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ABSTRACT

Although several studies have long recognized the importance of financial literacy in
influencing financial behaviour, few investigations have looked into how financial literacy can
be influenced by financial education and a company-sponsored finance blog to explain
consumer attitudes and insurance purchase intentions. This study investigates the role of
financial literacy in influencing attitudes towards insurance products and the purchase
intentions for insurance products. The study used a quantitative technique with a convenience
sample strategy in the form of online surveys, yielding a total of 217 replies. Descriptive
statistics were calculated using SPSS to identify the percentage of respondents based on
demographic variables and financial knowledge levels. Also, structural equation modelling
(SEM) was used to test the various hypotheses in the conceptual model. Five out of the eight
hypotheses were supported by the data, indicating the direct positive relationships between
financial education, financial literacy, digital literacy, perceived helpfulness of company
finance blog, and insurance product purchase intentions. Thus, these results suggest that
financial education has a positive and significant impact on financial literacy. Also, the study
found a positive relationship between insurance product attitudes and insurance product
purchase intentions. However, the hypothesis that financial literacy will lead to insurance
product purchase intentions was not significant. The study further found that digital literacy
does not moderate the relationship between financial literacy and insurance product purchase
intentions. Importantly, company-sponsored finance blogs had a positive and significant
relationship between financial literacy and insurance product purchases. The implication is
that company finance blogs can be leveraged to improve insurance product purchases even
more. More so, financial education should be encouraged to improve financial literacy among
South Africans. Positive attitudes toward insurance products should also be developed to
improve favourable evaluation and adoption of insurance products, especially health
insurance. The study suggests that financial and insurance education be increased, with a
focus on improving the relevance, usefulness, and resourcefulness of their blog information to
promote company products. Finally, the study concludes with important recommendations for

insurance researchers, practitioners, governments, and policymakers.

Keywords: financial literacy, financial education, digital literacy, insurance product purchase

intentions, company finance blogs, attitudes towards insurance purchase



CHAPTER ONE

INTRODUCTION

1.1 Purpose of the study

This study aims to examine the impact of financial literacy, income, and attitudes
towards the intention to consume insurance products in South Africa. According to
(Refera, Dahliwal & Kaur, 2016), "financial literacy and financial management in the
household contribute to saving and wealth accumulation”. Therefore, understanding
how financial management may assist people evaluate and seek out financial
instruments that can help them improve or defend their financial well-being and should

allow more South Africans to make well-informed decisions.

The level of financial literacy in developing countries is very low compared to
developed countries (Lusardi & Mitchell, 2014). This has affected individuals'
understanding of financial matters, living standards, and the ability to make prudent
financial decisions to secure their future. Studies have shown that financial illiteracy
has led to poor investment, high indebtedness, and poor savings (Reed & Cochrane,
2012). A higher level of financial literacy improves the financial decisions of individuals
and aid them to invest in financial assets such as pensions scheme, insurance

products, and investment in other financial instruments.

Because of the high levels of indebtedness in South Africa, there is a pressing need
to comprehend the elements that influence how people assimilate and act to secure
their financial futures. This study provides some insights into understanding how
financial products are consumed; therefore, it examines the relationship between

financial literacy and insurance purchase decisions.

1.2 Context of the study

Are financial products bought or sold? This old age adage is what inspired the study
into understanding the different constructs that have been examined. The narrative
about the 'tale of two neighbours', where one could assume that as a result of their

proximity, their levels of education, insight and financial circumstance are on par. This
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study investigates several constructs to understand why “some people are better

financially prepared than others”.

South Africans are over-indebted; however, it does not account for the provisions they
may or may not have due to compulsory financial commitments like employer pension
and provident funds. Financial products are intended to provide the peace of mind
required when the said owner no longer can. There are several factors to consider as
there are divergent needs for the multitudes of South Africans. For example, some
individuals prioritise savings over retirement funding, funeral cover, and life cover.
Atkinson and Messy (2012) define financial literacy as a “combination of factors that
include awareness, skill, knowledge, attitude, and behaviour needed to make sound

financial decision and ultimately achieve individual financial well-being".

Leading towards the fourth industrial revolution, companies are gearing towards to
client-initiated or self-servicing models. In this regard, marketing managers have an
opportunity to consider alternative strategic campaigns once they have a better

understanding of the patterns that lead to the consumption of financial products.

One of the key requirements for individuals embedded in complex financial scenarios
is financial literacy. Altman (2012) describes financial literacy as “having the
knowledge, skills and confidence to make responsible financial decisions”. An
individual’s level of comprehension has the ability to influence the quality of decisions
made towards acquiring financial products to fulfil financial goals. There have been
studies that evaluate how individuals can acquire the necessary tools to navigate their
financial journeys especially in stock markets and borrowing through their credit cards
(Meier, Sprenger, 2010; Van Rooij, Lusardi & Alessie, 2011). Roberts, Struwig and
Gordon (2013) conducted research and formulated a paper for the then Financial
Service Board, now Financial Services Conduct Authority to determine the levels of
acuity and understanding of financial literacy and systems nationally. Other studies
sought to measure the levels of financial literacy specifically in women (Bucher-
Koenen, Lusardi, Alessie, & Van Rooij, 2017). Understanding the impact of financial
literacy can assist with determining the risk appetite for the consumption of financial
products as well the ability to absorb the resultant shocks. Sohn, Joo, Grable, Lee and
Kim (2017) found that adolescents that had bank accounts displayed higher levels of
financial literacy.



Despite numerous authors' discussions of financial literacy and insurance products,
there appears to be a paucity of studies investigating the impact of financial literacy
and perceived income inadequacy on attitudes toward insurance products and
intentions to purchase insurance products. Instead, most of the scholars have focused
on the success and failure factors in developing new banking and insurance services
in South Africa (Oldenboom & Abratt, 2000); informal microinsurance schemes - the
case of funeral insurance in South Africa (Roth, 2001); Measuring consumer
knowledge of life insurance products in South Africa (Ramchander, 2016); measuring
and profiling financial literacy in South Africa (Nanziri & Leibbrandt, 2016). Therefore,
deducing from the studies mentioned above, it is crystal clear that there is a lacuna in
studies investigating the impact of financial literacy and perceived income inadequacy
on attitudes towards insurance products and intention to purchase insurance products.

1.3 Problem statement

1.3.1 Main problem

Previous studies suggest a deficient level of financial literacy, particularly in developing
countries such as South Africa (OECD, 2013; Ranchander, 2016). Consumers'
attitudes and insurance purchase intentions are thought to have been affected as a
result of this. According to Browne, Chung, and Frees (2000), most people are hesitant
to get insurance because of their lack of understanding, religious beliefs, and literacy
level. Consumer attitudes about insurance products differ, according to Mathers, Fox,
and Hunn (1988). This is because consumers with high financial knowledge are more
likely to be more receptive to insurance products. While other attempts have been
undertaken, there are yet to be any conclusive conclusions on how financial literacy
may be promoted in the insurance industry. Currently, there has been significant
interest in company finance blogs due to technological advancement. Whereas
financial literacy relates to basic knowledge about finance, company finance blogs
generate specific knowledge about their businesses, products, and processes, which
drives consumers' positive attitudes (Lusardi, 2008). Bohnert, Fritzsche, and Gregor
(2019) add that this can only be effective when consumers are digitally inclined and

financially literate.



Skagerlund, Stromback, Tinghog and Vastfjall (2018) suggest that ... interventions to
increase the level of financial literacy are ineffective” (p. 18). Goyal and Kumar (2020)
recently observed that "few studies have examined the relationship between financial
literacy and financial behaviour" (p. 19). While previous studies focus on a broad range
of financial behaviours at once (Allgood & Walstad, 2016; Jorgensen & Savla, 2010),
less research attention has been devoted to focusing specifically on insurance
behaviours as a unique financial decisions' context. Furthermore, with the role of
technology and digitalisation transforming many sectors (Ng, 2012), research
understanding the link between digital literacy and financial literacy to explain
consumers' financial decisions, particularly in insurance, has not been adequately
explored (ACORD 2017; Atkinson & Messy, 2012).

The limited understanding of the predictors and outcomes of financial literacy is linked
to consumers' overall well-being (e.g., Goyal & Kumar, 2020). Altman (2012) suggests
that increased financial literacy influences behaviours and outcomes and is a key

determinant in addressing inequality and poverty alleviation.

Research findings in many emerging and developing countries indicate that countries
with poor levels of financial literacy have negative consequences of financial
behaviours such as debt management, risk-taking, financial well-being, and
investments (Atkinson & Messy, 2012; Ramchander, 2016; World Bank, 2009). The
World Bank further reports that an undeveloped consumer protection framework
places South African consumers at a further disadvantage with financial conditions,

requiring more research attention.

The growing dynamics and complexities in the world have introduced new ways of
doing things. More so, the digital age has made the task of investing and making
financial decisions very difficult. Technology and globalisation have generated a slew
of new dangers that are both volatile and unpredictable. Many financial instruments
and products, such as pensions, insurance, savings and investments, have been
established to safeguard individuals against these concerns. However, these products
have been less appreciated due to the low level of financial literacy. The low level of
financial knowledge has led to poor decisions regarding retirement planning and
investment decisions (Lusardi & Mitchell, 2007). Insurance plays a key role in the

financial development of an individual as it safeguards one's assets and investment.
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In Sub-Saharan Africa (SSA), the insurance penetration rate revolves around 5%,
while in South Africa, the average penetration rate over the past decade is around
12%. Though South Africa has the highest penetration rate in SSA, it has remained
constant over the years. This has resulted in a big gap between the insured and the

uninsured.

The low penetration rate can be attributed to the high level of financial illiteracy,
indicating that there is still a considerable unexploited potential. Financial literacy and
education help to create awareness, knowledge of these products, which may trigger
high purchases in the future (Opletalova, 2015). The concept of financial literacy and
insurance purchase decision has been less explored in literature. Most studies have
relied on financial literacy and decisions (Cole, Sampson, & Zia, 2009), financial
education (Fernandes, Lynch & Netemeyer, 2014; Opletalova, 2015), measurement
(Atkinson & Messy, 2012; Houston, 2010; Hung, Parker & Yoong, 2009), the youth
(Agarwalla, Barusa, Jacob, & Varma, 2015; Chen, & Volpe, 1998), and consumer
attitudes (Kasule, 2011; Souiden & Jabeur, 2015). Thus, there is a paucity of literature
in Africa on the determinants of insurance in general and literature on micro-insurance
specifically seems more prevalent (Giesbert, Steiner, & Bendig, 2011). Moreover,
there is a lack of awareness of the existence of insurance products and a poor

understanding of its concept (Giesbert, Steiner, & Bendig, 2011).

However, while many studies on entrepreneurship education (Baru€i¢ & Umihani¢,
2016; Edokpolor & Somorin, 2017), entrepreneurship culture (Cowling & Lee, 2017,
Doody, Chen & Goldstein, 2016; Hechavarria, 2016), and entrepreneurial tendency
(Demirci, 2013; Yao, Wu and Long, 2016) have been published, little is known about
internet entrepreneurship. In support of the above argument, this study seeks to
examine the relationship between financial literacy and insurance purchase while
considering the moderating influence of digital literacy and income level on this

relationship.



1.4 Research questions
The following serves as the main questions that guide the research objective.

1. How does financial education influence financial literacy among South African
consumers?

2. Does financial literacy affect the perceived helpfulness of company-sponsored
finance blogs?
Does financial literacy affect digital literacy among South Africans?
Does financial literacy affect consumers' attitudes towards various insurance
products?

