VILNIUS UNIVERSITY

AURELIJA ULBINAITE

SYSTEMATIC EVALUATION OF INSURANCE CONSUMER BEHAVIOUR
IN THE LITHUANIAN INSURANCE MARKET

Summary of Doctoral Dissertation
Social Sciences, Management and Administration (03 S)

Vilnius, 2012



This doctoral dissertation has been prepared at Vilnius University in 2008-2012.

Scientific supervisor:
doc. dr. Vytautas Kindurys (Vilnius University, Social Sciences, Management and

Administration — 03 S).

The Dissertation will be defended at the Council of the Scientific Field of
Management and Administration of Vilnius University:
Chairman:
prof. habil. dr. Jonas Mackevicius (Vilnius University, Social Sciences,
Management and Administration — 03 S).
Members:
prof. habil. dr. Narimantas Kazimieras Paliulis (Vilnius Gediminas Technical
University, Social Sciences, Management and Administration — 03 S);
prof. dr. Algirdas Miskinis (Vilnius University, Social Sciences, Economics —
04 S);
prof. dr. Manuela Tvaronavi¢iené (Vilnius Gediminas Technical University, Social
Sciences, Economics — 04 S);
prof. dr. Danuta Diskiené (Vilnius University, Social Sciences, Management and
Administration — 03 S).
Opponents:
prof. habil. dr. Borisas Melnikas (Vilnius Gediminas Technical University, Social
Sciences, Management and Administration — 03 S);
doc. dr. Larisa Belinskaja (Vilnius University, Social Sciences, Management and

Administration — 03 S).

The official defence of the dissertation will be held at 2 p.m. 6th of November, 2012 at
the public session of the Council of the Scientific Field of Management and

Administration at the Faculty of Economics of Vilnius University, auditorium 403.

Address: Saulétekio avenue 9, II building, LT-10222, Vilnius, Lithuania.

The summary of the Doctoral Dissertation has been sent out on 5th of October, 2012.

The Doctoral Dissertation is available at the library of Vilnius University.



VILNIAUS UNIVERSITETAS

AURELIJA ULBINAITE

DRAUDEJU ELGSENOS SISTEMINIS VERTINIMAS
LIETUVOS DRAUDIMO RINKOJE

Daktaro disertacijos santrauka
Socialiniai mokslai, vadyba ir administravimas (03 S)

Vilnius, 2012



Disertacija rengta 2008-2012 metais Vilniaus universitete.

Mokslinis vadovas:
doc. dr. Vytautas Kindurys (Vilniaus universitetas, socialiniai mokslai, vadyba ir

administravimas — 03 S).

Disertacija ginama Vilniaus universiteto Vadybos ir administravimo mokslo
krypties taryboje:
Pirmininkas:
prof. habil. dr. Jonas Mackevicius (Vilniaus universitetas, socialiniai mokslai,
vadyba ir administravimas — 03 S).
Nariai:
prof. habil. dr. Narimantas Kazimieras Paliulis (Vilniaus Gedimino technikos
universitetas, socialiniai mokslai, vadyba ir administravimas — 03 S);
prof. dr. Algirdas Miskinis (Vilniaus universitetas, socialiniai mokslai, ekonomika
— 04 S);
prof. dr. Manuela Tvaronavi¢iené¢ (Vilniaus Gedimino technikos universitetas,
socialiniai mokslai, ekonomika — 04 S);
prof. dr. Danuta Diskiené (Vilniaus universitetas, socialiniai mokslai, vadyba ir
administravimas — 03 S).
Oponentai:
prof. habil. dr. Borisas Melnikas (Vilniaus Gedimino technikos universitetas,
socialiniai mokslai, vadyba ir administravimas — 03 S);
doc. dr. Larisa Belinskaja (Vilniaus universitetas, socialiniai mokslai, vadyba ir

administravimas — 03 S).

Disertacija bus ginama vieSame Vadybos ir administravimo mokslo krypties tarybos
posedyje 2012 m. lapkri¢io mén. 6 d. 14 val. Vilniaus universiteto Ekonomikos fakulteto
403 auditorijoje.

Adresas: Saulétekio al. 9, II rimai, LT-10222, Vilnius, Lietuva.

Disertacijos santrauka iSsiuntinéta 2012 m. spalio meén. 5 d.

Disertacija galima perzitiréti Vilniaus universiteto bibliotekoje.



TABLE OF CONTENTS

INTRODUCTION ....teeeeeeeeeeeeeeeeeeseeeeseeeeeeeeeeeee s eeseeee e ss e eseees e seseeseeeees s ees e seeeeeseen 6
1. THEORETICAL BACKGROUND ......coovumioeieeeeeeeeeeseeeeeeeeeeeseesseeeseseeees e seeeeeenad 20
2. RESEARCH METHODOLOGY -...ovoomveeeeeeeeeeeeseeeeeeeseeeesseeeeeeees e eeseseeeees e eeees e 23
3. RESEARCH RESULTS ...coooiveeeeeeeeeeeeeee e eeeeees e eeeeses oo ss e eesee s eese e 27
CONCLUSIONS AND SUGGESTIONS ......cveeeeeeeeeeseeeseeeeeeeees e seeeeeee e 30
RECOGNITION AND DISSEMINATION OF RESEARCH RESULTS ...................... 38
INFORMATION ABOUT THE AUTHOR .........ovvveiveeeeeeeeeeeeeeeeee oo 39
DISERTACHOS SANTRAUKA ... eeeeeeeeseeeeeeeeese s eeseeeeseees e seseees e eeseese e 41
TVADAS oo seeeeeee e s eeeeesee e e eeeeeeeeseeeseeseseseeeeseseeeeseeseeeene e 41
ISVADOS IR PASTULYMAL.....ooooveeeeeeeseeeeeeeeeeeeeeseeseeeesseeeeeeesseeseeeesseseeeeseeesseseeseseeeessesn 53
MOKSLINIO TYRIMO REZULTATU APROBAVIMAS IR SKLAIDA ........ovvvveerrns 60
INFORMAGCITA APIE AUTORE .......ccocooeeeeeeeeeeeeoeeeeeeeseseeeeeeeesseessesesesseeessessssesssssseeneeesn 62

© Aurelija Ulbinaité, 2012



INTRODUCTION

Relevance of the research

Practical relevance. The success of insurance companies is directly related to the
recognition of the needs as well as to the expectations of the chosen insurance service
consumer segments, i.e., the insurers’ ability to evaluate, understand and fulfil them
quick-wittedly. The accurate and timely fulfilment of insurance needs requires
researching and evaluating the corresponding consumers as well as the manifestations of
their behaviour in the insurance service market. By understanding the particularities of
insurance service consumer behaviour, insurance companies can create and adapt their
image and the applied insurance service marketing complex that would be attractive to
insurance service consumers. Moreover, based on this understanding, insurance
companies can form and take decisions that would best satisfy the consumer needs and
expectations. Generally speaking, knowledge of insurance service consumers and their
behaviour enables insurance companies to take actions and apply means of effective
marketing and its implementation. With this knowledge, insurance companies are able to
activate and encourage potential insurees to purchase insurance services, influence,
redirect or even possibly change insurance consumer behaviour towards their desired
direction as well as to predict consumers’ reactions to their different strategic and tactical
actions. Undeniably, understanding insurance consumer behaviour is important for being
able to segment the insurance service market, position existing and create new insurance
service products. The proper understanding of insurance consumer behaviour enables
insurance companies to acquire and significantly strengthen their competitive advantage
in the market, create and maintain the desired long-lasting relationships with the
insurance consumers.

In Lithuania as well as in other countries which have reached similar development
levels, not all insurance companies have the sufficient financial resources to conduct
thorough and detailed research about insurance consumer behaviour. Even among those
which can allow themselves to do so, there are not that many which invest in the
monitoring of insurance consumer behaviour. Insurers usually restrict themselves to the

recognition of consumer behaviour based on their intuition which is acquired by



conducting insurance activity and/or by learning from the observable or predictable
actions of their competitors. Insufficient understanding and recognition of insurance
consumer behaviour becomes a critical problem when analysing and evaluating the
questions of continuation and expansion of insurance business and activity of individual
insurance companies. Insurance business subjects lack knowledge and information about
insurance service consumer markets where they act or consider doing so in the future.
Often insurers are not familiar with the possible ways to research insurance consumer
behaviour, they do not conduct internal insurance consumer behaviour research, and
apply, to a limited extend only, scientific and applicative marketing research methods to
get knowledge about insurance consumer behaviour. Similarly, they are insufficiently
interested in scientific research that is or can be relevant for them. For these reasons,
insurance companies do not deploy nor their potential insurance business expansion
possibilities, neither their possibilities to become an insurance company that can
successfully act in the market.

Theoretical relevance. To identify and satisfy consumers’ needs and expectations
without researching insurance consumer behaviour in the insurance service market is
difficult and complicated. The practical performance of insurance consumer behaviour
research is limited by the lack of theoretical insurance consumer behaviour conception
and of foundations for theoretical-methodological insurance consumer behaviour
research, the formation of which requires increased focus from researchers. There exists
a need for clarifying the insurance consumer behaviour conception, researching the
particularities of insurance consumer behaviour when clients purchase and use insurance
service products, recognising typical and atypical insurance consumer behaviour,
understanding factors that form this behaviour, identifying insurance consumer
behaviour tendencies, and evaluating the possible changes of this behaviour. The
necessity of the theoretical definitions requires analysing and evaluating insurance
consumer behaviour by establishing the theoretical conception of insurance consumer
behaviour. The understanding of its complexity and practical application enables to
unfold the ways and actions which would stimulate the interest of consumers in

insurance services and would involve them with the consumption of these services.



The object of the dissertation is insurance consumer behaviour with a focus on
physical persons as well as on private insurance'.

The research domain includes life and non-life insurance.

The behaviour of potential and existing insurance consumers is researched.

An empirical research delimited to the Lithuanian insurance service consumer

market is investigated.

The goal of the dissertation is to present the author’s research on the behaviour of
potential and existing insurance consumers and the systematic evaluation of its results
following the created theoretical model of a holistic evaluation for researching insurance

service purchase decision making process.

The objectives of the dissertation are as follows:

1. To unfold and theoretically justify the essence of insurance consumer behaviour
conception as well as to identify its constitutional elements, providing their inter-
relational dependence and cohesion.

2. To identify the main existing directions (problems) of theoretical and empirical
research within insurance consumer behaviour in the scientific literature and to gain
insight of the gaps in the scientific research.

3. To create a theoretical model for researching insurance service purchase
decision making process for the evaluation of consumers’ involvement in voluntary
insurance service consumption.

4. To evaluate the dimensions of the Lithuanian insurance service market from
consumers’ side, by conducting an analysis of the aggregate consumer demand for
insurance services and of insights into insurance consumer behaviour in Lithuania.

5. To prepare and justify a methodology for applying the model of insurance
service purchase decision making process for conducting the empirical research.

6. Applying the theoretical model for researching insurance service purchase
decision making process, to empirically justify the process’ stages and elements of

consumers’ involvement into insurance service consumption in Lithuania.

! The meaning of private insurance is that insurances services are provided by private companies, not by the state,
i.e. excluding social insurance.



7. To identify the factors and measure their impact weights on consumer
inclination and/or decision to purchase insurance services in the Lithuanian insurance
market.

8. To provide, on the foundations of the empirical research, the overall picture of
the Lithuanian insurance consumers, unfolding and highlighting the peculiarities of their

behavioural features.

Research problem

Comparing insurance service consumer behaviour in different countries reveals
differences in terms of the purchase and the usage of insurance services; this is
especially noticeable when comparing the demand for insurance services in developed
countries with the demand for insurance services in developing countries. These
differences are abundantly proved by the dimensions which reflect the level of insurance
service consumption in each separate country (i.e. insurance density, insurance
penetration, insurance expansion, and distribution of collected insurance premiums
between life and non-life insurance branches)®. The fact that a certain part of the citizens
of the world’s countries do not consume insurance services or consume them at a
relatively low level allows forming certain assumptions about the reasons for their
behaviour® and about the particularities of consumer behaviour when they take certain
decisions in the different stages of purchasing and consuming insurance services (before
and after entering insurance agreements as well as before and after the termination of
insurance agreements)’. Generally speaking, considerations about the existence of
different groups of insurance service consumers, taking into account their behaviour

particularities, as well as the segmentation possibilities of consumers according to their

 Commonly used methods for evaluating the level of insurance service consumption by means of the dimensions of
insurance market expansion evaluation reflect the quantitative extent of insurance services which are consumed in a
country or region factually (measured in monetary value or number of contracts). This enables to conclude with a
statement about the level of the development of insurance market; however, this does not allow getting a
sufficiently deep insight into consumer behaviour which determines certain decisions that usually cannot be
measured quantitatively. Thus these existing methods are not sufficient to cognise consumers and their needs.

3 The reasons for this specific behaviour are as follows: ignorance of the existing insurance possibilities; the lack of
information and specific knowledge about insurance services; the complexity of insurance services related with
their impalpability; financial or physical inaccessibility of these services; the fear of not getting back money which
has been spent for insurance; the complexity related to choosing from a number of insurance service alternatives;
negative consumer experience related with a particular insurance service provider; dissatisfaction with the
insurance service quality; preconception or negative attitude towards insurance services.

* The possible particularities of insurance consumer behaviour: lacking understanding of insurance essence and
benefits; lacking feelings threat of risk; ignorance of risk extent; wish to get financial benefit from insurance; etc.



behaviour are made’. The behaviour of potential and already insured consumers has to be
studied; the questions about the changes of insurance service consumer behaviour after
entering insurance agreements are of special interest’. The formation of such
considerations can be supported by increasing the focus of researchers on the questions
of insurance service purchase and consumption7; however, insurance service consumer
behaviour remains a rather new scientific research domain that requires theoretical
research on insurance service consumer behaviour from a complex and systemic point of
view. It is necessary to analyse and research the processes underlying consumer decision
making when consumers consider to insure, or not, and what to insure, as well as when
they choose a specific insurance service, consume insurance services and accumulate
insurance experience. It is also necessary to further explore and get a deeper
understanding of the sequencing of these processes, their stages and factors of impact®,
to better explain the goals of insuring of the consumers, the reasons of insurance (and
non-insurance) behaviour, as well as to distinguish the types of insurance service
consumer behaviour. Only by knowing the particularities of insurance consumer
behaviour insurance service providers can better match their decisions in terms of
implemented activities with the needs of the consumers. Until now, insurance service
consumer behaviour has mostly been analysed fragmentarily, the conclusions have been
made by evaluating the level of dimensions which reflect the qualitative insurance
service consumption in a certain country. However, the benefits of recognising insurance
consumer behaviour for insurance business expansion are insufficiently highlighted.
There is no existing model of insurance service consumer decision making which could
highlight both the problematic points where the consumers appear and the problems

which they face when they acquire and consume insurance services. Insufficient

> One of the considerations to be discussed is the dependence between the extent of the risk borne by people and
their interest in insurance services.

5 The questions of inveteracy of voluntary insurance in separate countries are analysed and insurance service
consumption in separate insurance branches (i.e., life and non-life insurance) or insurance service groups that
belong to these branches are researched.

7 The questions of inveteracy of voluntary insurance in separate countries are analysed, insurance service
consumption in separate insurance branches (i.e., life and non-life insurance) or insurance service groups that
belong to these branches are researched.

