each session.

Activity Milestone/Deliverable Date
15-19 20-28 | 29 28 18 March- 1 April-20
January |Janua | January- Februa | 31 March April
ry 28 ry-17
February March

Finalize Complet
the ed
research
topic
Chapter 1 Compl

eted
Chapter 2 Compl

eted
Chapter 3 Compl

eted
Data Completed
collected
Chapter 4 Comple

ted

Chapter 5 Completed
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Final Complete

submission d
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APPENDIX K: Ethical form protocol number before modification

Hertiordshre G Ml

SOCIAL SCIENCES. ARTS AND HUMANITIES ECDA
ETHICS APPROVAL NOTIFICATION

TO Lal Yon Ching

o Nga Elsle

FROM Dr Timathy H Parke, Social Sciences, Arts and Humanities ECW Chaman
25D1HE

Protocol number: cBUSRGTICRIRET

Tile of study.  Effect of online I Insurancs 1o customer's purchass Intention.

mwmmmmnmmmmmmmmm
condiics by the ECOA for your Sehool and ckides work unceriaken fof s sty by e

ﬁ.Ppl'ﬂ'l'NCﬂ'ﬂmm:
Prior o Fecrument and dats collection, the supenvisor must 522 and approve e following:

»  The quesiknnare,
+ AN 3SELMENCE Mat approaching pamisipants In puolc spacss (0 E.2)
will nok Infringe Incal Customs o by-laws.

This 3pproval 15 valkt:

From: 280115

Ta: DSM2is

Agditional workers:  no Jndiiona workes named

Plaasa note

Yiour application has been condionally approved. You must sneurs that you comply
Wm’l the conditicns noted above a2 you undartaks your regsanch. You ans I'Eb[!.lll'm ]
gta and aubmit an ECT Protocol Monttoring Form once tls study Is complats,

abis via the Ethics .e-ppm-.-al Studylist Sita via ma ﬁpplr:aﬂm Forms' page

It your ressarch Inviolves Invasive procsaures You ans requinsd fo complsts and submit
an ECT Probocol Monlttoring Fomn, and your complstsd consant papersork to this ECDA

onca your shudy ks complsts.
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Fallure o comply with the condithons will be conalidensd a breach of profocol and may
regult In :lmpllm action which could Includs academlc penafies. Additional
mmamﬂmﬂmmmmﬂ n-mlnuyb-aamniﬁmm
Elilmmaalm :E
ﬁ:mmnmmmmnmm
Hmmmwmdmtmmmﬂﬂhmmmmﬂﬁmmﬂm
to confirm hat you have complisd with this profocol.

mm%ﬁmummmmwm
for your study must be In writing prior to any data collsction commencing.
Fallure to obiain adequate psmissions may be consldersd a breach of this protocol.

Approval applles specically fo the reeaarch studyimethodology and tmings & detalled
IrlrmrmeEl:m_M you amend any aapact of your resaarch, of wish bo apply Tor

r ghudy, will nesd raman‘lam’a approval are a
mmﬁwm 1““ ﬂmﬂr&aﬂ%

rmdlnymmmtuMam ammenmmhm
w&mlnhmmmtﬂm

Shiould adverss circumatances arlss during this study such s
harmn, Intrusion of privacy of breach of confidentaity this must De

mentalismotional hamn,
mﬂmmmmﬂ:chmmhmm Fallure to report adverss

Ensura you quots tha UHpmtmnlmnmmm&mmtmwmng Comimitisg on
all papanwonk, Including recruttment adverdesmentsionling requasts, for this atudy.

Students must Inciuds this Approval HoSfcation with thelr submission.
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Appendix L: Ethical form protocol number after modification

University of UH
Hertfordshire

SOCIAL SCIEMCES, ARTS AND HUMANITIES ECDA
ETHICS APPROVAL NOTIFICATION

TO Lal Yon Ching

o Nga Elsie

FROM Cr Timathy H Parke, Soclal Sciences, Arts and Humanities ECDA Chalrman
1B

Protocol number: ScBUSPETICRIELIT( 1)
Tile of sudy.  Effect of anline If2 Insurancs 1 clestomer's purchase Inbsmhion.

