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Abstract
This study investigates the determinants of customer purchase intention for health insurance in the context of Hong Kong. Focusing on perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, and subjective norm, the research employs a quantitative approach to assess their impact on individuals' intentions to invest in health insurance coverage. The findings reveal robust and positive correlations between all the examined factors and purchase intention. Specifically, insurance literacy and subjective norm plays the most influencing factors in affecting customer purchase intention. 

This study delved into Customer Purchase Intention of Health Insurance in Hong Kong, scrutinizing perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, and subjective norm. The literature review established their significance, while the research methodology employed rigorous quantitative analysis. Data analysis revealed robust correlations, affirming their influential roles. The study concludes that targeted initiatives to enhance these factors are imperative. Recommendations include tailored marketing, educational campaigns, and collaborative efforts. This holistic approach will elevate accessibility and utilization of health insurance, benefitting both individuals and the broader healthcare system in Hong Kong.

Keywords: Health Insurance, Perceived usefulness, Customer Attitude, Perceived behavioral control, Insurance literacy, Subjective norm. 
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[bookmark: _Toc149845894]Chapter 1: Introduction 
This study delves into the factors influencing customer purchase intention for health insurance in Hong Kong. Focusing on five key constructs - Perceived Usefulness, Consumer Attitude, Perceived Behavioral Control, Insurance Literacy, and Subjective Norm – it aims to understand the intricate dynamics guiding this decision-making process. Perceived Usefulness evaluates the perceived benefits, while Consumer Attitude encapsulates sentiments towards health insurance. Perceived Behavioral Control gauges the ease of the decision, while Insurance Literacy considers the level of understanding. Additionally, Subjective Norm explores societal and peer influences. This investigation offers critical insights for policymakers and insurance providers in Hong Kong's distinctive healthcare landscape.

[bookmark: _Toc149845895]1.1 Research background 
In recent years, the healthcare landscape has witnessed significant changes and challenges, leading to an increased emphasis on the importance of health insurance (InterNations, 2023). Rising healthcare costs, changing demographics, and evolving healthcare needs have prompted individuals and families to seek financial protection through health insurance policies. As a result, the demand for health insurance has been steadily growing.

The choice to acquire health insurance is influenced by various factors. In 2022, Hong Kong's insurance literacy rate was reported at 52% by Swiss Re Institute (Hong Kong Business, 2022). The 2022 Report on Insurance Literacy Tracking Survey (ILTS) in Hong Kong, conducted by the Insurance Authority (IA), revealed that a substantial portion of the population possesses only a moderate level of insurance literacy (Insurance Authority, 2022). The survey findings highlighted that inadequate insurance behaviors among residents have a negative impact on the city's insurance literacy rate.

Global healthcare expenses are steadily rising, creating a heavier financial load for individuals in the years ahead. A survey by multinational insurance advisor firm Willis Towers Watson reveals that worldwide healthcare benefit costs are projected to reach their highest point in almost 15 years. This escalation can be attributed to factors like mounting inflation, heightened healthcare utilization, and persistent economic instability (WTW, 2022).

The 2023 Global Medical Trends Survey affirms this pattern, revealing that the healthcare benefit cost trend rose from 8.2% in 2021 to an unexpectedly high 8.8% in 2022. Alarmingly, projections indicate a continued rise, reaching a persistent global average of 10% in 2023. Notably, the Asia Pacific region experiences an even sharper increase, surging from 6.9% to 10.2% (Aon, 2023).

The choice to buy health insurance is shaped by psychological and social elements (Brahmana, Brahmana & Memarista, 2018). Grasping these aspects is vital for insurance companies to create successful marketing approaches and improve customer recruitment and loyalty. Earlier studies have investigated multiple factors influencing purchase intent, such as perceived utility, consumer sentiment, perceived control, insurance knowledge, and social influence.

Perceived usefulness refers to individuals' confidence in health insurance's capacity to effectively meet their healthcare needs and provide financial security (Kripesh, Prabhu & Sriram, 2020). Consumer attitude encompasses individuals' overall evaluation and emotional responses towards health insurance (Hartmann & Apaolaza-Ibáñez, 2012). Perceived behavioral control pertains to an individual's perception of the ease or difficulty in carrying out a specific behavior (Shin & Hancer, 2016). Insurance literacy refers to individuals' knowledge and understanding of health insurance terms, coverage, and benefits (Sury et al. 2018). It plays a vital role in decision-making and can affect customers' perception of the value and benefits of health insurance. Finally, subjective norm refers to the influence of social norms, opinions, and recommendations from family, friends, or healthcare professionals on individuals' purchase intention.

Prior research has examined these elements in isolation. However, there is a necessity for a comprehensive study that delves into the combined influence of perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, and subjective norm on individuals' intent to buy health insurance. Grasping the intricate interactions of these factors offers valuable insights for insurance firms to refine their marketing approaches and draw in a larger customer base (Ramamoorthy & Kumar, 2018).

Therefore, this study aims to bridge this gap by examining the interplay of these factors and their impact on customers' purchase intention. The findings will provide insurance companies with valuable insights to develop effective marketing strategies, improve customer satisfaction, and meet the evolving needs of customers in the medical insurance industry.

[bookmark: _Toc149845896]1.2 Research motivation 
The research motivation for this study stems from the importance of understanding the factors that influence customers' purchase intention of health insurance. The motivation can be driven by several reasons:

Consumer Decision-Making: Choosing health insurance is a substantial financial and healthcare commitment (Hsieh et al., 2019). Modern consumers are discerning and seek expert guidance, as well as personalized products (Swiss Re Institute, 2023). Grasping the elements that sway customers' purchase intent offers crucial insights into their decision-making process, enabling insurance companies to formulate potent marketing approaches (Barnes & Hanoch, 2017).

Increasing Demand for Health Insurance: The demand for health insurance has been rising due to increasing healthcare costs, changing demographics, and evolving healthcare needs (Guo, 2017). The demand for healthcare in Asia is on a swift rise, fueled by the intersection of three key trends: the growth of the middle class and aging populations, widespread accessibility to healthcare, and advancements in medical innovation that enhance survivability while also raising the cost of care (Boston Consulting Group, 2023). Exploring the factors that drive customers' purchase intention can assist insurance companies in meeting the growing demand and tailoring their offerings to customers' needs.

Competitive Insurance Market: The insurance industry is highly competitive, with numerous companies offering medical insurance policies. In the emerging Asia Pacific region, the overall penetration of health insurance remains low (Kneysler et al. 2019). Insurers in Asia recognize the rising awareness as a substantial growth prospect and are proactively expanding their presence in this sector (KPMG, 2022). Identifying the factors that influence customers' purchase intention can give insurance companies a competitive edge by enabling them to differentiate their products and services based on customer preferences and expectations.

Enhancing Customer Satisfaction and Retention: Recognizing the elements influencing purchase intention can empower insurance companies to elevate customer satisfaction and retention levels (Wong, Tong & Wong, 2014). Policymakers and decision-makers must grasp the potential factors that impact customer contentment to successfully implement health insurance schemes (Mohammed, Sambo & Dong, 2011). Through the implementation of effective marketing strategies that cater to customer preferences, insurance companies can elevate the overall customer experience, fostering enduring relationships.

Policyholder Education: A pivotal factor in customers' decision-making process is their level of insurance literacy. Research on health literacy reveals that individual with lower health literacy face challenges in discerning the usefulness of health-related information (Holst et al., 2023). By examining how insurance literacy affects purchase intention, this study underscores the significance of providing customers with education on health insurance, policy terms, and coverage specifics. This initiative ultimately encourages more informed decision-making.

Overall, the research motivation lies in the potential to contribute to the knowledge and understanding of customers' purchase intention of health insurance. The findings can guide insurance companies in developing customer-centric marketing strategies, improving customer satisfaction, and meeting the evolving needs of customers in the highly competitive insurance market.

[bookmark: _Toc149845897]1.3 Research questions
1. How does perceived usefulness influence customers' purchase intention of health insurance?
2. What is the relationship between consumer attitude and customers' purchase intention of health insurance?
3. How does perceived behavioral control impact customers' purchase intention of health insurance?
4. To what extent does insurance literacy affect customers' purchase intention of health insurance?
5. What is the influence of subjective norm on customers' purchase intention of health insurance?
6. What are the key factors that have the strongest impact on customers' purchase intention of health insurance?

[bookmark: _Toc149845898]1.4 Research aim and objectives 
The aim of this research is to examine the factors that influence customers' purchase intention of health insurance. Specifically, the study focuses on investigating the role of perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, and subjective norm of the insurance company in shaping customers' intentions to purchase health insurance.

By analyzing these factors, the research aims to provide a comprehensive understanding of their individual and combined impact on customers' purchase intention. The study seeks to uncover the relationships and interactions between these factors and how they collectively influence customers' decision-making processes regarding health insurance.

The outcomes of this study offer valuable insights into the primary factors influencing customers' intent to purchase health insurance, adding to the current knowledge base. Additionally, the research endeavors to offer actionable recommendations for insurance companies, empowering them to craft tailored marketing approaches and bolster customer acquisition and retention in the fiercely competitive health insurance market (Jatav, 2017).

Overall, the research aims to provide valuable insights that can assist insurance companies in better understanding customer preferences and effectively catering to their needs, ultimately improving their overall market performance and customer satisfaction.

[bookmark: _Toc149845899]1.5 Research process 
The research will employ a comprehensive and structured approach to investigate the factors influencing customers' purchase intention of health insurance. The process will involve several key steps, including research design, data collection, sample selection, measurement instrument development, data analysis techniques, results and discussion, and implications and recommendations (Figure 1). 

In the research design phase, careful consideration will be given to determine the target population and the appropriate sample size. The target population will consist of potential health insurance customers, and the sample will be selected using random sampling techniques to ensure representativeness. The research design will be developed to capture diverse participants, reflecting the demographics of the customer base for health insurance.

Data collection will be conducted through structured questionnaires designed to measure the variables of interest (Pattern, 2016). The questionnaire will include items related to perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, subjective norm, and purchase intention of health insurance. To ensure the reliability and validity of the questionnaire, it will undergo pilot test with a small group of participants.

Sample selection will be carried out systematically, employing appropriate sampling techniques such as stratified sampling or simple random sampling. The sample size will be determined based on statistical considerations to ensure adequate representation and statistical power in the analysis (Krejcie & Morgan,1970).

The measurement instrument will utilize validated scales to assess the variables of interest. The items in the questionnaire will be carefully designed to capture participants' perceptions, attitudes, trust levels, insurance knowledge, subjective norms, and intentions related to health insurance purchase. This will ensure that the data collected accurately reflects the constructs under investigation.

Data analysis techniques will be employed to analyze the collected data. Descriptive statistics, such as means, frequencies, and standard deviations, will be used to summarize the data and provide an overview of participants' responses (Kaur, Stoltzfus & Yellapu, 2018). Correlation analysis will be conducted to examine the relationships between the variables. Multiple regression analysis will be applied to determine the impact of perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, and subjective norm on purchase intention, while controlling for potential confounding variables.

The results and discussion phase will involve the presentation and interpretation of the findings. The results will be analyzed to determine the significance and strength of the relationships between the variables. The discussion will involve comparing the findings with existing literature, identifying patterns and trends, and providing insights into the implications for insurance companies and the wider healthcare industry. The limitations of the study will also be acknowledged, and potential avenues for future research will be suggested.