¥ Namely, how and to which extent marketing measures, psychological, sociocultural, situational and other factors
impact the behaviour of the existing and potential insurance consumers in a broad sense, i.e., before insurance
decision making, during insurance agreement time and after the termination of insurance agreement.
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understanding of insurance service consumer behaviour does not enable the exploitation

of the potential of insurance business expansion and development.

State of the art

Despite the facts that consumer behaviour in a broad sense has been widely
analysed for more than 50 years’ and that consumer behaviour in the financial service
sector is increasingly getting the focus of researchers (McKechnie, 1992, p. 4-12;
Beckett, Hewer, Howcroft, 2000, p. 15-26; Aldlaigan, Buttle, 2001, p. 232-245;
Harrison, 2003, p. 6-9; Willis, 2008, p. 197-285; Capuano, Ramsay, 2011, p. 1-243; kt.),
the attention on the analysis of the particularities of insurance consumer behaviour as a
specific object is rather limited.

Most often insurance consumer behaviour researchers concentrate their research on
recognising the insurer needs by analysing the insurance consumer behaviour in separate
insurance branches, groups or types. The issues of life insurance consumer behaviour
have been analysed by Durvasula, Lysonski, Mehta and Tang (2004, p. 314-326), Chui
and Kwok (2008, p. 88-101), Sen (2008, p. 1-47), Chui and Kwok (2009, p. 273-290),
etc. The questions related to non-life insurance consumer behaviour have been studied
by Falciglia (1980, p. 43-53), Somerville (2004, p. 1130-1140), Lee, Hsu and Lee (2010,
p. 266-289), Park and Lemaire (2011, p. 1-23), etc. In the research studies of these
authors one can find, in some sense, a common unifying pattern — the concentration of
the conducted research on insurance service consumer demand. A new attitude in
explaining the particularities of insurance consumer behaviour has been unfolded by
Schwarcz (2010a, p. 557-577; 2010b, p. 23-45); the author has studied the anomalies of
consumer demand for insurance.

It can be noted that a relatively higher research effort is directed to the questions of
consumer behaviour and insurance services which belong to the life insurance branch.
Among these questions, the identification and investigation of the factors that impact the

demand for life insurance services are highlighted. The works of these researchers are

? The first manifestations of consumer behaviour research can be traced back to 1940-1950 (Skrudupaité, Virvilaité,
Kuvykaite, 2006, p. 74), while insurance consumer as a branch of science has formed itself around the middle-end
of the 1960’s (Erasmus, Boshoff, Rousseau, 2001, p. 88). Generally speaking, the studies of consumer behaviour
literature provide the results of the purposeful efforts systemising the process that reflects the consumption of
consumer goods and services, i.e., the stages of this process, its constitutional elements, impacting factors and their
interconnections.
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distinguished when analysing them: Browne and Kim (1993, p. 619-624), Zietz (2003, p.
159-191), Li, Moshirian, Nguyen and Wee (2007, p. 637-652), etc.

In these research papers, the aggregated insurance consumer behaviour as a
particular object, on which one would specifically concentrate, is not analysed. There is
also no insurance service consumer behaviour conception created at a scholarly level.
The research literature (i.e., theoretical studies and empirical research) shows that there
exist some aspects which explain insurance service consumer behaviour fragmentarily.
These fragmented aspects can be systematically grouped into the six following groups

1. The understanding of consumer risk, uncertainty and probabilities when there is
no direct relationship of these factors with insurance, however, taking into account how
consumers react and evaluate the mathematical expression of risk, uncertainty and
probabilities (Preston, Baratta, 1948; Nogee, 1953; Bernoulli, 1954; Torrance, Ziller,
1957; Scodel, Ratoosh, Minas, 1959; Suppes, Walsh, 1959; Wallach, Kogan, 1961;
Greene, 1963), as well as to the psychology of consumers when they take more or less
risky decisions (Slovic, Lichtenstein, 1971; Anderson, 1974; Fischhoff, 1975; Fischhoff,
Slovic, Lichtenstein, 1977; Kunreuther, 1979; Slovic, Fischhoff, Lichtenstein, 1982;
Kahneman, Tversky, 1984; Slovic, 1984; Schwartz, Griffin, 1986; Shanteau, 1992;
Tversky, Shafir, 1992).

2. The identification and revelation of the aspects of insurance service specificities
and complexity when consumers perceive, evaluate, choose, compare, purchase and use
these services as well as take decisions concerning their continuous usage (Meidan,
1996, Gidhagen, 1999; Kindurys, 2008).

3. Insurance service consumer behaviour that depends on consumers’ attitude to
risk and their inclination to bear it, among others the questions of negative selection and
moral risk in insurance (Rothschild, Stiglitz, 1976; Hemenway, 1992; Baker, 1996;
Chandler, Cutler, Zeckhauser, 1998; De Meza, Webb, 2001; Finkelstein, Poterba, 2004;
Chiaporri, Jullien, Salanie, Salanie, 2006; Finkelstein, McGarry, 2006; Lezgovko,
Lastauskas, 2008).

4. The analysis and research of insurance service demand and of its formative
elements when directing the attention to territorial discrepancies of insurance service

demand and evaluating insurance service market of a separate country or region in a
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worldwide context (Outreville, 1990; Outreville, 1996; Browne, Kim, 1993; Zietz, 2003;
Hwang, Greenford, 2005; Chui, Kwok, 2009; Deng, Liu, Zheng).

5. The questions of activation of consumers’ interest in insurance services and
stimulation of consumption of these services, 1.e., the creation of the proper environment
and conditions for stimulating insurance service consumption, including the questions of
implementation of microinsurance that is designed for the most vulnerable groups of
individuals (Hussels, Ward, Zurbruegg, 2005; Roth, McCord, Liber, 2007; Mosley,
2009; Crowford-Ash, Purcal, 2010; Hamid, Roberts, Mosley, 2010, Bendig, Arun, 2011;
Hamid, Roberts, Mosley, 2011).

6. Consumers’ cheating in insurance and its control, i.e., identification and
stopping (prevention) of existing or potentially possible consumer cheating cases
(Tennyson, 1997; Derrig, 2002; Brinkmann, 2005; Brinkmann, 2006; Lezgovko,
Veremij (publication online); Lezgovko, Baltuonis (online publication)).

Within the limits of the given aspects, insurance service consumer behaviour has
mostly been studied by the authors of other countries. Meanwhile, in Lithuania the
theoretical problem-based research aspects of insurance consumer behaviour, apart from
the research contribution of Kindurys (2008) to this domain, and apart from the scientific
articles of Lezgovko and her co-authors (Lezgovko, Lastauskas, 2008; Lezgovko,
Veremij, online publication; Lezgovko, Baltuonis, online publication), has not been
extensively studied yet.

Cerniauskaité (2009) also states that the cognition of the problems related to
insurance service consumer market does not get much attention in Lithuania. She
emphasises the need for special publications in this domain as well as research relevance
for insurance business representatives, who aspire to motivate insurance service
consumers and forecast the development of their business. Kindurys (2008), the most
representative and initiator of the insurance consumer behaviour research domain in
Lithuania, highlights the necessity of the creation of strong foundations of theoretical-
methodological insurance consumer behaviour research (theoretical definitions and
generalisations) that are needed to conduct the empirical research of insurance consumer
behaviour in the insurance market.

In the opinion of the author of the dissertation, in the special scientific literature the

problem-based aspects of consumer behaviour, when consumers involve themselves into
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the process of insurance service consumption and participate in it, are not sufficiently
studied, if at all. When there is no literature to unfold the essence of the insurance
consumer behaviour phenomenon, one has to refer to the literature that deals with
consumer behaviour of physical goods and services generally and financial services
specifically.

This limitedly researched domain calls for the formation of a theoretical-
methodological base of insurance service consumer behaviour, i.e., to create insurance
consumer behaviour conception that would enable to consolidate and extend the existing
models, methods and means in order to better understand, foresee and forecast

consumers’ needs and actions and to improve consumers’ relationships with insurers.

Research methods

To investigate and solve the given research problem the whole of the methods that
are needed to get the results of theoretical and empirical work are used, i.e.: systematic
review and analysis of scientific literature and synthesis of research sightings; the
survey-method (for surveying the opinion of insurance experts and consumers);
systematic, comparative and logic analysis and evaluation of both publicly provided
statistical data and data resulting from the surveys conducted by the author of this
dissertation: grouping, comparison, detailing, summing-up, graphical modelling; content
(opinion) analysis; analysis of statistical data: descriptive statistical analysis, factor
analysis, multiple regression analysis and path analysis; the following programs for
statistical data processing, analysis and presentation of the results are employed: ,,IBM

SPSS Statistics 19%, ,IBM SPSS AMOS 19 and ,,MS Office Excel®.

Structure of the dissertation
Figure 1 presents the logical structure of the dissertation that is formed to

implement its goal and objectives.
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Source: created by the author of the dissertation.



The scientific novelty and significance of the research

From a theoretical point of view:

e On the basis of the unfolded understanding and contents of insurance consumer
behaviour as well as on its identified formative elements and their inter-relational
cohesion, a theoretical insurance consumer behaviour conception (an integrated system
of viewpoints towards insurance consumer behaviour) is created; it enables researchers
to explore deeper into the insurance consumer behaviour particularities of the separate
insurance branches (life and non-life insurance) and their constitutional groups.

e A systematic analysis of the theoretical and empirical research literature on
insurance consumer behaviour questions is conducted, which enables a deeper
understanding of the insurance service purchase and consumption decisions of
consumers and the identification of insurance consumer behaviour particularities during
consumer decision making.

e An extended theoretical model for researching the process of insurance service
purchase decision making is created; it enriches insurance management and business
science with the whole conceptual and systematic attitude to the insurance consumer
behaviour. The model reflects the inclination of consumers towards insurance services in
both mental and financial meanings as well as the processes of the formation of
insurance decision making by evaluating the complexity of insurance service product
choice from a consumer perspective. The core elements of the process are highlighted in
the model’s structure: inclination (intentions) to purchase insurance services, decision to
purchase insurance services and repetitive decision concerning the continuous usage of
insurance services.

From a practical point of view:

e The quantitative and qualitative evaluation of insurance service consumer market
in the country is conducted, where the analysis for insurance services demand and the
analysis of insightful tendencies of insurance service consumer behaviour are involved;
this enables to further study the specific questions of insurance consumer behaviour. The
measures chosen by the author to evaluate the market enable to conduct an exploratory,
secondary statistical data-based research about insurance service consumer behaviour in

the country which is analysed.
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e The detailed research methodology that operationalizes the theoretical model of
insurance decision making process is prepared. It is possible to repeat it and apply it to
analyse and evaluate consumer behaviour in both developing and developed insurance
service markets. The descriptive and opinion content analyses enabled the exploration of
the impact factors on the Lithuanian consumer insurance service purchase decision
(these factors were provided for the consumers’ evaluation by the author herself). The
factor analysis enabled the identification of the initially unknown, latent factors using the
consumers’ answers to the statement-type questions, processed by a statistical data
analysis. Implementing the multiple regression and path analyses the inter-relationship
among the identified factors, consumer inclination and final decision to purchase
insurance services have been defined and their impact weights estimated.

e [t can be expected that the created theoretical model for researching the process of
insurance service purchase decision making as well as application methodology of the
model can be used for conducting insurance consumer behaviour research of different
countries (or regions). The model enables to conduct a comparative analysis of insurance
consumer behaviour of: a) several countries (or regions) or b) of a certain country (or
region) for different time periods.

¢ On the grounds of the proposed theoretical model, the profile of the Lithuanian
insurance service consumer behaviour is formed. This profile reflects the whole of
typical patterns of the Lithuanian insurance consumer behaviour, the usage of which
enables the Lithuanian insurers to take and implement certain strategic and tactical
actions and means in order to satisfy consumer needs and wishes, and which enable
foreseeing approaches for forming or changing insurance consumer behaviour by
activating the consumption of voluntary chosen insurance services.

e The dissertation provides knowledge about the existing and potential insurance
service consumer behaviour of the Lithuanian citizens. The analysed subject of the
dissertation enables insurance consumers to better understand the essence, contents,
benefits, qualities and other subtleties of an insurance service (since the dissertation
provides unbiased, trustworthy information). Moreover, it enables those who are
interested in and searching for deeper research information to analyse and interpret the

particularities and tendencies of insurance consumer behaviour (in Lithuania as well as
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other countries). It can be expected that the convergence with the information provided
in this work enable consumers to take optimal decisions when purchasing and

consuming insurance services.

Statements of the doctoral thesis:

1. Insurance service consumer behaviour has certain unique patterns that need to
be identified, modelled and researched. The specificity of this behaviour is determined
by consumers’ relationship with the surrounding environment where different types of
completely uncontrollable and partly controllable risks and the realisation probability of
financial loss exist. This requires understanding both the insurance essence and the
specificities of insurance services as well as understanding uncertainty, risk and
probabilities and, moreover, cognition and intake of particularities related to the
consumption of these services.

2. Insurance service consumer behaviour can be researched by incorporating the
theoretical aspects of consumer behaviour (when purchasing or considering purchasing a
certain insurance service) into the conceptual model of insurance decision making that
reflects the involvement of consumers in the consumption of insurance services and their
continuous participation striving to assure a certain insurance security, where the
experience of the first insurance product, acquired during its purchase and consumption,
directly impacts the continuous consumer behaviour when they purchase not only the
same, but also other type of insurance service products.

3. When evaluating psychological reasoning (attitude, motivation) and physical
actions, the Lithuanian insurance service consumer behaviour corresponds to the
insurance service consumer behaviour model of developing insurance markets of
countries that are similar from a geographical-cultural and a social-economical point of
views. The citizens consume insurance services following their specific needs, wishes
and expectations, different private experience, possibilities and all the aspects which are
determined by the external economic, social and cultural environment. In Lithuania,
insurance and its services are not deeply rooted into the list of needs and necessities of
the citizens; insurance has not yet became a tradition that is transmitted from one
generation to the next one; insurance service consumption is not related to the quality of

life as well as it is not self-understood and necessary as a ritual of life of a person who
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otherwise consumes goods and services; the insurance service purchase decision is

sensitively determined by one’s monetary and financial reliance issues.

Research challenges and limitations:

e The thorough insurance service consumer behaviour research requires
miscellaneous interdisciplinary knowledge: consumer decision making process integrates
elements of studies such as micro- and micro-economics, law, mathematics, statistics,
psychology, sociology, religion and others that in a certain way enable to determine the
performance of insurance service consumer behaviour research in different aspects; this
allows providing the specific research structure, proceeding, contents and results. Taking
into account the educational profile of the author of the dissertation, the research, its
results and the analysis of the results also reflect aspects of such scientific fields as
management and business administration and specifically insurance and risk
management.

e The Lithuanian Bank (previously — the Lithuanian insurance supervision
authority) does not accumulate data about insurance service consumers (for example,
how many insurance agreements physical and juridical persons make, what groups of
insureds exist, what extent of insurance premiums is accumulated by a certain consumer
group, etc.). The insurance supervisory authority of the country neither obliges insurance
companies to publicly announce data that define insurance service consumers and their
behaviour. The numeric and mean characteristics that miscellaneously describe
insurance service consumers and their behaviour (the chosen insurance service products,
insurance period, the size of insurance premiums and insurance coverage, the
information about the renewal of insurance agreement, insured family members,
property, etc.) is confidential information that is accumulated by separate insurance
business entities and that can be analysed as the internal information of a company. In
order to successfully compete in the insurance market, this information is usually neither
disseminated, nor accessible for the extraneous persons (nor for academic researchers).
The information about the insureds that is accumulated in the insurance companies can
be, to a certain extent, unfolded by conducting competitor analyses. Meanwhile, the
insurance supervision institutions provide the information about the insurance premiums

signed and insurance agreements made at the country level, however, only according to
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those insurance groups that are defined in the juridical acts and laws of appropriate

countries.