5. How does financial literacy have a predictive effect on consumers' intention to
buy various insurance products?

6. Does the perceived helpfulness of company-sponsored finance blogs

influence consumers' intentions towards insurance products?

7. Does consumers' attitude towards various insurance products influence their
purchase intentions for these insurance products?
Does digital literacy affect consumers' intentions towards insurance products?
Is there a relationship between digital literacy and financial literacy to

influence consumers' intentions towards insurance products?

1.5 Research objectives

Based on the research questions, the study focuses on achieving the following

objectives.

1. To investigate the role of financial education in order to understand
consumers' financial literacy.

2. To investigate the effect of financial literacy on the perceived helpfulness of
company-sponsored finance blogs.

3. To examine the relationship between financial literacy and digital literacy
among South Africans.

4. To explain the relationship between financial literacy and insurance product
attitudes.



5. To account for the effect of financial literacy on consumers' intention to buy
insurance products.
6. To investigate the impact of the perceived helpfulness of company-sponsored

finance blogs on consumers' intentions towards insurance products.

7. To describe the association between consumers' insurance products attitudes
and purchase intentions for insurance products.

8. To describe the association between digital literacy and consumers' intentions
towards insurance products.

9. To investigate the potential moderating relationship between digital literacy

and financial literacy to understand insurance product purchase intentions.

1.6 Significance of the study

The purpose of this study is to evaluate the effects of financial literacy and perceived
income inadequacy on intention to purchase insurance products in order to address
the identified research gap mentioned above. It is justified that this study makes a
contribution to academics and management practice. On the academic front, this study
is expected to add to the existing body of knowledge on financial literacy, perceived
income inadequacy, attitudes towards insurance products, and intention to purchase
insurance products. On the practitioners' front, the study provides practical insights
and recommendations to managers in developing countries to understand the
mechanisms of improving financial literacy and its associated positive financial
behaviours (Goyal & Kumah, 2020). Ramchander (2016) suggest that research on the
influence of financial education and insurance behaviour should be encouraged in
emerging African markets. The following specific importance for practitioners, policy

makers, and researchers are highlighted.

1.6.1 Insurance practitioners

The study is valuable to the insurance industry stakeholders; it provides insight into
the best technology and insurance products that they can adopt to meet the demands
of their clients and enhance performance in the industry. The findings of the study
reveal how financial literacy enhances insurance product purchase and ways of

managing it to improve the industry. The findings also guide the decisions of managers



and stakeholders in deciding on how to identify the kind of products and channels to

use in order to meet the general public’s literacy levels.

1.6.2 Policy

The research also provides information to policymakers in regulating the insurance
industry specifically, policy regarding how technology should be used to meet the
needs and demands of their clients. More importantly, it provides information to the
government to continually invest in the education sector to enhance the financial
literacy and knowledge of the general public. This study provides a good motivation to

review the school's curriculum to ensure that students have basic financial knowledge.

1.6.3 Research

The study provides a good basis upon which others conduct further studies on
financial literacy and insurance purchase behaviours to the researchers and
academics. Also, the study provides support to theories on consumer behaviour and
financial literacy. The study improves not only researchers’ scope of understanding of
the subject matter but also for the general consumer market to gain exposure to the

insurance industry.

1.7 Delimitations of the study

This study takes into consideration that there may be varying individual needs and
does not seek to differentiate between them. The precursor is whether the
respondents understand their personal needs and whether they can exercise the
variables before them to compel a need to secure the necessary instrument to insure

their risk.



CHAPTER TWO

LITERATURE REVIEW

2.1 Family Resource Management Model

Deacon and Firebaugh (1988) developed the family resource management theory that
proposes that external inputs affect internal inputs which undergo a throughput
process and result in observable outputs. In terms of financial planning, the economic
climate and societal influences may be external factors that the individual needs to
consider which are then affected by internal inputs like family values and the
availability of resources like disposal income. The input analysed and the resultant
decision made and sometimes reconsidered with a different set of inputs. The family
resource model further identifies the role of parents in socialising and equipping their
children with the requisite knowledge to develop positive financial literacy and
behaviours (Jorgersen & Savla, 2010). However, because individuals may derive
financial literacy from diverse sources, the study focused on broader financial
education from school, the workplace, and the family environment. This approach is
broader and highlights the important role of financial education from various sources
(Xiao & O'Neill, 2016). Social learning theory is employed as a complementary theory
to understand the dynamic role of financial education in explaining the learning
mechanism through which appropriate financial knowledge may influence financial
literacy to generate positive financial behaviour outcomes (Huston, 2010; Xiao &
O'Neill, 2010).

2.2 Social Learning Theory

Social learning theory explains the learning process and social behaviour of
individuals. This behaviour can be acquired through observation and imitation.
Bandura and Walters (1977) demonstrated that learning is a cognitive process that
takes place within a social contact and acquired through direct contact or observation.
Bandura propounded this theory in 1977. This theory is related to the behaviourist
theory. However, Bandura further added some unique ideas to the social learning

theory. First, a mediating process occurs between stimuli and responses, and second,


http://onlinelibrary.wiley.com/doi/10.1111/j.1741-3729.2010.00616.x/full#b16

behaviours are learned from the environment through an observational learning

process.

Bandura (1997) suggests that all behaviours are learned through conditioning and
cognitive theories, which consider psychological influences such as attention
and memory. "While the behavioural theories of learning suggested that all learning
was the result of associations formed by conditioning, reinforcement, and punishment,
Bandura's social learning theory proposed that learning can also occur simply by
observing the actions of others" (Bandura, 1997, p. 118). Bandura's theory added a
social element to the behavioural theory arguing that individuals learn and behave in

certain ways by observing how others behave

In Bandura’s social learning book, the researcher stated that "Learning would be
exceedingly laborious, not to mention hazardous if people had to rely solely on the
effects of their own actions to inform them what to do" (Bandura & Walters, 1977, p.
118). The social learning theory posits that financial attitudes and knowledge are
influenced by the social interactions of individuals, especially young adults (Goyal &
Kumar, 2020). Financial literacy is a subject of thought not confining itself to social

welfare but also has consequences for the financial system and the real economy

2.3 Consumer Behaviour Theory

The consumer behaviour theory defines a consumer as an individual who is engaged
in the consumption process (Jisana, 2014). Individuals buy intending to consume and
meet the needs and demands of their families or households. The study of consumer
behaviour is the analysis of the processes used by individuals, groups, or
organisations to select, secure, use and dispose of products, services, and
experiences. This theory examines the behaviour of consumers by studying the
products/services they purchase and how often it is used (Jisana, 2014). Because it
is almost impossible to accurately predict the behaviour of consumers in a given
situation, the task of all marketers is to influence the behaviour of consumers in the

desired manner.

Consumer behaviour is attributed to a broad range of factors such as demographics,
personal and psychological factors, environmental factors, and cultural factors. These
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factors have previously been associated with consumers' financial literacy. For
example, Fonseca, Mullen, Zamarro and Zissimopoulos (2012) report that gender
significantly influences financial literacy and well-being. Education has also been
linked to financial behaviour among young consumers (Huston, 2010).

The cultural values in society result from how society engages its marketing strategies
of a product and services. Therefore, most aspects of consumer behaviour are culture-
bound. Hofstede (2001) further states that the processes in which consumers make a
purchase decision involve social aspects such as motivation and emotion group
process, as well as mental processes comprising cognition, language, learning,
communication, perception, and decision making. In essence, culture is part of every
society and is a cause for individual wants and behaviour. In an extensive literature
review, Goyal and Kumar (2020) report factors such as language, individualism, power
distance, uncertainty avoidance, and masculinity/femininity as critical cultural values

that affect people's financial literacy and financial behaviours.

2.4 Social Capital Theory (SCT)

This theory was developed in 1995 by Putman, and it was defined as individual actors’
ability to benefit from their social networks, quality of connections, and private
interactions. The SCT has three main assumptions. Turyahiakyo (2015) states these
assumptions as “the more networking, the greater the social contact, the greater the
importance of the rule of inclusion and the greater the social capital, the better funding
for problem solutions to be organized.” This theory posits that individuals enjoy certain
benefits based on their position within a particular group. Their social groups’ presence
helps build networks for their benefit (Duarte & Oliveira, 2017). In a nutshell, the SCT
believes that individual connections help them.

Rois-Aguilar and Deil-amen (2012) and Okello, Ntayi, Munene and Nkote (2016)
further explain that the SCT has three primary constructs: network, norm, and trust.
These three construct helps an individual during interactions in pursuit of their goals.
The social networks that shape individual behaviour include mass media, online
space, family, peers, teachers. Chen, Yu-Cheung, Chan (2009) add that the SCT is
built on bonding and bridging capital. The researchers explain bonding capital as the

interrelationships among groups. These communities have the same characteristics
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in terms of demographics, attitude, information, and resources, whereas the bridging
capital comprises the linkage between individuals with different socioeconomic

characteristics.

The SCT is a multidimensional theory that is built on both individuals and
organisations. The notion is based on obligations, data channels, norms, expectations
and trustworthiness, and efficient sanctions. These notions enhance business
development which increases business finance. (Turyahikayo, 2015). The SCT
facilitates access to personal and organisational resources for specific reasons. In line
with this study, the bonding and bridging factors are preferable as they enable sharing
of information and resources among individuals and organisations. This promotes
organisational trust by bonding the various actors and bridging networks to provide
resources (Forsell et al., 2018; Palamida, 2016). Huat and Geetha (2010) affirm that
the SCT leads to economic benefit. They explained that when individuals are exposed

to literacy and social factors, their behaviour changes result in a successful life.

2.5 Financial literacy

Financial literacy indicates how well individuals understand financial concepts, and it
shows their ability to interpret financial data correctly (Gathergood, 2012). In addition,
financial literacy reflects an individual's ability to understand financial concepts,
financial products and services, and providing an ability to control personal financial
resources (Bahovec, Barbi¢, & Pali¢ 2015). Sohn et al., 2012 define financial literacy
as “the knowledge and skills necessary to handle financial challenges and decisions
in everyday life”. Jisana (2014) argued that "having financial literacy skills enables
individuals to make informed decisions about their money and minimises the chances

of financial mismanagement” (p. 37).

2.6 Hypothesis development

This section focuses on the various predictions about how financial education may
explain consumer's financial literacy and, consequently, influence insurance products'

purchase likelihood. The conceptual framework proposed also shows that different
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levels of digital literacy and consumer literacy may correlate with financial literacy to
account for variance in consumers' purchase intentions for different insurance
products. Lastly, people's attitude toward insurance products is predicted to associate
with insurance products' purchase intentions. Figure 1 highlights the conceptual

model. The various sets of hypotheses are also presented in the following sections.

Financial

Digital literacy
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Figure 1. Conceptual Model

2.6.1 Relationship between financial education and financial literacy

The relationship between financial education and financial literacy is gaining much
attention in the literature, governments, and corporate institutions due to the role that
financial education plays in individuals' financial capabilities. According to Atkinson
and Messy (2012), financial literacy is linked to financial education, awareness, and
capabilities. The researchers explained that individuals are considered financially
literate when they have knowledge, understanding, and can appreciate financial

issues.

