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Abstract 
The paper was conducted to analyze different factors influencing clients’ 
choice of insurance companies. Insurance is essential for peace of mind, 
however, clients should be cautious when choosing insurers to avoid future 
disappointments. Clients should also be aware of fake agents, misrepresenta-
tion of information, fraud and coercion by agents and brokers. The main ob-
jective of this paper was to identify the factors that drive clients’ preferences 
in selecting insurance companies, whilst the second objective was to deter-
mine the relative importance of these particular factors (advertising, social 
and behavioral factors). This paper followed a survey design with question-
naires and 185 randomly selected participants from Keetmanshoop Namibia. 
The results showed that majority of participants chose insurers as a result of 
agents/broker persuasion, which is similar to what the majority of other re-
searchers found in previous studies. None the less, 87% of participants are sa-
tisfied with their current insurers, leaving 13% unsatisfied and intending to 
switch to other insurers. In addition findings revealed a positive relationship 
between client’s relative importance of insurance and factors (social, adver-
tising and behavioral factors). 
 

Subject Areas 
Economics 
 

Keywords 
Insurance, Policyholders, Preferences 

 

1. Introduction 

There is globally a huge variety of insurance companies and insurance products 
clients can procure from. Therefore, clients may find it challenging to choose the 
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right insurer for their insurance needs or correct type of insurance policy. For 
this reason, insurance companies advertising focused on social and behavioral 
factors that influence clients when choosing insurance companies (Bonner, 
2018) [1]. Bonner (2008) [1] further suggested that due to the big pool of insur-
ance companies and products available consumers subconsciously make insur-
ance choices based on factors that always influence other buying decisions to aid 
them in making the right company or product choice.  

Several researchers stated that, in most cases there is usually a positive rela-
tionship between these factors and the consumers’ choice of insurance compa-
nies. (Banerjee, 2015) [2] emphasized that, the act of buying looked at just 
another run of the million financial actions that the consumer will take. As an 
illustration, the consumers put a value to their lives but when it comes to choos-
ing insurance companies, they have to do some number crunching. In most cas-
es, the consumers are looking for the less expensive insurers, however, they al-
ways make sure they choose companies that offer a pricing that complements 
their financial plan to avoid going above their budget (Banerjee, 2015) [2].  

The paper published by (Wand, 2017) alluded that, the factors that affect 
clients in the United States include social factors which is very important, that 
include the insurance agents’ ability to establish a rapport with customers. This 
is provided that, insurance clients are not going to choose agents who lack in-
dustry knowledge, come across as uncaring salespeople or that cannot provide 
legal contracts to back their products and services (Tucker, 2019) [3].  

This paper identified two important factors that influence client’s preference 
of insurers for their policies. These are policyholder’s preferences and factors 
that influence policyholder’s preference of insurance companies (social, adver-
tising and behavioral factors). The policyholders were the dependent variables 
and the factors were the independent variables. In that case, policyholders de-
pend on these factors to make decisions. Findings revealed how these factors in-
fluence clients in choosing insurers, which was not really covered by previous 
researchers. Additionally, this paper informed potential and current clients on 
how to identify dishonest and fake insurance agents and brokers. 

The paper is grounded on the following research objectives: 
1) To explore if policyholder’s preference of insurance companies is influ-

enced by (social, advertising and behavioral factors) in Namibia. 
2) To determine the relative importance of social, advertising and behavioral 

factors on insurers and insureds. 

2. Literature Review  
2.1. Factors That Drive Clients in Choosing Insurance Companies  

for Their Policies/Insurance Products 

(Tadesse, 2014) [4], the researcher did a study on the factors that influence the 
choice of insurance services in selected insurance companies in Jimma town, 
whereby the researcher found out that affordable premiums are one of the sig-
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nificant factors that clients look at. On a contrary, private insurance company, 
public insurance companies, attractiveness of the branch office facility, the 
availability of information and parking space and promotional activity were the 
least insurance companies’ selection criteria by clients. Whereas, the most con-
sidered factors were, the financial soundness and the reputation of the company.  

(Mathur & Tripathi, 2014) [5], similarly found out most of the influential fac-
tors that the previous researcher came across. The researchers looked at the top 
10 most important factors that influence clients, namely, computerization and 
online transactions, connectivity with the banks, speed and efficiency of transac-
tions, clear communication, availability of ATM in nearby and several locations, 
reputation of the company, professionalism and credibility of staff, fast and effi-
cient counter services, ease of opening the account and secured internet banking 
as per according to the data collected. Whereas, the researchers found out that, 
the least important factors that clients focus on includes, influential marketing 
campaign, free gifts for customers peer group impression and overdraft privileg-
es on current accounts. 