Notes about the definitions used in the dissertation

e Definitions of the insureds and of insurance consumer behaviour. The law of
insurance of the Lithuanian Republic, enacted on 18" September 2003, provides the
following definition of the insured: the insured is a person, who either contacted the
insurer concerning the completion of an insurance agreement, or who has been offered
by the insurer to make an insurance agreement, or who has already made an insurance
agreement with the insurer. Taking into account the definition of the insured, as provided
in the law, in this dissertation both the existing and potential insurance service
consumers are called the insurance consumers or the insureds and their behaviour is
called insurance consumer behaviour or the behaviour of the insureds. Thus the
definitions “insurance service consumer behaviour” and “the behaviour of the insureds”
are used as synonyms.

e Definitions of insurance services and of insurance service product. According to
the law of insurance of the Lithuanian Republic, insurance groups that belong to life or
non-life insurance branches are called insurances services; the same dfinition is used in
this work. Meanwhile, the definition of an insurance service product points to a specific
insurance service of a certain insurance company, the conditions of which are defined by

the insurance terms and conditions of that product.

1. THEORETICAL BACKGROUND

The first chapter of the dissertation presents the manifestations, essence and
research of the theoretical conception of insurance service consumer behaviour. The
theoretical research is focussed on the creation of the theoretical model for researching
insurance service consumer behaviour. The created model (see Figure 2) reflects the
complicated, sequential and extended process of consumer decision making when

acquiring and continuously using insurance service products.

20



IC

......................................... 22
Consumer’s life quality » No desire
Hoalth stat Consumer‘s exposure to risks for
ealth status .
(risk to die, get handicapped, get trauma, get critical diseases) Statistical and other information of accidents 1nsurfmce
T 4 val . hip of ot (deaths, handicaps, traumas, critical diseases, loss or damage of services
¢ and value of ownership of prope
P (risk lovlo:ze or gelvfiamagedﬁ)ropg'ty)p Y property) A A A A Influence of
s T communication
- - o [ twork
¢ LT~y \\ - : ' : : networks
\ 4 PR ~ - | | ' Olocal Kk
’ N Vo Oloca networ S
> Insurance culture filter Family ,,nest“ filter ,—( Evaluation of ) : ! ' ! (family and social groups)
] 1 o s\ ' ]
5 . - TIrance l ! |
| Extent of security of one‘s life Stage of one°s life and R mnsut ‘“.KC N ' ' Do Global netwc_)rks
: (higly or partly secured life, based on a limited choice or related responsibilities for " {lltt‘l‘mltl\ €S [ 4 f 1 : : (channels of advertisement
| forced/obligatory or not secured) one‘s life and its quality o N / | : vt and sales)
. - 1 ]
: N N Pt y o
S--7s P 0 !
-~ ~—- |
! ¢ ¢ o b
. . -~ ! P
> Consumer*s ,intelligence* | ________________ - _ Dogont
N - 1
I . . X . ___________'__: Vo ___
: Knowledge Aptitude Perception A [ Perception , [ K
| of need for of need for [ ' :
. . 1
. Insurance related experience Risk awareness and N it ol ' ' 1
| (self-experience and/or witnessing sensitivity 1 security »| Insurance | \ : Speciﬁc
of others* experinece) Consideration Priority setting for : * 0 i
I ) - f objects to b objects to be Inclination Alternatives t Insurance
: Education Processing and managing ol objects to be insured Price-quality service
| knowledge of financial insured towards > among > filt > roduct
i products 7Y purchasing insurance tliter pro huc
! : . insurance service A purchase
| Perception d
| . : f afford services products i ecision
: Purchasing power I o1 atlorda- jm———— Looooo
I - : »  Dbility for | Decoy effect :
i Income Expenditures | insurance 1 :
: b !
- 1
T
e o
: Insurance service product usage Insurance service product
. sy s . < . .
I— Experience with insurance service product usage = —- - — M purchasing actions
Satisfacttion Desire for renewing insurance service contract - - - -
Informing the insurer about changes of the Contacting an insurer
state and risks of an insured object
—» Main path towards insurance service product purchase (initial process)
— .. —-p Post-purchase feedback path towards the repetitive purchase (involvment process) Informing the insurer about the Discussion of questions concerning
_____ p» No-purchase decision path (exit process) insurance accident insurance agreement
Insurance consumer behaviour before insurance service product purchase Exchanging the information with the insurer Signing the insurance agreement
Insurance consumer behaviour during insurance service product purchase and usage when administrating an insurance claim
Insurance consumer behaviour after insurance service product purchase

Fi gure 2. The pI'OpOSGd model for researching insurance consumer behaviour (for initial and subsequent insurance service product purchase decision making)
Source: created by the author of the dissertation.



The prepared model is formed on the basis of the existing and well-recognised
models of consumer behaviour (Engel, Blackwell and Miniard consumer behaviour
model and Howard and Sheth consumer behaviour model), hierarchical pyramids of
individual needs, motivational factors, consumer typologies and characteristics, activities
and purchasing actions that are extended from the processes that happen before
insurance service purchase till the processes that occur after the termination of insurance
service. The model is formed to reflect consumer behaviour particularities in the context
of marketing that is very closely related to scientific domains of sociology and
psychology as well as generally is shown in the context of business.

The model involves the traditional and specific aspects of consumer behaviour
modelling. The traditional ones involve the following factors and parameters:
understanding of needs, attitudes, convictions, motivation, communication, information
search, evaluation of alternatives, preferences, external and internal factors of impact,
decision making, experience, and repetitive decision making. The model also involves
aspects that are specific for insurance service consumer behaviour; they are as follows:
the understanding of insurance and other financial service products, the impact of
insurance culture at society and family levels, consumer’s exposure to risks (namely the
exposure to risk heterogeneity and nature that holds constant threat) as well as the
formation of understanding of consumer needs for security. The model shows how these
aspects are related to the more general socio-demographical aspects.

In the model, the process of consumer behaviour, when a person acquires
specifically insurance services, is provided. There the elements that make, impact and
filtrate the process are refined and provided in a sequence, the interrelations of elements
are shown, the main path of insurance service decision making leading to the continuous
repetition of cycle of insurance decision making is reflected. The model involves the
possibility of consumer exit from the process at any stage of the process.

The model is constituted out of three phases of the consumer decision making
process:

1. The formation of consumer inclination towards insurance services or consumer
readiness to purchase insurance services.

2. The formation of consumer decision to purchase a certain insurance service

product.
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3. The formation of consumer decision concerning the continuous usage of a
specific insurance service product.

Each of these phases finishes with a certain decision making of a consumer.

2. RESEARCH METHODOLOGY

Research topic: the evaluation of the Lithuanian insurance consumer behaviour in
the insurance service market of the country (as one of the developing or new insurance
service markets as compared to mature markets).

Research problem: non-consumption or relatively low consumption of insurance
services (as compared to developed markets) in Lithuania.

Research object: the insurance consumer behaviour in relation to the insurance
decision making of existing and potential insureds in Lithuania.

The goal of the empirical research is to identify the determinants of insurance
service consumption in Lithuania.

The research objectives are the following:

1. To justify (or deny) the research statements (that are formulated on the basis of
the theoretical model) about the Lithuanian insurance consumer behaviour related to the
insurance decision making that is typical to the new insurance markets (the statements
are provided below).

2. To analyse, through the reflective contents of survey participants’ opinions, the
stages and constituent elements of the theoretical model of consumers’ insurance
decision making process, to identify the reasons behind insurance service consumption
and non-consumption in Lithuania, and to justify consumer attitude and motivation when
taking insurance service purchase and consumption decisions.

3. To identify the factors that form insurance service purchase decision making of
the Lithuanian citizens.

4. To measure the individual impact of the identified factors on consumers’
inclination and decision to purchase insurance services, and to form an insurance

decision making model that is typical for the Lithuanian consumers.
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5. To evaluate the results of the research model through the prism of demographic
and socio-economic consumer characteristics.

6. To distinguish the particularities of insurance consumer behaviour in Lithuania.

The research statements are the following:

1. The inclination of insurance service consumers in Lithuania in equal proportions
are formed by the combination of their intellect and income.

2. If consumers are already inclined to purchase insurance services (as it is stated in
the first research hypothesis) the price and the quality of insurance services have an
equally decisive impact on the final decision making.

3. For more than half of all consumers, the purchase decision of voluntary insurance
services is the result of long-lasting consumer internal considerations, consultations and
evaluations of insurance service provider.

4. Non-consumption of insurance services is related with the belief of consumers, in
the case of accidents, to obtain financial (or adequate) help in other ways: from friends,
acquaintances, co-employees, neighbours, family members, government and non-profit
institutions and funds, and businesses.

5. When purchasing insurance services the largest part of the insureds have
intentions to obtain some additional benefits besides the compensation of the loss that
might be experienced.

6. The continuous insurance of the same insurance type depends on the fact if an
insurance accident happened, or not, and if the consumers, who experienced the
insurance accident, received an insurance coverage, or not.

The research hypotheses are the following:

H1: The acceptability of insurance (service and its provision) conditions has a
positive impact on consumers’ inclination to purchase insurance services.

H2: The insurance service provider’s competence has a positive impact on
consumers’ inclination to purchase insurance services.

H3: The consumers’ attitude towards insurance in terms of money has a positive
impact on their inclination to purchase insurance services.

H4: The positivism of consumers’ insurance experience (of self and others) has a

positive impact on their inclination to purchase insurance services.
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HS5: The existence of possibilities to decrease the total amount of premiums payable
for insurance has a positive impact on consumers’ inclination to purchase insurance
services.

H6: The acceptability of insurance (service and its provision) conditions has a
positive impact on consumers’ decision to purchase insurance services.

H7: The insurance service provider’s competence has a positive impact on
consumers’ decision to purchase insurance services.

HS8: The consumers’ attitude towards insurance in terms of money has a positive
impact on their decision to purchase insurance services.

H9: The positivism of consumers’ insurance experience (of self and others) has a
positive impact on their decision to purchase insurance services.

H10: The existence of possibilities to decrease the total amount of premiums
payable for insurance has a positive impact on consumers’ decision to purchase
insurance services.

H11: Consumers’ inclination to purchase insurance services has a positive impact
on their decision to purchase insurance services.

The data collection methods of the research are as follows:

1. The questionnaire-based survey of the insurance experts (33 insurance experts
questioned).

2. The questionnaire-based survey of the existing and potential insurance service
consumers (336 existing and potential insurance consumers questioned).

The research data analyses used are as follows:

1. Descriptive statistical analysis, conducted using the following methods: the
calculation of frequencies of the answers chosen by the rezpondents and their
distribution in percentage, estimation of mode, median, average and standard deviation,
avarage comparison, analysis of variance (dispersion).

2. Opinions’ content analysis, conducted in order to objectively and systematically
identify the specific characteristics reflecting the analysed phenomenon or process.

3. Factor analysis, conducted in order to link together the statements provided for

the respondents’ evaluation into the inter-relational units, 1.e., factors.

25



4. Multiple regression analysis, conducted in order to measure the impact weights
of independent variables on dependent variables and to define the nature of their inter-
relationships (direct or inverse relationship).

5. Path analysis, conducted in order to confirm the fitness of the research model,
after the unrelevant variableinter-relationships are eliminated.

Research logics. The empirical research is conducted following the research logics

provided in Figure 3.
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Figure 3. The logical structure of the empirical research
Source: created by the author of the dissertation.
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Research hypothetical model. The whole of the research hypotheses compose the
hypothetical model of the research (see Figure 4).
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Figure 4. Research hypothetical model
Source: created by the author of the dissertation.

3. RESEARCH RESULTS

The conducted surveys of insurance experts and insurance service consumers
enabled to better understand and explain how and why the existing and potential
Lithuanian insurance consumers behave.

As a result of the first part of the empirical research, the patterns and particularities
of insurance consumer behaviour are formed as follows:

e The quality of life of the Lithuanian citizens is determined by their health and
the property they dispose of, however, the citizens are not inclined to care in advance of
the possible financial loss related to the mentioned objects.

e Risk avoidance behaviour that is typical for the Lithuanian citizens does not
determine their active involvement in the insurance service consumption.

e Insurance priorities are the following: the most important property objects,
consumers themselves as insurance objects, as well as family members of their nearest
generation.

e According to the evaluations of the Lithuanian citizens, the price guarantying

one’s feeling of safety in terms of insurance is 1000 litas per year.
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o The deeper the extent of one’s knowledge about insurance services, the wider
the spectrum of insurance services consumed. Lack of knowledge impacts quick and
unreasoned decisions (such as to insure without thinking twice or not to insure at all).

e The dissemination of insurance experience, especially the one related with
accidents, and consultations with specialists contribute to the creation of one’s insurance
services consumption motivation.

e The Lithuanian citizens declare the need for safety and for insurance as a mean
that increases one’s safety, however, in practice they move the burden of a possible
financial loss to society, but not to insurers.

e The consumers in priority an insurance service alternative if such a possibility
exists.

e The need for insurance services increases with the increasing age of the
Lithuanian citizens.

e Only having income that is constant and above the average, the Lithuanian
citizens are ready to invest a certain part of it in insurance services.

e The Lithuanian insureds want and expect to get back the premiums they pay for
insurance.

e In Lithuania, one becomes an insured as the consequence of an undesirable
experience.

e When taking insurance decisions, consumers avoid receiving competent help.

e The main criterion of the insureds when choosing an insurance service is the
guarantee of receiving insurance coverage.

e Insurance service purchase decision making is a consumer deliberation-
requiring process.

e The most solid impact on insurance decision making comes from one’s family
members.

e The behaviour of the insureds in Lithuania can be evaluated as conscientious.

e Different insurance experience is actively disseminated and used by the insureds
for their further insurance decisions.

As a result of the second part of the empirical research, the evaluation of the

research model is conducted; impact weights on consumers’ inclination and consumers’
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decision to purchase insurance services are estimated and the nature of their relationships

are defined (see Figure 5).
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Figure 5. Research model after the elimination of the statistically insignificant
relationships between variables
Source: created by the author of the dissertation on the basis of data analysis’ results
obtained using SPSS AMOS program.

The results are reflected by the following formulas.

(" Inclination = 0,255 Acceptability of insurance (service and its provision) conditions +
0,152 Insurance service provider’s competence + 0,529 Consumers’
attitude towards insurance in terms of money + 0,147 Positivism of
consumers’ insurance experience (of self and others) + el

Decision = 0,192 Acceptability of insurance (service and its provision) conditions +
0,379 Insurance service provider’s competence + 0,156 Possibilities to
decrease the total amount of premiums payable for insurance + 0,222

\ Inclination + e2

Consumers’ inclination error el =+/(1-0,389%) =0,781.