The study will conclude with implications and recommendations for insurance companies. The findings will offer practical insights into enhancing customer purchase intention, improving marketing strategies, and addressing the factors that influence customers' decision-making in the health insurance market. The research will provide evidence-based recommendations for insurance providers to develop targeted strategies, improve customer acquisition and retention, and ultimately enhance their overall market performance.

By following this systematic research process, the study aims to contribute to the existing body of knowledge by providing valuable insights into the factors that influence customers' purchase intention of health insurance. The research findings will inform insurance companies in making informed decisions and developing effective strategies to attract and retain customers, thereby positively impacting the overall healthcare industry.

Figure 1: Research process 
[image: ]
Source: Constructed by author
[bookmark: _Toc149845900]1.6 Research direction 
The research will employ a quantitative methodology, employing questionnaires to collect data from both potential and current health insurance customers (Mehrad & Zangeneh, 2019). The gathered information will undergo analysis using suitable statistical methods, including regression analysis, correlation analysis, relativity tests, and descriptive statistics. This analysis aims to scrutinize the connections between the identified factors and their influence on customers' intent to make a purchase.

Furthermore, the study will seek to provide practical implications for insurance companies by identifying effective strategies to enhance customers' purchase intention. This may include recommendations on improving marketing efforts, communication strategies, or educational initiatives to increase insurance literacy and positively influence customers' decision-making (Kurtzman & Greene, 2016).

By pursuing this research direction, the study aims to contribute to the understanding of customer behavior and decision-making processes in the context of health insurance. The findings will be valuable for insurance companies in developing targeted marketing strategies, improving customer satisfaction, and effectively acquiring customers in the competitive health insurance market (Herzlinger, 2004).

[bookmark: _Toc149845901]1.7 Research Contribution 
This study offers valuable insights for diverse stakeholders in the health insurance sector (Aikins et al., 2021). Primarily, insurance firms can leverage these findings. Understanding the drivers of customer purchase intent allows them to customize marketing approaches, aligning with customer preferences (Jeanningros & McFall, 2020). These insights, outlined in Table 1, can guide improvements in product offerings, bolster customer contentment, and elevate retention rates.

Secondly, policymakers and regulators in the health insurance industry can benefit from this research (Karl, 2014). The study provides valuable insights into the factors that shape customers' purchase intention, which can inform the development of policies and regulations that promote transparency, trust, and consumer protection. Policymakers can use these findings to create an environment that encourages competition and innovation, while ensuring that customers have access to reliable and affordable health insurance options.

Thirdly, healthcare providers can also find value in the contributions of this research (Sieverding, Onyango & Suchman, 2018). Understanding the factors that influence customers' purchase intention can help healthcare providers align their services and offerings with the needs and expectations of insured patients. This can lead to improved coordination of care, better understanding of patients' insurance coverage, and enhanced communication between providers and patients.

Lastly, consumers stand to gain from the research outcomes. The study endeavors to reveal the elements shaping customers' intent to purchase, empowering individuals to make well-informed choices regarding health insurance plans (Abaluck et al., 2021). Recognizing the significance of factors like perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, and subjective norm allows consumers to assess their unique needs and preferences, facilitating the selection of health insurance plans that align with their specific requirements.

In summary, the research contributions have the potential to positively impact various stakeholders in the health insurance industry, including insurance companies, policymakers, healthcare providers, and consumers. The findings can inform decision-making, improve customer satisfaction, and contribute to the overall development of the health insurance sector.
[bookmark: _Toc149845902]

Chapter 2: Literature Review 
In the dynamic landscape of healthcare provision, understanding the determinants of customer purchase intention towards health insurance is paramount for both policy-makers and insurers. This literature review delves into the multifaceted factors influencing Customer Purchase Intention of Health Insurance, with a specific focus on the context of Hong Kong. The study examines key constructs including Perceived Usefulness, Consumer Attitude, Perceived Behavioral Control, Insurance Literacy, and Subjective Norm, aiming to unravel their interplay in shaping individuals' decision-making processes. By synthesizing existing research and empirical evidence, this review seeks to provide a comprehensive insight into the dynamics driving health insurance adoption in the unique socio-economic landscape of Hong Kong. 

[bookmark: _Toc149845903]2.1 Construct and measurement of Perceived usefulness
Dzulkipli et al. (2017) conducted a study that explored the concept of perceived usefulness, which refers to the extent to which individuals believe that enhancing a specific benefit will positively influence their inclination to buy health insurance. The research emphasized that people's confidence in the enhancement of a particular benefit plays a crucial role in influencing their attitude towards acquiring health insurance.

Perceived usefulness has a substantial consequence for online purchase intention which stated by Iqbal et al. (2018). The statement highlights the significance of perceived usefulness in relation to online purchase intention, specifically regarding mobile devices. It suggests a theoretical model that emphasizes the impact of perceived usefulness on purchase intention. This research provides valuable insights into the factors that influence consumer behavior and decision-making processes in the context of mobile device purchases. By focusing on perceived usefulness, the study offers a framework that can aid businesses in designing and marketing products that meet customer needs and expectations. Understanding the role of perceived usefulness can enhance online purchasing experiences and drive sales in the mobile device market.

An article examines that perceived usefulness defined as how far one believes the usage of the system will improve the performance (Nurhayati & Hidayat, 2018). This study, based on an analysis of 206 respondents in Indonesia, offers insights that can be considered relevant for the present study, even though the sample size may not be extensive.

Perceived usefulness influences someone’s behavioral intention and acceptance. This definition underscores the importance of perceived usefulness in influencing behavioral intention and acceptance, as stated by Singh and Sinha (2020). Their study confirmed the significance of perceived usefulness, making it a valuable reference in understanding the relationship between perceived usefulness and the intention to purchase health insurance.

Furthermore, Mamun et al.'s (2021) study in Malaysia reinforces the importance of perceived usefulness. It exerted a notable impact on the attitude towards the intention to buy health insurance. With a substantial sample size of 1,308 respondents, their research delved into the connection between perceived usefulness and purchase intention. The results unveiled a robust correlation between perceived usefulness and individuals' likelihood to invest in health insurance. This research serves as compelling evidence affirming the hypothesized link between perceived usefulness and customer purchase intention.

Table 1: Construct and measurement of Perceived usefulness
[image: ]
Source: Constructed by author

Based on the existing literature, it is reasonable to propose the following hypothesis:
Hypothesis 1: Perceived usefulness of health insurance will significantly impact customers' purchase intention (Table 1). 
[bookmark: _Toc149845904]2.2 Construct and measurement of Customer attitude
Customer attitudes are essentially assessments shaped by direct experiences and personal observations within the social environment (Guan, Yusuf & Ghani, 2020). This statement underscores the pivotal role of attitudes as evaluations forged through real-world encounters and individual perceptions in social settings. It affirms that the elements of the marketing mix, encompassing product, price, place, and promotion, exert substantial influence on customer attitudes, which in turn, impact purchase intentions. This study offers valuable insights into the determinants of consumer attitudes and how marketing strategies can effectively mold them. By comprehending the interplay between customer attitudes and purchase intention, businesses can tailor their approaches to positively influence consumer perceptions and drive purchasing decisions. This research enriches the comprehension of consumer behavior and provides actionable recommendations for marketers seeking to elevate customer experiences and boost sales.

Customer attitude encompasses an individual's thoughts, emotions, and behaviors in response to various aspects of their surroundings (Kartawinata et al., 2020). This statement underscores the relevance of customer attitude, which encompasses cognitive, affective, and behavioral responses towards different environmental elements. It emphasizes that a favorable attitude towards a product can exert a positive influence on purchase intentions. The study's results reveal a strong association between positive consumer attitude and heightened purchase intentions. This discovery underscores the significance of nurturing positive attitudes in customers, as it can significantly impact their inclination to make a purchase. Recognizing and fostering positive attitudes serves as a valuable strategy for businesses aiming to enhance customer engagement, foster loyalty, and ultimately drive sales. This research enhances existing knowledge by illuminating the connection between customer attitude and purchase intentions, providing valuable insights for marketers and businesses.

A study states that attitudes are statements of evaluation both likes and dislikes about objects, people or events (Ramli & Maysari, 2020). The statement emphasizes the nature of attitudes as evaluative statements that reflect our likes and dislikes towards objects, people, or events. It acknowledges that attitudes are multifaceted and complex, requiring a comprehensive understanding of their fundamental components. This recognition of the complexity of attitudes is commendable as it highlights the need for a nuanced approach to studying and analyzing attitudes. By delving into the fundamental nature of attitudes, researchers can gain deeper insights into the underlying factors that shape our evaluations and feelings. This holistic perspective is essential for developing effective strategies in fields such as psychology, marketing, and social sciences, where attitudes play a crucial role in influencing behavior and decision-making processes.

Customer attitude toward behavior denotes the degree to which one has a favorable or unfavorable evaluation concerning a given object (Mamun et al. 2021). The statement highlights the importance of attitude toward health insurance as a factor that can influence a customer's intention to purchase health insurance. The research findings indicate a significantly positive effect of attitude toward health insurance on purchase intention, indicating that working adults value the evaluation of health insurance service quality and benefits. This insight is valuable as it demonstrates the relevance of individuals' attitudes in shaping their decision-making regarding health insurance. By recognizing the significance of attitudes and their impact on purchase intentions, insurers and policymakers can develop strategies that emphasize service quality and benefits to align with customers' preferences and improve overall customer satisfaction. This research contributes to the understanding of consumer behavior in the context of health insurance and provides actionable insights for the industry.

Alatawy (2022) defines it as an intricate cognitive process shaped by beliefs, emotions, values, and individual traits, ultimately guiding specific behaviors. The study establishes a direct and substantial connection between attitude and purchase intention, underscoring the significance and trustworthiness of the presented information. Recognizing attitudes as a complex mental process underscores the depth of comprehension required to fathom human behavior. Furthermore, affirming a direct and significant association between attitude and purchase intention reinforces the importance of cultivating positive attitudes towards products or services. This valuable insight emphasizes the imperative for businesses to concentrate on nurturing favorable attitudes among consumers, as it directly impacts their decision-making processes.

Customer attitudes are shaped by their perceived experiences, influenced by factors like product functionality, packaging, display, and point of purchase (Anshu, Gaur & Singh, 2022). This study examines how customer experience and attitude impact the likelihood of repurchasing groceries in online retailing. Additionally, it suggests that in online grocery shopping, customers are likely to engage cognitive resources in forming beliefs about relevant attributes, ultimately influencing their overall attitude towards the behavior. Previous studies have established a robust connection between consumer attitudes and the intention to repurchase.

Table 2: Construct and measurement of Customer attitude
[image: ]
Source: Constructed by author

Thus, it can be hypothesized that:
Hypothesis 2: Customer attitude towards health insurance will have a significant impact on customer’s purchase intention. 

[bookmark: _Toc149845905]2.3 Construct and measurement of Perceived behavioral control
Perceived behavioral control is defined as an individual’s perception of whether it is easy or difficult to perform specific behaviors (Nasir, Roslin & Chui, 2017). This construct explained that people are confident to perform the actions when they have sufficient resources and opportunities to perform them. By emphasizing the importance of individuals' perception regarding the ease or difficulty of performing specific behaviors, the context highlights the subjective nature of behavior control. Furthermore, the insight that people feel more confident in executing actions when they possess the necessary resources and opportunities showcases the role of external factors in shaping behavior. This understanding provides a valuable framework for interventions and strategies aimed at empowering individuals to overcome barriers and enhance their control over their actions.