Financial education is defined as, "the process by which financial consumers/investors
improve their understanding of financial products and concepts and, through
information, instruction and/or objective advice, develop the skills and confidence to

become more aware of financial risks and opportunities, to make informed choices, to
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know where to go for help, and to take other effective actions to improve their financial
well-being" (OECD, 2005, p. 26). In addition, people are considered to be financially
literate if they can comprehend financial information.

Improved financial literacy is believed to be influenced mainly by one's level of
education. Todd (2002) explained that financial education varies according to the
setting, audience, and subject matter. Individuals who are educated financially can
make good decisions regarding the financial markets, understand basic financial

terminology, and manage financial resources.

A study conducted by Opletalova (2015) revealed that financial education has a
positive relationship with individuals' quality of financial decisions. This confirms the
findings of Fernandes, Lynch, and Netemeyer (2014), who said that the level of
education influences financial behaviours and economic outcomes. As Truett and
Truett (1990) suggested, individuals with a high level of education have a strong desire

and capability to safeguard their standard of living.

According to Amadeu (2009), financial education improves financial outcomes;
however, the causality in these relationships is difficult to be established. Fernandes,
Lynch and Netemeyer (2014) state that “creating financial literacy interventions is an
obvious and common sense response to the increased complexity of the financial

world”. One of these interventions is through financial education.

Financial education programs improve financial knowledge and experiences. Studies
have shown that highly educated people are more likely to be financially literate and
vice-versa (Garcia & Tessada, 2013; Lusardi & Mitchell, 2011). Also, Xiao and O'Neill
(2016) highlighted that financial education and financial literacy have a direct
relationship. Again, the researchers stated that these positive financial behaviours

improve financial capability.

Hence, it is hypothesised that:

Ho: Financial education does not have a significant positive influence on

financial literacy.
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Hai: Financial education has a significant positive influence on financial literacy.

2.6.2 Relationship between financial literacy and the perceived helpfulness of
company-sponsored finance blogs.

In this digital age and world of big data, there are constant information streams that
are generated by various financial institutions to showcase their latest offering.
Hoffmann and Otteby (2018) found that “making individuals aware of personal finance
blogs helped gain further knowledge, thus providing the much needed just-in-time

education”.

Finance blogs is a tool that helps individuals and companies to publish helpful
information to their customers. They are website publications that produce knowledge
about financial matters. Some of these include company finance and products,
investment, insurance, etc. (Donovan, 2018). Whereas financial literacy relates to
basic knowledge about finance, company finance blogs generate specific knowledge

about their businesses, products, and processes to customers (Lusardi, 2008).

In recent years, the company and personal financial blogs have sparked a lot of
attention due to their ingenuity. Blogs are an attractive channel of communication that
provides just-in-time financial information to its users. They are easily accessible and
leaves the time of knowledge consumption to their users. Another advantage to
finance blogs is that they can reach a broader population (Lusardi et al., 2017).
However, there are mixed empirical findings on the impact of financial literacy on
finance blogs. For instance, Hoffman and Otteby (2018) used the SEM approach to
examine finance blogs among US consumers. They found that financial literacy

significantly has a positive relationship with finance blogs.

On the contrary, West (2012) found a negative relationship. The researcher explained
that individuals who are already financially literate do not need finance blogs to
appreciate financial matters. This may be a repetition of what they already know and
may not consider it helpful (Mandell & Klein, 2007). Hira (2012) also argues that people
with lower financial literacy are more likely to appreciate finance blogs and have a
higher intention to use them than financially literate ones. Against this backdrop, the

study hypothesises that:
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Ho: Financial literacy does not have a significant positive influence on the

perceived helpfulness of a company-sponsored finance blog.

H2: Financial literacy has a significant positive influence on the perceived

helpfulness of a company-sponsored finance blog.
Digital Literacy

Digital literacy has become the new norm in this contemporary world. Individuals,
businesses, and governments resort to this approach in their daily operations as it
helps to reach out to too many people within the shortest possible time. The concept
of digital literacy can be viewed from specific skills and competencies to general
knowledge and access (Ng, 2012). This section discusses the relationship between

financial literacy and digital literacy.

2.6.3 Relationship between financial literacy and digital literacy

The difficulty in making a financial choice has been overwhelming. The globalisation
and financial crises have influenced businesses to adopt new approaches to reach out
to their clients. Digitalisation is now the new trend not only in the customer domain but
also in the organisational domain. This is not different in the insurance industry. Digital
insurance is the process of making insurance knowledge available, product
accessible, automating, deploying excellent functions in selling insurance products
and delivering insurance services (Nicoletti, 2016). Digital insurance can transform the
insurance industry. However, this can only be effective when consumers are digitally

inclined and financially literate (Bohnert, Fritzsche, & Gregor, 2019).

To be abreast with the new norm, individuals should be well informed about the digital
system. According to ACORD (2017), individuals must know about digital financial
products and services. First, they should be able to appreciate and understand the
financial services provided through digital means. Second, individuals should be made
aware of digital financial risks. Thus, they need to understand the risk associated with
the usage of digital financial services. Third, individuals need to understand digital
control, which talks about protecting your digital tools such as mobile phones and
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computers using passwords and other personal information and financial services

through digital means.

Dessart, Veloutsour, and Morgan-Thomas (2015) explained that financial literacy and
digital literacy are expected to impact digital businesses significantly. Therefore,
consumers need to be financially literate to effectively use the digital system, products,
and services. Further, digital literacy will help individuals to avoid internet fraud and
costly mistakes. Lusardi and Mitchell (2014) added that improved financial services on
the internet require a high digital financial literacy level to make them effective. This
will detect fraud, hackings, unauthorised use of data, inappropriate treatment, and

behavioural issues. Hence, it is hypothesised that:

Ho: Financial literacy does not have a significant positive influence on digital

literacy.

H3: Financial literacy has a significant positive influence on digital literacy.

2.6.4 Relationship between financial literacy and attitudes towards insurance
products

Consumers have varying attitudes towards the use of insurance products. Ulbinaite,
Kucinskiene and Le Moullec (2013) added that financial literacy influences the
behaviour of individuals. For instance, consumers with high financial knowledge are
more likely to be more receptive to insurance products (Mathers et al.,1988). In
addition to financial education, consumers’ attitude towards financial products is a
major factor in influencing their financial behaviour (Fernandes et al., 2014). Sury,
Furinto, and Herivati (2018) emphasised that individuals who have higher insurance

literacy are likely to have developed a positive attitude towards insurance purchase.

These days, individuals look at the different aspects of their financial matters. For
instance, they look at their retirement plans and secure their assets, family, and
businesses. Ibrahim and Algaydi (2013) revealed that financial literacy influences the
attitudes of individuals towards their financial decisions. Gine, Karlan, and Ngasia
(2013) posit that low insurance products demand is due to misconceptions and poor
attitudes towards insurance. They further explained that if this problem continues, then

there will be little demand for insurance products. The researchers concluded that
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financial literacy would help mitigate these problems. In contrast, Ren, Zhao and Zhou
(2018) revealed that financial literacy does not mean individuals are insurance literate.
To ensure the purchase of insurance products, individuals must be educated on
insurance products and their benefits.

Hence, it is hypothesised that:

Ho: Financial literacy does not have a significant positive influence on attitudes

toward insurance products.

Ha4: Financial literacy has a significant positive influence on attitudes toward

insurance products.

2.6.5 Relationship between financial literacy and insurance products purchase
intentions

Liebenberg, Carson, and Dum (2012, p. 628) define insurance as "a remedy against
the feeling of uncertainty in the sense that there is preparedness for facing the
consequences of the ill outcomes that uncertainty may embody". The role of insurance
is to protect individuals and corporate organisations against uncertainties about the
future and provide indemnity in case of a loss. The insurance industry is very important
in our current world due to the support it provides. The industry protects individuals
against personal risk, financial problems, and issues relating to life and death (Browne,
Chung, & Frees, 2000). However, most individuals are reluctant to buy insurance

products due to their level of understanding, religious perceptions, and literacy level.

Financial literacy plays a significant role in consumers financial decisions such as
investment, insurance, savings, and debt management. Insurance protects clients
from adverse effects by transferring losses to insurers. To appreciate these financial
matters and ensure the progress of companies, individuals must have financial

knowledge.

According to Ulbinaite et al., (2013), the high proportion of the insured population can
be attributed to two main things: first, inadequate financial capacity, and second, a
high level of financial illiteracy. Financial literacy is linked to behaviours that promote
both short-term and long-term planning about money and its associated tasks such as

savings, insurance, investments, credit card usage, and debt management (Huston,
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2010). Financially literate individuals are more likely to be engaged in good financial
planning, investment, and the purchase of insurance products. This is opposed to

those with poor financial literacy (Zakaria, 2016).

Gathergood (2012) found that the relationship between financial literacy and over-
indebtedness impacted on the choices relating to how insurance products are

consumed.

Furthermore, Cole et al., (2008) examined the levels of predictors of financial literacy
and how it affects the demand for financial products. The study found a significant
relationship between financial literacy and financial behaviour. In financial planning,
one of the determinants of a successful process includes understanding the short and
long-term implications as well as at the high and low-risks of return, as such, the
individual requires a certain level of comprehension. Therefore, it is hypothesised that:

Ho: Financial literacy does not have a significant positive influence on insurance
products purchase intentions.

Hs: Financial literacy has a significant positive influence on insurance products

purchase intentions.

2.6.6 Relationship between the perceived helpfulness of company finance
blogs and insurance products purchase intentions.

Lown (2004) posits that financial education is challenging due to the structured nature
of finance topics discouraging individuals from seeking financial knowledge. Hence,
individuals prefer finance blogs which are usually presented straightforwardly and
concisely. Finance blogs can increase a firm's product visibility to consumers at a
lower cost (Agarwalla et al., 2015). They can also provide immediate feedback from
customers. It is also an opportunity for companies to learn more about their customers

from their comments and preferences.

Despite the simple nature of company finance blogs, its primary focus is to influence
consumers' behaviour, fostering their financial habits (Wright, 2005). Similarly, Lederer
et al., (2000) found that company finance blogs are a good predictor of how individuals
intend to use them. This argument is supported by Liaw (2008), who found that finance

blogs' helpfulness directly affects consumers' intention of using e-learning products.
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Furthermore, Wright (2005) highlights that company finance blogs generate a positive
experience that changes the way customers view a business product. This attaches
value to the company and encourages customers to buy companies' products. Thus,
this study examines how company finance blog helpfulness affects insurance product

purchases in light of the above argument. The study, therefore, hypothesises that:

Ho: There is no significant positive relationship between the perceived
helpfulness of a company-sponsored finance blog and insurance products

purchase intentions

He: There is a significant positive relationship between and the perceived
helpfulness of a company-sponsored finance blog and insurance products

purchase intentions.

2.6.7 Relationship between attitudes towards insurance products and

insurance purchase intentions

Fishbein and Ajzen (1975) defined attitude as "a predisposition to respond” (p. 85).
The researchers further revealed that the concept of attitude is seen as a complex
system and can be explained from three perspectives: the cognitive perspective, which
defines individuals' thoughts; the affective perspective referring to an individual's
feelings; the conative perspective, which is the behavioural tendencies. Attitudes
predict human behaviour and influence their decision-making process (Hamid, 2014).
Attitude is composed of beliefs about the consequences of performing the behaviour
and evaluating how the consumer will feel about those consequences. Ginder et al.,
(2009) stress that the intention to buy insurance is a good predictor of an individual’s

actual behaviour and decision.

Consumers' attitude towards insurance purchases can be viewed from two angles, the
demand side and the supply side. On the supply side, the reputation of insurers,
products offered, and the history of the insurance company is a major determinant.