Consumers’ decision error e2 =4/(1-0,301*) =0,836.
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CONCLUSIONS AND SUGGESTIONS

Conclusions

1. After conducting the theoretical analysis of researching the conceptual elements
of insurance service consumer behaviour, the initial conceptions of insurance consumer
behaviour have been identified. The analysis and integration of their contents enabled to
unfold the process-based nature of the insurance consumer behaviour conception. Its
formation is based on the interception of the significant process-based attitude towards
consumer decision making when purchasing a certain product or service that is unifying
all consumer behaviour models and which integrates the specificity of an insurance
service as a consumable object (the specificity of its nature). This highlights the
particular significance of both a mental consideration of insurance service purchase and
a continuous reconsideration of the insurance decision after its purchase.

2. Unveiling insurance consumer behaviour enabled envisaging that: a) the
specificity of insurance consumer behaviour is determined by the existing uncertainty,
risk and the probability-based elements that are related with the occurrence of an
insurance accident, namely with the unclearliness concerning the result of an insurance
service; b) the understanding of the nature, contents and benefits of insurance services
due to the characteristics that are typical for these services (low tangibility, high
complexity and difficult understanding) requires relatively high mental consumer efforts
and involvement that from the position of consumers can be evaluated as a certain
challenge or testing, since insurance service purchase is a decision making based on
information and its evaluation.

3. After conducting the theoretical analysis of the literature sources that deal with
insurance consumer behaviour factors, the overall decisive external factor of insurance
consumer behaviour, namely culture, has been clarified. It is emphasised that the
evaluation of insurance as of a product in the society is determined by historically
dominated values, the strength of power of which can limit the extent of insurance
service consumption. The research of the Lithuanian case proves coherence between the
existing lack of foundations of insurance as a safety value and the relatively low extent

of insurance service consumption as compared to the developed markets.
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4. After conducting the theoretical analysis of the scientific literature, the proposed
theoretical model of insurance service consumer behaviour is created. It reflects the
extended process of consumers’ insurance service purchase decision making. The
constituent elements of the insurance decision making process are consistently integrated
into a systematic whole: stimulus, need, inclination, decision, consumption, and
experience. The cornerstone elements of the model are made of consumer decision to
purchase insurance services and consumer intentions (inclination) towards purchasing
them (they appear before decision). To justify the composite parts of the model research
satements are raised and evaluated.

5. The empirical research results unfolded the fact that consumers’ intentions
(inclination) to purchase insurance services in Lithuania in equal proportions are formed
by the combination of their intellect (it encompasses consumer education, knowledge
and capabilities) and income. A relatively low level of consumer intellect does not
induce the need for insurance services, while relatively low income does not allow
implementing the need for insurance. The need for insurance services is not formed in
two cases: the case of a relatively high level of consumer intellect when income is
insufficient and the case of the disposal of sufficient income when consumers’ intellect
does not call for the need for insurance.

6. The expert opinion evaluation research proved that when consumers are already
inclined to purchase insurance services (as it 1s stated in the first research statement), the
impact of the price and the quality of insurance services on the final decision making are
unequal — consumers give a relatively higher importance to the insurance service product
price factor. The systematisation of experts’ opinions enabled to distinguish the main
factors that determine the relative weights of insurance service price and quality when
consumers take a final decision concerning insurance service purchase; the distinguished
factors are as follows: insurance form (voluntary or obligatory service), insurance
product (or insurance object), the period of insurance agreement, and juridical status of a
person.

7. On the ground of the expert statements, it is assessed that the purchase decision
of voluntary insurance services is the result of long-lasting consumer internal
considerations, consultations and evaluations of insurance service provider for slightly

more than one third of all Lithuanian citizens. The expert survey has disclosed that the
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decision making of life insurance service purchase is more complicated for a relatively
bigger part of consumers, as compared to the decision making of non-life insurance
services.

8. The expert survey confirmed that non-consumption of insurance services is
related to the belief of consumers, in the case of accidents, to obtain financial (or
adequate) help from family members, government and non-profit institutions and funds.
Meanwhile, it is rejected that the reason of non-consumption of insurance services is the
belief of consumer, in the case of accidents, to get help from friends, acquaintances, co-
employees, neighbours and businesses. The evaluations provided by the experts enabled
to disclose and systemise the reasons of non-consumption of insurance services in
Lithuania which are the following: the limited consumer income and purchasing power;
the exaggerated belief in help from the state institutions in case of accidents; naive belief
that unwished events will not happen; misperception of insurance needs and benefits and
discredit on insurance; distrust in the financial system and companies; and as perceived
by the consumers, certain negative aspects noted when forming one’s insurance
experience.

9. The analysis of the opinion of the experts enabled to clarify the fact that when
purchasing insurance services, about one fifth only of the insureds in Lithuania have
intentions towards obtaining some additional benefits besides the compensation of the
loss that might be experienced. Such research results denied the initial statement
formulated by the author of the dissertation about an existing majority of dishonest
consumers. These consumers cheat when making life or vehicle insurance agreements.
The willingness of consumers to cheat is related to their insufficient educational
background.

10. The analysis of the expert opinion reveals that in Lithuania the continuous
insurance of the same insurance type depends on the fact if an insurance accident
happened, or not, and if the consumers, who experienced the insurance accident,
received an insurance coverage, or not. The insureds are inclined to reconsider the
necessity of the continuous insurance service usage, when the previous insurance
agreement expires. Insurance agreements are renewed by more lettered consumers who
better understand insurance benefits and who are satisfied with the insurance coverage

(if they received it) as well as those who are not threatened with the decrease of their

32



income. Those consumers who experienced an insurance accident are usually inclined to
search for another insurance company. The reason for that is an increase of insurance
premium. The Lithuanian citizens also “migrate” to other insurance companies or stop at
all to insure when they do not receive insurance coverage in a case of an accident that
they experienced.

11. The consumer opinion research disclosed that Lithuanian consumers understand
well the coherence between their degree of safety and the extent of their investments in
insurance services. Consumers’ habits to always follow rules, constant thinking about
threatening risks and their conscious risk avoidance are treated as features of the
potential insureds. This, together with cognition of insurance experience of other
persons, consultations with finance and insurance specialists and analysis of information
received in other ways, build foundations of the insurance service purchase motivation
whole.

12.Data analysis of the empirical research suggests that in Lithuania consumers
mostly do not use insurance services, but their alternatives which are related to money
saving, accumulation and investment in other forms than insurance means. To the closest
insurance alternatives, consumers attribute money saving in a bank and investment of
finances to personal and real estate. The insurance experts also add to the mentioned
alternatives home cash accumulation and investment in financial instruments, as well as
in valuables of art. Instead of non-life insurance services, the consumers choose to invest
in the installation of asset protection tools and systems (e.g., alarms). The research
disclosed that in Lithuania, as an insurance alternative, the consumers tolerate naive and
rationality-lacking belief in “optimistic” (from their point of view) superstitions or self-
indisposition towards the unrealisation of accidents.

13. When conducting the empirical research, as a result of factor analysis, five
factors that form the insurance service purchase decision making of Lithuanians citizens
have been identified. The multiple regression and path analysis enabled to assess and
find out that the largest impact on the Lithuanian consumer decision to purchase
insurances services is made by the competence of the insurance service provider (0,413,
of which 0,379 is the direct impact) and the acceptability of an insurance service and its
provision conditions (0,413, of which 0,192 is the direct impact). Among the identified

factors, the smaller impact on insurance decision making is related to such factors as the
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possibility to decrease the total amount of payable insurance premiums (0,156, direct
impact only) and consumers’ attitude towards insurance in terms of money (0,117, only
indirect impact through consumer intentions). The impact of positivism of insurance
experience (of one self and of others) on consumers’ decision making is weak (0,033,
only indirect impact through consumer intentions to purchase insurance services).

14. The empirical research proved that for certain consumer groups, segmented
according to demographic and socio-economic characteristics, insurance service
purchase decision making is typically an extended (multifactorial) discussion and
evaluation of insurance conditions and possibilities, made of several stages. The
mentioned group involves women, persons below 40-year-old, persons who not do
receive large income (up to about 800 Lt/month), persons who have secondary
education, persons who live in families with five and more members, singles, persons
who live alone, and those who do not have children in their families or households. It has
been assessed that the decision to purchase an insurance service, evaluating the service
exclusively through monetary point of view, is made by matured (above 41-year-old)
persons and Kaunas’ citizens. The competence of insurance service provider is the most
significant factor when making insurance decision for 18-40 year-old persons, women,
those who are married or living together, those who have at least one child, those whose
families are made of two or more persons, those who have acquired a master or a doctor
degree, and finally those who earn more than 800 Lt/month.

Suggestions

1. When evaluating from the position of the consumer, generally the complexity of
an insurance service product is relatively high, whereas its understanding is relatively
low. The following opinion can then be formulated: there is a need for a marketing
strategy for insurance services that would be formed by their providers and that would
allow increasing the level of consumer understanding. This strategy should involve: a)
the transmission of a certain message, sent to the consumers; this would allow them to
take information-based insurance decisions; however, it should be made in a competent
manner; b) the mitigation of consumer psychological discomfort that is generated by the
impalpability of the insurance services or, if possible, its elimination using everything

that can be both physically and psychologically palpable and perceptible.
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2. For the understanding of the essence, contents and benefits of insurance services
there is a need for a high consumer competence. Therefore, when contracting and
developing relationships with consumers, insurance service providers should evaluate
the level of knowledge and educational background within insurance domain of separate
consumers and develop relationships with them appropriately by choosing the optimal
position of insurance service provision participant, namely to change the degree of
domination (involvement, communication, consultations) by adjusting to the competence
level of a consumer.

3. The verification of the second research statement, besides the factors of
insurance service price and quality that form the final insurance decision making of
consumers, allowed to define the existence of the third factor that is the selling capability
(or competence) of an insurance service provider. This allows formulating a new
statement (or hypothesis) for the future research: if consumers are already inclined to
purchase insurance services, a decisive impact on the final decision making is made by
the insurance service price, its quality and the selling skills of an insurance service
provider. When verifying this statement, one must define the relative weight of each
impact factor. Taking into account the results of the already verified second research
statement, the relative weights of the mentioned factors would be 40, 30 and 30 per cent
respectively if one wants to prove that the impact of the factors, except a relative price
overweight, is more or less the same. The alternative distribution of the relative weights
would be 30, 20 and 50 per cent respectively if a newly introduced factor is awarded
with a half of the total weight, and the rest part is divided between the weights of the
price and quality impact factors, where the price factor gets bigger importance.

4. The data analysis of the empirical research justifies that consumers start to
contemplate insurance as a method of risk management only when their living standards
are at least on average warranted, family needs are vouchsafed and when the income
they get becomes constant. However, meeting these conditions alone does not mean by
itself that consumers take insurance service purchase actions at once. Insurance services
are usually not merchantable, but saleable and therefore insurance service providers must
activate consumers “calling for” and initiating their decision to purchase these services.

5. The analysis of experts’ opinions disclosed that the Lithuanian consumers are

not able to assess their risk: they do not assess the size of risk and the extent of loss. In
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case of accumulative insurance types they overestimate their own expectations believing
in an extremely large, unrealistic reward. All this confirms that consumers must be
taught both to assess their own and their family risks, to identify threats, to understand
benefits, and to form the right understanding about the lowest and highest ceilings of
accumulative insurance payout as the result of the service in terms of money.

6. In Lithuania, the non-consumption of insurance services, besides the financial
reasons, is very strongly related to the naive belief that nothing bad can happen and that
if something happens, the state will provide some assistance. Moreover, insurance
services are quite ignored in the society and there is no belief in insurance benefits. In
the opinion of the dissertation author, now, when waiting for the the uprise of purchasing
power of citizens, is exactly the appropriate time to strengthen the consumer education
about insurance benefits eliminating the ,,0ld*“ mentality concerning insurance that still
exists in the conciousness of the Lithuanian citizens.

In Lithuania, the educative activity on insurance questions is performed by the
associations of insurance companies. However, in the opinion of the dissertation author,
this activity, at least from the dissemination of information point of view, is little
noticable when evaluating from the position of consumers. Each insurance service
provider individually cares about how to attract consumers; the most popular
advertisement tools, measures and its presentation ways are used most often. The
evaluation of the situation enables to see a lack of active neutral and unbiased educative
activities with a focus on the questions of insurance benefits. Insurance service providers
in some sense implement the educative function; however, since they are profit seeking
companies, consumers are not always inclined to believe in their statements.

In the opinion of the dissertation author, the function of consumer insurance
education has to be implemented by the authority that implements insurance supervision
activity in the country — the Lithuanian Bank, and the finances needed for this purpose
could be periodically collected from the companies that act in the Lithuanian insurance
service market. The consumer education activity could be supported by, for example, a
certain percentage of a yearly collected insurance premium amount of insurance service
providers (approximately 0,1-0,15 per cent). It is known that in 2011, for general
maintainance, the insurance supervisory authority of the Republic of Lithuania, the

Lithuanian insurance companies as well as departments of foreign insurance companies
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that act in the Republic of Lithuania had to commit 0,3454 per cent of the amount of
written insurance premiums, whereas the amount of the departments of insurance
companies of other members of the EU in the Republic of Lithuania made 0,1727 per
cent.

7. The Lithuanian insurers are sufficiently active in the market, however, they are
not powerful enough to introduce and form the insurance culture in the country. The
providence, formation and implementation of the purposeful action plan of measures for
increasing consumer financial literacy and financial sophistication on a state scale,
controlled by the Lithuanian Bank that supervises insurance authority and financed by
the insurance service providers, would positively impact the activation of private
insurance service consumption and insurance encouragement by letting consumers
themselves to understand and evaluate threatened risks and set their own preferences
from the point of view of the objects that they have in their disposition.

Further research directions

e The refinement of the formulations of statements that have been used to perform
factor analysis, especially the ones that are not involved into the identified factors,
followed by the evaluation of their potential impacts on the decision making process
model (factors and their relations). This would require to design and conduct a new
survey.

e The application of the research methodology for the evaluation of insurance
consumer behaviour in other countries and the comparative analysis of its results with
the Lithuanian insurance consumer behaviour.

e The application of the research methodology to perform the analysis and
evaluation of the change of the Lithuanian insurance consumer behaviour in different
time perspectives.

e The evaluation of the process of consumer’s insurance service repurchase (as
opposed to the initial) decision making which most likely will determine the formation
of a new set of decision factors.

e The evaluation of particularities of insurance decision making and insurance
service consumer behaviour of juridical persons as of a consumer group, dependently on

the direction of their performed activity.
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DISERTACIJOS SANTRAUKA
IVADAS

Temos aktualumas

Praktinis aktualumas. Draudimo jmoniy veiklos s€ékme yra tiesiogiai susijusi su
pasirinkty draudimo paslaugy vartotojy segmenty poreikiy ir likes¢iy pazinimu, t. y. su
draudiky gebéjimu juos suvokti, jvertinti ir sumaniai tenkinti. Tikslus ir savalaikis
draudimo poreikiy tenkinimas reikalauja visapusisko vartotojy ir jy elgsenos apraisSky
draudimo paslaugy rinkoje tyrimo ir jvertinimo. Suvokdamos draudimo paslaugy
vartotojy elgsenos ypatumus, draudimo jmonés gali kurti ir koreguoti savo jvaizdj ir
taikomg draudimo paslaugy rinkodaros kompleksa, kurie biity patraukliis draudimo
paslaugy vartotojams, formuoti ir priimti geriausiai vartotojy poreikius bei liikes¢ius
atitinkancius sprendimus. Draudimo paslaugy vartotojy bei jy elgsenos pazinimas
jgalinty draudimo jmones imtis efektyvios rinkodaros veiksmy ir priemoniy bei juos
igyvendinti, siekiant suaktyvinti ir skatinti potencialius draudéjus draustis, nukreipti ar
keisti (jeigu tai galima) draudéjy elgseng draudiky pageidaujama linkme, taip pat tiksliau
numatyti vartotojy reakcija 1 jvairius strateginius bei taktinius draudimo jmonés
veiksmus. Negincijama draudéjy elgsenos suvokimo svarba draudimo paslaugy rinkos
segmentavimui, draudimo paslaugy produkty pozicionavimui bei naujy draudimo
paslaugy produkty kiirimui. Teisingas draud€jy elgsenos supratimas leisty draudimo
jmonéms jgyti bei reikSmingai sustiprinti savo konkurencinj pranasumg rinkoje, sukurti
bei iSlaikyti pageidaujamus ilgalaikius santykius su draudé¢jais.