Perceived behavioral control plays a significant role in shaping individuals' behavioral goals and actions (Raza et al., 2020). This theory not only explains human behavior but also forecasts purchase intentions. The findings underscore that perceived behavioral control serves as a robust predictor for the adoption of Islamic insurance in Pakistan. The mention of its predictive capacity for purchase intention underscores the practical implications of perceived behavioral control. The specific instance of Islamic insurance adoption in Pakistan furnishes valuable empirical evidence, affirming that individuals' perception of control over their actions strongly influences their choice to embrace specific services. This insightful revelation demonstrates the potential of perceived behavioral control as a potent predictor across diverse domains and underscores its relevance in influencing consumer behavior.

Perceived behavioral control refers to an individual's belief in the ease or difficulty of performing a behavior, while also maintaining consistent motivation (Bangun & Handra, 2021). This study seeks to assess how perceived behavior control affects the intention to engage in online shopping and its subsequent impact on actual online purchasing behavior. By focusing on these dynamics, the research underscores the relevance of perceived behavior control within the realm of e-commerce. This not only adds to current knowledge but also emphasizes the pivotal role it plays as a factor influencing consumer behavior in the digital sphere.

Perceived behavioral control pertains to an individual's belief in their ability and influence over a situation (Mamun et al. 2021). This study predominantly examined how perceived behavioral control either motivated or hindered the acquisition of travel insurance. Data were collected from 1,118 employed adults in Malaysia and analyzed through partial least squares structural equation modeling. The study's emphasis on probing the impact of perceived behavioral control on travel insurance purchase showcases its practical relevance in insurance decision-making. The mention of the sample size and the statistical analysis method used adds to the study's credibility. This research advances our understanding of consumer behavior in the insurance context, offering valuable insights for researchers and industry professionals alike.

Perceived behavioral control can influence people’s intent to act (Dhar & Dhar, 2022). The specific focus on young consumers of Bangladesh and their intention to purchase smartphones from China offers valuable insights into the consumer behavior of this particular demographic. The finding that perceived behavioral control significantly influences their purchase intention underscores the importance of factors in their decision-making process. This research contributes to a deeper understanding of the dynamics between perceived behavioral control and consumer behavior, providing relevant implications for marketing strategies and product offerings in the smartphone industry.

Table 3: Construct and measurement of Perceived behavioral control
[image: ]
Source: Constructed by author

Thus, it can be hypothesized that: 
Hypothesis 3: Perceived behavioral control towards health insurance will have a significant impact on customer’s purchase intention.

[bookmark: _Toc149845906]2.4 Construct and measurement of Insurance literacy 
Insurance literacy, as defined by Vardell (2017), pertains to consumers' ability to make well-informed decisions regarding the purchase and utilization of insurance. The study's focus on newly hired employees at a prominent university in the southeastern United States provides a specific context, emphasizing the research's relevance within a particular demographic and geographic setting. The application of the study's findings to construct a model for health insurance decision-making underscores the practical implications and real-world applications of this research. This model serves as a valuable tool for individuals, employers, and insurance providers, aiding in the understanding of the factors that influence decisions regarding health insurance. Ultimately, it contributes to more informed choices and improved outcomes in the realm of insurance coverage.

Insurance literacy, as defined by Weedige et al. (2019), entails comprehending insurance concepts, being well-informed about relevant products, understanding covered risks, and effectively applying this knowledge to assess and choose appropriate insurance options. The study found a positive and significant correlation between insurance literacy and behavioral intention. Furthermore, there was a notable disparity in insurance literacy levels between individuals with and without insurance coverage.

Insurance literacy gauges individuals' understanding of insurance policy principles and features, spanning life, property, casualty, and health insurance policies (Kadoya, Rabbani & Khan, 2020). The research highlights a notable deficit in insurance literacy among older individuals in Japan, pinpointing it as a primary factor behind their reluctance to accept and purchase health insurance policies. These findings underscore the pivotal role of knowledge and comprehension in making well-informed decisions regarding health insurance. It emphasizes the urgency of bolstering insurance literacy initiatives, particularly tailored for older demographics, enabling them to navigate the intricacies of health insurance and choose plans aligning with their specific needs.

The Insurance Literacy Measure scale, comprising four subscales focusing on consumers' confidence in choosing, behavior in choosing, confidence in using, and experience in using health insurance, as outlined by O'Connor and Kabadayi (2020), introduces a conceptual framework that expands the understanding of health insurance literacy beyond conventional demographic factors. By identifying psychological and financial knowledge attributes linked to higher health insurance literacy, this article extends the existing research in this field. This significant expansion of knowledge widens the research horizon and offers valuable insights into the elements that can elevate individuals' proficiency in understanding health insurance.

It also defined as a person’s ability to seek, obtain, and understand insurance coverage (Park, Langellier & Meyers, 2022). The mention of health insurance literacy's role in helping individuals make informed choices emphasizes its practical importance in navigating the complex landscape of healthcare coverage. Furthermore, the observation that higher health insurance literacy is associated with higher rates of health insurance enrollment reinforces the significance of this concept. It suggests that individuals with a stronger understanding of health insurance are more likely to proactively engage in securing coverage, which ultimately supports their access to necessary healthcare services. This knowledge further underscores the need to promote health insurance literacy initiatives to empower individuals in making well-informed decisions about their health insurance options.

Table 4: Construct and measurement of Insurance literacy
[image: ]
Source: Constructed by author

Thus, it can be hypothesized that: 
Hypothesis 4: Insurance literacy towards health insurance will have a significant impact on customer’s purchase intention.

[bookmark: _Toc149845907]2.5 Construct and measurement of Subjective norm
Subjective norm denotes the social influence an individual senses when deciding to engage or abstain from specific behaviors (Hasan & Suciarto, 2020). Referencing the study by Hasan and Suciarto lends credibility and focuses specifically on consumers of organic food products in Indonesia. Discussing the link between subjective norms and the external pressures influencing organic food consumption underscores the impact of social factors on consumer behavior in this context. This research advances our comprehension of the interplay between subjective norms and organic food consumption, highlighting the crucial role of social influence in shaping consumer decisions. These insights can guide marketing strategies and educational campaigns promoting organic food consumption, considering the influence of social pressures in motivating individuals to adopt such behaviors.

Subjective norm is defined as the perceived social pressure to perform or not to perform the behavior (La Barbera & Ajzen, 2020). The mention of the importance of favorable attitudes and subjective norms in influencing intention formation highlights their interconnectedness. Additionally, the emphasis on the role of self-efficacy, or the belief in one's capability to perform the behavior, underscores its significance in the relationship between attitudes, subjective norms, and intentions. This holistic perspective recognizes that intentions are shaped not only by attitudes and subjective norms but also by individuals' self-perceived ability to carry out the intended behavior. This comprehensive understanding contributes to the prediction and explanation of human behavior and aids in the development of effective interventions and strategies aimed at promoting purchase intention. 

Subjective norm is a predictor that could affect a consumer’s behavioral intention to purchase health insurance (Mamun et al. 2021). The mention of the study's cross-sectional design and a substantial sample size of 1,308 working adults in Malaysia enhances the robustness and generalizability of the findings. The recognition of subjective norm's significant impact on the intention to purchase health insurance underscores its importance in shaping consumer behavior in this specific domain. These insights contribute to a deeper understanding of the factors influencing health insurance decision-making, aiding policymakers and insurance providers in designing strategies that align with consumers' subjective norms and promote greater adoption of health insurance.

Subjective norms refer to consumers' perceptions of using online services, influenced by the perspectives of reference groups like family, colleagues, and friends (Alatawy, 2022). The discovery of a statistically significant direct correlation between subjective norms and purchase intention, with a p-value below 0.05, further underscores the pivotal role of subjective norms in molding consumer behavior. This outcome highlights how the viewpoints and norms of reference groups significantly impact individuals' intent to make purchases. These findings offer important insights for marketers and businesses, emphasizing the importance of considering and leveraging subjective norms to enhance consumer acceptance and engagement with online services.

Subjective norm concerns perceived social pressure to engage in or avoid a given behavior (Van Tonder et al. 2023). Subjective norm influences both green attitudes and green customer citizenship behaviors and contributed to the largest portion of the variance in green customer citizenship behaviors. It is fascinating to see how subjective norm plays a significant role in influencing both green attitudes and green customer citizenship behaviors. This finding suggests that individuals are not only motivated by their personal beliefs but also by the social expectations surrounding environmentally friendly actions. Moreover, the fact that subjective norm accounted for the largest portion of the variance in green customer citizenship behaviors emphasizes its influential nature. These findings shed light on the complex interplay between social factors and pro-environmental behaviors, highlighting the potential for positive societal change.

Table 5: Construct and measurement of Subjective norm
[image: ]
Source: Constructed by author

[bookmark: _Hlk145175799]Thus, it can be hypothesized that: 
Hypothesis 5: Subjective norm towards health insurance will have a significant impact on customer’s purchase intention.

[bookmark: _Toc149845908]2.6 Concluding comment
In conclusion, this comprehensive review illuminates the complicated factors influencing Customer Purchase Intention of Health Insurance in Hong Kong. The combination of Perceived Usefulness, Consumer Attitude, Perceived Behavioral Control, Insurance Literacy, and Subjective Norm presents a complex framework for understanding individuals' decision-making processes. However, it is evident that there exists a need for tailored interventions and targeted educational initiatives to support Insurance Literacy and positively influence Consumer Attitudes. Further empirical research is imperative to validate and refine this model, thereby fortifying the health insurance landscape in Hong Kong and potentially informing policy reforms for improved healthcare accessibility and affordability.



[bookmark: _Toc149845909]Chapter 3: Research Methodology
The research objectives of this study were attained by using a quantitative methodology to validate the research hypotheses. The study’s goal is to investigate Hong Kong customers’ present aspirations to purchase health insurance services concerning the Hong Kong insurance market.

[bookmark: _Toc149845910]3.1 Research model with hypotheses
The five hypotheses outlined positive relationships between various factors and the intention of customers to purchase health insurance (Figure 2). Each hypothesis is based on well-established psychological and behavioral theories. Let's dive into each hypothesis individually:

H1: Perceived usefulness of a health insurance will have a significant impact on customer’s purchase intention. 

The first hypothesis suggests that the perceived usefulness of health insurance will exert a significant influence on a customer's intention to purchase. This aligns with the Technology Acceptance Model (TAM), which posits that users are more likely to adopt a new technology or service if they perceive it to be useful in solving a problem or meeting a need (Kamal, Shafiq & Kakria, 2020). In the context of health insurance, customers are likely to be more inclined to purchase if they believe it provides tangible benefits such as financial protection in case of medical emergencies, access to a network of healthcare providers, and coverage for preventive care. Therefore, a positive perception of the utility of health insurance is expected to enhance purchase intention.

H2: Customer attitude towards health insurance will have a significant impact on customer’s purchase intention.