Your mmmwmmmmmmmmmmnﬁm
by the ECDA for your Schodl and Includess wirk undemaken for s
Mwmmmmm

Modification: Exiend end daiz; amend locston of shudy

This aoproval is valk:

From: 3001143

T 280215

Additional workers:  no 3dditonal wokss named

Plaasa nots:

If your ressarch Involves Invasive procadures you ane requined fo complets and submit

an ECT Protocol Monitoring Fom, and your complsted conesnt paperwork to this ECDA

onca your study |e complats. You are also requirsd fo complets and submit an ECT

Prodecod Monltonng Form I you are a member of s1aff. Thie fiorm le mlli:nln la tha
51uu'_|ﬂat Slts via the .'-‘-ppl['.atlm

:rymmm redating fo the original protecol approval remaln and miust be complisd

for the uss of
To yout hucy s s pbiane I Wi prior o any G coliecion commmating
Fallura to obiain adequats permissions may be considersd a breach of this probocal.

appliss speciically to the resaarch studyimethodol gy and tmings a8 detalisd
n'_ml.ran ECA/ECT A or 85 detalled In the EC2 requsst. Should you amend any furisr
aspact of your ressarch, of wiash to Tor an exienaion to your shudy, will naad
W&W:Hﬁlm pmmmm a further
ECZ request. In cases whers to the original shudy ars desmed fo be
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substantial, a new Fomn EC1A may nesd te be completed prior fo the atudy baing
undertaken.

Should adversa circumatancsa arlas during this study such z= physical reactionham,
mnﬂm?ﬁm.ﬁmmmmymmumn&ﬂtyh&nﬂm

Bd Committes  Immed, . Fallura adverss
e etancais woul be Comsidirnd miacongur Y repert

Enzura tha UH protocol number and the name of the approving Commiltiss on
ﬂm%m recrultment adveridssmentsionling requasts, for this study.

Students must Incuds this Approval MotiNcation with thalr submis=lon.
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Appendix M: EC1A form

UHIVERSITY OF HERTFORDEHIRE

FORMEC1A; APPLICATION FOR ETHICS APPROVAL OF A
STUDY INVOLVING HUMAN PARTICIPANTS
(Individual or Group Applications)

Pleass complats this form I you wish fo undsriaks a afudy Involving human participants.

spplicants are advized to refer fo the Ethice Approval StudyMet Site and read the Guidancs Notes [GH)
bafors complating this form.

Lisa of this form & mangatory [see LR REDM, ‘Studes Involving Human Participants’, 357.1-7.3]

Approval must be snught and granted betore any nvestigation Invatving human paricipants begins [UPR RENY, &
4.4

If you requine any further quidance, pleass contact efther Rssizcdamnets oK or ssaherdaghate 3o Uk

Abbweiations:  GN = Guidance Noles  LIPR = Univessiy Pailcles and Regulations.

THE STUDY
o Piaase glua the fitle of the proposed study
Effect of prilne Insurance to cusiomes's purchasa intention

THE APPLICANT
oo Mame of appleant/{principal) Investigaior { person indertaking this study)
Lal Yon Ching

‘Hudent regisiration numberSET number
114004536

Emall address
1140046555 siudent newinil. edu.my

Siatus;
ClUngerprasuets (Foundstion) JUndengraduate (BSe, BA)

CPostigraduate (taught) 7 PosIgracUEe [ressarch)
O 5tar DOrther
If pihies, piease provide detals hese:

Click heare i enber ben

SchoolMeparment:
Page 1010
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Faculty of Business, Communications and Law

It applicaton Is fromm 3 student MOT basad at Unlverslty of Herffordshire, please give th name of the
partnar Instiution: INTI Intesmaional University

Mame of Programme (g B5¢ (Hons) Computer Stencel.  MBADI

Iodule name and module code; MGTT9EE

Mama of Supendsar: Ms. Nga Else SUDendsors 2mal: sk ngagnawint. edwmy

Name of Modue Leacer If appiicant is undertaking 3 taught programmeimodule:

Mames and studentistaT numbers for any addional Investigalons Imeaived In this stuy
Click here o emter tet.

I this stugdy being condusad In coliaporation with another university of Irstiudon andior does it
Invoive working 'with colieagues from another Instiution”

(Yes N

If yes, provide detalls hem:
Click here to enter text

DETAILS OF THE PROPOSED STUDY

Phaase glve 3 short Synopss of your proposad study, stating its aims and highiighting whers
thesa aims relate bo the U2 of human parfipants (See GN22.3)

Nowadays, onine sanices had been usad by many Indusiries such a5 barking, retal, and
other Indusiies. Onling e INsuraNGe s e concent that alow cusiomer 1o buy difersnt
cateqory of IMe Insurance by online. In 2016, Central Eank of Maiaysia Infroduced a framewonk
o aflow e Insurance 1o be delivered iough online. Banking and Insurance Indusiry has 3
miedd view on how crilne IMe Insurance affects Cusiomer's pUrchasa infention. Growth of
oriing IME sUrance had been viewed 36 3 threat for INSUESTs.