Lietuvoje bei kitose panaSaus iSsivystymo lygio Salyse ne visos draudimo jmonés
turi pakankamai finansiniy rezervy, kuriuos galéty skirti i§samiems draudéjy elgsenos
tyrimams atlikti. Net ir tarp galin€iy tai sau leisti investuojanciyjy 1 draudéjy elgsenos
stebéseng néra daug. Draudikai neretai apsiriboja vartotojy elgsenos intuityviu pazinimu
remdamiesi patirtimi, jgyjama vykdant draudimo veikla, ir / ar mokantis 1§ stebimy ar
sp¢jamy konkurenty veiksmy. Nepakankamas draudejy elgsenos suvokimas bei
pazinimas tampa didele problema analizuojant bei vertinant draudimo verslo bei atskiry
draudimo jmoniy veiklos testinumo ir plétros klausimus. Draudimo verslo subjektams

truksta ziniy ir informacijos apie draudimo paslaugy vartotojy rinkas, kuriose jie veikia
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arba ketina veikti ateityje. Neretai draudikai néra pakankamai susipazing su galimais
draudéjy elgsenos tyrimo biidais, tyrimy atlikimo metodika, neatlieka vidiniy draudéjy
elgsenos tyrimy, ribotai taiko statistikos mokslo bei taikomyjy rinkodaros tyrimy
(duomeny apdorojimo ir analizés) metodus draudéjy elgsenai paZinti bei nepakankamai
domisi jiems aktualiais moksliniais tyrimais. D¢l §iy priezasCiy draudimo jmonés
neiSnaudoja ne tik savo potenciniy draudimo verslo plétros galimybiy, bet ir sékmingai
rinkoje galincios veikti draudimo jmonés galimybiy.

Teorinis aktualumas. Nustatyti ir tenkinti vartotojy poreikius bei liikes¢ius, netiriant
draudéjy elgsenos draudimo paslaugy rinkoje, yra sunku ir sudétinga. Draudéjy elgsenos
tyrimy praktin] atlikimg riboja teorinés draudéjy elgsenos koncepcijos bei teoriniy-
metodologiniy draudéjy elgsenos tyrimo pamaty trilkumas, j kuriy formavimg biitina
sutelkti mokslininky démes). Egzistuoja poreikis iSgryninti draudéjy elgsenos
koncepcija, istirti draudéjy, jsigyjanciy bei vartojan¢iy draudimo paslaugy produktus,
elgsenos ypatumus, atpazinti tiping¢ ir netiping draudéjy elgsena, suvokti ja
formuojancius veiksnius, identifikuoti draudéjy elgsenos tendencijas bei jvertinti
draudéjy elgsenos pokyc¢iy galimybes. Teoriniy apibendrinimy biitinumas vercia
analizuoti bei vertinti draudéjy elgseng formuojant teoring draudejy elgsenos koncepcija,
kurios kompleksiSkumo suvokimas bei praktinis taikymas leisty suprasti / suZinoti /
stirti, kokie biidai ir veiksmai skatinty vartotojy suintere-suotumg draudimo

paslaugomis bei jtraukty juos j $iy paslaugy vartojima.

Disertacijos objektas — fiziniy privataus draudimo'® paslaugy vartotojy elgsena.
Nagrinéjama sritis — gyvybeés ir ne gyvybeés draudimas.
Vartotojai, kuriy elgsena nagrin¢jama, — potencialis ir esami draud¢jai.

Empiriniy tyrimy ribos — Lietuvos draudimo paslaugy vartotojy rinka.

Disertacijos tikslas — remiantis sukurtuoju teoriniu vartotojy draudimo paslaugy
isigijimo sprendimo priémimo proceso holistiniu vertinimo modeliu atlikti potencialiy ir

esamy draudéjy Lietuvoje elgsenos tyrima ir jo rezultaty sisteminj vertinimg.

' Privatus draudimas — tai privadiy jmoniy, o ne valstybés teikiamos draudimo paslaugos, t. y. draudimas,
nejtraukiant socialinio draudimo.
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Disertacijos uZzdaviniai

1. Atskleisti ir teoriSkai pagristi draudéjy elgsenos koncepcijos esme¢ bei
1dentifikuoti j3 formuojancius elementus, nurodant jy tarpusavio priklausomybe ir rySius.

2. I8skirti pagrindines egzistuojanéiy teoriniy ir empiriniy draudéjy elgsenos
tyrimy mokslin¢je literatiiroje kryptis (problemas) bei jzvelgti moksliniy tyrimy
silpngsias vietas.

3. Sukurti teorinj vartotojy draudimo paslaugy isigijimo sprendimo priémimo
proceso model] vartotojy jsitraukimo } savanoriSkyjy draudimo paslaugy vartojima
vertinimui.

4. Jvertinti Lietuvos draudimo paslaugy rinkos rodiklius, atliekant visuminés
vartotojy draudimo paslaugy paklausos bei jzvalgy 1 jy paciy elgseng Lietuvoje analize.

5. Parengti ir pagristi teorinio vartotojy draudimo paslaugy isigijimo sprendimo
priémimo proceso modelio taikymo empiriniam tyrimui atlikti metodologija.

6. Remiantis teoriniu modeliu empiriskai pagrjsti vartotojy jsitraukimo j draudimo
paslaugy vartojima Lietuvoje proceso etapus ir elementus.

7. Nustatyti, kokie veiksniai bei kokiu mastu veikia vartotojy polinkj ir / ar
sprendimg jsigyti draudimo paslauga(-as) Lietuvos draudimo rinkos atveju.

8. Remiantis empirinio tyrimo rezultatais atskleisti potencialiy ir esamy draudimo

paslaugy vartotojy Lietuvoje elgsenos savitus bruozus.

Moksliné problema. Lyginant draudimo paslaugy vartotojy elgseng skirtingose
Salyse, ryskéja draudimo paslaugy jsigijimo ir vartojimo skirtumai, ypa¢ pastebimi
lyginant visuming i$sivys€iusiy ir besivystanciy Saliy gyventojy draudimo paslaugy
paklausa. Siuos skirtumus akivaizdZiai jrodo draudimo paslaugy vartojimo lygj atskiry
Saliy mastu atspindintys rodikliai (draudimo tankis, draudimo skvarba, draudimo
1Ssiplétimas, surinkty draudimo jmoky daliy pasiskirstymas tarp gyvybés ir ne gyvybeés
draudimo 8aky)''. Tai, kad tam tikra dalis pasaulio %aliy gyventojy draudimo

paslaugomis nesinaudoja arba naudojasi santykinai minimaliai, leidzia formuoti tam

" Egzistuojantys bei daznai moksliniuose tyrimuose naudojami draudimo paslaugy vartojimo lygio jvertinimo
btidai naudojant draudimo rinkos (plétros) jvertinimo rodiklius atspindi faktiskai Salies ar regiono mastu suvartotas
draudimo paslaugas kiekybine (pinigine ar sutarciy skaiCiaus) iSraiSka, leidzia daryti iSvadas apie draudimo rinkos
i$sivystymo lygi, taciau neleidzia pakankamai jsigilinti j tam tikra vartotojy elgsena salygojancius sprendimus,
kurie paprastai yra kiekybiskai neiSmatuojami, vadinasi, néra pakankami vartotojui bei jo poreikiams pazinti.
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tikras prielaidas apie jy elgsena pagrindziandias priezastis'? bei apie vartotojy elgsenos
ypatumus jiems priimant tam tikrus sprendimus jvairiais draudimo paslaugy isigijimo ir
vartojimo etapais (iki ir po draudimo sutarties sudarymo, taip pat iki ir po draudimo
sutarties galiojimo pasibaigimo)'>. Keltinos prielaidos apie skirtingy draudimo paslaugy
vartotojy grupiy, atsizvelgiant ] jy elgsenos ypatumus, egzistavimg bei vartotojy
segmentavimo pagal elgsena galimybés'®. Tirtina potencialiy draudéjy bei draudéjais
tapusiy vartotojy elgsena: ypa¢ keltini klausimai, kaip keiciasi draudimo sutartj
sudariusiy draudimo paslaugy vartotojy elgsena'’. Formuojantis prielaidoms, didéja
mokslininky démesys draudimo paslaugy jsigijimo ir vartojimo klausimams', nors
draudimo paslaugy vartotojy elgsena iSlieka pakankamai nauja moksliniy tyriné¢jimy
sritis, reikalaujanti draudimo paslaugy vartotojy elgsenos teoriniy tyrimy kompleksiniu ir
sisteminiu poziiiriu. Biitina nagrinéti ir tirti vartotojy sprendimy, jiems svarstant draustis,
ar ne, bei ka drausti, taip pat renkantis konkrecig draudimo paslaugg, vartojant draudimo
paslaugas bei formuojant draudiming patirtj, pri€mimo procesus, gilintis | Siy procesy
nuosekluma, etapus bei tam jtakos daranéius veiksnius'’, aiskintis vartotojy draudimosi
tikslus, draudimosi (ar nesidraudimo) elgsenos priezastis, iSskirti draudimo paslaugy
vartotojy elgsenos tipus. Tik pazindami draud¢jy elgsenos ypatumus, draudimo paslaugy
teik¢jai gali labiau suderinti savo vykdomos veiklos sprendimus su vartotojy poreikiais.
Iki Siol draudimo paslaugy vartotojy elgsena daugiausia nagrinéta fragmentiskai, iSvados
bei sprendimai daromi jvertinant kiekybinius rodiklius, atspindin¢ius draudimo paslaugy
vartojimo lygi tam tikroje Salyje, nepakankamai akcentuojama draudéjy elgsenos

pazinimo nauda draudimo verslo plétrai, néra sukurtas draudimo paslaugy vartotojy

"> Vartotojy elgseng lemiancios priezastys yra §ios: neZinojimas apie egzistuojandias draudimo galimybes;
informacijos bei specifiniy Ziniy apie draudimo paslaugas triikumas; draudimo paslaugy sudétingumas, susij¢s su jy
neapc¢ivopiamumu; finansinis ar fizinis Siy paslaugy neprieinamumas; baimé neatgauti jmokéty pinigy; draudimo
paslaugy alternatyvy gausos salygotas pasirinkimo sudétingumas; neigiama patirtis, susijusi su konkreciu draudimo
paslaugy teikéju; nepasitenkinimas draudimo paslaugy kokybe; iSankstinis nusistatymas ar neigiamas pozitiris |
draudimo paslaugas.

' Galimi draudéjy elgsenos ypatumai: draudimo esmés ir naudos nesuvokimas; rizikos grésmés nejautimas; rizikos
dydzio ignoravimas; noras pasipelnyti i§ draudimo ir kt.

' Viena i§ prielaidy yra asmeny suinteresuotumo draudimo paslaugomis priklausomybé nuo jy padiy iglaikomos
rizikos dydzio.

1> Ar budami apsidraude draudéjai ir toliau stengiasi i§vengti Zalos, t. y. ar samoningai nedidina draudiminiy jvykiy
arba praSymy sumokeéti zala, susijusia su Siais nelaimingais atsitikimais, skaiCiaus ar prasomos sumoketi Zalos
dydzio.

'® Nagrinéjami savanoriskojo draudimo ,,jsisaknijimo* atskirose Salyse klausimai, tiriamas draudimo paslaugy
vartojimas atskirose draudimo Sakose arba atskirose draudimo paslaugy grupése.

' Biitent kaip ir kokiu mastu rinkodaros priemonés, psichologiniai, sociokultiiriniai, situaciniai bei kiti veiksniai
veikia esamy ir potencialiy draudéjy draudimo paslaugy vartojimo elgsena placigja prasme, t. y. prie§ draudimo
sutarties sudarymg, draudimo sutarties galiojimo metu ir po draudimo sutarties galiojimo pasibaigimo?
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sprendimy priémimo modelis, galintis iSrySkinti tiek problemines vietas, kuriose
atsiduria vartotojai, tiek ir pacias problemas, su kuriomis jie susiduria jsigydami ar
vartodami draudimo paslaugas. Nepakankamas draudimo paslaugy vartotojy elgsenos
suvokimas neleidzia iSnaudoti potencialiy draudimo verslo plétros bei vystymo

galimybiy.

Temos iStirtumo lygis. Nors vartotojy elgsena bendrgja prasme yra placiai
nagrinéjama daugiau kaip 50 mety'® ir vis daugiau mokslininky susidoméjimo sulaukia
finansiniy paslaugy sektoriaus vartotojy elgsena (McKechnie, 1992, p. 4-12; Beckett,
Hewer, Howcroft, 2000, p. 15-26; Aldlaigan, Buttle, 2001, p. 232-245; Harrison, 2003,
p. 6-9; Willis, 2008, p. 197-285; Capuano, Ramsay, 2011, p. 1-243; kt.), taiau
draud¢jy elgsenos, kaip atskiro objekto, ypatumams nagrinéti mokslingje literatiiroje
skiriamas pakankamai ribotas démesys.

Dazniausiai draudéjy elgsenos tyréjai savo tyrimus koncentruoja draudéjy
poreikiams apibréztose srityse pazinti, gilindamiesi j atskiry Saliy draudimo Saky, grupiy
ar ruSiy draudéjy elgseng. Gyvybés draudimo vartotojy elgsenos klausimus nagrinéjo
Durvasula, Lysonski, Mehta ir Tang (2004, p. 314-326), Chui ir Kwok (2008, p. 88—
101), Sen (2008, p. 1-47), Chui ir Kwok (2009, p. 273-290) ir kt. Ne gyvybés draudimo
vartotojy elgsenos klausimus gvildeno Falciglia (1980, p. 43-53), Somerville (2004, p.
1130-1140), Lee, Hsu ir Lee (2010, p. 266—289), Park ir Lemaire (2011, p. 1-23) ir kt.
Siy autoriy moksliniuose darbuose galima jzvelgti bendra juos tam tikra prasme jungiantj
bruoza — atlieckamy tyrimy koncentravimasi j vartotojy draudimo paslaugy paklausa.
Nauja pozitr] i draudéjy elgsenos ypatumus, atskleidé Schwarcz (2010a, p. 557-577;
2010b, p. 23-45), tyres vartotojy paklausos draudimui ,,anomalijas®.