While on the demand side, consumers' experience, religion, financial knowledge, and
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capacity influence their attitude towards insurance purchases (Souiden, & Jabeur,
2015).

The theory of planned behaviour can support the relationship between attitude and
behaviour intention. This theory says that attitudes influence individual intentions
hence, a good predictor of behaviour. Following this argument, this study assumes
that individuals with favourable attitudes toward health insurance are more likely to
purchase these insurance products. Sury et al., (2018) stressed that understanding

insurance products generates positive attitudes from consumers.

According to literature, the attitude and perception of insurance clients have been
centred on factors influencing these attitudes (Kruse & Ozdemir, 2004), consumers
perceived value and satisfaction (Smith, 2006), and the purchase decision-making
process (Kasule, 2011). These are seen as major factors influencing the purchase
decision of policyholders. Furthermore, attitude can be based on the information that
someone has about a project or product, mostly in the form of persuasive
communication (Coe, Belbase, & Wu, 2014). Hence, it can be said that there exists a
positive relationship between attitudes towards a product and the willingness to
purchase it (Harrison & Ng, 2016). Therefore, it is hypothesised that:

Ho: Attitudes toward insurance products do not have a significant positive

influence on purchase intentions for insurance products.

H7: Attitudes toward insurance products have a significant positive influence on

purchase intentions for insurance products.

2.6.8 Relationship between digital literacy and insurance product purchase
intentions

Global pandemics and organisational crises have introduced new ways of doing
things. Social media is now the new platform for many organisations, where different
products are being developed for consumers online. Some of these include mobile
banking, online loans, and internet insurance. To able to appreciate these products
and digital approach, consumers must be digitally literate. This is not different from the
insurance industry. In life and health insurance, consumers are developing new routes

in their journey to consider the purchase of insurance products (Solis, 2015).
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Spears and Singh (2004) defined purchase intention as a conscious effort made by an
individual to purchase a brand. Also, Fishbein and Ajzen (1975) added that purchase
intention is the possibility that an individual will patronise a particular product. This is
often influenced by customers' subjective judgement and digital skills, and their

perceived knowledge of the insurance products (Wang, 2014).

Previous research has concluded that brand preference has a significant impact in
determining a customer's purchasing intention. Insurance purchases are seen to aid
households in maintaining their consumption levels, which impacts a society's
spending proclivity (Arrow, 1964). Chen and Chang (2008) posit that digital literacy
enhances consumer purchase intentions. Zhao, Zhao, and Cleary (2019) explained
that health insurance increases household consumption, which can be achieved when
individuals are digitally inclined and purchase insurance products. Winterich and
Nenkov (2015) added that digital platforms could help promote insurance

consumption.
Therefore, it is hypothesised that:

Ho: Digital literacy does not have a significant positive influence on insurance

products purchase intentions

Hs: Digital literacy has a significant positive influence on insurance products

purchase intentions

2.6.9 Digital literacy moderates the relationship between financial literacy and
insurance product purchase intentions.

The technological age has led to the integration of digital and financial literacy. This is
believed to have an impact on individual choices. Digital literacy and financial literacy
enhance the financial system and encourage financial and insurance products (Li, Wu,
& Xiao, 2020). As a result, information asymmetry costs are reduced, transaction costs

are reduced, and financial services are readily available due to digital business.

Insurance is one of the essential pillars of financial protection. However, individuals
are reluctant to purchase these products. This can be attributed to many factors such
as inadequate funds, poor perception, high financial and digital illiteracy. Driver,

Brimble, Freudenberg, and Hunt (2018) assert that individuals must possess some
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level of financial literacy to promote insurance purchases. This can also be achieved
by creating awareness of Insurance products on the digital platforms while creating

the need for customers to purchase.

In the case of Anands and Chhikara (2013), inclusive digital finance improves
individual decision-making and reduces poverty. Furthermore, Dessart, Veloutsou and
Morgan-Thomas (2015) explained that financial literacy and digital literacy are

expected to significantly impact digital businesses. Hence, it is hypothesised that:

Ho: There is no significant moderating relationship between financial literacy

and digital literacy to influence insurance product purchase intentions.

Ho: There is a significant moderating relationship between financial literacy and

digital literacy to influence insurance products purchase.

2.7 Conclusion of the Literature Review

From the above literature review, we can draw several conclusions. First, more than
a few scholars have expressed their views on financial literacy. The bottom line is that
there is a high rate of financial illiteracy in developing countries, affecting their financial
decisions. It is also established that financial education improves the financial literacy
of individuals. Finally, while there appears to be strong evidence supporting the
relationship between financial literacy and financial education, it is also argued that
financial literacy influences consumer attitudes and the purchase of insurance
products. Hence, a high level of financial literacy will lead to an increase in insurance

purchases.

According to literature, it is evident that digital literacy and income may influence the
strength of the relationship between financial literacy and insurance purchase. Prior
studies found that individuals with high-income levels can make prudent financial
decisions. More so, there exists a relationship between financial literacy and company
finance blogs. The literature further shows that digital literacy enhances the usage of

digital financial services.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 Research design

Research methodology is a strategic and methodical approach to identify, process
and analyse a particular area of research. According to Kothari (2004), “research
methodology is a method to analytically explain the research problem”. Creswell
(2014) elaborated that it was a method used to evaluate the relationship between the

constructs being reviewed.
A research design typically includes:

e How data is acquired (sampling design)

e What instruments are employed (measurement items, source, and
measurement scale)

e How the instruments are utilised (data collection method), and

e The intended means for analysing data collected (data analysis procedure and
statistical approach)

3.2 Population and sample

3.2.1 Population

A sampling design should be easy to implement, efficient, and have large entropy to
be generally applicable (Gupta, 2011). In addition, Salkind (2012, p. 95) states that
“the sampling process includes a description of the target population, the sample
frame, the sampling method, and the sample size”. Therefore, the subsequent

sections are focused on the entire sampling process.

Greenland (2005) defines the target population as "the population about which
information is wanted" as well as "the totality of elements which are under discussion
and about which information is served" (p. 76). Salkind (2012) refers to the target

population as the defined population from which the sample is appropriately selected.
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For the purpose of this study, the target population comprises consumers within the

city of Johannesburg, South Africa.

3.2.2 Sample and sampling method

The sampling frame warrants that there is some probability of selection for each
element in the target population. For this study, the sampling frame consists of
consumers within the city of Johannesburg, South Africa. Cooper and Schindler (2014)
reasoned that the potential target population are best suited for the research obecjtive.
The sample size utilised 300 potential insurance consumers within the sampling frame
mentioned above. Numerous past studies utilised between 200 and 400 respondents

for consumer research (Jisana, 2014; Kasule, 2011; Souiden & Jabeur, 2015)

3.3 Procedure for data collection

The data was gathered through online means. The questionnaire items were created
using Qualtrics, a famous online research platform used by many academics. A
guestionnaire link was created and shared with potential respondents on the following
social media platforms: Facebook, Instagram, LinkedIn, and WhatsApp. The survey
was also advertised on social media so that more people will see and answer the
guestionnaire, and participation was voluntary. Data collection using social media has
become very popular recently due to the high number of consumers who always
interact with products and brands online. Spence, Lachlan, and Rainear (2016) found
that social media as a data collection method is as effective as the traditional pen-and-
paper-based questionnaire method. Using multiple social media platforms, the
research obtained more respondents at a faster rate through the power of digital

technologies.

3.4 Data analysis and interpretation

The research questions and the conceptual model proposed in this study are
addressed using SEM for data analysis. This data analysis method is appropriate for
this study because it allows researchers to test complex research models that have

different inter-relationships at once (Hooper, Coughlan, & Mullen, 2008; Kline, 2015).
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The SEM improves the results’ quality because it can easily correct measurement
errors which are common when survey instruments are used for research. This
method helps determine if the data collected is a good fit for the proposed model
(Kline, 2015). The SEM was used first to determine whether the questionnaire items
are able to effectively measure the constructs or factors proposed in the study. This
was achieved using confirmatory factor analysis (CFA). The CFA method is also useful
for determining the reliability and validity of the study constructs (Kline, 2015). Once
the requirements of the CFA were reasonably satisfied, the SEM analysis is
performed, which tests the various predictions in the conceptual model. The SPSS
was also used to perform descriptive statistics to determine the percentage of
respondents based on their demographic variables such as age, gender, income,
education, and marital status (Pallant, 2010). This information was useful for

describing how the research respondents differ from the general population.

3.5 Validity and reliability

Validity and reliability are essential requirements in quantitative research. They assist
the researcher in ensuring that the research instruments employed are of the highest
guality and measure what they are designed to measure and that if the measurement
conditions change, the survey instrument outputs are unlikely to alter significantly
(Heale & Twycross, 2015).

3.5.1 Validity

Heale and Twycross (2015) defined validity as "the extent to which a concept is
accurately measured in a quantitative study" (p. 3). That is, whether a set of questions
measure a construct for which they are supposed to measure. In this case, the
guestions proposed to measure financial literacy must adequately measure the
construct to conclude that validity has been achieved (Klein, 2015). Therefore, all the
measures were subjected to validity tests through the use of CFA, as indicated

previously.
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3.5.2 Reliability

Furthermore, Heale and Twycross (2015) defined reliability as "the extent to which a
research instrument consistently has the same results if it is used in the same situation
on repeated occasions" (p. 3). That is, if the financial literacy scale is applied often and
in a variety of contexts, the factor loadings and mean scores should be reasonably
consistent. Cronbach's Alpha is a popular method for determining the reliability of
scales (Pallant, 2010). Cronbach alpha scores above 0.70 suggest that the scale is
indeed reliable. This approach was used to ensure that all factors used in this study

have high reliability scores.

3.6 Ethical consideration

Ethical guidelines are crucial for ensuring research integrity. This study followed two
main ethical guidelines and procedures. First, the research and the survey instrument
were submitted to the Ethics Committee of Wits Business School for clearance.
Second, the following guidelines were adhered to during data collection. Informed
consent was assumed to have been achieved when the respondents clicked on the
survey link and completed and submitted their responses. The study ensured that
participation in this research is voluntary, and their responses were anonymous and
treated with strict confidentiality. Specifically, confidentiality was achieved by
aggregating all the answers so that no particular respondent is easily identified from
the response patterns. Information such as participants’ names, phone numbers,
emails, and addresses was not collected. Furthermore, participants were made aware
that they will not receive monetary compensation for their responses. Moreover, the
data obtained from this study are stored in an online cloud with password protection.
The data is also stored in a computer owned by the researcher and is password-

protected.

3.7 Pilot study results

A pilot study was conducted on the survey instrument to determine whether the survey

will work well when extended to the complete sample set. In addition, the questionnaire
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distributed via email and social media to a diverse group of respondents using

Quialtrics.

The descriptive statistics, reliabilities, and correlations among the key variables are
presented in the following sections.

3.7.1 Descriptive statistics

Table 1 shows a sample of 51 respondents used for the study with an average age of
36.