The aim of this rasaanch s to idenitty and understand the changes of customer's purchase
intention on the growtn of online IMe Insurance. The maln user for this reeearh ks Malaysids
Insuress. This research wil be done by using prmary research data. Elements such 36
InfonTiation ransparency, conveniencas, price and feature companson and procuct fadbilty
will be tested on how al this elements wil affect customer purchase Intentce.

Phaase glve 3 brief explanation of the design of the study and e memods and procedures used
¥ou shoukd ciearty state the nature of the Invoivemant the human partciparts wil Rave In your
proposad study and the extent of iir commitment. Ensure you provide suficlent detall for the
Coemmittes to, particularty In relation to the human particpants. Refer to any Standard Operating
Procadures SOPs under which YoU are operating here. (See GN2.2.4)

The methodology sed ks quantitative analysls. Questionnaires will be usad a6 quantitative anaiyss to
mmmmmuéﬁmnuﬁmmmﬁmpm:fummmm

Page 2 of 10
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Hon Probaisl I5 focys on Indhidual basis.

Inh‘iﬁm {'.u'r.mmm k5 chosen In Tiks research. Respordants wil

10 LS whikch are consumear Tmme

uareamm:tmmrrerl‘erm 15
Tmmmummmmmmmm mbmﬁl
%ﬂmﬂs&hm Late the data Is %ﬂh%m

@5 Doess the siudy Imvoie the administration of substanoes?
Oes =M

<AL ooV LK govemmentiuploads's padsiattachment datafile’s17o52)

To help HWEMENH“HECMME n‘E'p'wshhm:rﬁthﬂ'EHEm
Authorty (HFA) decsion bool: BHEC ﬁ;ﬂﬂﬁaﬁsﬂ

naxsuwmmaaaumnmnmummmmmmmmu ba fem the
HRA, please stnp compieting tis fomn and use Fom EC1D, 'NHS Protocol Reglstation -y
should als0 seek guidance from Ressarch Sponsorship.

I confimn that | ave refemmed to the Med cines and Heaithcare Products Requiatony Agency
InfoAmation and confieT that that my saudy |5 not considered 3 dlinkal rial of a medkinal proguct.

Please type your name here: Click Nere 1o enter tedt.
Dite: ik hers o anter a date.
Q51 Prease give the stErting date for your recrultment and data coilection: 25 January 2018

52  Please give the finishing date for you data collecton; 5 February 2013
{For meaning of ‘starting date’ and Tinlshing date’, 568 GN 2.26)

ar Whare will the shudy take piaca?
This research wil be take place In Selangor, Malaysia. Selangor wil be taken as Me destnation to
make Tis research. It 15 because Se{angar hias the most number of onine INsUrEnc: CUSIomes

compare b other stabs.

Please refer i the Guidance Motes (GN 2.2.7) which set out claary what permissions are required;

Plizass fck all the statemants balow which apply bo this study

O I onfirm that | have obtained permisskon o aceess my Inended group of particlpants and that the
agreemert Is attached to this applieation
O I confirm that | have obtained pemmission i camy out my study on Universiy premises In areas
cutsicie the Schools and that the agresment Is attached to s applcation
O I confirm that | have obtalned pemmission io camy out my study at an off-campus location and that
Page 3 of 10
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the agraement ks atached to Tis applcation

Il v et b obtain pamlssion but | understand that ks wil be nenessany befone | commense my
shudy and that the originai coples of e permission letiers must be verfied by my supenisor befors
dala colecion commences

This study Imvaivas working with mingrstunersbie paricipants. Liwe have cbtained pemmission from the
ornarisation (Incuding UH'UH Partner Insstutions when appropriate) In which he study s to take placs
and which s bie for e minors‘vuinerabie participants. The pamission Rates the DES
requirements of the onganisation for this Siudy and confimes Lwe have satisfted thelr DBS
requInETEnts Whers Necessarny.

ME If your study Imvolves minorshvuinersbls pardcipants, pleaas refar to @18 fo ensurs you

comply with tha University's requirement regarding Disciosurs and Earming Senvice clearanca.
Permisson ks nof required for Ty Siudy &5
Cllck here o emier et

HARMS, HAZARDS AND RISKS

It might be appropriate to conduct 3 risk assessment in respact of the hazsmis/risks affecting bath the
participants andior Investgators). Please use Risk Assessment Fom ECS f e answer 1o any of the

questions below s 'yes.

If you are required to complete and subenit 3 Schodl spacific risk assessment In addltion to Form ECS,
please append it to your compieted Fom ECS.

WIll this study Invoive any of tha following?

Invasive Procedures/administration of ary substancais?