Galima pastebeti, kad santykinai didesnio mokslininky démesio sulaukia vartotojy
elgsenos, susijusios su gyvybés draudimo Sakai priklausan¢iomis paslaugomis,
klausimai. Tarp Siy klausimy iSskirtinas veiksniy, veikianciy gyvybeés draudimo paslaugy

paklausa, identifikavimas ir nagrinéjimas, kuriuos gvildenant i$skirtini $iy tyréjy mokslo

'8 pirmyjy vartotojy elgsenos tyrimy uzuomazgos uzfiksuotos 1940-1950 m. (Skrudupaité, Virvilaite, Kuvykaité,
2006, p. 74), o vartotojy elgsena kaip mokslo Saka susiformavo XX a. Sestojo deSimtmecio antroje pus¢je (Erasmus,
Boshoff, Rousseau, 2001, p. 88). Vartotojy elgsenos bendraja prasme literatiiros studijos pateikia rezultatus
kryptingy pastangy sisteminant vartotojy elgseng atspindintj produkty ir paslaugy vartojimo procesa, t. y. $io
proceso etapus, juos sudarancius elementus, lemiancius veiksnius ir jy tarpusavio rysius.
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darbai: Browne ir Kim (1993, p. 619-624), Zietz (2003, p. 159-191), Li, Moshirian,
Nguyen ir Wee (2007, p. 637-652) ir kt.

Visuminé (o ne tam tikry riiSiy) draudimo paslaugy vartotojy (draudéjy) elgsena
moksliniuose darbuose kaip konkretus objektas, 1 kurj biity specifiSkai koncentruojamasi,
beveik nenagrin¢jamas. Neéra suformuotos ir mokslinés draudimo paslaugy vartotojy
elgsenos koncepcijos. Moksliné literattira (teorinés studijos bei empiriniai tyrimai) rodo,
kad egzistuoja tam tikri fragmentiniai draudimo paslaugy vartotojy elgseng aiSkinantys
aspektai, kuriuos galima susistemintai sujungti j SeSias grupes:

1. Vartotojy rizikos, netikrumo ir tikimybiy suvokimas, $iy trijy dalyky tiesiogiai
nesiejant su draudimu, o atsizvelgiant | tai, kaip vartotojai reaguoja ir vertina jy (rizikos,
netikrumo ir tikimybiy) matemating iSraiSka (Preston, Baratta, 1948; Nogee, 1953;
Bernoulli, 1954; Torrance, Ziller, 1957; Scodel, Ratoosh, Minas, 1959; Suppes, Walsh,
1959; Wallach, Kogan, 1961; Greene, 1963), bei | vartotojy psichologija jiems priimant
daugiau ar maziau rizikingus sprendimus (Slovic, Lichtenstein, 1971; Anderson, 1974;
Fischhoff, 1975; Fischhoff, Slovic, Lichtenstein, 1977; Kunreuther, 1979; Slovic,
Fischhoff, Lichtenstein, 1982; Kahneman, Tversky, 1984; Slovic, 1984; Schwartz,
Griffin, 1986; Shanteau, 1992; Tversky, Shafir, 1992).

2. Draudimo paslaugy specifikos ir sudétingumo aspekty identifikavimas bei
atskleidimas, vartotojams suvokiant, vertinant, renkantis, lyginant, jsigyjant ir vartojant
Sias paslaugas bei priimant sprendimus dél tolesnio jy vartojimo (Meidan, 1996,
Gidhagen, 1999; Kindurys, 2008).

3. Draudimo paslaugy vartotojy elgsena priklausomai nuo jy poziirio } rizikg bei
polinkio ja prisiimti, tarp jy neigiamos atrankos bei moralinés rizikos draudime
klausimai (Rothschild, Stiglitz, 1976; Hemenway, 1992; Baker, 1996; Chandler, Cutler,
Zeckhauser, 1998; De Meza, Webb, 2001; Finkelstein, Poterba, 2004; Chiaporri, Jullien,
Salanie, Salanie, 2006; Finkelstein, McGarry, 2006; Lezgovko, Lastauskas, 2008).

4. Draudimo paslaugy paklausos ir ja formuojanc¢iy elementy analizé ir tyrimai,
sutelkiant démes] ] draudimo paslaugy paklausos teritorinius netolygumus, vertinant
atskiros Salies ar regiono draudimo paslaugy rinkg visy pasaulio Saliy mastu (Outreville,
1990; Outreville, 1996; Browne, Kim, 1993; Zietz, 2003; Hwang, Greenford, 2005;
Chui, Kwok, 2009; Deng, Liu, Zheng).
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5. Vartotojy suinteresuotumo draudimo paslaugomis aktyvinimo bei Siy paslaugy
vartojimo skatinimo klausimai, biitent draudimo paslaugy vartojimo skatinimui
palankios aplinkos ir salygy kiirimas, jskaitant mikrodraudimo (ang/. microinsurance),
skirto labiausiai pazeidziamiems gyventojy sluoksniams, jgyvendinimo klausimus
(Hussels, Ward, Zurbruegg, 2005; Roth, McCord, Liber, 2007; Mosley, 2009; Crowford-
Ash, Purcal, 2010; Hamid, Roberts, Mosley, 2010, Bendig, Arun, 2011; Hamid, Roberts,
Mosley, 2011).

6. Vartotojy suk¢iavimas draudime (vartojant draudimo paslaugas) ir jo kontrolg,
tiksliau — egzistuojanéiy bei potencialiai galimy vartotojy sukcéiavimo atvejy
identifikavimas ir uZkirtimas (prevencija) (Tennyson, 1997; Derrig, 2002; Brinkmann,
2005; Brinkmann, 2006; Lezgovko, Veremij (publikacija internete); Lezgovko,
Baltuonis (publikacija internete)).

Pateiktyjy aspekty ribose draudimo paslaugy vartotojy elgseng daugiausiai
studijavo uzsienio Saliy mokslininkai. Tuo tarpu Lietuvoje teoriniai probleminiai
draudéjy elgsenos tyrimo aspektai, 1$skyrus Kindurio (2008 ir 2011) mokslinj jnasa j Sia
srit] ir Lezgovko mokslinius straipsnius su bendraautoriais (Lezgovko, Lastauskas, 2008;
Lezgovko, Veremij, publikacija internete; Lezgovko, Baltuonis, publikacija internete),
kol kas nenagrinéti.

Tai, kad draudimo paslaugy vartotojy rinkos pazinimo problemoms Lietuvoje
skiriamas ne itin didelis démesys, nurodo ir Cerniauskaité (2009), pabrézdama specialiy
publikacijy Sioje srityje poreikj ir aktualumg draudimo verslo atstovams, norintiems
motyvuoti draudimo paslaugy vartotojus bei siekiantiems prognozuoti savo verslo plétra.
Kindurys (2008), lietuviy autoriy draud¢jy elgsenos mokslo srityje atstovas ir
pradininkas, pabrézia tvirty teoriniy metodologiniy draudéjy elgsenos tyrimo pamaty
(teoriniy apibendrinimy), reikalingy praktinei draudéjy elgsenos draudimo paslaugy
rinkoje tyrimams atlikti, kiirimo bitinybe.

Disertacijos autorés nuomone, specialiojoje mokslingje literatiiroje nenagrin¢jami
vartotojy elgsenos jiems jsitraukiant i draudimo paslaugy vartojimo procesg bei jy
dalyvavimo Siame procese probleminiai aspektai. Nesant specialiosios literaturos,
atskleidziant draudé¢jy elgsenos reiSkinio esm¢ tenka remtis apskritai fiziniy prekiy ir

paslaugy bei specifiSkai finansiniy paslaugy vartotojy elgseng tiriancia literatiira.
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Esant ribotam temos iStirtumui, kyla poreikis formuoti teoring-metodologing
draudimo paslaugy vartotojy elgsenos baze, t.y. kurti draudéjy elgsenos koncepcija,
kuria biity galima konsoliduoti bei iSplésti egzistuojancius modelius, metodus bei
priemones, siekiant geriau suprasti, numatyti bei prognozuoti vartotojy poreikius ir

veiksmus bei gerinti vartotojy santykius su draudikais.

Tyrimo metodika. ISkeltai mokslinei problemai tirti naudojama teorinio ir
empirinio darbo rezultatams gauti reikalingy metody visuma: sisteminé mokslinés
literatiros apzvalga ir analizé bei moksliniy tyrimy sintezé; draudimo eksperty ir
vartotojy apklausos metodai; sisteming, lyginamoji ir loginé vieSy statistiniy bei
apklausos duomeny analizé ir vertinimas: grupavimas, lyginimas, detalizavimas,
apibendrinimas, grafinis modeliavimas; nuomoniy turinio analiz¢; statistiné duomeny
analizé: apraSomoji statistiné analizé, faktoriné analizé, daugialypés regresijos analize ir
kelio analiz¢; statistinio duomeny apdorojimo, analizés ir rezultaty pateikimo programos:

,,IBM SPSS Statistics 19%, ,,IBM SPSS AMOS 19 be1 MS Office Excel.

Disertacijos loginé schema. / pav. pateikta disertacijos tikslui ir uzdaviniams

igyvendinti suformuota disertacijos loginé schema.

Darbo naujumas ir reik§mé

Teoriniu poziiriu:

o Atskleistos draudéjy elgsenos sampratos ir turinio bei identifikuoty draudéjy
elgseng formuojanciy elementy ir jy tarpusavio rySiy pagrindu suformuota teoriné
draudéjy elgsenos koncepcija (integruota poziiiriy ] draudéjy elgseng sistema), leidZianti
mokslininkams toliau gilintis ] atskiry draudimo Saky (gyvybés ir ne gyvybés draudimo)
bei joms priklausanciy draudimo grupiy draudéjy elgsenos ypatumus.

o Atlikta sisteminé mokslinés (teoriniy ir empiriniy tyrimy) literatiiros Saltiniy
draudimo paslaugy vartotojy elgsenos klausimais analizé, leidzianti geriau suvokti
vartotojy draudimo paslaugy isigijimo ir vartojimo sprendimus bei identifikuoti Siy

sprendimy priémimo metu pasireiSkianc¢ius draudéjy elgsenos ypatumus.
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1. DRAUDEJU ELGSENOS TEORINES KONCEPCIJOS
ISTAKOS, ESME IR TYRIMAI

1.1. Koncepcijos bendrosios sampratos isaiSkinimas

1.2. Vartotojy elgsenos teorinés koncepcijos
atskleidimas per vartotojy elgsenos modeliy prizme

1.3. Draudéjy 1.4. ISoriniai ir 1.5. Draudéjy 1.6. Draudéjy
elgsenos vidiniai sprendimai ir elgsenos
koncepcijos draudéjy veiksmai tyrimy krypciy
samprata ir jos elgsenos isigyjant ir identifikavi-
fundamentalas veiksniai vartojant mas ir
elementai draudimo grupavimas
paslaugas

1.7. Teorinis draudéjy elgsenos modelis

2. LIETUVOS DRAUDIMO PASLAUGU VARTOTOJU RINKOS
RODIKLIU IVERTINIMAS

2.1. Visumineés paklausos
draudimo paslaugoms Lietuvoje
analizé ir jvertinimas

2.2. Lietuvos draudimo paslaugy
vartotojy rinkos plétros analizé ir
jvertinimas kity Saliy kontekste

3. LIETUVOS DRAUDEJU ELGSENOS TYRIMO
METODOLOGIJA

3.1. Lietuvos draudimo paslaugy vartotojy (draudéjy) elgsenos
tyrimo metodologijos samprata ir jos sudedamieji elementai

3.2. Draudimo eksperty 3.3. Esamy ir potencialiy

nuomongs apie draudéjy
elgseng ir vertinimy tyrimo
metodika

draudimo paslaugy
vartotojy (draudéjy)
nuomongs apie jy elgsena
tyrimo metodika

4. LIETUVOS DRAUDEJI) ELGSENOS TYRIMO
REZULTATU ANALIZE, IVERTINIMAS BEI
INTERPRETAVIMAS

>

4.1. Draudimo
eksperty
nuomoneés apie
draudéjy elgsena
tyrimo rezultaty
i8davos ir
interpretavimas

4.2. Lietuvos
draudimo paslaugy
vartotojy (draudéjy)
elgsenos apraisky ir

ypatumy tyrimo
rezultaty analizé ir
apibendrinimas

isigijimo sprendimo
priémimo proceso
Lietuvoje analizé ir
vertinimas (faktoriy

modelio ir daugialypés

regresijos taikymas)

EMPIRINIS TYRIMAS

4.4. Lietuvos draudimo paslaugy vartotojy (draudéjy)
paveikslas ir jy elgsenos bruozy savitumas

1 pav. Disertacijos loginé schema
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Saltinis: sudaryta autorés.

4.3. Draudimo paslaugos ; ]



e Autorés sukurtas iSpléstinis teorinis vartotojy draudimo (paslaugy jsigijimo)
sprendimo priémimo proceso modelis praturtina draudimo vadybos ir verslo moksla
visuminiu konceptualiu bei sisteminiu poZzitriu ] draudéjy elgsena. Modelis atspindi
vartotojy polinkio j; draudimo paslaugas mentaline ir finansine prasme bei draudimo
sprendimy priémimo formavimosi procesus, jvertinant draudimo paslaugy produkty
pasirinkimo vartotojy poZitriu sudétingumg. Modelio struktiiroje akcentuojami kertiniai
proceso elementai: polinkis (ketinimai) jsigyti draudimo paslaugas, sprendimas jsigyti
draudimo paslaugas ir pakartotinis sprendimas d¢l tolesnio draudimo paslaugy
vartojimo.

Praktiniu poZiiriu:

e Atliktas draudimo paslaugy rinkos Lietuvoje jvertinimas kiekybiniu ir kokybiniu
aspektais, apimantis vartotojy paklausos draudimo paslaugoms analize¢ bei jzvalginiy
draud¢jy elgsenos tendencijy analize, kas sudaro galimybe toliau nagrinéti specifinius
vartotojy elgsenos klausimus. Rinkos vertinimui autorés atrinkti rodikliai leidzia atlikti
antriniais statistiniais duomenimis pagrista Zvalgomojo tipo tyrimg apie draudimo
paslaugy vartojimo elgseng nagrinéjamoje Salyje.

e Parengta detali, teorinj draudimo sprendimo priémimo proceso modelj
operacionalizuojanti tyrimo metodika, kurig galima ,atkartoti“ bei taikyti vartotojy
elgsenai analizuoti ir vertinti tiek besivystanciose, tiek iSsivysCiusiose draudimo
paslaugy rinkose. Deskriptyviné ir nuomoniy turinio analizés jgalino iSnagrinéti Lietuvos
vartotojy sprendimg jsigyti draudimo paslaugas lemiancius veiksnius, kuriuos
vartotojams jvertinti pateiké pati autoré, o faktoriné analizé leido statistinés duomeny
analizés biidu, panaudojant vartotojy atsakymus j teiginiy tipo klausimus, identifikuoti 18
anksto nezinomus, uzsléptus faktorius bei, atliekant daugialype regresing ir kelio analize,
nustatyti Siy faktoriy bei vartotojy polinkio ir sprendimo jsigyti draudimo paslaugas
tarpusavio priklausomybe bei jtakos dydzius.

e Parengtas teorinis draudéjy draudimo (paslaugy jsigijimo) sprendimo priémimo
proceso modelis ir jo taikymo metodika gali biiti naudojami jvairiy Saliy (ar regiony)
vartotojy elgsenos tyrimams atlikti. Modelis leidzia atlikti palyginamaja keliy Saliy (ar
regiony) draudé¢jy elgsenos analize arba skirtingy mety palyginamaja tos pacios Salies (ar

regiono) draudéjy elgsenos analize.
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e Teorinio modelio pagrindu suformuotas Lietuvos draudimo paslaugy vartotojy
elgsenos profilis (t. y. Lietuvos draudimo paslaugy vartotojy elgsenai buidingy tipisky
bruozy visuma), kuriuo naudodamiesi Lietuvos draudikai, aktyvindami savanoriSky
draudimo paslaugy vartojima, gali imtis tam tikry strateginiy ir taktiniy veiksmy ir
priemoniy draudéjy norams ir poreikiams tenkinti, draudéjy elgsenos formavimo ar
keitimo biidams jgyvendinti.

e Disertacija pateikia i§ pirminiy Saltiniy gautas zinias apie Lietuvos gyventojy,
kaip esamy ir potencialiy draudimo paslaugy vartotojy, elgseng. ISnagrinéta disertacijos
tema leidZia draudéjams geriau suvokti draudimo paslaugos esme, turinj, teikiama nauda,
privalumus ir kitas subtilybes (disertacijoje pateikiama neSaliSka informacija), o tiems,
kurie domisi bei ieSko mokslinés informacijos, — analizuoti bei interpretuoti vartotojy
(Lietuvos bei kity Saliy draudéjy) elgsenos ypatumus ir tendencijas. Susipazinimas su
Siame darbe pateikta informacija jgalins vartotojus priimti optimalius sprendimus

isigyjant bei vartojant draudimo paslaugas.