Table 1: Summary of descriptives of demographic variables

Descriptive Statistics

N Minimum  Maximum Mean Std. Deviation

Age category 51 1 4 2.53 .703

Gender 51 1 2 1.61 493

Education 51 7 11 8.61 1.115
Occupation 51 1 6 4.86 1.721
Income 51 1 6 4.27 1.401
Province 51 1 9 3.57 1.652
Actual Age 51 19 54 35.75 7.130

Valid N (listwise) 51
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Respondent’s Age Range

Age category

50

Percent

18- 24 25.34 35-44 45.54

Age category
Figure 2. Age Range

Specifically, the pilot study results show that 47.06% of respondents were between
the ages of 25-34, whereas the next large group was within the age range 35 — 44
(41.18%). Cumulatively, the average age of the respondents was 36 years. This is
ideal given that car, health, and life insurance are usually patronized by fairly older

consumers. Thus, the pilot sample is indeed appropriate in terms of age consideration.
Respondents gender

In figure 3, the pre-test results show that majority of the respondents were female
(60.78%), with males being (39.22%). It was interesting to test whether males or
females were more likely to have positive attitudes towards insurance products and
how much they can express their likelihood of purchasing. This assumption was tested
with the actual data collected.
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Gender

Percent

IWale

Female

Gender

Figure 3: Gender

Respondents highest educational level

In terms of education, most respondents reported having completed a Diploma
(27.45%) and a bachelor’'s degree (27.45%), followed by a master’s degree (23.53%).
The results suggest that the sample is ideal for the products and behaviour under
investigation: insurance products attitudes and purchase intentions.

Education
30

Percent

Matric Diploma Bachelor's degree  Master's degree FhD

Education

Figure 4: Education
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Respondents occupation

Figure 4 also shows that majority of the respondents were professionals (64.71%).

Again, this is consistent with their education levels, mainly diploma, bachelor’s, and
master’'s degree.

Occupation

Percent

Student Self employed General worker Semi-skilled Artesian FProfessional

Occupation

Figure 5: Occupation

Respondents income levels

Regarding income, figure 5 shows that as much as 45.10% of the respondents earned
more than R35,000 as gross monthly income. This finding further confirms the

assumption that more educated individuals are more likely to earn more income and
be engaged in white-colour jobs.
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Income
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Figure 6: Income

Respondents province of residence

Figure 6 below shows that the majority of respondents were drawn from the Gauteng
province (78.43), followed by North West (7.84) and KwaZulu-Natal (5.88%)

Province

Percent

Easter Cape Free State

Gauteng KwaZulu-  Mpumalanga North West Western
MNatal

Cape
Province

Figure 7: Province
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3.7.2 Reliability test

Cronbach’s alpha tests were performed on all the five main variables investigated in
this study to confirm their reliability. The results show that all the reliability test scores
are above the 0.65 thresholds. Hence, the factors are stable and can be used for the
actual data collection. Digital literacy scores the highest alpha scores (a = .91),
followed by financial literacy (a = .86), and insurance products purchase intentions (a
= .81). Overall, all the factors have good reliability scores and can therefore be used
for subsequent data collection.

Table 2: Reliability study of the constructs

# Factors No of items Cronbach’s
alpha (a)

1 Financial literacy 5 .86

2 Financial education 4 72

3 Digital literacy 6 .91

4 Insurance products attitude 6 77

5 Insurance products purchase intentions 6 .81

3.7.3 Correlations

Lastly, a correlation test was performed to determine the extent to which the factor
relate among themselves. As shown in Table 5, financial literacy correlates strongly
with digital literacy (r = .44) and digital literacy (r = .46). The pre-test results also show
that insurance product attitude relates strongly and significantly with insurance
products purchase intentions (r = .63). The rest of the correlations are not significant.
In terms of mean ratings, the results show that the respondents rated insurance
products purchase intentions higher (M = 4.51, SD = .55), followed by insurance
products attitudes (M = 4.41, SD = .70). Digital literacy was rated highly among the
respondents (M = 3.97, SD = 1.05).

Given the current results, it is anticipated that correlations among all the factors will

improve considerably since this correlation is based on only 57 respondents.
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Table 3: Correlation among the constructs

# Factors Mean |SD |1 2 3 4

1 Financial literacy 358 |91 |1

2 Financial education 3.08 | .95 | .44 |1

3 Digital literacy 3.97 |1.05|.46* | .20 |1

4 Insurance products attitude 431 |.70 |-09 |.08 |.11 |1

5 Insurance products purchase intentions | 451 | .55 |-02 |.08 |.18 |.63**

** Correlations are significant at the .01 level (2-tailed).

It is anticipated that with a sample size of 220 or more, SEM will be performed to
assess all hypotheses in this study. Notwithstanding, the pre-test has shown that the
descriptive statistics are consistent with expectations in terms of age, gender, income,
and education. The factors are also generally reliable. The correlations also show

moderate interrelationships among the factors.
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CHAPTER FOUR

PRESENTATION OF RESULTS

4.1 Data collection and participants

The study tested the proposed hypothesis and the model with a sample from an
online survey among South African consumers. South Africa is considered an
appropriate context for the study because of its well-advanced insurance industry
with various market players. Consumers also have a good understanding of the

insurance industry and the many products that insurance firms offer the market.

Data were collected via a questionnaire created in Qualtrics, an online survey
platform. The link to the questionnaire was distributed through email and various
social media platforms such as Facebook, WhatsApp, and Instagram, where
potential respondents were invited to complete the survey. They were also
encouraged to share the link with friends and family members. The survey took
about 10 minutes to complete. The pre-test highlighted respondents’ opinions
about key psychographic factors and attitudes and purchase intentions for
insurance products, in this case, health insurance. The pre-testing of the
guestionnaire was also very useful in ensuring that study measures were valid
and reliable. The questions measured respondents’ financial education,
perceptions of the helpfulness of a company’s finance blog, financial literacy,
digital literacy, attitudes towards insurance products, and purchase intentions for
insurance products. The respondents also provided information on their

demographic data.

After three weeks of data collection, 270 responded to the survey invitation.
Unfortunately, many respondents only clicked on the link and did not submit any
responses. Therefore, after cleaning the data of incomplete or inappropriate
responses, 217 responses were retained as usable data for subsequent analysis.

Table 4 shows the characteristics of the sample in the study.
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4.1.1 Gender

The majority of the respondents were female, representing 57.1%, and males

representing 42.9%.

gender

[ male
W Fremale

Figure 8: Gender

4.1.2 Age

The age of respondents ranged from 18 to 65 years. Again, most of the
respondents’ age ranges from 35 to 44 years (39.0%), followed by the second
largest group aged between 25 to 34 years (36.2%). About 16.2% of the
respondents were older than 45 years, whereas only 8.3% were younger than 25.
This shows a majority of the respondents were young to mid-aged insurance

consumers.
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Figure 9: Age

4.1.3 Education

More than one-third of the respondents had attained a bachelor’'s degree (36.4%).
While some of them indicated that they had either achieved a matric (20.7%) or
diploma (24%). The percentage of respondents who confirmed having completed
a postgraduate degree were: master’s degree (15.7%) and PhD (1.8%). A few
respondents, however, indicated that they completed primary education (1.4%).
Therefore, the descriptive information on education confirms that most
respondents had attained a significant amount of education and can understand

and evaluate insurance product information and informed decisions accordingly.

Education

a0

Percent

Some primary Matric Diploma Bachelor's Master's PhD
school degree degree

Education

Figure 10: Education
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4.1.4 Occupation

Respondents were also asked to indicate their current occupation status. More
than half of them indicated they are professionals (56%), with another group
indicating they are self-employed (15.3%). About 12% also indicated they were
semi-skilled. Only 6.9% mentioned they were general workers. Students
represented only 9.3% of the sample. The respondents' occupational level further
confirms the sample's suitability because most of them are recognised as an ideal

target group for insurance products.

Occupation

[ student

M Self employed
W General worker
& Semi-skilled
[ Artesian

E Professional

Figure 11: Occupation

4.1.5 Income

Income is an essential basis for segmenting and targeting consumers for
insurance products adoption. The descriptive statistics show that about one-third
of the respondents earn more than R35,000 in gross monthly income (35.5%).
Another 24% confirm their income ranged between R15,000 and R35,000. Some
respondents also indicate their gross monthly income ranged from R5001 to
R15,000 (17.5%). The income categories further support the large number of
respondents who mention they are professionals.
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Figure 12: Income

4.1.6 Province

More than half of the sample selected Gauteng province as their current location
of residence (73.3%). In contrast, a few other respondents indicated they are
located in the Eastern Cape province (6.9%), KwaZulu-Natal (6%), and North
West (5.1%).

Province
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Figure 13: Province
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Table 4 provides a summary of the descriptive statistics.

Table 4:

Sample characteristics

Variable Categories Percentage
Gender Male 42.9
| | Female | 57.1
Age 18 — 24 years 8.3
25 — 34 years 36.2
35 — 44 years 39.0
45 — 54 years 114
55 — 64 years 4.3
65 years and above 0.5
Education Some primary school 1.4
Matric 20.7
Diploma 24.0
Bachelor's degree 36.4
Master's degree 15.7
PhD 1.8
Occupation Student 9.3
Self-employed 15.3
General worker 6.9
Semi-skilled 12.0
Artesian 0.9
Professional 55.6
Income Below — R5,000 6.5
R5,001 — R15,000 175
R15001 — R25,000 10.6
R25,001 — R35,000 134
Above R35000 35.5
Prefer not to say 16.6
Province Eastern Cape 6.9
Free State 0.9
Gauteng 73.3
KwaZulu-Nathal 6.0
Limpopo 1.4
Mpumalanga 3.7
Northern Cape 0.00
North West 5.1
Western Cape 2.8
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4.2 Evaluation of the level of financial literacy among South Africans

The study also sought to know precisely how financially literate the South African
sample is. Many people have difficulty making informed decisions in financial
situations. Hence, it was essential to determine to what extent the sample was
informed in several financial domains. Financial literacy was sought in financial
situations such as savings and investments, stocks, bonds, and the behaviour of

investments over time.

The research questions were created to determine three major economic ideas
that people should be familiar with while making financial decisions: (1) interest
compounding, (2) inflation, and (3) risk diversification (Lusardi & Mitchell, 2011).
The following are the results of financial literacy questions the sample responded

to. The correct answers are boldly highlighted.

First, respondents were asked to indicate what would happen to their savings if
they left it in their account for five years at an interest rate of 2% per annum. The
results show that about 84% of the respondents had the question right, by
indicating that their investment will increase by the 2% interest rate over the

period under review.

4.2.1 Savings account and interest rate

1. Suppose you had R1000 in a savings account, and the interest rate was
2% per year. After five years, how much do you think you would have in the
account if you left the money to grow?

Percent Valid Percent
Valid More than R1,002 83.9 83.9
Exactly R1,002 51 51
Less than R1,002 1.8 1.8
| don’t know 9.2 9.2
Total 100.0 100.0

This finding is consistent with similar studies that found about 88% of American

respondents answering these questions (Houts & Knoll, 2020). Therefore, this
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suggests that most South African consumers sampled in this study had a good

appreciation for applying interest rates.

4.2.2 Savings account, interest rate, and inflation

Similarly, respondents were asked to indicate how interest rates are determined
on savings account under inflationary pressure. About 61% of the respondents
were able to answer the question correctly. However, the percentage of
respondents who had the question right was less than American consumers who
answered the same question with 78% accuracy (Houts & Knoll, 2020). While
more than half the sample was able to tell that inflation negatively impacts the
future value of money, there is a need to improve financial literacy through

financial education.

2. Imagine that the interest rate on your savings account was 1% per year
and inflation was 2% per year. After one year, how much would you be able
to buy with the money in the account?