Ara there potential hazards to particpantinvestigatons)
from the proposed study? (Physkcal Emotional)

Wil or could afamare andior support be nesded by partidpants?  YES END

IF "YES* TO THE ABOVE PLEASE COMPLETE EC1 APPENDIX 1 AND INCLUDE IT WITH YOUR
APPLICATION

I= the sfudy being sonducted off-camipus || not at UHIUH Farner?) OYES END

It mignt be appropriate to conduct a risk assessment of the proposd location fr your study in
respect of e hazarisirisks affectng both e participants andior Investigators) (this might be reevant
for or-campus iocatons 35 well). Please use Form EC5 and, B required, a School-spacic sk
asses5ment [See GN 22,5 of the Guidance Notes).

If you do niot consider [t necessany 10 sUbMIt 3 sk assassment, measa glva your reasons:
Questionnaires will be distrbuted In public rea places such 35 ouside of shopping mals,
transpertation hubs bus staons and 50 on.
While appmaching the potential partcipants, 3 brief Introduction wil be expiained to fhem leting them
:nmmemeurmmmmemﬁ?mmmwm;r nmmm.:a:&qu
being 18 years and above, onine Ife NEUTaNCe Customers and 5ty In Selangor, Malaysia. The

have e cholce of 10 take part hence It's 2l Dasad o their will to and
wmmm o anine I e Par PR

Page 4 of 10
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ABOUT YOUR PARTICIPANTS

o9 Phaase glve a biief descption of the kind of pecpie you hopeintend to have a5 parficparts, for
Insiance, a sampke of ihe ganeral popuiation, Universty students, peopie aected by a particular
medical condtion, children within a given 3ge group, Smpioyess of 3 pariicuiar im, peopie who
sUpport 3 particular poifical party, and state whethier e a2 any Uppar of Iower 302 restricions.

Oniine 2 InSUrance Cusiomess who are above 18 years oid In Seiangor, Malaysia

@0 Piease stabe hare e MaKmum number of participants you hopa will paricipate In your stugy. Plaase
indicate the maximum numbers of participants for each miethod of data collaction.

The maximum s3mple size for this regearch |5 150 respandens.

i By completing this fomm, you are Indicaiing that you are reasonably sure that you will B2 succssstul In
obtaining e number of particpants which you hopentand io recnit. Flease outing her your
recruftment (sampiing) method and how you wil advertse your study. [See GN22.9)

T e e e
‘Wil b2 Irformed E)pgmn ummmmmmm IHII'EHIVE?'
lemm%ﬂﬁﬂl WIM

CONFIDENTIALITY AND CONSENT

[For quigance on Issuss relaling to consant, see GN 2.2.10, GN 3.1 and UPR REDT, 55 2 3and 2.4
ard the Ethics Approval Studyiet St FACE)

Qi Howrwdll you abtain consem from the participants? Pleass axplain he consent process for each
method of data collection kdenfified in Q4

R Informied consent using EC3 and ECE equivalent)
O Impled consent fe.g. via parbipant Information at the start of the quesionnaire/suney eic)
O Consant by proxy {for exampie, given 0y panentiguandian)

Lige this space to desorbe how consem IS 0 e obtained and recorded for 2ach method of data
coliection. The Infamalion you give must b2 suMcen 1o enadle he Commitiee i undarsiand eacly

what I is that prospeciive paricipants ane baing asked to agres fo.

A copy of the Consent Form (Form EC3) Is attached a e end of fiis document. For every particpant
that agreed 1o parteipatz in this study wil need fo Sign at the end of e consent form Indicaing mat
they Understand e content of e consant form. The content of the cansant form basically Indcaies
that the paricipant agress on giving thelr Information sch 3 nabonaiity and aducationa ievel In this

Page S of 10
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In addition, Participant Irformation shest i ais0 given o the participants explaning paricuiars of the
stutly, Inchuging Its aimys), methods and design, e names and contact detals of key people and, 3
appeopriate, e risks and potential benefits, and any plans for follow-up sudies at migt vonve
further approaches to paricipants.

Beskles, I the event of any significant change to e aimjs) or design of the sy, the paricpant wil
be Informed and asked to renaw elr consent to paricipate In it Parscipant wik also e Informe that
their Information wil be k=pt confidenttal. Upon agreeing to all these, only then e participant wil Sign
the consant form. After the pariicipants fnish the consent form, the it will be entered and stored 0 3
compuir and mo one £an access i and meanwhile the data fie wil be encrypted.

If you do nat Intend $o obtain consant from participants please expiain why 1 is coneldered
urmmwlmbeum‘mselrnmnaeh B2ek consant

Click ere o eer taxt
@3 Ifihe parficipant is a minor undar 13 y2ars of age) of Is unaoie for any reason to give ful consent an
their own, state here whose consent wil be obtained and how? | See espacialy GH 26 and 37)

This paper examines =Tect of online e Insurance to customer purchase Imtention, 5o that there will be
N minar rrecived 35 all e respondents are indhviduaks Mat aimos! Nespondes are atut (above 18

years ok,

@141 Willanyone other than yourse and the partcipants b presant with you when concuctng s study?
[See GN2.2.10)
YES AN

H YES, please state the relationship between anyona else whe Is present cther than the applicant
andior articlpants (eq Neaith professlona, parentiguardan of e particpant).