Ginamieji disertacijos teiginiai

1. Draud¢jy elgsenai budingi unikaliis bruoZzai, kuriuos biitina identifikuoti,
modeliuoti bei tirti. Sios elgsenos specifiskuma salygoja vartotojuy santykis su juos
supancia aplinka, kurioje egzistuoja jvairaus tipo visiskai nekontroliuojamy arba i§ dalies
kontroliuojamy riziky vartotojams patirti finansinius nuostolius tikimybe¢, o tai reikalauja
tieck draudimo esmés ir draudimo paslaugy specifikos, tiek netikrumo, rizikos ir
tikimybiy suvokimo, tiek ir su $iy paslaugy vartojimu susijusiy ypatumy pazinimo.

2. Draudéjy elgseng galima tirti teorinius vartotojy elgsenos (jsigyjant ar svarstant
1sigyti tam tikrg draudimo paslaugg) aspektus jtraukiant ; konceptualy draudimo
sprendimy priémimo modelj, atspindint] vartotojy jsitraukimo j draudimo paslaugy
vartojimg bei tolesnio dalyvavimo siekiant uzsitikrinti tam tikrg draudimine apsauga
procesus, kur pirmojo draudimo paslaugy produkto jsigijimo bei vartojimo metu jgyta
patirtis tiesiogiai veikia tolesn¢ draudéjy elgsena, jiems jsigyjant ne tik ta pati, bet ir
kitos rusies draudimo paslaugy produkta.

3. Lietuvos draudéjy elgsena, vertinant draudéjy psichologija ir mastyseng
(pozilir;, motyvacijg) bei fizinius veiksmus, atitinka geografiniu-kultiiriniu bei

socialiniu-ekonominiu pozitriais artimy Saliy besivystanCioms draudimo rinkoms
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budingg draudimo paslaugy draudéjy elgsenos modelj. Gyventojai draudimo paslaugas
vartoja atsizvelgdami j savo specifinius poreikius, pageidavimus ir lukescius, skirtinga
asmening patirt], galimybes ir visa tai, kg salygoja iSorin¢ ekonominé, socialiné ir
kultiiriné aplinka. Lietuvoje draudimas, jo paslaugos neturi giliy tradicijy, perduodamy i§
kartos ] kartg; draudimo paslaugy vartojimas néra siejamas su gyvenimo kokybe bei néra
savaime suprantamas ir biitinas asmens, kaip prekiy ir paslaugy vartotojo, gyvenimo
poreikis ar biitinybe; sprendimg jsigyti draudimo paslaugas jautriai veikia piniginiai ir

finansinio pasitikéjimo dalykai.

Tyrimo sunkumai ir apribojimai

O ISsamiam draudéjy elgsenos tyrimui atlikti reikalingos jvairiapusés
tarpdalykinés Zinios: vartotojo sprendimy priémimo procesas sujungia mikro ir makro
ekonomikos, teisés, matematikos, statistikos, psichologijos, sociologijos, istorijos,
religijos ir kity moksly elementus, galin¢ius tam tikru biidu salygoti draudéjy elgsenos
tyrimy atlikimg kitais aspektais, o tai leisty pateikti specifing tyrimy struktiirg, eiga,
turinj ir rezultatus. Kadangi autoré¢ yra vadybos ir verslo administravimo specialiste,
disertacijos tyrimas, jo rezultatai ir rezultaty analizé¢ atspindi vadybos ir verslo
administravimo bei specifiSkai draudimo vadybos bei rizikos valdymo mokslo sriciy
aspektus.

0 Lietuvos bankas (anks€¢iau — LR draudimo prieziiiros komisija) nekaupia
duomeny apie draudimo paslaugy vartotojus (pvz., kiek draudimo sutar¢iy sudaro
fiziniai ir juridiniai asmenys, kokios yra draudéjy grupés, kokia yra atitinkamos vartotojy
grupés surinkty draudimo jmoky dalis ir pan.). Salies draudimo veiklos prieZiiiros
Institucija taip pat nejpareigoja draudimo jmoniy viesai skelbti duomenis, apibuidinancius
draudimo paslaugy vartotojus ir jy elgseng. Draudimo paslaugy vartotojus, jy elgseng
vairiapusiSkai apibiidinancios skaitinés bei reikSminés charakteristikos (pasirenkami
draudimo paslaugy produktai, draudimo laikotarpis, draudimo jmoky ir sumy dydziai,
informacija apie draudimo sutarties pratesimg, apdraustus Seimos narius, turtg ir kt.) — tai
konfidenciali, atskiry draudimo verslo subjekty kaupiama ir jmonés viduje galima
analizuoti informacija, kuri, siekiant sékmingesnio konkuravimo draudimo paslaugy
rinkoje, paprastai néra nei skleidZiama, nei prieinama paSaliniams asmenims (tarp jy ir

mokslo atstovams). Draudimo jmoniy viduje kaupiamg informacijg apie draudéjus tam
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tikru mastu galima atskleisti atliekant konkurenty tyrimus. Tuo tarpu draudimo
prieziliros institucijos pateikia informacijg apie pasiraSytas draudimo jmokas ir apie
sudarytas draudimo sutartis Salies mastu bei tik pagal draudimo grupes, nurodytas

atitinkamy Saliy draudimo teisés aktuose ir jstatymuose.

Pastabos apie disertacijoje vartojamas sqvokas

e Draudeéjo ir draudimo paslaugy vartotojo sqvokos. Atsizvelgiant i LR Draudimo
jstatyme, priimtame 2003 m. rugs¢jo meén. 18 d., apibréztag draudéjo savoka, kuria
draudéju laikomas asmuo, kuris arba kreipési j draudikg dél draudimo sutarties
sudarymo, arba kuriam draudikas pasiiilé sudaryti draudimo sutartj, arba kuris sudare
draudimo sutart] su draudiku, Sioje disertacijoje tiek esami, tiek potencialiis draudimo
paslaugy vartotojai vadinami draudéjais, o jy elgsena — draudéjy elgsena. Taigi sgvokos
,draudimo paslaugy vartotojas® ir ,,draudéjas®, taip pat ,,draudimo paslaugy vartotojy
elgsena® ir ,,draudéjy elgsena“ vartojamos kaip sinonimai.

e Draudimo paslaugos ir draudimo paslaugy produkto sgvokos. Pagal LR
draudimo jstatymg gyvybés ar ne gyvybés draudimo Sakai priskiriamos draudimo grupés
Siame darbe laikomos draudimo paslaugomis. Sgvoka ,,draudimo paslaugy produktas‘
parodo konkreCios draudimo jmonés siilomg draudimo paslauga, kurios salygas

apibrézia specialios draudimo taisykleés.

ISVADOS IR PASIULYMAI

ISvados

1. Atliekant teoring draudimo paslaugy vartotojy elgsenos konceptualiy elementy
paieSky analize, iSaiSkintos draudéjy elgsenos koncepcija sudaranios pirminés
koncepcijos. Jy turinio analizé ir integravimas leido atskleisti procesinj draudéjy
elgsenos koncepcijos pagrindg, kurio formavimas pagrjstas perimant esminj procesinj,
vartotojy elgsenos modelius vienijant] pozilirj i vartotojy sprendimo jsigyti tam tikra
draudimo paslaugg priémima bei integruojant draudimo paslaugos, kaip vartojamojo
objekto, ir jo prigimties specifiSkumg. Tai iSrySkina ypatinga mentalinio draudimo
paslaugos jsigijimo svarstymo ir, jg isigijus, toliau besitgsian¢io draudimo sprendimo

persvarstymo svarbg.
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2. Konceptualus draudejy elgsenos atskleidimas leido jzvelgti, jog: a)| draudéjy
elgsenos specifika lemia egzistuojantys netikrumo, rizikos ir tikimybinio pobiidzio
elementai dél draudiminio jvykio (ne)pasireiSkimo, biitent neaiSkumas dél draudimo
paslaugos ,,rezultato®; b) draudimo paslaugy esmés, turinio ir naudos suvokimas dél
Sioms paslaugoms biidingy charakteristiky — maZzo apciuopiamumo, didelio sudétingumo
ir sunkaus suprantamumo — reikalauja santykinai dideliy vartotojy protiniy pastangy ir
iSbandyma, nes draudimo paslaugos jsigijimas — tai informacija ir jos vertinimu pagristo
sprendimo priémimas.

3. Atlikus teoring draudéjy elgsenos veiksnius nagrinéjanciy literatiiros Saltiniy
analize, iSaiSkéjo esminis, visaapimantis iSorinis draudéjy elgseng lemiantis veiksnys —
kultira. Akcentuotina tai, kad draudimo kaip produkto vertinimg visuomen¢je lemia
istoriSkai dominuojancios vertybés, kuriy galios stiprumas gali apriboti draudimo
paslaugy vartojimo mastus. Lietuvos atvejo tyrimas jrodo draudimo, kaip saugumo
vertybés, pamaty Salyje egzistavimo trikumo ir santykinai mazo, palyginti su
i§sivysciusiomis rinkomis, draudimo paslaugy vartojimo masto sgsajas.

4. Atlikus mokslinés literatiiros analize, parengtas teorinis draudimo paslaugy
vartotojy elgsenos modelis, atspindintis iSpléstinj vartotojy draudimo paslaugos jsigijimo
sprendimo priémimo procesg. Modelyje nuosekliai ] sistemingg visumag sujungti Sie
draudimo sprendimo priémimo proceso sudétiniai elementai: stimulas, poreikis, polinkis,
sprendimas, vartojimas ir patirtis. Kertinius modelio elementus sudaro vartotojy
sprendimas jsigyti draudimo paslaugg(-as) bei prieS ji besiformuojantys vartotojy
ketinimai (polinkis) §iy paslaugy jsigijimo atzvilgiu. Modelio sudétinéms dalims pagristi
18kelti ir jvertinti tyrimo teiginiai.

5. Ekspertinis tyrimas atskleideé, kad Lietuvos draudimo paslaugy vartotojy
ketinimg (polinkj) 1sigyti draudimo paslaugg(-as) lygiomis dalimis formuoja jy intelekto
(apimancio vartotojo iSsilavinima, Zinias ir sugeb¢jimus) bei pajamy derinys. Santykinai
Zzemas vartotojo intelekto lygis nesukelia draudimo paslaugy poreikio, o santykinai
mazos pajamos neleidzia jgyvendinti poreikio draustis. Santykinai aukStas vartotojo
intelekto lygis, nesant pakankamai pajamy, kaip ir pakankamy pajamy disponavimas
vartotojams, nepasizymintiems dideliu intelekto lygiu, nesuformuoja polinkio jsigyti

draudimo paslaugas.
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6. Eksperty nuomoniy vertinimo tyrimas patvirtino, kad susiformavus vartotojy
polinkiui jsigyti draudimo paslauga(-as), draudimo paslaugy kainos ir kokybés jtaka
galutiniam sprendimo priémimui néra lygiaverté — vartotojai didesn¢ santykine svarba
teikia draudimo paslaugos produkto kainos veiksniui. Susisteminus eksperty nuomones,
18skirti pagrindiniai veiksniai, salygojantys draudimo paslaugy kainos ir kokybés
santykio pasiskirstyma, vartotojams priimant galutinj sprendimg dél draudimo paslaugy
isigijimo: draudimo forma, draudimo produktas (arba draudimo objektas), draudimo
sutarties laikotarpis ir asmens teisinis statusas.

7. Remiantis eksperty vertinimais nustatyta, kad savanoris§kojo draudimo paslaugy
Isigijimo sprendimas yra ilgy vidiniy vartotojo svarstymy, konsultacijy, draudimo
paslaugos teikéjo vertinimy rezultatas Siek tiek daugiau nei tre¢daliui visy Lietuvos
gyventojy. Ekspertinio tyrimo metu iSrySkejo, jog gyvybés draudimo paslaugy isigijimo
sprendimo priémimas yra sudétingesnis santykinai didesnei vartotojy visumos daliai nei
sprendimo priémimas jsigyti ne gyvybeés draudimo paslaugg.

8. Ekspertinis tyrimas patvirtino tai, jog draudimo paslaugy nevartojimas susijes su
vartotojy tikéjimu nelaimingo jvykio atveju gauti finansing (ar jai adekvacia) pagalbg 1§
Seimos bei 1§ valstybiniy ir ne pelno siekianciy institucijy ir fondy, taciau paneige tai,
kad draudimo paslaugy nevartojimo priezastis galéty biiti vartotojy tikéjimas nelaimingo
1vykio atveju gauti pagalbg 1§ draugy, pazistamy, bendradarbiy, kaimyny bei verslo
jmoniy. Eksperty pateikti vertinimai leido atskleisti ir susisteminti draudimo paslaugy
nevartojimo Lietuvoje priezastis: ribotos vartotojy pajamos ir mokéjimo galia; perdétas
tikéjimas valstybiniy institucijy pagalba juos iStikusio nelaimingo jvykio atveju; naivus
tik¢jimas, jog nejvyks nepageidaujamy jvykiy; draudimo poreikio ir naudos
nesuvokimas bei netikéjimas draudimu; nepasitikéjimas finansy sistema ir jmonémis; jau
igytos draudiminés patirties metu vartotojy jzvelgti tam tikri, jy suvokimu, neigiami
aspektai.