(Rajkumar & Kannan, 2014) [6], in the researchers’ empirical paper titled the 
factors affecting customer’s preferences for selection of life insurance companies, 
researchers identically determined the important factors which influence clients 
when selecting particular companies for buying insurance policies. The re-
searchers found out that, most of the clients’ decisions to choose insurance 
companies were influenced by the agents or brokers. Comparing to what (Ma-
thur & Tripathi, 2014) [5] found out, the two researchers similarly confirmed 
that e-commerce and online transactions are significant when it comes to the 
clients’ choices. On a contrary, (Rajkumar & Kannan, 2014) [6], as well proved 
that the internet proved to be the most important reason why clients buy insur-
ance products or choose insurance companies. Similarly, they as well stated that 
friends’ suggestions and advices as well influence their selection decisions just 
like other researchers confirmed that. 

(Suneja & Sharma, 2015) [7], Unlike other previous studies, they found out 
that the most important factor that affect clients was promotional activities 
which was basically the least important factor according to (Mathur & Tripathi, 
2014) [5] in their study. Besides, (Rajkumar & Kannan, 2014) [6] similarly found 
out how relevant promotional activities are. According to the researchers’ find-
ings, clients as well get influenced by the premium and procedural formalities in 
contrast with the previous study as clients gave the same feedback in (Tadesse, 
2014) [4]’s findings.  

2.2. The Relative Importance of Social, Advertising and  
Behavioral Factors on Insurers and Insureds 

(Mathur & Tripathi, 2014) [5], in their paper titled the factors influencing cus-
tomers’ choice of insurance companies, the researchers explored that insurance 
institutions need to create a lucrative customer base which will increase their 
market share and the need to identify factors that influence the choice of insur-
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ance companies’ selection and work on improving them. Since customers are 
becoming more demanding and sophisticated, it is important for the insurance 
sector to determine the factors which are pertinent to the customers for choos-
ing a company. Equally important, in order to prevent the migration of clients 
and attracting the new ones, it is vital for the insurance companies to understand 
the preferences of the customers to offer the services required by them. Moreo-
ver, (Mathur & Tripathi, 2014) [5] stated that, with intensified competition in 
the industry, it is crucial for the insurers to understand how customers choose 
their insurance companies. Significantly, exploring and evaluating such infor-
mation will help companies to identify the appropriate marketing strategies that 
are needed to sustain and survive in the market. 

(Sharma, 2015) [8], the researcher warned insurance companies on the vitality 
of the image of the company as a factor. (Sharma, 2015) [8] explained that, this 
feature is considered important by the customers as the insurance products are 
quite comprehensive and can be customized as per the need of customers. In ad-
dition, consumer markets can be segmented on several bases. Therefore, the 
segmentation of customer markets helps insurance companies to discriminate 
insurance products in desired categories, so that customers’ needs and wants 
may be effectively addressed for the purpose of preparing sound and effective 
marketing strategies for the company. Henceforth, the consumer market can be 
segmented on the basis of demographic disparities and thus, the impact of these 
variables on the influence of customers’ choices and the need to be evaluated. 
Equally important, the improper identification of true determinants of consum-
ers’ companies’ selection decision may result in losing potential customers. 

(Martins, 2018), In the researcher’s article titled: Choosing an insurance 
company, 10 factors to consider, the researcher informed clients that they should 
not have a goal to find a company with 100% positive reviews, the goal should be 
to look out for negative reviews and find out the nature of the problems those 
agitated clients had with a particular insurance company. It is significant for 
them to know that if the company has problems with the non-compensation of 
its policy holders that is a red flag that the clients should not do business with 
that company. However, the researcher advised clients to consider the reputa-
tion of the company. In addition, when it comes to the legal accreditation of the 
company, the researcher stated that, it is very important to choose the insurer 
that is accredited by the government and recognized as well to avoid fraud. 

3. Methodology 

This paper was grounded on a quantitative research method which was found to 
be more appropriate compared to the other research method. In line with that, 
the researchers made use of a positivism research philosophy which proved to be 
monumental for the study. Moreover, this paper used the deductive approach in 
emerging the data that was collected. A survey strategy was implied, whereby 
185 questionnaires using simple random sampling were distributed to policy-
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holders around Keetmanshoop in order to answer the research objectives of the 
research project.  