Click here to anter text

@142 Willthe proposed study be conduscted In privaie?
RYES [y
Hf "N, whait 5126 wil be taken to ensure confidentiallty of the paricipants' Infommation. (Ses GN
22.10)
Click here to enter text

@IS  Arepersonal data of any sort (5uch 35 name, age, gender, ccupation, contact detals of Images) 10 be
obtanad from or In respact of any partiipant? {See GA 2.2 1) {Youwil be requirad to adhere fo the
amangements teciared In this appication concaming confdentalty of data and is siorage. The
Partiiparnt Information Sheet (Fam ECE or aquivalant) must expiain the amangements ceary.)

EYES ONOD

If YE, give detals of pareonal data o pe gathened and Indicata now It wil be stored.

In ordeer fo do stuy, several pesonal information Incuding gender, 308, R, education
mmmmfumﬁmnedhmmammmmmmﬁgfmm
the daiz wil be enterad and stoned In my computer and | am the only parson who can access I and the

data flie will e encrypted.
Page 6 of 10
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Wil you b miaking audio-visUal recordings?
CYES ENO
YES, give detalis of the types recoming 1o be made and Indicate how they wik be stared.

Click here to anter et

State what steps wil be takan o prevent of regulate 3coess o personal dataiaudo-visual recorings
beyond Me immedate nvestigative 12am, 35 ndcated In e Faridpant Infamiatian Sheet

Inclizate what assurances wil be given to participants about the securty of, and aceess 10, persanal
lataaucio-visual rcordings, 35 Indicated In the Paricipant Information Sheet

The data wil be entered and 5aved by SPSS s0ftwarne and e flie recoming resuits wil be encrypted
by the reseamher. No one es2 wil have any kind of acoess 1o It Afler the study, the data wil be
deteted pamanenty In orter to prevent the leakage In daia o the third parties. In between e
colecting period and data analysis, researcher's laptop i shiid whh anthinus o prevent attack from
ieresied parties and spams. Password wil be s2t i1 e document lie, 1o Increase the protaction
ievel. Therefore, the securtty level should be enougn 10 Secure M2 rRE00Ndets' Information

State 35 far 36 you e abie 0 do 50 how long personal dataaudio-wisual recorings collectedimade
guring the study wil be retained and what amangements have baen made for HeANer secure storage,
38 Indlcted In the Farticipant Infmation Shest,

Diata retain period wil be appmdmately for 1 year period In offine eméronment. In order to confirm mat
e dta & aoourais and nt of :aen'-m-emram{fEr because examiners might request 1o show proof of the

Wl data be anonymisad prior to storage?
EYES ONG

@16 |5 kintended o possiia) that data might be used beyond the present study? (See GN 2.2.10)
IYES ENG
If YES, piease Indicai the lond of furihier use that |5 imended {or whikch may be possible).

Click here o enter text
If MO, Wil the data be Kept for 3 set period and fen destioyed under secure condtions?
HYES MO
Hf MO, piease explain why not:
Click hene to emer text
@7 Consent Forms: what amangements have been made for e storage of Consent Foms and for how

lang?
Page 7 of 10
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Caia netain penind wil be for 1 year period In offiine emdronment. Reason for this & beeause

examiners might request fo show proof of the data In order 1o confir that the data Is acourate and
not of 5ex-fllied resus:

@1 I the actvity'acivities Imvaive work with children andor vunerabie adults saisfactory Disciosure and
Baming Service (DBS) cearance may be required by INvestgalors. You are required fn check win
the organisation (ncudng UHUH Pamners where appropate) responsibie for the minors/ulnerable
participants whether or not they require D85 cearance.

Ay pemission from the onganisation confiming thelr appeoval for you to underiake the acthiies
with the chidren/vunemabke for which they are regponsbie should mﬂE%&ﬂﬂcl‘d‘E‘&'ﬁ
o any DES requirements they mpase and their parmission iefteremal must be Incuoed win your

appilcation
More Infrmation Is avallable via the DBS website -
ST Qav.UK 1
REWARDS
@191 Are yourecsiving anyfinancia or oiher reward connecisd with s study™ {See GN 2.2.14 and UPR
RED, 52.3)
oyes AN

If YES, give tetalis here:
Click here 1o emey taxt

@192 A paricipanis going o recelve any nancial or otfer reward connected wih the Sudy? [Please note
thiat the Unitversity dbas not aliow participants to be given ainanclal Inducement ) (See UPR RED!,
523)
CIYES BND
It YES, provide detalis here:
Click here 1o emer et

@193 W anybody else (Incuding any oiher memibers of the Investigative team) receive any inancid o
oiher reward corneciad with this study?