9. Ekspertinio tyrimo rezultaty analizé rodo, jog jsigydami draudimo paslaugas, be
nuostolio atlyginimo, ketinimy gauti papildomos naudos turi apie penktadalis Lietuvos
vartotojy. Tyrimo rezultatai paneigé¢ disertacijos autorés suformuluotyg teiginj apie
nesaziningy vartotojy dauguma. Sie vartotojai sukéiauja sudarydami gyvybés arba
transporto draudimo sutartis. Vartotojy noras sukciauti siejamas su jy nepakankamu

1$Ssilavinimu.
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10. Eksperty vertinimy analizé rodo, jog testin] Lietuvos vartotojy draudimasi ta
pacia draudimo riiSimi lemia tai, ar jie patyré draudiminj jvykj, ar ne ir ar patyrusieji
draudiminj jvykj gavo draudimo kompensacija, ar ne. Pasibaigus draudimo sutarties
galiojimui, draud¢jai linke persvarstyti tolesnio draudimo paslaugy vartojimo
reikalingumg. Draudimo sutartis atnaujina labiau iSpruse¢, suvokiantys draudimo nauda,
patenkinti draudimo iSmoka (kurig jie yra gave) vartotojai bei tie, kuriems negresia
pajamy sumaz¢jimas. Patyrusieji draudiminj jvyki dél draudimo jmokos dydzio
padidéjimo (toliau draudZiantis toje pacioje draudimo jmonéje) paprastai linke ieSkotis
kitos draudimo jmongs. Draudimo iSmokos negavimas taip pat vercia Lietuvos
gyventojus ,,migruoti“ ] kitas draudimo jmones arba i§ viso nustoti toliau draustis.

11. Vartotojy nuomonés tyrimas atskleid¢, kad vartotojai gerai suvokia saugumo
laipsnio ir investicijy 1 draudimo paslaugas masto sgsajas. Vartotojy saugumo taisykliy
laikymasis, mgstymas apie gresiancias rizikas bei sgmoningas rizikos vengimas vertintini
kaip potencialaus draudéjo bruozai, tai kartu su kity asmeny draudiminés patirties
pazinimu, konsultacijomis su finansy ar draudimo specialistais bei kitais buidais gautos
informacijos analize virsta draudimo paslaugy isigijimo motyvacijos visumg
formuojanciais pamatais.

12. Empirinio tyrimo duomeny analiz¢ leidZia daryti prielaida, jog Lietuvoje
vartotojai labiau naudojasi ne draudimo paslaugomis, o jy alternatyvomis, susijusiomis
su pinigy taupymu, kaupimu ir investavimu kitais nei draudimo biidais. Vartotojai prie
artimiausiy draudimo alternatyvy priskiria pinigy taupyma banke bei piniginiy léSy
investavimg ] kilnojamgj; ir nekilnojamgjj turta. Prie pastaryjy draudimo ekspertai
papildomai prideda vartotojy grynyjy pinigy atsargos kaupimg namuose bei investavima
1 finansinius instrumentus ir meno vertybes. UZuot rinkesi ne gyvybés draudimo
paslaugas vartotojai renkasi piniginiy léSy investavimg ] turto saugumo priemoniy ir
sistemy jrengimg. Tyrimas atskleidé¢, jog Lietuvoje kaip draudimo alternatyva vartotojy
toleruotinas naivus, racionalumo stokojantis (j)tik€¢jimas ,,optimistiniais* prietarais ar
tuo, kad nelaimiy nejvyks.

13. Atliekant empirinj tyrimg, faktorinés analizés biidu identifikuoti penki faktoriai,
formuojantys Lietuvos gyventojy draudimo paslaugy jsigijimo sprendimo priémimga.
Daugialypés regresinés ir kelio analizés buidu nustatyta, kad didZiausig jtaka Lietuvos

vartotojy sprendimui jsigyti draudimo paslaugg turi draudimo paslaugy teikéjo
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kompetencija (0,413, kur 0,379 pasireiskia tiesiogiai) ir draudimo paslaugos ir jos
teikimo salygy priimtinumas (0,248, kur 0,192 pasireiSkia tiesiogiai). Prie maZesng
svarbg draudimo sprendimo priémimui turiniy identifikuotyjy faktoriy priskirti
draudimui mokamy jmoky sumos sumazinimo galimybeé (0,156, pasireiskia tik tiesiogiai)
ir vartotojy poziiiris | draudimg pinigine prasme (0,117, pasireiSkia tik netiesiogiai, per
vartotojy ketinimus). Vartotojy (savo ir kity) draudimo patirties pozityvumo jtaka
sprendimo priémimui yra silpna (0,033, pasireiskia tik per vartotojy ketinimus jsigyti
paslauga).

14. Empirinis tyrimas jrod¢, kad priimant draudimo paslaugos jsigijimo sprendimg
tam tikroms pagal demografines ar socioekonomines charakteristikas suskirstytoms
vartotojy grupéms biidingas iSpléstinis (daugiafaktorinis), keliaetapis draudimo salygy ir
galimybiy apsvarstymas bei vertinimas: tarp jy jeina moterys, asmenys iki 40 mety
amziaus, nedideles (iki 800 Lt/mén.) pajamas gaunantieji, vidurinj iSsilaving turintieji,
gyvenantieji 5 ir daugiau asmeny Seimose, vieniSi, vieni gyvenantys asmenys bei tie,
kuriy Seimose ar namy tkiuose néra vaiky. Nustatyta, kad sprendimg jsigyti draudimo
paslauga, iSskirtinai vertindami paslauga per piniging prizmg, priima brandaus amziaus
(nuo 41 mety) asmenys bei Kauno gyventojai. Draudimo paslaugy teikéjo kompetencija
— svarbiausias veiksnys priimant draudimo sprendimg 1840 mety amzaius asmenims,
moterims, susituokusiems ir kartu gyvenantiems asmenims, bent 1 vaikg turintiems
asmenims, dviejy ir daugiau asmeny Seimoms, magistro ir daktaro iSsilavinimag
igijusiems bei didesnes nei 800 Lt/mén. pajamas gaunantiems asmenims.

Pasiilymai

1. Draudimo paslaugy produkto bendraja prasme sudétingumas, vertinant i$
vartotojy pozicijos, yra santykinai auk$tas, o jo suvokimas — santykinai Zemas. Tai
formuoja nuomong, jog yra reikalinga vartotojy suvokimo lygmenj galinti padidinti
draudimo paslaugy teikéjy formuojama jy teikiamy paslaugy rinkodaros strategija. | Sig
strategija turéty biiti jtraukti: a) tam tikros vartotojams siun¢iamos zinutés, leidziancios
jilems priimti informacija pagristus draudimo sprendimus, perdavimas, atliekamas
kompetentingu budu, bei b) vartotojy psichologinio diskomforto, kurj sukelia draudimo
paslaugos neapCiuopiamumas, suSvelninimas ar, jeigu Jjmanoma, paSalinimas,

pasitelkiant tai, kas gali biiti tiek fiziSkai, tiek psichologiSkai apCiuopiama ir juntama.
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2. Kadangi draudimo paslaugy esmés, turinio ir naudos suvokimui reikalinga
pakankamai aukSta vartotojy kompetencija, draudimo paslaugy teikéjai, uzmegzdami ir
plétodami santykius su vartotojais, turéty jvertinti atskiry vartotojy ziniy bei iSprusimo
draudimo srityje lygmen;j ir atitinkamai plétoti santykius pasirinkdami optimalig savo,
kaip draudimo paslaugos teikimo dalyvio, pozicija: keisti vyravimo (jsitraukimo,
komunikavimo, konsultavimo) laipsnj prisitaikant prie vartotojo kompetencijos lygmens.

3. Antrojo tyrimo teiginio tikrinimas, be draudimo paslaugos kainos ir kokybés
veiksniy, formuojanciy vartotojy galutinj draudimo sprendimo priémima, leido jzvelgti
treciojo veiksnio egzistavimg — draudimo paslaugos teikéjo sugebéjimg parduoti. Tai
leidzia formuluoti naujg teiginj (ar hipotezg¢) ateities tyrimams: esant vartotojy polinkiui
jsigyti draudimo paslaugg(-as), lemiamg jtakg galutiniam sprendimo priémimui turi
draudimo paslaugy kaina, draudimo paslaugy kokybé ir draudimo paslaugy teikéjo
sugebéjimas parduoti. Tikrinant §] teiginj, reikéty apibrézti kiekvieno 1§ Siy veiksniy
santykinj jtakos svorj, kuris, atsizvelgiant | jau patikrinto antrojo tyrimo teiginio
tikrinimo rezultatus, biity: a) atitinkamai 40, 30 ir 30 proc., jeigu norima jrodyti, kad,
i8skyrus santykine kainos persvarg, visy veiksniy jtaka yra apytiksliai vienoda, arba b)
atitinkamai 30, 20 ir 50 proc., jeigu naujai jvestam veiksniui suteikiama pusé visuminio
svorio, o likusioji dalis padalinama kainos ir kokybés jtakos veiksniy svoriams, kur
kainos veiksniui suteikiama didesné svarba.

4. Empirinio tyrimo duomeny analizé rodo, kad vartotojai apie draudima, kaip
rizikos valdymo buda, pradeda mastyti tik tuomet, kai yra uZtikrintas vidutinis jy
pragyvenimo lygis, uZztikrinti Seimos poreikiai bei gaunamos stabilios pajamos. Taciau
vien $iy salygy tenkinimas savaime nereiSkia, kad vartotojai i§ karto imasi draudimo
paslaugy isigijimo veiksmy. Draudimo paslaugos paprastai yra ne perkamos, o
parduodamos, tod¢l draudimo paslaugy teikéjams reikia aktyvinti vartotojus bei
nicijuoti jy sprendima jsigyti Sias paslaugas.

5. Eksperty nuomoniy analiz¢ atskleidé, jog Lietuvos vartotojai nesugeba jvertinti
rizikos: jie nejvertina rizikos dydzio ir nuostoliy masto. Kaupiamyjy draudimo rasiy
atvejais jie pervertina savo lukescius tikédamiesi itin didelio, prasilenkiancio su realybe
atpildo. Visa tai rodo, kad vartotojus reikia tiek mokyti jvertinti savo ir Seimos rizikas,

identifikuoti grésmes, aiskinti nauda, tiek formuoti teisingg suvokimg apie kaupiamojo
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draudimo iSmokos, kaip paslaugos rezultato pinigine prasme, ne tik zemagsias, bet ir
aukstasias ,,lubas®.

6. Kadangi draudimo paslaugy nevartojimas Lietuvoje, be finansiniy priezasciy,
labai stipriai susijes su naiviu tikéjimu, jog nieko blogo neatsitiks, o jei ir atsitiks,
pagelbés valstybé, o draudimo paslaugos visuomenéje yra pakankamai ignoruojamos,
netikima jy nauda, disertacijos autoré mano, kad biitent dabar, belaukiant gyventojy
perkamosios galios pakilimo, ypa¢ svarbu stiprinti vartotojy Svietimg apie draudimo
nauda, eliminuojant Lietuvos gyventojy samonéje vis dar egzistuojant] sengj] mentalitetg
draudimo atzvilgiu.

Lietuvoje SvietejiSka veikla draudimo klausimais vykdo draudimo jmoniy
asociacijos, taciau, disertacijos autorés nuomone, $i veikla bent jau informacijos sklaidos
pozitriu 1§ Lietuvos vartotojy pozicijy yra mazai pastebima. Vartotojy pritraukimu
kiekvienas draudimo paslaugy teikéjas riipinasi pats, dazniausiai pasitelkiamos
populiariosios reklamos priemonés ir jos pateikimo biidai. Vertinant situacija,
pasigendama aktyvios neutralios, neSaliSkos SvietéjiSkos veiklos draudimo naudos
klausimais. Draudimo paslaugy teikéjai tam tikra prasme atliecka edukacing funkcija,
taciau jie yra pelno siekiancios jmonés ir dé¢l to vartotojai ne visuomet linke tikéti jy
teiginiais.

Disertacijos autorés nuomone, draudimo SvietéjiSka veikla turéty riipintis draudimo
priezitiros funkcijas Salyje vykdanti institucija — Lietuvos bankas, o vartotojy Svietimui
reikalingos 1éSos galéty biiti periodiSkai surenkamos i§ Lietuvos draudimo paslaugy
rinkoje veikian¢iy jmoniy. Vartotojy Svietimo veiklai galéty biti skiriama, pvz., tam
tikra metinés draudimo paslaugy teikéjy surinkty draudimo jmoky sumos procentiné
dalis (apie 0,1-0,15 proc.). Kol kas Lietuvos draudimo paslaugy teikéjai tam tikrg
pasirasSyty draudimo jmoky dalj skiria bendram priezitiros institucijos iSlaikymui (2011
m. LR Draudimo prieZiiiros komisijai iSlaikyti Lietuvos draudimo jmonés ir uZsienio
draudimo jmoniy filialai LR tur¢jo skirti 0,3454 proc., o kity ES wvalstybiy nariy
draudimo jmoniy filialai LR — 0,1727 proc. pasirasSyty draudimo jmoky).

7. Lietuvos draudikai yra pakankamai aktyviis rinkoje, tac¢iau draudimosi kultiiros
formavimo Salyje pozilriu néra veiksmingi. Tikslinis valstybés mastu vykdomas
vartotojy finansinio raStingumo bei finansinio iSprusimo didinimo priemoniy veiksmy

plano numatymas, formavimas ir jdiegimas, kontroliuojamas Salies draudimo prieziiirg
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vykdancio Lietuvos banko bei finansuojamas draudimo paslaugy teikéjy, turéty
teigiamai veikti privataus draudimo paslaugy vartojimo suaktyvinimg ir draudimo(si)
skatinimg, leisdamas patiems vartotojams suvokti bei (i)vertinti gresiancias rizikas bei
,susidélioti* savo preferencijas jvairiy turimy draudimo objekty atzvilgiu.

Tolesniy tyrimy kryptys

e Tyrimo metodologinés procediiros atlikimas patobulinus faktorinei analizei
naudoty teiginiy, ypac nejtraukty i i§skirtuosius faktorius, formuluotes.

e Tyrimo metodologijos taikymas kity Saliy draudéjy elgsenai vertinti bei
rezultaty lyginamoji analizé su Lietuvos draudéjy elgsena.

e Tyrimo metodologijos taikymas Lietuvos draudéjy elgsenos skirtingais laiko
momentais analizei bei poky¢io vertinimui atlikti.

e ISskirtinai vartotojy pakartotinio draudimo paslaugy jsigijimo sprendimo
priémimo proceso vertinimas, tikétina, lemsiantis naujy faktoriy rinkinio susidaryma.

e Juridiniy asmeny, priklausomai nuo vykdomos veiklos krypties, vartotojy
grupés draudimo sprendimy priémimo ir elgsenos, vartojant draudimo paslaugas,

ypatumy vertinimas.
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2. Mokslin¢ stazuoté Olborgo universitete, Danijoje, 2010 m. gruodZio mén. 23 d. —
2011 m. vasario meén. 15 d.

3. ,Ziniy vadybos“ vasaros mokykla Sietlo universiteto Aukstojoje vadybos
mokykloje Trencine, Slovakijoje, 2010 m. birzelio mén. 20 d. — 2010 m. liepos
meén. 3 d.

4.  Mokslin¢ stazuoté Olborgo universitete, Danijoje, 2009 m. gruodzio mén. 15 d. —
2010 m. vasario mén. 15 d.

Moksliniai apdovanojimai:

2012 m. Aurelija Ulbinaité gavo apdovanojimg Vilniaus universiteto Ekonomikos

fakulteto doktoranty, asistenty ir lektoriy grupéje uz 2011 m. mokslinius pasiekimus.
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