3.1. Sampling 

This paper utilized a cluster sampling method. Whilst collecting data, the re-
searchers looked at specific characteristics in the respondents, (must be a poli-
cyholder), whereas, the researchers took the tailored sample that was in propor-
tion to the population of interest. According to (Omniconvert, 2019) [9], a sam-
ple size is a term used in market research for defining the number of subjects in-
cluded in a sample. Similarly, by sample we should be able to understand a 
group of subjects that are selected from the general population and is considered 
as a representative of the true population for that specific paper. In essence, sim-
ple random sampling was used to sample policyholders according to (Graff, 
2018) [10]. At a confidence interval of 95% using the statistical formula s2 = Σ(xi 
− x)2/(n − 1) 185 participants were selected from a population of 6 000 policy-
holders.  

3.2. Research Instruments 

Both structured and unstructured questions were used as the research instru-
ments of the paper. (Farooq, 2013) [11] defined structured questionnaire as the 
type of questionnaire which has pre-determined questions with answers. The 
respondents only tick the correct answer in short (Yes or No). They are as well 
referred to as pre-coded, closed restricted and categorical questionnaire. Whe-
reas, unstructured questionnaires are defined as, those questions in which 
pre-determined questions are given but have no answers. Moreover, these an-
swers are to be structured by the respondents. Open questions are given for the 
respondents to give answers. Subsequently, in such type of questionnaire, inter-
view between the researcher and respondents or face to face conversation takes 
place. Such types of questionnaires are also called open-ended, unrestricted or 
non-categorical questionnaire (Farooq, 2013) [11]. 

Validity and Reliability 
A pilot study was used to ensure both validity and reliability of the instrument. 
According to the (Journal of Hayat, 2014), a pilot study is referred to as a 
small-scale of a complete survey or a pretest for a particular research instrument. 
In that case, the researchers conducted a pilot test to ensure the validity and re-
liability of the data that was derived from the survey questions. Various methods 
used during the pilot study are discussed below. 

1) Validity 
Liu, (2010) defined validity as the degree to which research instruments accu-

rately measure what it intends to measure. (Morgan, 2015) suggested that, for 
the researcher to establish the validity of the measure that he/she is trying to de-
velop, it is better to conduct a small pilot study. The researchers give the ques-
tionnaires to senior academic professionals to ensure that they were all valid and 
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capable of providing the most needed information for the paper. Markedly, the 
researchers incorporated face validity, which represents the simplest or the least 
scientific form of validity and it is based on the normative judgment of the re-
searcher to see whether the scale measures what it claims to measure (Gyasi, 
2015) [10]. 

2) Reliability 
Reliability is defined as the degree in which research instruments yield consis-

tent results. It is as well concerned with the question of whether the results of the 
study will be repeatable (Liu, 2010). With that being mentioned, the researchers 
made use of consistency reliability that looked at the consistency of the score of 
individual items on an instrument, with the scores of a set of items, or subscale 
which typically consisted of diverse items that measured the single contract. 
Alongside with that, the researchers exerted the retest reliability in order to make 
sure that the information given was reliable. Significantly, the researchers made 
use of inter-ratter reliability to check out the degree of agreement between the 
participants. This means that, it was very possible to test the data that was im-
plemented by the policyholders that participated in the study. This was done 
through a pre and post pilot study using multiple raters which compared the 
scores of the results and a mean agreement score of 73 was obtained.  

3.3. Data Analysis 

Percentiles and the mean scores were used to analyze the data collected from the 
questionnaire. In particular frequency tabulation, measures of percentages, and 
mean scores were used to make the results more accurate. Frequency and per-
centage distribution were used to analyze the demographic characteristics in-
cluding the rest of the questions in the survey.  

4. Results and Findings 
4.1. Summary of Data 

Concentrating on the three independent variables, the researchers were able to 
discuss the findings. The three variables are social factors, advertising factors 
and behavioral factors.  

Variable 1: Social factors  
The findings articulated that clients have a negative relationship when it 

comes to social factors. Only a little number of participants indicated that they 
were influenced by social factors in their preference decisions. The results indi-
cated that, clients were not influenced by any colleagues, friends, relatives or 
family members. However, majority of the participants elaborated that they were 
influenced by brokers/agents.  

Variable 2: Advertising factors.  
Majority of the clients stipulated that they were influenced by advertising fac-

tors with promotional activities providing enough satisfactions to clients. 
Therefore, there is a positive relationship between advertising factors and cus-
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tomers’ preference of insurance companies.  
Variable 3: Behavioral factors.  
The data analysis pointed out that, clients are often influenced by behavioral 

factors, which includes, professionalism of agents, efficient and speed transac-
tions, trust in the company etc. Majority of the respondents pointed out that 
they were influenced by the trust they have in the companies. So forth, there is a 
positive relationship between behavioral factors and clients’ preference of in-
surance companies.   