OYES EIND
If YES, provide detalls hena:

TG Tiere 10 e AL
OTHER RELEVANT MATTERS

@0 Enter here anything slse you want to 53y In support of your appilcation, of which you belleve may
assist the CoMPItiEe In reaching is decslon

Click here o emier iext.

Page & of 10
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DOCUMENTS TO BE ATTACHED
Pizase Indicate below which documents are attached to this application:

71 Pamikssion i actess Qroupe of participants from studant body

~Permission io use University pramises beyond aras of School

2 Sohools Permission from of-campus locations) 0 be usad 10 conduct this study

TRk ASEESEMIENts) In respect of hazardsirisks afecing paricipartsinvesigatons)

= Copy of Consent Form [See Form ECYEC) Copy of Form ECS (Partiipant Info Shee)
= Copy of Form ECS (Participant Infa Shest)

TLA capy of the proposad questionnalne andior Interview schadule (f appropriais for this study). For
wngtructured methods, Diaase provide detais of the subjac araas that wil be covered and any
boundarias nat have baen agreed with your Supenvisor

“LAny alher refevant documents, such 35 3 debrief, meeting report. Please provide detals here:

Click here o amier B

DECLARATIONS

1 DECLARATION BY APPLICANT

11 I undertake, to the best of my abiity, tn aide by PR RE, “Stuties Invoiving the Uise of
: Human Participants’, In camying oul e stuy.

12 | undertake to expiain the nature of the study and il passible risks to potential paricipans,

13 Data relating to participants will be handied with great cans. No data reatng to named or
Ierifiabie paricipants wil be passed on to 0TS WEhout the withan consent of the participants
concemed, unless they have Sready consanted b such sharing of data when they agread to takie
part In the study.

14 Al paricipants wil be Informed {a) at they are not obliged to take part In the study, and [b) hat thay
may withdraw at any ime wilout dsadvantage o having 1o give & reason.

{MOTE: Where e participant is 3 minor or 15 otherwiss unabie, for 3Ny reason, to give ful consent on

thiair cwn, Teferences here to paricipants being gven an explanation of Informiation, or being asked 1

gﬁﬂ'&rmrﬁ:—rt.a:eh be unders100d & refamng 1 the parson ghving consent on helr behalf. [See
12; also GN Pt 3, and espacially 36 & 37))

Emzr your name here: La Yon Ching Ciate 25012016

Page 9 of 10

Form EC1A Indhidualigroup 10 October 2017
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GROUP APPLICATION

{17 you are making this appilcaion on behalf of 3 group of students/stal, pleass compiets this
section 2 well

| contrm that | have agreement of the othar members of the group to sign this declaration on thelr behalt

Emar your nams hene: Click hene to ener text Ciate Chick here to anter 2 date.

DECLARATION BY SUPERMISOR (582 GN 2.1.8)

| Cori that the proposad study has baen aporopriabaly vetted within the Sehool In respect of ks aims
and meihods, hal| Fave dscisssd ins apolcation for Elrcs Comitiee 3ol wih e apolcart
and approve Its submisslon; thatl accept fesponsiolity for quiding the appilzant so 2 to ensire
complianca with thie ferms of the protocal and with any appilicable ethical coders); and that I there ar:
CORCISONS 0 the (Dl they Nave been met

Enter your name here: Ms. Nga Blsle Date 25012018

Page 1D of 10

Fomm EC1A Indhvidualigroup 10 Ocaober 2017
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Appendix N: EC2 form

USMIVERSITY OF HERTFORDSHIRE

ETHICE COMMTTEE FOR STUDIES IKWOLVIMG THE LSE OF HUBAN PARTICIPANTS
[ETHICES CONMMITIEE)

FORM EC2: APPLICATION FOR MODIFICATION ANDIOR EXTENSION TO AN
EXISTING PROTOCOL APPROVAL

1 Tithe of orlginal spplication:
Effect of online e insurance to custemsr's purchase miention.

Profocel Humber:
cBUSPGTICPD3427

Ia this the first modifcationisetenslon request for this study?

(ree) &

It ni, plaass Inciuds the most recant approval notification document with your
appllcation

Anplicant name: Lal ¥on Ching
Slument/SET numder 14008585

Applkcant e-mall address: 14004688 @stadant newint adu my
Wik adress (If apomodate): Click here o enter text

Gupefvisors name Nza Elsie

Supanisors School & Deparment  INTI Internatiomal Univeraty, FOBCAL.
Supervisors e-mal adWess: altis ngaEmewing sdn my

Specity the naturs of the modifcation/sdenslon (plaass ek all that apply and
complete G4 & 5).