Percentage Valid Percentage
Valid More than today 17.1 17.1
Exactly the same 10.1 10.1
Less than today 60.8 60.8
| don’t know 12.0 12.0
Total 100.0 100.0

4.2.3 Bond prices and interest rates

This question aimed to determine how the sample perceived the impact of interest
rates on bond prices. Only 11.1% of the respondents could indicate that when
interest rates rise, bond prices will fall. The finding again shows that education
beyond savings and investment products is necessary to improve financial

literacy.
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3. If interest rates rise, what will typically happen to bond prices?

Percentage Valid Percentage
Valid They will rise 76.5 83.8
They will fall 10.1 111
They will remain the same 3.2 35
There is no relationship between 1.4 15
bond prices and the interest rate
Total 91.2 100.0
Missing System 8.8
Total 100.0

4.2.4 Investment products and fluctuations over time

Furthermore, the study sought to understand the time influence on investment

products regarding fluctuations. About 71.2% of respondents correctly indicated

that stocks experience the highest forms of fluctuations over time. This finding

compares favourably with Houts and Knoll's (2020) study, which also found that

87% of their American respondents answered this question correctly.

4. Normally, which asset described below displays the highest fluctuations

over time?
Percentage Valid Percentage

Valid Savings accounts 6.9 7.6
Stocks 65.0 71.2
Bonds 194 21.2
Total 91.2 100.0

Missing System 8.8

Total 100.0

4.2.5 Mortgage interest payment over time

The study also sought information on respondents understanding of interest

payment on a mortgage over time. A higher number of respondents (80%)

confirmed that the longer the mortgage loan period, the less the total interest

paid on the loan. The finding suggests that most South African consumers
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understand mortgage calculations and implications when the loan period is
longer.

5. A 15-year mortgage typically requires higher monthly payments than a 30-
year mortgage, but the total interest paid over the life of the loan will be

less
Percentage Valid Percentage
Valid True 71.9 80.0
False 18.0 20.0
Total 89.9 100.0
Missing System 10.1
Total 100.0

This result is not surprising since the mortgage market in South Africa is highly

developed compared to many African countries.

4.2.6 Comparison between Stocks and stock mutual fund

The last question explored the sample’s appreciation of the difference between
company stock and stock mutual fund in terms of which one provides the safest
return. Again, 73% of the respondents correctly answered this question by
indicating stock mutual funds instead provide safer returns and not company
stocks. This answer shows the respondents understand that stocks are generally

more volatile than mutual funds.

6. Buying a single company's stock usually provides a safer return than a
stock mutual fund.

Percent Valid Percent
Valid True 16.6 27.1
False 44.7 72.9
Total 61.3 100.0
Missing System 38.7
Total 100.0

4.2.7 Summary of financial literacy among South Africans
This section contributes to understanding the general South African consumers'

financial issues. The financial literacy scale used in this study has been applied

44



in many contexts to determine the level of understanding of financial information
in many contexts where financial decisions are required (Hoffmann & Otteby,
2018; Houts & Knoll, 2020). Except for the question about understanding the
behaviour of bonds over an investment horizon, the results demonstrate that
South Africans score above average on all of the questions given in this study.
The results further highlight the need for more action to enhance financial literacy
among South Africans not only in savings and short-term investments but in more

complex investment areas such as stocks and bonds.

4.3 Measures

This section explains how the key variables used for assessing the main
hypotheses were measured. The constructs used in this study were derived from
previous studies. All scale items, except attitudes towards insurance products
and purchase intentions, were measured on a five-point Likert scale ranging from
1 = strongly disagree to 5 = strongly agree. Table 5 depicts the various constructs
with the items used to measure them, the sources they were derived from, and

reliability scores.

First, financial education (a = 0.73) was measured with three items from Xiao and
O'Neill (2016) where respondents were asked whether they have previously
received financial education from their high schools, university, and parents while
growing up. For example, “1 received financial education from my parents when |
was growing up.” The perceived helpfulness of a company’s finance blogs (a =
0.95) was assessed by adapting five items from Hoffmann and Otteby (2018).
For example, “I consider finance blogs managed and controlled by a financial

company to be resourceful.”

Furthermore, financial literacy (a = 0.83) was measured with four items adapted
from Cude et al., (2006). ltems to measure the construct include, “I have the
ability to maintain financial records for my income and expenditure.” Digital
financial literacy (a = 0.89) measures the extent to which consumers have the
technical know-how and cognitive abilities to search for information necessary for

making appropriate financial decisions. This was measured with six items from
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the scale proposed by Ng (2012). Items include | am confident with my search
and evaluation skills to obtain information on the internet about insurance

products.”

Moreover, the attitude towards insurance products (a = 0.88) was measured with
Batra and Ahtola (1991) scale, where consumers' general attitudinal tendencies
toward different insurance products were measured. Two items were used to
determine how consumers consider health insurance measured by positive-
negative, like-dislike scales. Lastly, respondents were asked two questions to
determine their insurance products purchase intentions (a = 0.94). The items
were obtained from Spears and Singh (2004), (e.g., | will [never/definitely] buy
insurance products [health insurance] and | [definitely do not intend to
buy/definitely intend to buy] insurance products [health]. Both attitudes towards
insurance products and purchase intentions for insurance products were

measured using semantic differential scales.

4.4 Structural Equation Modelling

Statistical analysis for testing the various hypotheses was assessed using R
software through SEM. The analysis follows the two-step approach
recommended by Anderson and Gerbing (1988). First, the scale's psychometric
properties were examined before the analysis assessed the proposed hypothesis
testing. The psychometric properties assessment was achieved by examining the
standardized factor loadings, reliability, and validity scores of the underlying
constructs using confirmatory factor analysis. Second, the structural path models

were examined using SEM.

4.4.1 The measurement model

Confirmatory factor analysis

A confirmatory factor analysis was performed on all the study's underlying factors
simultaneously using the maximum likelihood estimation methods. Modification

indices were carried out to ensure items that reasonably measure the underlying

constructs were retained. The assessment of the goodness of the fit of the models
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was assessed with various indicators: X? (chi-square), X?/df (chi-square to degree
of freedom index), TLI (Tucker-Lewis index), CFI (comparative fit index), RMSEA
(root mean square error of approximation), and SRMR (standardised root mean
square residual). Bagozzi, Yi, and Phillips (1991) suggest that model fitness
should be compared against the following criteria: CFl and TLI are greater than
0.90, X?/df range between 2 and 5, and RMSEAS less than 0.08.

The fit indices of the measurement model from the confirmatory factor analysis
are: X2=226.09, df = 171, X?/df = 1.32, RMSEA = 0.04, CFI = 0.97, TLI = 0.97,
SRMR = 0.05, all pointing to a good fit of the model to the sample data. Table 5
contains standardised factor loadings, Cronbach’s alpha, composite reliability
values, and average variance extracted scores. Table 6 contains the means,

standard deviation, and correlations among the constructs.
4.4.1.1 Reliability of scales

Since a good fit of the model was achieved, the scales' reliability was determined
by their internal consistency, and the composite reliability scores were
ascertained. Both Cronbach’s alpha and composite reliability scores were used
to measure internal consistency and reliability, although composite reliability
scores are considered a more robust estimate of reliability. The composite
reliability values fall within the acceptable range of 0.70 to 0.90, as shown in Table
5. Hence, the constructs are highly reliable.

4.4.1.2 Validity of scales

The convergent and discriminant validity of the constructs were determined in the
following manner. First, all the factor loadings are significant at p < 0.001, and the
items load on their respective constructs. Again, as shown in Table 5, all item
loadings for the respective constructs exceed 0.70, thus confirming the presence

of convergent validity (Bagozzi et al.,1991).
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Table 5

Measurement scales

Constructs Loadings a CR AVE
Financial education (Xiao and O'Neill, 2016) 0.73 0.78 0.55
| received financial education when | was in 0.71
high school.
| receive(d) financial education at 0.76
university.
I received financial education from my 0.75

parents when | was growing up.

Perceived helpfulness of company finance blogs 0.95 0.95 0.80

(Hoffmann & Otteby, 2018)
| consider finance blogs managed and 0.79
controlled by a financial company to be
informative.
| consider finance blogs managed and 0.90
controlled by a financial company to be
resourceful.
| consider finance blogs managed and 0.96
controlled by a financial company to be
useful.
| consider finance blogs managed and 0.92
controlled by a financial company to be
helpful.
| consider finance blogs managed and 0.90
controlled by a financial company to be
knowledgeable.

Financial literacy (Cude et al., 2006) 0.83 0.89 0.61
I have better understanding of how to invest 0.77
my money.
| have the ability to maintain financial 0.89
records for my income and expenditure.

I have little or no difficulty in managing my 0.62
money.
| have Dbetter understanding of how to 0.70

manage my credit use.

Digital literacy (Ng, 2012) 0.89 0.89 0.62
I can learn new technologies easily. 0.80
I have good ICT skKills. 0.77
I have the technical skills | need to use the 0.86

internet to learn about financial products.

48



I am confident with my search on the web 0.80
to obtain information for making financial
decisions.

I am familiar with web-based activities, e.g., 0.71
cybersecurity, search issues, blogging.

Attitudes towards insurance products 0.88 0.88 0.79
(Batra and Ahtola, 1991)
| like/dislike [health insurance]. 0.81

My attitude towards [health insurance] is 0.96
negative/positive.

Insurance products purchase intentions 094 0.94 0.89
(Spears and Singh, 2004)

I will definitely not/definitely buy health 0.98
insurance

I will probably not/probably buy health 0.91
insurance

CFA: X2=226.09, df = 171, X?/df = 1.32, RMSEA = 0.04, CFl = 0.97, TLI = 0.97, SRMR = 0.05

Furthermore, discriminant validity was ascertained by comparing the square root
of the average variance extracted (AVE) for each construct with any paired
correlations (Fornell & Larcker, 1981). The square root of the AVE for each
construct is greater than the interconstruct correlations, therefore supporting

discriminant validity (Table 6).
Table 6

Descriptive statistics and correlations matrix

# Constructs Mean SD 1 2 3 4 5 6

1 Financial education 2.88 1.11 0.74

Perceived helpfulness 3.80 0.95 0.33 0.89
of company finance

blogs

3 Financial literacy 3.74 096 033 045 0.78
Digital literacy 405 096 025 057 039 0.79
Insurance products 421 103 0.07 0.17 -0.01 -0.03 0.89
attitudes

6 Insurance products 440 094 013 025 010 0.02 074 094
purchase intentions

Notes: N = 217, square root of average variance extracted on the diagonal in bold, SD

= standard deviation.
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4.4.2 Estimation of Structural Models

To test the hypothesized relationships and model proposed in this study,
structural equational modelling was used with the maximum likelihood estimation
method in R. The analysis produced a reasonable fit of the model and sample
data: X2=309.37, df = 198, X?/df = 1.56, RMSEA = 0.05, CFl = 0.95, TLI = 0.94,
SRMR = 0.08. Table 7 shows the standardized path coefficients with their

significance levels and t-values.

Hypothesis H1 argued that financial education would have a positive influence on
financial literacy. The results confirm this hypothesis by showing that financial
literacy significantly impacts financial literacy (p = 0.39, t-value = 3.78, p < 0.01).
Similarly, the results show that financial literacy positively influences the
perceived helpfulness of company finance blogs (B = 0.52, t-value = 5.45, p <
0.01), thus confirming H2. The results suggest that financially literate consumers
find company-sponsored finance blogs beneficial as they seek financial
information online. Moreso, financial literacy positively influences the digital
literacy of consumers (3 = 0.47, t-value = 4.93, p < 0.01), thus supporting H3.