4.2. Research Objectives 

This paper adapted three research objectives which were formulated from the 
statement of the problem and the preliminary literature review. No hypothesis 
test was done for this paper. Based on the following research objectives, this pa-
per intended to determine the factors that drive clients’ preference of insurance 
companies, as well as to identify the relative importance of these factors. The re-
sults obtained from the research objectives were then used to reveal theoretical 
similarities and differences in comparison with previous papers. 

4.3. Discussion of the Findings 

This paper investigated the determinants of insurance selection criteria by in-
surance clients in Keetmanshoop. By providing recent and extensive evidence on 
the factors of insurance preference criteria and to better inform insurance execu-
tives and authorities with insights into the kinds of services clients find most ap-
propriate for their insurance needs. A total of 185 participants were sampled us-
ing a quantitative research method. Their responses on the importance of several 
different factors while choosing insurance companies were sought and analyzed. 
The demographic characteristics of the respondents provide sample respon-
dents’ profile in terms of gender and age range. Accordingly, majority of res-
pondents were females compared to males. In terms of age range, participants 
between the age of 21 - 35 (85 participants) participated the most, followed by 
those between the age of 36 - 45 (63 participants), whilst participants between 
the age of 46 (37 participants) and above participated the least. 
● The data shows that, innumerable respondents confirmed that their decisions 

were influenced by agents/brokers, whereas others pointed out that they were 
never influenced by anyone, they made their decisions on their own, through 
direct. Whilst, countable number of participants were influenced by peer 
groups in order to choose an insurer for their policies. Similarly, (Tadesse, 
2014) [4] and (Rajkumar & Kannan, 2014) [6] as well found out that, 
agents/brokers have major influence on clients compared to other factors. 

● On a contrary, few clients have plans to switch from their insurance compa-
nies in the future. However, the majority, 87% of the respondents confirmed 
that they have no intentions of changing their current insurance providers, 
which means that, they intend to continue with their current insurance 
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companies in the future. Correspondingly, (Tadesse, 2014) [4] found out 
that, various clients were happy with their companies and they never had any 
intentions of switch to other companies. 

● In addition, clients were asked to elaborate why they have plans to switch 
from their insurance companies. It has been observed that the respondents 
would shift due to high insurance premiums, the decline of service quality 
from employees, as well as due to the lack of customer orientation and in-
formation provided. Surprisingly, according to (Tadesse, 2014) [4], clients 
had plans to switch due to high prices just similar to what the researchers 
found out. However, (Tadesse, 2014) [4] as well added that clients would 
switch because of the transfer to other locations, which the researchers did 
not come across in this paper. 

● The results of the paper mainly show the level of importance that the res-
pondents in Keetmanshoop associate with different attributes. Significantly, 
reliability is the most important factor clients consider when choosing in-
surance companies, whereas financially soundness of the company proved to 
be vital as well. Comparatively, (Suneja & Sharma, 2015) [7] confirmed that, 
clients would always go for a financially sound organization. Furthermore, 
customer oriented is ranked at number 3, with how well managed the com-
pany is, coming at number 4, savings comes at number 5, coming at number 
6 is new schemes and attractive bonus, whilst other facilities is ranked the last 
variable considered by clients when choosing insurance companies. 

● Using percentiles, clients are mostly influenced by agents’ motivation. This 
means that the way agents motivate clients in choosing companies is very 
convincing. Secondly, clients are influenced by the trust they have in the 
companies (Trust in the company), there are certain companies that people 
trust mostly because of their reputation in the market. Whereas, some par-
ticipants are influenced by attractive features of the policies.  

● Identically, (Suneja and Sharma, 2015) [7] found out that clients’ decisions 
are mostly influenced by promotional activities, which includes attractive 
features of the policies. To elaborate more, clients choose insurance compa-
nies after learning about the attractive features and benefits that the products 
offer when it matures. Other variables that influence the clients the least are, 
colleagues, friends, relatives and family members. Correspondingly, (Suneja 
and Sharma, 2015) [7] confirmed that colleagues have a very little impact on 
clients’ decisions.  