0  Revised fie of siugy.
Plaase staie amended e hem
Amendiertend caies
From: OSOX201E  To: 2006
ASCtona Workens);

Mames and siudentstaT numiners for any addiional Investigabors vaved in s
stuy

Click here to enter teat

Form ECZ, Feby 27
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d mmmm: Click here tpenar izxd.  00CHc here i emler text
Paaase compiets deciaration Delow and give feason In Od

Diaciaration Dy new sUDenvison
| have resieseed the ethics protocol papersonk for this study and am aaare of
arry condizons which must be adhersd to.
Signed Click here io emer .. Daie: Cilck here o enter a daie
B Locafon of siudy

Elang Valley, it & an area in Malaysia which i contered in Enal Lupspur,
and imchndes ifs adjoining cities and towns in the state of Salanger. A mors recant
altemnative mefamncs to this weeld be Groater Ewmala Lampur.

0 O
Please spaity hare

4 Rosaon for sxtanstonimodification reqguest

Piease explaln here
s Hazarda
Does Mie modficalion o extension present addional hazams o the
paricipant/inessgator?
YES o NO D

Hf YES, please complete @ new risk assesament ECS form. Subject spectic foms may 350
DE NRCEEEATY, YOU ENould fertore contact your Supanisar of School i see whether i s
he case

Hf you are required to compicte 3 School risk assessment, piezse append this fo your ECS
form. In this case the ECS form shoukd be used to note any fsks not arsady noted on your
School risk assassment. It acoeptable to state Tnciuded In <Schook- risk assassment In
the relevant spaces of the ECS where appllcatie.

Signature of Applcant - T Date: 290142018
Support by Superdsor: Nza Elsis Date: 250172048
Form EC2, Fab 27 Fagelofl
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Appendix O: EC3 form

UNIVERSITY OF HERTFORDSHIRE
ETHICS COMMITTEE FOR STUDIES INVOLVING THE USE OF HUMAN PARTICIPANTS
(‘ETHICS COMMITTEE’)

FORM EC3
CONSENT FORM FOR STUDIES INVOLVING HUMAN PARTICIPANTS

I, the undersigned [please give your name here, in BLOCK CAPITALS]

of [please give contact details here, sufficient to enable the investigator to get in touch with you,
such as a postal or email address]

hereby freely agree to take part in the study entitled

Effect of online life insurance to customer purchase intention .

1 | confirm that | have been given a Participant Information Sheet (a copy of which is attached
to this form) giving particulars of the study, including its aim(s), methods and design, the names
and contact details of key people and, as appropriate, the risks and potential benefits, and any
plans for follow-up studies that might involve further approaches to participants. | have been
given details of my involvement in the study. | have been told that in the event of any
significant change to the aim(s) or design of the study | will be informed, and asked to renew my
consent to participate in it.

2 | have been assured that | may withdraw from the study at any time without disadvantage or
having to give a reason.

3 | have been told how information relating to me (data obtained in the course of the study,

and data provided by me about myself) will be handled: how it will be kept secure, who will have
access to it, and how it will or may be used.

Signature of participant...............oco Date...coovveiiiiiiiin,
Signature of (principal) investigator......... L%d......Date: 25" January 2018............ccceeeenl

Name of (principal) investigator [in BLOCK CAPITALS please]

(= T o o 71 o U
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Appendix P: EC6 form

UNIVERSITY OF HERTFORDSHIRE

ETHICS COMMITTEE FOR STUDIES INVOLVING THE USE OF HUMAN PARTICIPANTS
(‘ETHICS COMMITTEE’)

FORM EC6: PARTICIPANT INFORMATION SHEET

Title of study
Effect of online life insurance to customer purchase intention.
Introduction

You are being invited to take part in a study. Before you decide whether to do so, it is
important that you understand the research that is being done and what your
involvement will include. Please take the time to read the following information
carefully and discuss it with others if you wish. Do not hesitate to ask us anything that
is not clear or for any further information you would like to help you make your decision.
Please do take your time to decide whether or not you wish to take part.

Thank you for reading this.
What is the purpose of this study?

The aim of this research is to identify how the elements in online life insurance affect
customer purchase intention in Klang Valley, Malaysia.

Do | have to take part?

It is completely up to you whether or not you decide to take part in this study. If you do
decide to take part you will be given this information sheet to keep and be asked to
sign a consent form. Agreeing to join the study does not mean that you have to
complete it. You are free to withdraw at any stage without giving a reason. A decision
to withdraw at any time, or a decision not to take part at all, will not affect any
treatment/care that you may receive (should this be relevant).