In contrast, the results show that financial literacy does not have significant
influence on attitudes towards insurance products (B = 0.02, t-value = 0.25, p >
0.05), and purchase intentions for insurance products (8 = 0.07, t-value = 0.82, p
> 0.05), thus leading to the rejection of H4 and H5. Meanwhile, perceived
helpfulness of company finance blogs has a significant positive effect on
insurance products purchase intentions (f = 0.17, t-value = 2.29, p < 0.05), thus
confirming H6.

The study also proposed that consumers' attitudes about insurance products will
influence the likelihood of purchasing insurance products. The results support this
prediction since attitudes towards insurance products significantly influenced
purchase intentions for insurance products (f = 0.61, t-value = 8.22, p < 0.01),
thus confirming H7. The study further contended that digital literacy would
influence purchase intentions for insurance products, but the proposed link was
not confirmed (B = -0.09, t-value = -1.14, p > 0.05). Figure x02 highlight the

standardized coefficients and direction of effects in the structural models.
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Table 7

Standardised Structural Estimates and Test of Hypothesis

Hypothesis  Paths Coefficient t-value Results

H1 FE - FL 0.39 3.78**  Supported

H2 FL - PHCFB 0.52 5.45%* Supported

H3 FL — DL 0.47 4.93**  Supported

H4 FL - AIP 0.02 0.25 Not supported
H5 FL = |PPI 0.07 0.82 Not supported
H6 PHCFB = |PPI 0.17 2.29* Supported

H7 AIP — |PPI 0.61 8.22**  Supported

H8 DL - IPPI -0.09 -1.14 Not supported
H9 FL x DL - IPPI 0.02 0.27 Not supported

*p < 0.05, **p < 0.01; SEM index: X?=309.37, df = 198, X?/df = 1.56, RMSEA = 0.05, CFl = 0.95,
TLI = 0.94, SRMR = 0.08; Abbreviation: FE = financial education, FL = financial literacy, DL =
digital literacy, PHCFB = perceived helpfulness of company finance blogs, AIP = attitude toward
insurance products, FLXDL = financial literacy interaction with digital literacy, IPPI = insurance

products purchase intentions.

Figure 13

Summary of Structural Path Results
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4.4.3 The interaction effect between financial literacy and digital literacy

The study also proposed that financial literacy interacts with digital literacy to
predict purchase intentions for insurance products. The primary assumption was
that under conditions of high digital literacy where consumers can utilize all
information and communication technologies and platforms, they would be more
likely to seek financial information to influence their insurance products purchase

intentions.

Hence, to test the hypothesised interaction effect in H9, the latent variable
interaction term was computed in the residual-centring approach (Little, Bovaird,
& Widaman, 2006). First, the product terms between financial literacy and digital
literacy were created by centring their means and multiplying the moderator with
the predictor variable (i.e., digital literacy by financial literacy). Second, the
created product term was entered as a latent interaction term in the structural

model (Diamantopoulos, Arslanagic-Kalajdzic, & Moschik, 2020).

The interaction effect between financial literacy and digital literacy to predict
insurance products purchase intentions was not significant (8 = 0.02, t-value =
0.27, p > 0.05), thus leading to a rejection of H9. The results suggest that whether
individuals have digital literacy does not contribute to their financial literacy to
cause them to consider buying insurance products. Financial literacy would have
to be improved through other means and not rely on consumers' digital

proficiency.
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CHAPTER FIVE

DISCUSSION OF THE RESULTS

5.1 Introduction

This section discusses the empirical results of the study. Discussions are made
according to the research hypotheses and within the context of the conceptual
framework. Demographic characteristics are not explained as they are not
relevant to the research problem and hypothesis; they have been explained in
this study's previous chapter. Instead, the discussions are made highlighting
linkages with previous studies as well as some theoretical evidence from the

literature.

The study's primary purpose is to examine the impact of financial literacy, income,
attitudes, and the intention to consume insurance products in South Africa. This
is due to the low level of financial literacy, particularly in developing countries
such as South Africa (Ranchander, 2016). In addition, financial literacy has
affected individuals' understanding of financial matters, which influences attitudes
towards insurance products and the purchase intentions for insurance products
(Reed & Cochrane, 2012).

To achieve the research objectives, the following variables, financial literacy,
financial education, digital literacy, company finance blogs, attitudes towards
insurance, and insurance purchase intentions, were adopted from the literature
to examine the relationships. Each variable was measured based on its specified
construct. For example, digital literacy interacts with financial literacy to impact

insurance products' purchase intentions.
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Below is a summary of the hypothesis testing:

5.2 Relationship between financial education and financial literacy

Ho: Financial education does not have a significant positive influence on

financial literacy.

Hi: Financial education has a significant positive influence on financial

literacy.

The first research objective sought to examine the relationship between financial
education and financial literacy. The results from the path analysis in the previous
chapter showed that there exists a positive relationship between financial
education and financial literacy. This is in line with Opletalova's (2015) findings,
which revealed that financial education has a positive relationship with
individuals' quality of financial decisions. Also, this is supported by Lusardi and
Mitchell (2011) and Garcia and Tessada (2013), who assert that financial
education programs improve financial knowledge and experiences. This study's
premise rests on the theoretical foundations of the consumer behaviour theory,
which suggests that education influences consumers' financial behaviour
(Huston, 2010). Similarly, Social learning theory posits that financial education
impacts financial literacy. Thus, the social learning theory explains the dynamic
role of financial education in explaining the learning mechanism through which
appropriate financial knowledge may influence financial literacy to generate

positive financial behaviour outcomes (Huston, 2010; Xiao & O'Neill, 2010).

Also, the relationship between financial education and financial literacy was
statistically significant at a 1% significance level. According to Atkinson and
Messy (2012), financial literacy correlates with financial education, awareness,
and capabilities. It explains that individuals are considered financially literate and
appreciate financial issues when obtaining the appropriate knowledge and
understanding. This position is confirmed by Fernandes, Lynch, and Netemeyer
(2014), who noted that education level influences financial behaviours and

economic outcomes.

54



In the case of Wagner (2019), people who receive financial education are more
likely to have higher financial literacy scores than those without financial
education. This is because individuals with a high education level have a strong
desire and capabilities to safeguard their living standards (Truett & Truett, 1990).
However, the empirical result contrasts with Amadeu's (2009) study that though
financial education is likely to improve financial outcomes, the causality in these

relationships is difficult to establish.

5.3 Relationship between financial literacy and the perceived helpfulness

of company finance blogs.

Ho: Financial literacy does not have a significant positive influence on the

perceived helpfulness of a company-sponsored finance blog.

H2: Financial literacy has a significant positive influence on the perceived

helpfulness of a company-sponsored finance blog.

According to the second objective, empirical results from the study present a
positive relationship between financial literacy and the perceived helpfulness of
company finance blogs. The positive relationship indicates that individuals
consider blogs managed and controlled by the company as very useful. The
structural path analysis further reveals that this relationship is statistically
significant at a 1% significance level. This is in line with Hoffman and Otteby's
(2018) findings that financial literacy significantly has a positive relationship with

finance blogs.

The empirical results contrast with West's (2012) findings that there is an inverse
relationship between financial literacy and finance blogs. The researcher
explained that individuals who are already financially literate do not need finance
blogs to appreciate financial matters. According to Mandell and Klein (2007), this
may be a repetition of what they already know and may not consider it helpful.
This is supported by Hira (2012), who argued that people with lower financial
literacy levels are more likely to appreciate finance blogs and have a higher

intention to use them than those who are financially literate.
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This may not hold in every circumstance, as the results in chapter four reveal that
financially literate individuals can easily understand and appreciate the
company's finance blogs compared to the financial illiterates. The reason being
that company finance blogs generate specific knowledge about their businesses,
products, and processes to customers (Lusardi, 2008). More so, it provides an
attractive channel of communication that provides just-in-time financial

information to its users (Lusardi et al., 2017).

5.4 Relationship between financial literacy and digital literacy

Ho: Financial literacy does not have a significant positive influence on
digital literacy.

H3: Financial literacy has a significant positive influence on digital literacy.

Ng (2012) highlights that digital literacy has become the new norm because of
the difficulty in making financial choices. This is not different in the insurance
industry. Bohnert, Fritzsche, and Gregor (2019) emphasised that digital
insurance can transform the insurance industry. But this can only be effective
when consumers are digitally inclined and financially literate. The third research
objective describes how the relationship between financial literacy and digital

literacy influences insurance products purchase.

The results from the path analysis indicate that there is a positive relationship
between financial literacy and digital literacy. This relationship was statistically
significant at a 1% significance level. The empirical results indicate that financially
literate consumers appreciate digital products and insurers who are digitally
inclined. Lusardi and Mitchell (2014) support this argument by explaining that
improved financial services on the internet require a high digital financial literacy
level to make them useful. According to ACORD (2017), individuals must know
about digital financial products and services. They should be able to appreciate

and understand the financial services provided through digital means.
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The insignificant result reveals that financial literacy does not necessarily impact
insurance purchase. This is because financially literate individuals may not have
adequate capital to purchase insurance products. Besides, financial literacy does
not mean individuals are insurance literate. To ensure the purchase of insurance
products, individuals must be educated on insurance products and their benefits
(Ren et al., 2018).

5.5 Relationship between financial literacy and attitudes towards

insurance products

Ho: Financial literacy does not have a significant positive influence on
attitudes toward insurance products.

Ha4: Financial literacy has a significant positive influence on attitudes

toward insurance products.

Consumers' attitudes towards the use of insurance products vary. The literature
points out that individuals consider their financial matters based on different
decisions such as retirement plans, how to secure their assets, family, and
businesses (Ulbinaite et al., 2013). It is also argued that consumers with high
financial knowledge are more likely to be more receptive to insurance products
(Mathers et al., 1988). Therefore, the third objective's premise was to assess how

financial literacy affects consumers' attitudes towards insurance products.

According to the empirical findings, there is a positive but insignificant relationship
between financial literacy and attitudes towards insurance products. Hence, we
fail to reject the null hypothesis, which says, "Financial literacy does not have a
significant influence on attitudes toward insurance products." This finding
indicates that low demand for insurance products is due to consumers'
misconceptions and poor attitudes towards insurance (Gine, Karlan & Ngasia,
2013). The researchers further explained that if this problem continues, there will
be little demand for insurance products. In line with the positive relationship,
Ibrahim and Algaydi (2013) revealed that financial literacy influences individuals'

attitudes towards their financial decisions.
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5.6 Relationship between financial literacy and insurance products

purchase intentions

Ho: Financial literacy does not have a significant positive influence on

insurance products purchase intentions.

Hs5: Financial literacy has a significant positive influence on insurance

products purchase intentions.

The fifth research objective was to investigate the relationship between financial
literacy and insurance products purchase intentions. Liebenberg et al., (2012, p.
628) defined insurance as "a remedy against the feeling of uncertainty in the
sense that there is preparedness for facing the consequences of the ill outcomes
that uncertainty may embody". The insurance industry protects individuals from
personal risk and financial issues. The empirical analysis results revealed that a
positive relationship exists between financial literacy and insurance products

purchase intentions. However, this relationship was not statistically significant.