This hypothesis suggests that a customer's attitude towards health insurance will significantly influence their intention to purchase. According to the Theory of Planned Behavior (TPB), attitudes are a key determinant of behavioral intentions (Bosnjak, Ajzen & Schmidt, 2020). If a customer has a positive attitude towards health insurance, viewing it as a worthwhile investment in their well-being and financial security, they are more likely to express an intention to purchase it. Factors influencing attitudes may include past experiences, social influences, and information dissemination regarding the benefits of health insurance.

H3: Perceived behavioral control towards health insurance will have a significant impact on customer’s purchase intention.

The third hypothesis posits that a customer's perceived behavioral control over the decision to purchase health insurance will significantly impact their intention to do so. This aligns with the TPB, which emphasizes that individuals are more likely to engage in a behavior if they perceive it to be within their control (Sultan et al. 2020). In the context of health insurance, factors influencing perceived behavioral control could include the ease of understanding policy terms, the simplicity of the purchasing process, and the availability of information and resources to aid decision-making. If customers feel confident in their ability to navigate the process, they are more likely to express an intention to purchase.

H4: Insurance literacy towards health insurance will have a significant impact on customer’s purchase intention.

This hypothesis suggests that a customer's level of insurance literacy will significantly influence their intention to purchase health insurance. Insurance literacy refers to an individual's knowledge and understanding of insurance concepts, policies, and terms (Yagi et al. 2022). Customers who are more knowledgeable about health insurance are likely to have a clearer understanding of its benefits and coverage options. This enhanced understanding can lead to increased confidence in the decision to purchase, thereby positively influencing purchase intention.

H5: Subjective norm towards health insurance will have a significant impact on customer’s purchase intention.

The fifth hypothesis proposes that subjective norms, social influences and perceptions of what others consider appropriate, will have a significant impact on a customer's intention to purchase health insurance (Aji, Berakon & Riza, 2020). This aligns with the TPB, which emphasizes the role of social factors in shaping intentions and behaviors. If a customer perceives that their social circle values and encourages the purchase of health insurance, they are more likely to express an intention to do so themselves (Liu, Liu & Mo, 2020). This could be influenced by factors such as recommendations from family, friends, or healthcare professionals, as well as societal norms regarding responsible financial planning and healthcare management.

These five hypotheses collectively suggest that factors such as perceived usefulness, customer attitude, perceived behavioral control, insurance literacy, and subjective norm all play significant roles in influencing a customer's intention to purchase health insurance. Understanding and addressing these factors can be pivotal in developing effective strategies to promote the adoption of health insurance among potential customers in the emerging Asia Pacific market.
Figure 2: Research model
[image: ]
Source: Constructed by author

[bookmark: _Toc149845911]3.2 Comparison of Quantitative research and Qualitative research 
Quantitative Research involves collecting numerical data and using statistical methods to analyze it. This type of research aims to quantify behaviors, attitudes, or phenomena. It provides a structured and objective way of understanding trends and relationships. Pros of quantitative research include its ability to generate large amounts of data, its statistical reliability, and the ability to generalize findings to a larger population. However, it may miss nuanced insights and lacks depth in understanding complex human behaviors.

Qualitative Research, on the other hand, focuses on gathering non-numerical data through methods like interviews, observations, and content analysis. It aims to explore underlying motivations, attitudes, and social contexts. Qualitative research excels in providing rich, in-depth insights and is well-suited for exploring complex phenomena. It's especially useful in the early stages of research when little is known about the subject. However, it can be time-consuming, and findings may not be easily generalized to a broader population.

In this study, quantitative research was chosen for its ability to provide statistical precision and generalizability. It allows for the collection of numerical data, enabling rigorous analysis and identification of patterns or correlations within a large sample. This method is particularly suitable when seeking to quantify behaviors, attitudes, or phenomena, offering a structured and objective approach. Additionally, it aligns well with the study's aim to establish clear associations between variables, providing a robust foundation for evidence-based conclusions. By employing quantitative research, it aims to attain reliable and statistically valid results, essential for making informed decisions in the context of our research inquiry.
[bookmark: _Toc149845912]3.3 Questionnaire survey method 
The chosen quantitative research approach involves a survey-based design, in which structured questionnaires will be distributed to a representative sample of potential or existing health insurance customers (Mellinger & Hanson, 2020).

To determine the appropriate sample size, the study refers to Krejcie and Morgan (1970) guidelines. Considering an estimated adult population (18 years old or above) of 6,409,200 based on data from the Census and Statistics Department (2022), the required number of respondents is determined to be 385. Thus, 385 sets of questionnaires were distributed among Hong Kong residents, comprising both potential policyholders and non-policyholders. The intention is to use this sample to draw conclusions about the entire population in Hong Kong.

The collected data will undergo thorough analysis using statistical techniques such as correlation analysis and multiple regression analysis (Senthilnathan, 2019). Through these methods, the study aims to identify relationships and determine the impact of variables, including perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, and subjective norm on customers' purchase intention of health insurance.

A questionnaire serves as a research tool to systematically gather data by presenting a series of structured questions (Taherdoost, 2019). In this study, a questionnaire will be utilized to collect information from participants concerning their perceptions, attitudes, and intentions regarding health insurance purchase. Carefully crafted items within the questionnaire will assess various constructs, including perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, subjective norm, and purchase intention.

[bookmark: _Toc149845913]3.4 Design of questionnaire 
This questionnaire is designed to be short and concise and only take 5 around 5 minutes to complete. To fill in this questionnaire, participants must be 18 years old or above and living in Hong Kong. This questionnaire aims to gather information about participant’s attitudes, preferences, and intentions regarding health insurance purchases. The responses will remain anonymous and confidential. 
[bookmark: _Toc149845914]3.4.1 Screening questions 
First section is screening questions (Table 6.2). It asks participants about any past experience in purchasing a health insurance. If “YES”, the survey continues to understand further about the designed 5 variables that may affect the customer purchase intention (Table 6.1). If “NO”, the survey twists to understanding the reason of not purchasing health insurance in the past (Table 6.2). 

For participants who have answered “YES” in the screening questions, they are invited to answer the following questions in different aspects. Every question is a statement which seek participants to rate from 1 to 7, 1 means “Strongly disagree” while 7 means “Strongly agree”.

[bookmark: _Toc149845915]3.4.2 Questions about perceived usefulness
Four questions are designed to assess the perceived usefulness of health insurance in influencing the intention of customers to make a purchase (Mamun et al. 2021): PU_1, PU_2, PU_3 and PU_4. These questions aim to gauge how individuals perceive the practical benefits and advantages of having health insurance, which in turn, influence their intention to actually purchase a policy. This insight is crucial in understanding the factors that drive consumer decisions regarding health insurance acquisition.

[bookmark: _Toc149845916]3.4.3 Questions about customer attitute
Four questions aim to gauge the customer's attitude towards the purchase of health insurance (Mamun et al. 2021): CA_1, CA_2, CA_3 and CA_4. These statements probe the individual's subjective opinions and beliefs regarding the significance and necessity of health insurance. They reflect attitudes towards the value and importance of having coverage, potentially influencing the customer's intention to make a purchase. Understanding these attitudes is pivotal in comprehending the underlying factors shaping consumer decisions in the realm of health insurance acquisition.

[bookmark: _Toc149845917]3.4.4 Questions about perceived behavior control
These four statements assess the individual's perceived behavior control in the process of purchasing health insurance (Brahmana, Brahmana & Memarista, 2018): PBC_1, PBC_2, PBC_3 and PBC_4. These statements reflect the person's perceived level of control, knowledge, and self-sufficiency in the process of acquiring health insurance. They indicate the individual's confidence in their ability to navigate the process effectively, which significantly influences their intention to make a purchase. Understanding these perceptions is essential for comprehending the factors driving consumer decisions regarding health insurance acquisition.

[bookmark: _Toc149845918]3.4.5 Questions about insurance literacy 
These four statements assess the level of insurance literacy and understanding of health insurance concepts (Weedige et al. 2019): IL_1, IL_2, IL_3 and IL_4. These statements gauge the individual's comprehension of key insurance principles and their understanding of how health insurance functions. They reflect the person's level of insurance literacy, which is a critical factor influencing their intention to purchase health insurance. Understanding these perceptions is crucial for comprehending the factors driving consumer decisions regarding health insurance acquisition.

[bookmark: _Toc149845919]3.4.6 Questions about subjective norm
These four statements assess the influence of subjective norm on the individual's intention to purchase health insurance (Mamun et al. 2021) : SN_1, SN_2, SN_3 and SN_4. These statements reflect the perceived expectations and approval of one's social network regarding the acquisition of health insurance. They indicate the influence of social norms on the individual's intention to make a purchase, highlighting the significance of external opinions in the decision-making process. Understanding these perceptions is crucial for comprehending the factors driving consumer decisions regarding health insurance acquisition.

[bookmark: _Toc149845920]3.4.7 Questions about purchase intention 
These three statements assess the customer purchase intention to buy or maintain health insurance (Mamun et al. 2021): PI_1, PI_2 and PI_3. These statements collectively convey a determined and positive attitude towards obtaining or renewing health insurance coverage. They indicate a high level of commitment and recognition of the value that health insurance provides. It can help illustrate the extent of willingness to purchase or maintain a health insurance. 
[bookmark: _Toc149845921]3.4.8 Question about not purchasing health insurance 
For participants who have answered “NO” in the screening questions, they are invited to answer the reason of not purchasing a health insurance and there are 7 possible answers are given. By understanding the reason behind not purchasing health insurance can also get more in-depth insight to the final conclusion of this study. 

[bookmark: _Toc149845922]3.4.9 Demographic questions 
Participants who have or have not purchased health insurance in the past would be asked about their demographic questions in the end of the survey. This includes gender, marital status, income level, education level and age. This kind of information is helpful in descriptive analysis in the study. 

Table 6.1: Design of questionnaire 
[image: ]
Source: Constructed by author


Table 6.2: Design of questionnaire
[image: ]
Source: Constructed by author 

[bookmark: _Toc149845923]3.5 Proposed statistical method and result interpretation 
The statistical method suggested in this study are reliability test, correlation test and regression test.

Cronbach's alpha, shown in Table 7, evaluates the internal consistency reliability of a set of interconnected items in a questionnaire or test in psychometrics. It measures how consistently these items gauge the same underlying construct. This coefficient ranges from 0 to 1, with higher values indicating stronger internal consistency. For instance, an alpha of 0.80 suggests that 80% of the observed score's variance is attributable to true score variance, while the remaining 20% is due to error variance. Generally, a Cronbach's alpha exceeding 0.70 is deemed satisfactory, but the threshold may vary based on the context and field of study.

Table 7: Internal consistency of Cronbach’s alpha
[image: ]
Source: Barbera et al. (2020)

Pearson’s correlation coefficient, as shown in Table 8, quantifies the strength and direction of a linear connection between two continuous variables. Its range spans from -1 to +1, with +1 signifying a perfect positive linear relationship, -1 indicating a perfect negative linear relationship, and 0 indicating no linear association. This coefficient is computed by dividing the covariance of the two variables by the product of their standard deviations. For instance, a correlation of +0.70 signifies a robust positive relationship, indicating that as one variable rises, the other tends to do the same. Conversely, a correlation of -0.70 suggests a strong negative relationship, where one variable tends to decrease as the other increases.