Are there any ages or other restrictions that may prevent me from participating?

People who are below 18 years old and are not customer of online life insurance.
People from other places other than Selangor are restricted to participate in this study.

How long will my part in the study take?
If you decide to take part in this study, you will need to spend about 15 minutes to

answer the questionnaire. The time you spend would contribute vital information that
would help to make this study success.

INTI International University (2018)
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What will happen to me if | take part?

The first thing to happen will be involved in it for insurance company to know the effect
of online life insurance to customer purchase intention. Your contribution will bring
significance to future scholars who would also like to understand how the online life
insurance will influence customer purchase intention in Selangor, Malaysia.

What are the possible disadvantages, risks or side effects of taking part?

There will be no risk or side effects in taking part. The questionnaire is designed in a
way that you could answer the questions directly without playing with your emotional
thoughts.

INTI International University (2018)



136
What are the possible benefits of taking part?

The potential benefits of taking part is that you will be able to understand more on how
online life insurance’s elements will affect customer purchase intention.

How will my taking part in this study be kept confidential?

The data collection from data entry to analysis will be conducted outright by the
researcher individually. Third parties are not allowed to access the data and the data
will be stored with a password, which is only accessible to the researcher. The results
and findings will not release to other for viewing.

What will happen to the data collected within this study?

The results of the data collection will ONLY be used as the data support for my MBA
degree thesis (academic purpose). Data will be destroyed after the thesis,
permanently. In other words, no data will be used for any other purpose.

Who has reviewed this study?
This research has been reviewed by supervisor Ms. Nga Elsie. She is currently

stationed in INTI International University and College, Nillai, Malaysia. Besides, this
study will also be reviewed by the approving committees of University of Hertfordshire,
Social Sciences, Arts and Humanities ECDA in the United Kingdom.

Who can | contact if | have any questions?

If you would like further information or would like to discuss any details personally,
please get in touch with me, in writing, by phone or by email:

Researcher: Lai Yon Ching
Phone: +60123522398
Email: i14004688@student.newinti.edu.my

Although we hope it is not the case, if you have any complaints or concerns
about any aspect of the way you have been approached or treated during the
course of this study, please write to the University’s Secretary and Registrar.

Thank you very much for reading this information and giving consideration to
taking part in this study.

INTI International University (2018)



UNIVERSITY OF HERTFORDSHIRE

FORM EC7 — PROTOCOL MONITORING FORM
Ethics Committee with Delegated Authority (ECDA)
Arts and Humanities Name of Principal Investigator
(or name of class protocol holder)

Student/Staff ID

Programme of Study or Module Name

Title of study
(or name of class protocol)

customer’s purchase

137

Dr Timothy H Parke, Social Sciences,
Lai Yon Ching

[14004688............ccecevnnennnn.

Effect of online life insurance on

Intention
UH Protocol Approval Number cBUS/PGT/CP/03427
Date 29 March
2018 e
Has data collection for this project been completed? YES/NO

If NO, please explain why:

If an extension is required, a Form EC2 will need to be completed and submitted.

Have any of the participants within the study experienced or reported any of the following: (if
you answer YES to any of these, you must provide the details)

Physical reaction/harm
Mental/emotional harm
Intrusion of privacy
Breach of confidentiality

YES/NO
YES/NO
YES/NO
YES/NO

If the UH Protocol Approval you were originally sent included any conditions (for example
supervisor to approve interview schedule prior to data collection), were all conditions complied

with?

YES/NO.

If NO please include any documents and/or information with this form"
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DECLARATION (overleaf)
DECLARATION

Staff applicants

Declaration by staff applicants:
I confirm that | have followed the approved Protocol for this study and, where
appropriate, the relevant code(s) and/or practice(s) that apply

Signed (staff) ..o
DAl e

Student applicants

Declaration by student applicants:
I confirm that | have followed the approved Protocol for this study and, where
appropriate, the relevant code(s) and/or practice(s) that apply

Date ............... 29 March 2018.......ieiiii i

Declaration by supervisor:

As far as | can ascertain, the above student has followed the approved Protocol for this
study and, where appropriate, the relevant code(s) and/or practice(s) that apply

Signed (Supervisor) ...... (1

Please print name: ...... Ms. NgaElsie ...,

This completed form, together with any relevant documents (where applicable) must be returned to the
relevant ECDA (ssahecda@herts.ac.uk hsetecda@herts.ac.uk ) when you submit your
project/dissertation. Failure to submit this Form may result in a breach of the University’s regulations
(UPR REO01, ‘Studies Involving Human Participants’, refers)

APPENDIX R: Records of meetings
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APPENDIX S: Comments on Management of Project
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