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Relevance
Why do we examine this topic?
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Insurances feel the need and have the means to promote 
sustainable development in economy and society

Many insurance companies suffer from climate change 
and non ESG-conform behaviour, as they compensate 
claims, e.g. due to increasing numbers of natural 
catastrophes, or loose business due to increasing 
premiums.

Also, insurances have plentiful opportunities to engage in 
sustainable development of economy and society.

Areas: Asset allocation, products, underwriting, internal 
processes, reputational issues
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Research focus
What exactly do we want to examine?
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The research is focused on the purchasing intention and change of 
attitude of the consumers

1. Is sustainability relevant to consumer’s insurance 
purchasing behaviour? (Cross-industry comparison)

2. Does sustainability increase the purchasing 
intention for insurance products?

3. What are the consequences of the sustainability-
attribute for brand image, perceived quality and 
trust in the insurance company?

Level: Retail market and primary insurance company 
(non-life)
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Literature
What is the current status of science?
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Sustainability research is plentiful  
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Positive outcomes
• Mostly positive effects on profitability, increased purchasing intention and soft factors like brand 

image or trust
• The strength of the link depends on how central the ESG attribute is to the core of the product

Negative outcomes

Investigated industries

Focus on financial services

• Consumers might perceive sustainable products as of lower quality
• Depending on the circumstances and communication, the introduction of sustainable products can lead 

to negative consumer reactions as a lower purchase intention, willingness to pay

• Focus of current research is clearly on tangible products (food, clothing, etc.) or products with 
obvious, direct emissions (e.g. energy)

• Sustainability research in finance captures primarily preferences and returns of financial sustainable 
investments

• Sustainable Insurance Products have not been the object of scientific investigations yet

Selected sources

Doorn & Verhoef (2011); Erdem & 
Swait (2008), Hustvedt & Bernard 
(2008); Edinger-Schons, Sipilae, Sen, 
Mende & Wieseke (2018)

Luchs, Naylor, Irwin & Raghunathan 
(2010); Doorn & Verhoef (2011); 
Newman, Gorlin, & Dhar (2014); 
Wang, Krishna & McFerran (2017) 

Bangsa & Schlegelmilch (2020)

Gutsche & Ziegler (2019); 
Lymperopoulos, Chaniotakis, & 
Soureli (2012); Brunen & Laubach 
(2021)



Research design
How do we investigate this topic?
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The research design is based on one survey and two experiments
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1: Cross-industry survey

2: Forced choice experiment

3: Incentive compatible experiment 
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Group 
comparison

Logistic 
regression

Structural 
equation 
modelling

Objective

• Cross-industry comparison of general consumer purchasing 
behaviour of sustainable products

• Do consumers detect sustainability attributes in a comparison 
portal purchase situation?

• Do a sustainability attributes increase the purchasing intention?
• Effect of sustainability on the brand image, perceived quality 

and trust in the insurance company?

Specific research question
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The participants were confronted with a representative online pur-
chasing situation, variing the price and the sustainability attribute
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Important aspect:

• Set-up should be incentive-
compatible (as good as possible)

• A pure questioning will typically 
not allow firm conclusions 

• In our setting, we tried to 
establish a real purchase 
situation



Preliminary results
What do we find out?
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Educating and official evidence can help to lift consumers WTP 
more for sustainable insurance products
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Consumers do not have insurance or banking in mind, when wanting to 
make a sustainable impact.

When authentically educating consumers, that a specific company actually 
promotes sustainable behaviour, no significant differences in WTP more 
occur between industries.
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The sustainability attribute leads to a significant increase of demand, 
while a price increase reduces the demand 
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Participants were confronted with one simple forced-choice purchasing 
decision.

A substantial share of consumers demand the sustainable insurance product 
even at a 15% price premium. As there is no incentive mechanism, this 
might result from an intention-behaviour gap.
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The sustainability attribute leads also to a significant increase of 
purchasing intention, while a price increase reduces the demand 
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Participants were assigned to one of six simple forced-choice purchasing 
decision, varying the price ($129, $149 & $169) and the sustainability 
attribute (yes or no).

The product with the sustainable attributes exhibit continuously higher 
purchase intention, decreasing in price.
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Effects on the purchasing intention:

• Sustainability attribute

• Price level

• Sustainability*Price level

• Perceived impact

Effect of sustainability on:

• Brand image

• Perceived quality

• Trust

The purchasing intention is significantly impacted by the 
sustainability attribute, price and perceived impact  
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Main results Other observations

Effects of socio-demographic variables on the           
purchasing intention:

• Gender

• Age

• Income

• Children

• Education

Significantly positive effect  
Significantly negative effect
No significant effect



Conclusion & outlook
What are the preliminary implications?



22 March 2022Sustainable Insurance Products

Consumers have strong preferences for sustainable insurance 
products!

• All studies show a converging evidence for a strong 
preference for sustainable insurance products

• Willingness to pay more must first be awakened 
through, e.g., educational measures, but is then 
comparably high as in other industries

• Putting the spotlight on being a sustainable insurance 
company has a positive impact on perceived product 
quality and brand image
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Discussion 
& 
Questions?
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