Table 8: Pearson correlation coefficient – level of correlation
[image: ]
Source: Sedgwick (2012)

Regression analysis is a statistical technique used to establish the connection between a dependent variable (Y) and one or more independent variables (X), uncovering how changes in the independent variables impact the dependent variable. Simple linear regression involves a single independent variable, while multiple regression entails two or more. The outcome is an equation representing the most accurate line through the data points. The coefficients in this equation signify the strength and direction of the relationships. For example, in simple regression, a coefficient of 0.5 for X implies that a one-unit increase in X is anticipated to lead to a 0.5-unit increase in Y, assuming a linear relationship. Generally, a higher R-squared value indicates a greater proportion of data variability explained by the model (see Table 9).

Table 9: Calculation of R-sqared
[image: ]
Source: Hoffmann (2021)

The Variance Inflation Factor (VIF) is a statistical tool used in regression analysis to assess multicollinearity among independent variables. It quantifies the degree to which the variance of an estimated regression coefficient is affected by multicollinearity (Table 10). Specifically, it evaluates how well an independent variable can be predicted based on the other independent variables. A high VIF (typically above 10) indicates significant multicollinearity, suggesting that the variable may not be providing unique information to the regression model. Multicollinearity arises when input variables in a multiple regression model mutually influence each other, complicating the estimation of relationships between independent and dependent variables. This can potentially impact the reliability of the regression coefficient estimates. Researchers often aim for VIF values below 5 to ensure that multicollinearity does not unduly influence their results.

Table 10: Variance Inflation Factor in estimating multicollinearity
[image: ]
Source: Akinwande, Dikko and Samson (2015)

[bookmark: _Toc149845924]3.6 Pilot test 
Conducting a pilot test before a final survey offers crucial advantages. It helps identify and rectify unclear or ambiguous questions, ensuring respondents understand them. It allows for refining survey logistics, estimating response rates, and evaluating the time needed for completion. Overall, it enhances the survey’s reliability and validity. This study delivers 20 sets of questionnaires as pilot test. There are a few modifications after the pilot test. Firstly, it found out selection bias. The demographic background of the 20 participants is similar age, mostly female, degree holders, single and medium income group. This helps to refine the method of finding participants for the interview with less bias e.g. inviting people from different age group. Secondly, it found out response bias. Respondents provide answers that they think the surveyor wants to hear, rather than their true opinions or experiences. This helps to refine the survey by giving clear introduction of the survey in the beginning to every participant, e.g. stating clearly that the survey is anonymous and confidential, and highly value their true feedback and opinion. 
[bookmark: _Toc149845925]3.7 Final survey 
Participants will be asked to respond to the questionnaire using a predefined scale or by choosing from multiple-choice options (Hesari et al. 2019). By employing this standardized and efficient approach, the study aims to collect quantitative data, enabling the analysis and interpretation of participants’ responses.

[bookmark: _Toc149845926]3.7.1 Target population 
The target population is the Hong Kong residents who are 18 years old or above. Health insurance policyholders or non-policyholders are included in the survey. By including both policyholders and non-policyholders, the survey aims to create a holistic view of the health insurance landscape in Hong Kong. This approach facilitates a more complete understanding of the diverse perspectives, needs, and preferences within the target population. The insights gathered from both groups will be instrumental in tailoring and refining health insurance offerings to better meet the needs and expectations of Hong Kong residents across the board, ultimately leading to a more inclusive and effective healthcare system.
[bookmark: _Toc149845927]3.7.2 Sampling method 
In this research, participants are selected using a non-probability sampling technique called the snowball method. Unlike random selection, non-probability sampling involves choosing individuals based on specific criteria (Lamm and Lamm, 2019). The snowball approach relies on existing participants to refer and enlist new participants, creating a chain-like effect that progressively expands the sample size. This method proves particularly valuable for investigating hard-to-reach populations or when specific traits are crucial for inclusion. It enables the incorporation of individuals who may not be readily identified through traditional random sampling methods, thereby enriching the study's diversity and depth of understanding (Pace, 2021).
[bookmark: _Toc149845928]3.7.3 Sampling size
The sample size for this study is determined to be 385 individuals based on the guidelines provided by Krejcie and Morgan in 1970. This sample size ensures a 95% confidence level, meaning that there is a high degree of certainty in the results. The margin of error is set at 5%, signifying the acceptable range of deviation in the findings. The population proportion is estimated at 50%, which is a standard assumption when there is no prior knowledge about the distribution. These parameters were established with reference to the total population of Hong Kong, which was reported as 6,409,200 by the Census and Statistics Department in 2022.

[bookmark: _Toc149845929]3.9 Logistics 
The timeline outlines key actions for a research project. On June 9, 2023, a pilot test of 20 sets will be delivered for preliminary assessment. By June 18, 2023, the results of the pilot test will be analyzed. On June 23, 2023, the final questionnaire, totaling 385 sets, will be delivered. A research proposal submission is due on July 17, 2023. The final questionnaire will be analyzed by July 29, 2023. Finally, the completed research project is scheduled for submission on October 15, 2023. This timeline efficiently allocates tasks for a comprehensive and timely research endeavor (Table 11).

Table 11: Timeline of the actions
[image: ]
Source: Constructed by author 
[bookmark: _Toc149845930]3.10 Research ethics 
In the study of Customer Purchase Intention of Health Insurance in Hong Kong, upholding research ethics is paramount. It is imperative to obtain informed consent from participants, ensuring they understand the purpose and potential impact of the study. Confidentiality must be rigorously maintained to protect sensitive information regarding participants’ health insurance decisions. Additionally, this study tries to avoid conflicts of interest and maintain transparency in reporting results. Data collection methods should be unbiased, and participants should have the option to withdraw at any stage. Furthermore, the study should adhere to Hong Kong’s regulatory guidelines and ethical standards governing research involving human subjects, guaranteeing the integrity and credibility of the findings.



[bookmark: _Toc149845931]Chapter 4: Analysis and Findings
Data analysis involves examining, refining, altering, and interpreting raw data to reveal significant insights, patterns, and trends. It utilizes a range of statistical and computational methods, including descriptive analysis, scale measurement, inferential analysis, and tools like the Statistical Package for the Social Sciences (SPSS). This process supports informed decision-making and effective problem-solving.
[bookmark: _Toc149845932]4.1 Analysis of the sample 
The survey on health insurance purchase intention encompassed a diverse pool of 386 respondents (Figure 3), it includes 359 respondents who has purchased health insurance and 27 respondents who have not purchased before. Offering valuable insights into consumer perspectives. 

Figure 3: Survey – screening question 1
[image: Forms response chart. Question title: SQ_1: Have you ever purchased a health insurance? 您曾經購買過健康保險嗎？
. Number of responses: 386 responses.]
Source: Generated from google form survey 

For the 27 respondents who have not purchased any health insurance before, there are two reasons which are chosen the most (Figure 4). 88.9% of the respondents think that the costs of health insurance are too high for them, and 59.3% of the respondents think that they are still deciding. These findings highlight a significant barrier to health insurance adoption in Hong Kong: perceived high costs deter potential buyers. Additionally, a substantial portion of respondents are still deliberating, suggesting an opportunity for targeted information dissemination.

Figure 4: Survey – screening question 2
[image: Forms response chart. Question title: SQ_2: If no, what is/are your reason(s) of not purchasing a health insurance before? (Can choose multiple answers) 如果沒有，您之前沒有購買健康保險的原因是什麼？(可選多於一項)
. Number of responses: 27 responses.]
Source: Generated from google form survey 



Table 12: Demographic characteristics
[image: ]
Source: Constructed by author

The demographic characteristics are depicted below. The gender distribution (Figure 5) exhibited a slight predominance of female participants, comprising 56.8% of the total sample, while male respondents constituted 43.2% (Table 12). In terms of marital status (Figure 6), the respondents exhibited varied profiles. A noteworthy 12.5% identified as married, indicating a small but significant segment. A substantial portion, 35.9%, represented the category of ‘married with children,’ reflecting the family-oriented nature of this demographic. The largest cohort, at 51.5%, identified as single, underscoring the significance of this demographic segment in the context of health insurance purchase decisions.

Figure 5: Survey – demographic question 1
[image: Forms response chart. Question title: DQ_1: Your gender 你的性別. Number of responses: 386 responses.]
Source: Generated from google form survey 

Figure 6: Survey – demographic question 2
[image: Forms response chart. Question title: DQ_2: Your marital status 你的婚姻狀況. Number of responses: 386 responses.]
Source: Generated from google form survey 

Income played a pivotal role in shaping the respondents’ perspectives on health insurance (Figure 7). A segment of 6.1% reported an income below HKD$20,000 per month, indicating a lower-income group. A considerable majority, 60.2%, fell within the income bracket of HKD$20,000 to $50,000 per month, showcasing the substantial middle-income segment. The remaining 33.7% reported an income of HKD$50,001 or above per month, representing a higher-income group with potentially different considerations when it comes to health insurance investment.

Figure 7: Survey – demographic question 3
[image: Forms response chart. Question title: DQ_3: Your Income level   你的 收入水平. Number of responses: 386 responses.]
Source: Generated from google form survey 

The survey on health insurance purchase intention involved a diverse group of respondents, spanning various education levels and age groups. In terms of education (Figure 8), 5.6% held A LEVEL or DSE certificates or below, indicating a modest representation of individuals with lower academic qualifications. A significant proportion, 24.5%, possessed Associate degrees, diplomas, certificates, or equivalent qualifications, while an overwhelming 69.9% held a degree or higher, showcasing a predominantly educated respondent base with a penchant for higher learning.


Figure 8: Survey – demographic question 4
[image: Forms response chart. Question title: DQ_4: Your education level 你的教育水平. Number of responses: 386 responses.]
Source: Generated from google form survey 

Regarding age distribution (Figure 9), the survey encompassed a broad spectrum. The 31-45 age group constituted the largest segment, accounting for 52.6% of respondents, followed by the 18-30 age group at 25.3%. The 46-60 age bracket represented a substantial but relatively smaller portion, comprising 20.6% of participants. The 61 and above category constituted a minor fraction, at 1.4%, indicating a smaller representation of older individuals in the survey.

Figure 9: Survey – demographic question 5
[image: Forms response chart. Question title: DQ_5: Your age  你的年齡. Number of responses: 386 responses.]
Source: Generated from google form survey 

This demographic snapshot of the survey participants provides a comprehensive overview of the diverse perspectives that contribute to health insurance purchase intentions. It is evident that factors such as gender, marital status, income level, education level and age all play vital roles in shaping individual attitudes and inclinations towards health insurance acquisition. This nuanced understanding of the respondent demographics lays a robust foundation for analyzing the survey results in a targeted and insightful manner.

[bookmark: _Toc149845933]4.2 Quantitative analysis 
Quantitative analysis involves the systematic examination and interpretation of numerical data to discern patterns, relationships, and draw conclusions. It relies on statistical methods to quantify variables, enabling objective assessments and facilitating informed decision-making in various fields such as economics, finance, and research (Rocha & Mateus, 2021).

[bookmark: _Toc149845934]4.2.1 Reliability test  
Cronbach’s alpha coefficient is a statistical measure used to assess the internal consistency or reliability of a set of items or questions in a survey or psychological test (Bujang, Omar & Baharum, 2018). It quantifies the extent to which these items, which are designed to measure the same underlying construct or trait, provide consistent and dependable results.