● In short, there is quite a positive relationship between the 3 variables (social, 
advertising and behavioral factors) and client’s preference of insurers. Clients 
were as well influenced by all three variables with behavioral factors being the 
most influential. Behavioral factors include professionalism of agents, trust in 
the company, speed and efficient transactions, as well as the customer orien-
tation. Furthermore, clients were as well influenced by advertising factors 
which is the second most influential factor.  
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● Advertising factors consist of, promotional activities, attractive features of 
policies, reputation of the company as well as their familiarity. No evidence 
was found to suggest that social factors are less influencing, which include, 
colleagues, friends and relatives as well as family members. Meaning the 
findings by (Suneja & Sharma, 2015) [7], that found that most clients were 
influenced by friends and relatives, still holds.  

● Clients are as well influenced by product attributes, which are referred to as 
the features of the policies. Majority of the participants are satisfied with the 
products attributes, leaving only a few numbers of them unsatisfied with the 
product attributes. Identically, (Rajkumar & Kannan, 2014) [6] stated in their 
findings that various clients are satisfied with the products attributes of their 
policies. Thus, there is a positive relationship between product attributes and 
clients’ choice of insurance companies.  

● Moreover, participants pointed out that they are highly satisfied with the 
product information provided to them, which illustrates a positive relation-
ship between product information and clients’ preference of insurance com-
panies. Clients are positively influenced by product information. (Rajkumar 
& Kannan, 2014) [6], identically elaborated that product information is cru-
cial to clients regarding their data, which means, all the information signifi-
cantly influence the clients somehow.  

● Numerous clients are satisfied with the companies/products’ services. How-
ever, few participants pointed out that they are not satisfied. Considering the 
majority of respondents, the relationship between companies/products ser-
vices and clients’ preference of insurance companies is positive. Compa-
nies/products’ services influence clients in a positive way. (Rajkumar & Kan-
nan, 2014) [6] confirmed this point in their paper. The service that clients get 
can negatively/positively affect their decisions in the process.  

● In order to examine the reasons clients would switch to other companies, the 
respondents pointed out the vital factors that influence clients in choosing 
insurance companies, which is popularity. Many clients stipulated that they 
would switch due to popularity. Whereas the second highest influencer has to 
low premiums, clients would want to shift to companies with affordable 
prices. Whilst other would consider high returns, future growth, as well as 
maximum risk coverage. Similarly, (Tadesse, 2014) [4] similarly found out 
that price is the most significant factor when it comes to clients’ switching 
decisions. 

5. Conclusions and Recommendations  
5.1. Conclusions 

The feedback from participants indicated that there is a positive relationship 
between clients and the factors (advertising, social and behavioral factors), this 
was illustrated by the 87% of participants that are very satisfied with their cur-
rent insurers and they have no intentions of switching to other companies as 

https://doi.org/10.4236/oalib.1106944


B. F. Maseke, D. N. Iipinge 
 

 

DOI: 10.4236/oalib.1106944 10 Open Access Library Journal 
 

they are comfortable with the price ranges, services, benefits, etc. However, 13% 
of clients experienced a very negative relationship with the factors from their 
companies, which lend them with the intentions of switching to other compa-
nies and dissatisfactions. Most clients were influenced by agents/brokers as their 
level of awareness of insurers is moderate. The researchers recommended some 
vital points that insurance companies and agents/brokers should comprehend in 
order to be transparent and reputable in the business world, precisely the insur-
ance industry. 

5.2. Limitations of the Study 

This paper focused on the town of Keetmanshoop in Namibia, other papers 
should focus on other towns to compare the factors that drive clients’ preference 
of insurers. Furthermore, the study was limited to the economically active em-
ployed members of society and excluded entrepreneurs and the self-employed. 
In addition the study was limited to individuals while businesses also have in-
surance needs and could have contributed in a significant way towards the find-
ings. Future studies may be conducted to look into the short comings of this 
study.  

5.3. Future Research Recommendations 

1) A study on the attitude of potential customers on influential factors can be 
carried out in order to figure out how potential customers think about (adver-
tising, social and behavioral factors). 

2) Since agents and brokers tend to mislead clients and misrepresent informa-
tion, a dissertation on why brokers/agents mislead policyholders should be car-
ried out. 

3) An imminent study on why policyholders switch to other insurance com-
panies should be carried out to help insurance companies to meet their clients’ 
expectations and needs in order to prevent them from leaving. 

4) A future research on the awareness of insurance companies by clients 
would be a success in helping individuals to figure out and explore other insur-
ance companies and not just settling for the popular insurance companies re-
gardless of the premiums. 

5) Research exploring the impacts of brokers and agents on both the insurance 
companies and the policyholders will be a good one to carry out since agents/brokers 
play a major role in the insurance industry.  
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