The alpha coefficient ranges from 0 to 1, with higher values indicating greater internal consistency. A high Cronbach’s alpha suggests that the items in the survey are closely related and consistently measure the same underlying concept. This implies that the instrument is reliable and that the items are effectively capturing the targeted construct (Amirrudin, Nasution & Supahar, 2021). Conversely, a low alpha indicates that the items are not strongly correlated and may not be effectively measuring the intended trait. In such cases, it might be necessary to revise or eliminate certain items to improve the scale’s reliability.

The reliability assessment of the variables in the health insurance purchase intention survey, as conducted by Livingston, Carlson, and Bridgeman (2018), produced highly promising outcomes. The overall Cronbach’s alpha coefficient, registering at an impressive 0.980, signifies outstanding internal consistency. This indicates an exceptionally strong level of coherence among the surveyed variables. Essentially, it suggests that the questions and items employed to evaluate various aspects related to health insurance purchase intention consistently measure the intended constructs. Such a remarkably high degree of reliability is paramount in ensuring that the collected data accurately reflects the underlying attitudes and intentions of the respondents, as emphasized by Sürücü and Maslakci (2020).

Moving on to the independent variables, each exhibited a commendable level of internal consistency. Perceived usefulness (PU) demonstrated a Cronbach’s alpha coefficient of 0.894. While slightly below the overall alpha, this still signifies a good level of internal consistency. It implies that the questions gauging perceived usefulness consistently measure the intended construct. Similarly, customer attitude (CA) displayed a high alpha coefficient of 0.897. This indicates that the questions related to customer attitude reliably capture the intended construct, aligning closely with the overall scale reliability.

Furthermore, perceived behavioral control (PBC) showed an even excellent level of internal consistency, with a Cronbach’s alpha of 0.918 (Table 13). This suggests that the questions pertaining to perceived behavioral control are highly reliable in assessing the construct. The alpha coefficient for insurance literacy (IL) was 0.912, demonstrating another excellent level of internal consistency. This means that the questions focusing on insurance literacy consistently measure the intended construct, reinforcing the robustness of this variable.

Additionally, subjective norm (SN) exhibited a notable alpha coefficient of 0.910. This indicates that the questions probing subjective norm are reliably capturing the intended construct. While slightly below some of the other variables, this value still signifies an excellent level of internal consistency.

Turning to the dependent variable, purchase intention (PI) displayed a commendable Cronbach’s alpha coefficient of 0.904. Like the independent variables, this demonstrates an excellent level of internal consistency. The questions concerning purchase intention consistently measure the underlying construct, contributing to the overall reliability of the survey.

In conclusion, the reliability analysis of the variables in the health insurance purchase intention survey reflects a robust and consistent set of measurements. The high Cronbach’s alpha coefficients for both the overall scale and individual variables affirm the reliability of the survey instrument (Barbera et al. 2020). This instills confidence in the validity of the data collected and supports the credibility of the study’s findings regarding health insurance purchase intention. Researchers can be assured that the survey effectively and reliably captures the attitudes and intentions of the respondents in this context.

Table 13: Reliability Analysis Test for Dependent and Independent Variables 
[image: ]
Source: Generated from the survey result through SPSS, and constructed by author
[bookmark: _Toc149845935]4.2.2 Correlation test 
Pearson's correlation coefficient (see Table 14), symbolized as "r," is a statistical tool that measures the magnitude and direction of a linear connection between two continuous variables (Sedgwick, 2012). It evaluates how alterations in one variable coincide with changes in another. It spans from -1 to +1: +1 signifies a flawless positive linear relationship, meaning as one variable rises, the other does too proportionally; -1 denotes a complete negative linear relationship, signifying as one variable increases, the other decreases proportionally; 0 implies no linear association between the variables.

The formula for calculating Pearson's correlation coefficient involves several steps (Seeram, 2019). First, it standardizes the scores of each variable, converting them into z-scores. This means that the values are transformed into a common scale, with a mean of 0 and a standard deviation of 1. Then, it computes the product of these standardized scores for each pair of data points, followed by averaging them to obtain the correlation coefficient.

Pearson's correlation is based on the assumption that the relationship between the variables is linear (Feng et al. 2019). It is also sensitive to outliers; extreme data points can have a notable impact on the correlation value. Therefore, it's crucial to visually inspect the data and consider other correlation measures for non-linear or non-normally distributed data. This coefficient provides a quantitative indication of the strength and direction of these relationships, aiding in data interpretation and hypothesis testing (Table 15).

Hypothesis 1: Perceived usefulness of a health insurance will have a significant impact on customer’s purchase intention.
Correlation Coefficient (r): 0.660
Significance Level (p): P<0.01

The first hypothesis suggests that perceived usefulness (PU) of a health insurance policy significantly affects a customer's purchase intention. The Pearson's correlation coefficient of 0.660 indicates a strong positive linear relationship between perceived usefulness and purchase intention. This means that as individuals perceive a health insurance policy to be more useful, their intention to purchase it increases significantly. The p-value of less than 0.01 signifies high statistical significance, indicating that this relationship is highly unlikely to have occurred by chance alone. This finding strongly supports the first hypothesis, highlighting the pivotal role of perceived usefulness in influencing purchase intentions.

Hypothesis 2: Customer attitude towards health insurance will have a significant impact on customer’s purchase intention.
Correlation Coefficient (r): 0.695
Significance Level (p): P<0.01

The second hypothesis examines the influence of customer attitude (CA) on purchase intention regarding health insurance. The correlation coefficient of 0.695 indicates a strong positive linear association. This suggests that individuals with more favorable attitudes towards health insurance are more likely to express an intention to buy it. The p-value being less than 0.01 further underscores the high statistical significance, indicating that this relationship is highly unlikely to be attributed to random chance. This discovery offers robust empirical backing for Hypothesis 2, highlighting the significant influence of customer attitude on purchase intention.

Hypothesis 3: Perceived behavioral control towards health insurance will have a significant impact on customer’s purchase intention.
Correlation Coefficient (r): 0.661
Significance Level (p): P<0.01

Hypothesis 3 suggests that perceived behavioral control (PBC) towards health insurance significantly impacts customer’s purchase intention. The correlation coefficient of 0.661 implies a strong positive linear relationship. This means that individuals who perceive themselves to have greater control over their actions regarding health insurance are more likely to express an intention to purchase it. The p-value of less than 0.01 further reinforces high statistical significance, indicating that this relationship is highly improbable to have arisen by chance. This finding supports Hypothesis 3, emphasizing the crucial role of perceived behavioral control in shaping purchase intentions.

Hypothesis 4: Insurance literacy towards health insurance will have a significant impact on customer’s purchase intention.
Correlation Coefficient (r): 0.809
Significance Level (p): P<0.01

The fourth hypothesis posits that insurance literacy (IL) towards health insurance significantly impacts customer’s purchase intention. The correlation coefficient of 0.809 reveals an exceptionally strong positive linear relationship. This means that individuals with higher levels of insurance literacy are significantly more inclined to express an intention to purchase health insurance. The p-value of less than 0.01 strongly supports the high statistical significance of this relationship, underlining its robustness. This finding strongly supports Hypothesis 4, underscoring the substantial impact of insurance literacy on purchase intentions.

Hypothesis 5: Subjective norm towards health insurance will have a significant impact on customer’s purchase intention.
Correlation Coefficient (r): 0.754
Significance Level (p): P<0.01

The fifth hypothesis focuses on subjective norm (SN) towards health insurance and its influence on customer’s purchase intention. The correlation coefficient of 0.754 indicates a notably strong positive linear relationship. This implies that individuals who perceive social influence and norms favoring health insurance are more likely to express an intention to purchase it. The p-value of less than 0.01 solidifies the high statistical significance of this relationship, highlighting its robustness. This finding strongly supports Hypothesis 5, emphasizing the considerable impact of subjective norms on purchase intentions.

In summary, the data analysis provides compelling evidence to support all the hypotheses. It underscores the critical influence of perceived usefulness, customer attitude, perceived behavioral control, insurance literacy, and subjective norms in shaping individuals' intentions to purchase health insurance (Figure 10). These findings have significant implications for health insurance providers, suggesting that efforts to enhance these factors can lead to increased purchase intentions among potential customers.

Table 14: Correlation test with supported results
[image: ]
Source: Generated from the survey result through SPSS

Figure 10: Path coefficients and significant level
[image: ]
Source: Constructed by author 



Table 15: Pearson’s correlations coefficient 
[image: ]
Notes:**p<0.01 Correlation is significant at the 0.01 level (2-tailed) 
Source: Generated from the survey result through SPSS

[bookmark: _Toc149845936]4.2.3 Regression test
A regression test refers to a method used to determine if there is a significant relationship or association between two or more variables. It assesses the strength, direction, and statistical significance of this relationship (Brain & Shapiro,1983). This test is particularly crucial in understanding how one variable (the dependent variable) is influenced by one or more other variables (the independent variables).

The regression analysis entails fitting a model to the data, essentially finding the best-fitting line or curve that forecasts the dependent variable based on the independent variables (Hoffmann, 2021). The aim of the model is to minimize discrepancies between observed and predicted values. Additionally, it furnishes coefficients quantifying the influence of each independent variable on the dependent variable (Al-Sabbagh et al., 2020). Different types of regression tests exist, including linear regression, which assumes a linear relationship, and non-linear regression, accommodating more intricate associations. The selection of a regression test hinges on the nature of the data and the research inquiry (Song, J. et al., 2023).

After conducting a regression test, analysts interpret the results to determine the strength and direction of the relationship. They also assess the statistical significance of the model and its components. If the test indicates a significant relationship, it implies that changes in the independent variables are associated with changes in the dependent variable. This information is valuable for making predictions and understanding the underlying dynamics of the studied phenomenon (Hasnain et al. 2020).

The R-squared value of 0.710 is an important indicator in regression analysis (Figure 10.1) (Figure 10.2). It represents the proportion of the variance in the dependent variable (purchase intention) that is predictable from the independent variables (subjective norm and insurance literacy) in the model. In this case, it implies that approximately 71% of the variation in purchase intention can be explained by the combined influence of subjective norm and insurance literacy. A higher R-squared value indicates a better fit of the model to the data, which means that the chosen predictor variables are more effective in explaining the variation in purchase intention (Chicco, Warrens & Jurman, 2021). The scatterplot is disperse distributed (Figure 10.3), that means no extreme pattern and linear graph make sense.  

With an R-squared of 0.710, it suggests that the selected predictor variables (subjective norm and insurance literacy) collectively account for a substantial portion of the variability in purchase intention. This indicates that these factors play a significant role in influencing individuals' purchase intentions regarding health insurance. It's important to note that while the R-squared value is relatively high, it's not perfect. This means that there may be other unmeasured factors that also contribute to purchase intention (Winter, 2019).

The overall R value of 0.843 indicates the correlation coefficient, which is a measure of the strength and direction of the relationship between all the variables involved in the regression model. This implies a strong positive correlation between the predictor variables (subjective norm and insurance literacy) and the dependent variable (purchase intention). A positive correlation suggests that as subjective norm and insurance literacy increase, purchase intention tends to increase as well. This is a crucial finding as it supports the hypothesis that both subjective norm and insurance literacy are positively associated with purchase intention (Purwanto, 2021).

The statement regarding a positive relationship between subjective norm, insurance literacy, and purchase intention aligns with the regression results. A positive relationship signifies that as subjective norm and insurance literacy increase, there is an upward trend in purchase intention. This implies that individuals who perceive strong social influence (subjective norm) and possess a higher level of insurance literacy are more likely to express an intention to purchase health insurance. This is a valuable insight for health insurance providers, as it suggests that efforts to enhance subjective norms and improve insurance literacy could lead to increased purchase intentions among potential customers.

In summary, the regression analysis demonstrates that both subjective norm and insurance literacy are significant predictors of purchase intention for health insurance. The R-squared value of 0.710 indicates that the model provides a reasonably good fit to the data, explaining a substantial portion of the variation in purchase intention. The overall R value of 0.843 further emphasizes the strong positive relationship between the predictor variables and purchase intention. This information is invaluable for understanding the factors influencing health insurance purchase intentions and can guide strategies for marketing and outreach efforts in the health insurance industry.

Figure 10.1: Regression test of the variables 
[image: ]
Source: Generated from the survey result through SPSS



Figure 10.2: Histogram of dependent variable: Average purchase intention 

[image: ]
Source: Generated from the survey result through SPSS

Figure 10.3: Scatterpot of dependent variable: Average purchase intention 

[image: ]
Source: Generated from the survey result through SPSS

The Variance Inflation Factor (VIF) is a statistical tool employed to assess multicollinearity in regression analysis. Multicollinearity occurs when independent variables in a regression model display high levels of correlation with one another (Sannigrahi et al., 2020). This can lead to complications in interpreting the effects of individual variables. Specifically, the VIF quantifies how much the variance of an estimated regression coefficient increases when predictors are correlated. In mathematical terms, the VIF for a particular predictor is calculated as the ratio of the variance of the estimated coefficient for that predictor to the variance of a coefficient for the same predictor in a model where it is uncorrelated with the other predictors (Shah et al., 2020).

When the Variance Inflation Factor (VIF) equals 1, there is no multicollinearity among the regressors (Akinwande, Dikko & Samson, 2015). However, if the VIF exceeds 1, it suggests a moderate level of correlation among the regressors. A VIF falling between 5 and 10 indicates a high level of correlation, which can potentially pose issues. When high multicollinearity is detected (i.e., when VIF values are high), it implies that the involved predictors are providing redundant information to the model (Chien et al. 2022). This can lead to inflated standard errors, which can make it difficult to identify the true relationships between the predictors and the dependent variable. In extreme cases, it might even lead to misleading interpretations.

The Variance Inflation Factor (VIF) for Purchase Intention (Figure 5) is computed as follows: It equals 1.027 plus 0.524 times the Average Insurance Literacy, plus 0.306 times the Average Subjective Norm, which results in a value of 1.857.

Since the VIF is less than 2, there is no indication of multicollinearity issues in this analysis. This implies that the independent variables (Average Insurance Literacy and Average Subjective Norm) do not exhibit excessive correlation, meaning they contribute unique and distinct information to the model. This is a positive finding, as it suggests that each predictor variable is providing independent value in explaining Purchase Intention, and their effects can be reasonably interpreted. Consequently, researchers can have confidence in the reliability and validity of the regression model for predicting Purchase Intention based on these variables (Ali Abed, Hussein Ewaid & Al-Ansari, 2019).

VIF of Purchase Intention (Figure 5)
= 1.027 + 0.524 (Average Insurance Literacy) + 0.306 (Average Subjective Norm)
= 1.857

The calculated coefficients reveal significant relationships. β1 at 0.555 indicates a robust positive association between Insurance Literacy and Purchase Intention, indicating that as Insurance Literacy increases, so does Purchase Intention (Figure 11). Meanwhile, β2 at 0.346 signifies a positive yet comparatively weaker link between Subjective Norm and Purchase Intention, implying that Subjective Norm has a milder influence on Purchase Intention in comparison to Insurance Literacy.

β1= 0.555 >0, so there is strong positive relationship between IL & PI
β2=0.346 >0, so there is weak positive relationship between SN & PI 

Figure 11: Variance Inflation Factor (VIF): 
[image: ]
Source: Generated from the survey result through SPSS



[bookmark: _Toc149845937]Chapter 5: Conclusion and Recommendation
This study meets the research objective of examining the factors that influence customers' purchase intention of health insurance. It investigated the role of perceived usefulness, consumer attitude, perceived behavioral control, insurance literacy, and subjective norm of the insurance company in shaping customers' intentions to purchase health insurance. Five hypotheses were presented to test the relationship between the independent variables of health insurance. The finding indicated that all five hypotheses were supported (Figure 12).

[bookmark: _Toc149845938]5.1 Conclusion 
The analysis conducted demonstrates a profound relationship between key factors and individuals' intentions to purchase health insurance. Pearson's correlation, while assuming linearity, reveals substantial connections. Perceived usefulness (PU) exhibits a strong positive linear relationship (r = 0.660) with purchase intention, indicating that as perceived usefulness increases, so does the intention to purchase (p < 0.01). Customer attitude (CA) also displays a robust positive linear relationship (r = 0.695), emphasizing its significant impact on purchase intention (p < 0.01). Perceived behavioral control (PBC) exhibits a strong positive linear relationship (r = 0.661), underlining its crucial role in shaping purchase intentions (p < 0.01). Insurance literacy (IL) showcases an exceptionally strong positive linear relationship (r = 0.809), emphasizing its significant influence on purchase intentions (p < 0.01). Subjective norm (SN) demonstrates a notably strong positive linear relationship (r = 0.754), highlighting its substantial impact on purchase intentions (p < 0.01). These correlations, backed by their low p-values, indicate high statistical significance, reaffirming the robustness of these relationships. 

The regression analysis reveals crucial insights into the factors influencing the purchase intention the most for health insurance. It identifies that both subjective norm, which reflects social influences and perceptions, and insurance literacy, indicating understanding of insurance concepts, play substantial roles as predictors. This implies that individuals who perceive a social norm favoring health insurance and possess a higher level of insurance knowledge are more inclined towards purchasing coverage. These findings are vital for crafting effective strategies to promote health insurance adoption, emphasizing the importance of societal influence and understanding in shaping consumer intentions in this context.

The findings robustly support all the hypotheses, affirming the critical roles of perceived usefulness, customer attitude, perceived behavioral control, insurance literacy, and subjective norms in influencing health insurance purchase intentions. This insight is invaluable for health insurance providers, offering a clear path towards increasing purchase intentions among potential customers. By strategically elevating these influencing factors, providers can enhance customer satisfaction and fortify their competitive position in the market. The data-driven approach advocated here not only augments the effectiveness of the health insurance industry but also aligns offerings more closely with the preferences and needs of consumers. 

As the healthcare landscape continues to evolve, these findings serve as a powerful guide, empowering providers to navigate change with confidence, ensuring accessibility and relevance in an ever-changing healthcare ecosystem. Ultimately, this comprehensive analysis sheds light on the intricate web of factors influencing health insurance purchase decisions, providing actionable insights for stakeholders in the healthcare industry.
[bookmark: _Toc149845939]5.2 Recommendation
There are recommendations for both non-policyholders, health insurance providers and key stakeholders based on the strong relationships between perceived usefulness, customer attitude, perceived behavioral control, insurance literacy, and subjective norm with purchase intention.
[bookmark: _Toc149845940]5.2.1 Suggestion to non-policyholders
For non-policyholders who have not yet purchased health insurance, addressing the concerns raised in the survey is crucial. To overcome the perception of high costs, consider exploring a variety of insurance plans and providers to find options that align with their budget (Yip, 2019). Look for policies with customizable features, allowing them to select coverage that meets their specific needs without unnecessary expenses.

Engaging with insurance advisors or brokers can be immensely beneficial (Guillem, 2020). They can provide expert guidance and help navigate the complexities of insurance offerings, ensuring them make an informed decision. Additionally, consider seeking out educational resources, workshops, or seminars on health insurance. This will enhance their understanding and confidence in choosing a suitable plan.

It's also prudent to start planning and budgeting for health insurance as a fundamental aspect of their financial wellness (Chu, Kwon & Cowley, 2019). It is crucial for individuals to set aside a specific portion of their earnings to cover insurance premiums. This allocation should be seen as an investment in one's long-term well-being and financial stability. By dedicating funds to insurance, individuals safeguard themselves against unexpected events and ensure they have a safety net in place. This proactive approach not only provides peace of mind but also contributes to a more secure and stable financial future, offering protection and support when it's needed most.

Lastly, people should stay updated on the evolving landscape of health insurance in Hong Kong. Be aware of the new policies, special offers, or coverage enhancements that may provide more cost-effective solutions. In 2023, the Hong Kong Insurance Authority will place growing emphasis on upholding the standards of behavior and ethical business practices required by the regulatory framework for professional insurance practitioners. This includes overseeing governance, controls, and cultural aspects that prioritize policyholders' interests and guarantee fair treatment (Kennedys, 2023). The higher the government monitoring, the high confidence to the potential insurers. 

By taking these steps, they can make a well-informed decision about purchasing health insurance, ensuring they have the necessary coverage without compromising the financial stability.

[bookmark: _Toc149845941]5.2.2 Subjective norm: Fostering positive social influences
To promote health insurance uptake, suggestions are given based on the strong and positive relationship of subjective norm, insurance literacy, perceived usefulness, customer attitude, perceived behavioral control and purchase intention.  

Subjective norm is one of the most influencing factors that can affect customer purchase intention of health insurance. Recognizing the pivotal role of subjective norms in influencing health insurance purchase intentions, Hong Kong government should prioritize fostering positive social influences (Dorce et al. 2021). Insurance company can engage in targeted marketing campaigns that highlight endorsements and testimonials from satisfied policyholders. Encourage open discussions about the importance of health coverage within communities and social circles. Collaborate with influencers or community leaders to promote awareness and understanding. Additionally, it can consider educational initiatives to empower individuals with knowledge about the benefits of health insurance (Mann et al. 2022). Consumer advocacy groups and educators (e.g. Chinese Insurance Association of Hong Kong Ltd., The Hong Kong Federation of Insurers, Hong Kong Monetary Authority) (Figure 13) (Figure 14) (Figure 15). play a critical role in empowering individuals to make informed decisions about their healthcare and insurance options. They can offer workshops, seminars, and educational materials aimed at improving individuals' understanding of health insurance policies, terminology, and options. By equipping consumers with this knowledge, advocacy groups and educators can help individuals feel more confident and empowered in their interactions with insurance providers. Recognizing the significance of subjective norm, these entities should prioritize initiatives that educate and inform the public about the benefits and importance of health insurance. By actively shaping positive subjective norms, stakeholders can significantly enhance the likelihood of customers embracing and investing in health insurance for their well-being and financial security.

Figure 13: Chinese Insurance Association of Hong Kong LTD. 
[image: ]
Source: CIAHK official website (2023) 

Figure 14: The Hong Kong Federation of Insurers 
[image: ]
Source: HKFI official website (2023)

Figure 15: Hong Kong Monetary Authority
[image: ]
Source: HKMA official website (2023)

[bookmark: _Toc149845942]5.2.3 Insurance literacy: Empower with knowledge
Insurance literacy is another most influencing factors that can affect customer purchase intention of health insurance. To bolster customer purchase intention of health insurance, stakeholders must prioritize enhancing insurance literacy. Insurance company can launch educational campaigns elucidating policy details, coverage options, and benefits. Develop user-friendly materials, such as brochures or online resources, to demystify insurance jargon. Offer workshops or webinars to empower individuals with knowledge about navigating health insurance (Acharya et al. 2020). Insurance company can collaborate with healthcare professionals to provide insights and guidance. They can contribute to insurance literacy by providing resources and information about different insurance options. They should be equipped to answer patients' questions about insurance coverage and direct them to reliable sources of information. This proactive approach can help patients feel more confident in their ability to navigate the insurance landscape. By prioritizing insurance literacy, it can bridge the knowledge gap, instilling confidence and trust in potential policyholders, ultimately driving higher adoption rates and ensuring individuals make informed decisions regarding their health coverage (Bottema-Beutel, Cuda & Kim, 2020).

[bookmark: _Toc149845943]5.2.4 Perceived usefulness: Emphasize the practical benefits
Perceived usefulness has positive relationship with customer purchase intention. Given the positive correlation between perceived usefulness and customer purchase intention of health insurance, insurance company should emphasize and communicate the practical benefits of the insurance offerings (Bodenheimer, 2019). Provide clear and comprehensive information on how policies address specific healthcare needs. Highlight features like coverage breadth, network accessibility, and ease of claims processing (Fitzpatrick & Solomon, 2022). Offer interactive tools or simulations demonstrating real-world scenarios. Additionally, gather feedback from policyholders to continually enhance the perceived usefulness of the insurance products (Shah et al. 2023). By emphasizing the tangible advantages, stakeholders can effectively influence potential customers' intentions to invest in health insurance for their well-being and peace of mind.

[bookmark: _Toc149845944]5.2.5 Customer attitude: Customer-centric solutions
Customer attitude has positive relationship with customer purchase intention. Given the positive link between customer attitude and purchase intention for health insurance, stakeholders should focus on fostering positive perceptions. Insurance company can provide transparent, user-friendly information about policy benefits, terms, and coverage. Offer personalized consultation services to address individual concerns and preferences (Myerson & Li, 2022). Implement customer-centric policies to enhance overall satisfaction. Leverage testimonials and success stories to showcase positive experiences (Pugnetti, Becker & Zani, 2022). Also, regulatory bodies and government agencies (e.g. Insurance Authority) play a vital role in shaping the health insurance landscape and ensuring fairness and transparency (Figure 17). By prioritizing customer-centric approaches, stakeholders can strengthen attitudes towards health insurance, thus boosting purchase intent. This will ultimately lead to higher adoption rates and ensure individuals make informed choices for their health and financial security.

Figure 16: Insurance authority 
[image: ]
Source: IA official website (2023)

[bookmark: _Toc149845945]5.2.6 Perceived behavioral control: User-friendly solutions
Perceived behavioral control has positive relationship with customer purchase intention. Given the positive correlation between perceived behavioral control and customer purchase intention of health insurance, stakeholders should focus on facilitating ease of acquisition. Insurance company can streamline the application process, providing intuitive online platforms and accessible customer support. Offer clear guidance on policy selection and customization to empower potential buyers. Implement user-friendly interfaces for claims processing and policy management. Additionally, provide educational resources and tools to boost confidence in navigating insurance decisions (Rodríguez et al. 2021). Healthcare professionals can help address perceived behavioral control by offering guidance on how to effectively use insurance benefits. They should be knowledgeable about the claims process and be able to assist patients in submitting claims or seeking pre-authorization for certain treatments. By providing this support, healthcare professionals can enhance patients' confidence in their ability to utilize their insurance coverage effectively. By enhancing perceived behavioral control, stakeholders can effectively reduce barriers and encourage individuals to take proactive steps towards securing their health and well-being through insurance coverage (Gebert-Persson et al. 2019). This will lead to higher adoption rates and greater financial security for policyholders.

In conclusion, the strong and positive relationships between perceived usefulness, customer attitude, perceived behavioral control, insurance literacy, and subjective norm with purchase intention underscore the importance of strategic initiatives and policies to enhance these factors. By tailoring the approaches to address these influential factors, stakeholders in the health insurance industry can work together to improve access to and utilization of health insurance coverage, ultimately benefiting individuals and the broader healthcare system as a whole.

[bookmark: _Toc149845946]5.3 Research limitation and future direction 
In the end of this study, some potential limitations can be found and needs to be considered for future follow-up or future study. 

Firstly, there is time constraints. Conducting in-depth research within a specific timeframe may impose limitations on the breadth and depth of data collection and analysis. Future study may need to prioritize certain variables or aspects, potentially overlooking other relevant factors that could influence customers' purchase intention (Andrade, 2020). 

Secondly, the study may not account for external factors that could impact customers' purchase intention, such as changes in healthcare policies, economic conditions, or technological advancements. These factors could potentially influence customer behavior and decision-making, but they may not be within the scope of the study or accounted for in the analysis (Weber et al. 2019).

Acknowledging and addressing these potential limitations in the future will strengthen the research by providing transparency and enhancing the interpretation and generalizability of the findings.  


[bookmark: _Toc149845947]Appendix
1. Google form survey in this study:
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2. Demographic details of the survey: 
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Bangun & Handra 2021 Perceived behavioral control s an individual's perception
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Mamun et 2021 Perceived behavioral control denotes the perceptions
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condition

Dhar & Dhar 2022 Perceived behavioral control can influence people’s
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having a reasonable understanding of the risks covered
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able to apply the knowledge and understanding to
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decisions that are consistent with the perceived risks’

Kadoya, Rabbani & Khan

2020

Insurance literacy measures people’s knowledge about
the principles and product features of insurance policies
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G'Connor & Kabadayi

2020

Insurance Literacy Measure scale, which includes four
subscales that consider consumers’ confidence
choosing, behavior choosing, confidence using, and
experience using health insurance

Park, Langellier & Meyers

2022

It defined as a person's abilty 1o seek_ obtain, and
understand insurance coverage
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Aatawy 2022 Subjective norms are used in this study to describe how,
consumers view and how that impression is shaped
by the views of reference groups (family, colleagues,
friends, etc )
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PU_1~PU_s

PU_1: Purchasing health insurance
enables me o ease my future expenses
PU_2: Purchasing health insurance
improves my health benefits

PU_3: Using health insurance policy will
improve my performance in handling my
financial needs

PU_4: Using health insurance policy will
be useful in my daly lfe

Mamun et al (2021)

X=X

Customer Atitude.
CA~CAS

‘CA_1: 1 think that buying health
insurance is a good decision

CA_2: I think buying health insurance is
valuable

CA_3: 1 think buying health insurance
should be compulsory.

‘CA_4: | think buying health insurance is
casentialfor everyone.

Mamun et al. (2021)

X=Xy

Perceived behavioral
control
PBC_1-PBC_4

PBC_1: 1 have sufficient knowledge fo
purchase health insurance

PBC_2: I can buy health insurance
without any help from anyone

PBC_3: 1 can gather the information |
need to purchase health insurance
PBC_4: I can buy health insurance
reasonably well on my own

Brahmana and
Memarista (201)

X=X

insurance Literacy
IL_11L_4 [answer]

1L_1: The main purpose of health
insurance is to reduce the financial
burden of risk faced by the consumer
[agree]

IL_2: Health insurance is the best risk
management tool when the chance of
loss s low and the loss severity is high
fagree]

IL_3: non-disclosure o
misrepresentation of information relating
0 the subject matter insured may cause
to reject the insurance claim [agree]

IL_4: After buying a health insurance
policy, the insurance company is lable to
pay the medical items listed in the policy

Weedige efal.
(@019)
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'SN_1: My social groups think that |
should purchase health insurance
'SN_2: 1 may feel pressure from my social
‘groups if1 do not own a health insurance
SN_3: | am encouraged to purchase a
health insurance because my social
groups purchase oo

SN_4: My social groups will think this
is a good decision if | purchase health

Mamun et al. (2021)

X=X

Purchase Intention
PLI1-PLA

PL1: | intent to purchase or continue o
purchase health insurance

PI_2: I know the value of health insurance
and want to purchase or continue to
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PL_3: My willingness to purchase or
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high

PL4: The probability of purchasing or
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Demographics:

T Gender:
1.1 Male
1.2 Female
2 Marita status:
2.1 Single
2.2 Married
2.3 Married with children
3 Income level:
3.4 <HKD$20,000/ month
3.2 HKD$20,000 - $50,000/ month
3.3 >HKD$50,000/ month
4 Education level:
4.1 A Levell DSE or below
42 Associate degree, Diploma &
equivalent
4.3 Degree or above.
5age
5115-30
5231-45
5345-60
54560

Screening
question

THave you ever purchased  health
141 Yes
12No
21 no, what s your reason of not
purchasing a health insurance
before?
2.1 Costs are too high for me
2.2 Lack of helpful information
about health insurance
2.3 Desired benefits not available.
2.4 Stll Deciding
251do not think that | need a
health insurance
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Level of Correlation
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R-squared = SS regression

SS total

+ SSregression is the sum of squares due to regression (explained
sum of squares)

*  SStotal is the total sum of squares
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MALE 155 432
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2.MARITAL STATUS
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Perceived usefulness (PU) |4 0.894 Good

Customer attitude (CA) 4 0.897 Good

Perceived behavioral 4 0.918 Excellent

control (PBC)

Insurance literacy (IL) 4 0.912 Excellent

Subjective norm (SN) 4 0.910 Excellent

Purchase intention (PI) 3 0.904 Excellent
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Hypothesis 1:
. <0.
Perceived usefulness (PU) of  health insurance | 0-560 P<0.01 Amoderate supported
will have a significant impact on customer’s positive
purchase intention. correlation
Hypothesis 2:
. <0.
Customer attitude (CA) towards health 0.695 P<0.01 Amoderate supported
insurance will have a significant impact on positive
customer’s purchase intention. correlation
Hypothesis 3:
. <0.
Perceived behavioral control (PBC) towards | 0061 P<0.01 Amoderate supported
health insurance will have a significant impact positive
on customer’s purchase intention. correlation
Hypothesis 4: 0.809 P<0.01 A stron supported
Insurance literacy (IL) towards health insurance | : g, PP
will have a significant impact on customer’s correlation
purchase intention.
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Coefficients®
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Questionnaire about customer purchase
intention for health insurance in Hong
Kong

E HE-EEEREISEEET (MBA) HEE - RREEEESTRYFR - 38
EEECsaE.

BEREME  CHATE 18 RUFEESE -
ERCALEARELSIRNARRRRECERENNERNS - CORBNERs
R7BETERFFRESRTEEASRNERITARE - THEECREANCS
EERREENER  RERNEENEE . CNEZLRSESARE - ENOHERR
HERNES

Hi, 1 am a student who is studying in Master of Business Administration (MBA). | am now
conducting a dissertation research. This questionnaire will only take you 5 minutes. To fill
in this questionnaire, you must be 18 years old or above and living in Hong Kong.

‘Thank you for taking the time to participate in this survey on Customer Purchase Intention
for Health Insurance. Your feedback and opinions are highly valuable in understanding the
factors that influence individuals’ decisions when considering health insurance options.
This questionnaire aims to gather information about your attitudes, preferences, and
intentions regarding health insurance purchases. Your responses will remain anonymous
and confidential. We appreciate your cooperation and contribution to this study.

*Indicates required question
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