The positive relationship indicates that financially literate individuals are more
likely to purchase insurance products, particularly health insurance products. This
is evidenced in Zakaria (2016) study, which found that financially literate
individuals are more likely to be engaged in sound financial planning, investment,
and insurance products than those with low financial literacy. Moreover, financial
literacy encourages people to engage in financial planning activities such as
investing and purchasing life and health insurance (Shafii, Abiddin, & Ahmad,
2009). Furthermore, the positive relationship is in line with the family resource
management theory, which says that financial behaviour is influenced by
demands and available resources (i.e., knowledge, attitudes, and personal

characteristics).

Also, the study's findings show that the proportion of the insurance population
can be attributed to financial literacy (Ulbinaite et al., 2013). This is confirmed by
Huston (2010), who revealed that financial literacy is linked to behaviours that
promote both short-term and long-term planning about money and its associated
tasks such as savings, insurance, investments, credit card usage, and debt

management.
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5.7 Relationship between the perceived helpfulness of company finance

blogs and insurance products purchase intentions.

Ho: There is no significant positive relationship between the perceived
helpfulness of a company-sponsored finance blog and insurance products

purchase intentions.

H6: There is a significant positive relationship between and the perceived
helpfulness of a company-sponsored finance blog and insurance products

purchase intentions.

Finance blogs can increase a firm's product visibility to consumers at a lower cost
(Agarwalla et al., 2015). They provide immediate feedback from customers. It is
also an opportunity for companies to learn more about their customers from their
comments and preferences. Liaw (2008) reveals that finance blogs' helpfulness
positively influences consumers' intention to use e-learning products. The
positive effect of company finance blog helpfulness on insurance products
purchase, as per the findings of this study, supports this view. The findings
indicate this relationship is statistically significant at a 5% level of significance.
This supports the consumer behaviour theory, which analyses the processes
used by individuals, groups, or organisations to select, secure, use and dispose
of products, services, and experiences. The theory examines consumers'
behaviour by studying the products/services they purchase and how often they

are used (Jisana, 2014).

The positive and significant relationship reveals that a company's finance blog
drives individuals to purchase insurance products. This is further supported by
similar findings, such as Lederer et al., (2000), that a company's finance blog is
a good predictor of individuals’ intent to use them. It also can increase a firm's
product visibility to consumers at a lower cost (Agarwalla et al., 2015). In addition,
Wright (2005) highlighted that company finance blogs generate a positive

experience that changes the way customers view a business product.

The findings can also be argued from the perspective of the family resource
management model. The theory proposes that external inputs affect internal

inputs which undergo a throughput process and result in observable outputs. It
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notifies that institutions can equip individuals with the requisite knowledge to
develop positive financial behaviours (Jorgersen & Savla, 2010). This argument
is supported by the SCT, which facilitates access to personal and organizational
resources for specific reasons. In line with this study, the bonding and bridging
factors are preferable as they enable sharing of information and resources among
individuals and organisations. This promotes organisational trust by bonding the
various actors and bridging networks to provide resources (Forsell et al., 2018;
Palamida, 2016). The researchers explained that when individuals are exposed
to literacy and social factors, the behaviour changes result in a successful life.
The social factor within this context would be company finance blogs which

provide information to individuals.

5.8 Relationship between attitudes towards insurance products and

insurance purchase intentions

Ho: Attitudes toward insurance products do not have a significant positive

influence on purchase intentions for insurance products.

H7: Attitudes toward insurance products have a significant positive

influence on purchase intentions for insurance products.

Fishbein and Ajzen (1975) define attitudes as "a predisposition to respond"
(p.85). This is composed of beliefs about the consequences of performing the
behaviour and evaluating how the consumer will feel about those consequences.
Academic literature reveals that consumers attitude towards insurance purchase
can be viewed from the supply side (reputation of insurers, products offered, and
history of the insurance company) and demand side (consumers experience,
religion, financial knowledge, and capacity), which influence insurance purchases
(Souiden & Jabeur, 2015).

The empirical outcome states that a positive and significant relationship exists
between consumers' attitudes towards insurance products and their purchase
intentions. The significance level was at 1%, indicating that consumers with
positive attitudes towards insurance products are more likely to purchase

insurance products. This relationship conforms with the consumer behaviour
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theory, which states that individuals purchase decisions are motivated by the
emotion group and mental processes comprising cognition, language, learning,
communication, perception, and decision making. Hofstede (2001) noted that
these factors affect consumer behaviour and generate a positive attitude towards

purchase decisions.

Moreover, individuals are naturally risk-averse and want to protect themselves
from adverse effects, hence having a positive purchasing insurance attitude
(Browne & Graf, 2013). The study finding is not without empirical support.
Harrison and Ng (2016) argued a positive relationship between attitudes towards
a product and the willingness to purchase it. The researchers also stressed that
consumers' attitudes towards insurance are influenced by consumers' perceived
value and satisfaction (Smith, 2006) and the purchase decision-making process
(Kasule, 2011).

5.9 Relationship between digital literacy and insurance products purchase

intentions.

Ho: Digital literacy does not have a significant positive influence on

insurance products purchase intentions

Hs: Digital literacy has a significant positive influence on insurance

products purchase intentions

Chen and Chang (2008) showed that digital literacy enhances consumer
purchase intentions. According to the current study findings, the relationship
between digital literacy and insurance products purchase was negative and
statistically insignificant. Hence, we failed to reject the null hypothesis. The
inverse relationship reveals that digitally literate individuals do not purchase
insurance products. This can be attributed to the perceived knowledge of
individuals' insurance products and subjective judgement (Wang, 2014). Morgan,
Huang, and Tring (2019) explained that financial literacy and digital literacy are
expected to impact digital businesses significantly. Winterich and Nenkov (2015)

add that digital platforms can help promote insurance consumption.

61



However, the empirical findings failed to support these assertions because many
individuals need to be motivated and have the self-confidence to make individual
decisions (Lusardi & Mitchell, 2007). The findings conflict with the social capital
theory, which reveals three primary contrcuts (network, norm and trust) that affect
individual behaviour. Rios-Aguilar and Deil-amen (2012) and Okello et al., (2016)
focused on the digital space as well as social networks. When the social networks

are well established, it affects individual attributes and decisions.

5.10 Digital literacy moderates the relationship between financial literacy

and insurance products purchase intentions

Ho: There is no significant moderating relationship between financial
literacy and digital literacy to influence insurance products purchase

intentions.

Ho: There is a significant moderating relationship between financial literacy
and digital literacy to influence insurance products purchase.

It is argued that digital literacy moderates the relationship between financial
literacy and insurance purchase decisions. This is because the technological age
has led to the integration of digital and financial literacy. Li et al., (2020)
emphasised that digital literacy and financial literacy enhance the financial
system and encourage financial and insurance products. Driver et al., (2018)
assert that individuals must possess some level of financial literacy to promote
insurance purchases. This can also be achieved by creating awareness of
insurance products on digital platforms while creating the need for customers to

purchase.

The last research hypothesis/objective sought to investigate how financial literacy
and digital literacy affects insurance products purchase intentions. The study
found that digital literacy failed to moderate the relationship between financial
literacy and insurance products purchase intentions. This indicates digital literacy
does not strengthen the impact of financial literacy on insurance purchase
intentions. According to Morgan, Huang, and Tring (2019), financial literacy and
digital literacy are predicted to substantially impact digital enterprises. Insurance
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purchase is sometimes influenced by individuals' attitudes towards risk

regardless of their literacy level (Esau, 2015).
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CHAPTER SIX

CONCLUSIONS AND RECOMMENDATIONS

6.1 Introduction

In line with previous chapters, this chapter concludes and provides an overview
of the study. The conclusions are based on the major findings of the study. In
addition, recommendations have been suggested for policy implications. The

chapter also explains the limitations of the study.

The level of financial literacy in developing countries is very low as compared to
developed countries. This has affected individuals' understanding of financial
matters, living standards, and the ability to make prudent financial decisions to
secure their future. Financial illiteracy has led to low investment, high
indebtedness, and poor savings (Reed & Cochrane, 2012). The role of financial
literacy in influencing financial behaviours is well recognised in the literature.
While previous studies focus on a broad range of financial behaviours, less
research attention has been devoted to insurance behaviours as a unique

financial decisions' context.

Furthermore, with the role of technology and digitalisation in transforming many
sectors (Ng, 2012), research understanding on the linkage between digital
literacy and financial literacy to explain consumers' financial decisions,
particularly in insurance, has not been adequately explored (ACORD 2017,
Atkinson & Messy, 2012). It is on this note that this study sought to examine the
relationship between financial literacy and insurance purchase decisions. The
study also provided empirical evidence on how financial literacy is impacted by
digital literacy to explain purchase intentions for insurance products. The study
again reveals that financial education is likely to promote financial literacy. A
research questionnaire was the main instrument used for data collection, and

SEM approach was used to examine the relationships.
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6.2 Conclusion

Conclusively, of the nine hypothesised relationships, the results of this study
supported five, which is consistent with similar findings from previous learnings.
In line with the first research objective, it was shown that financial education has
a positive and significant impact on financial literacy. This study supports the
views of Wagner (2019) that people who receive financial education are more
likely to have higher financial literacy scores than those without financial

education.

The second research objective presents a positive and a statistically significant
relationship between financial literacy and the perceived helpfulness of company
finance blogs, indicating that individuals consider blogs managed and controlled
by the company as very useful. According to the third objective, the study further
validated that a positive relationship exists between financial literacy and digital

literacy. This relationship was statistically significant at a 1% significance level.

The study's fourth and fifth research objective was how financial literacy affects
insurance product attitudes and insurance product purchase intentions. The
study found a positive relationship between financial literacy and insurance
products purchase intentions and attitudes towards insurance products.
However, these relationships were not statistically significant; it does not negate
the importance of financial literacy in driving insurance purchase intentions. In
line with the sixth objective, the study further reveals that the perceived
helpfulness of company finance blogs has a significant and positive impact on
insurance product purchase intentions which is in line with the consumer

behaviour theory.

The seventh research objective is related to the influence of attitudes towards
insurance products on insurance purchase intentions. This presents one of the
most interesting outcomes: a positive and a statistically significant relationship
exists between these variables, indicating that consumers with positive attitudes

towards insurance products are more likely to purchase insurance products.
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According to the last but one objective, the negative impact of digital literacy on
insurance product purchases fails to support the research hypothesis and
contradicts previous findings, calling for further investigation. More so, empirical
results from the final objective indicated no evidence that digital literacy
strengthens financial literacy's impact on insurance product purchases. The non-
moderating effect of digital literacy is an insight that would need to be considered

in future studies within the South African context and others.

6.3 Theoretical implications

To achieve the research objective, the assumption is based on the theoretical
foundations of social learning theory, consumer behaviour theory, and family
resource management model. The social learning theory explains the learning
process and the social behaviour of individuals. This theory posits that behaviour
can be acquired through observation and imitation (Bandura, 1977). Furthermore,
the social learning theory posits that financial attitudes and knowledge are
influenced by the social interactions of individuals, especially young adults (Goyal
& Kumah, 2020).

Consumer behaviour theory analyses the processes used by individuals, groups,
or organisations to select, secure, use and dispose of products, services, and
experiences. This theory examines the behaviour of consumers by studying the
products/services they purchase and how often it is used (Jisana, 2014). In an
extensive literature review, Goyal and Kumar (2020) report factors such as
language, individualism, power distance, uncertainty avoidance, and
masculinity/femininity as critical cultural values that affect people's financial

literacy and financial behaviours.

A core principle of the consumer behaviour theory is parents' role in socialising
and equipping their children with the requisite knowledge to develop positive
financial literacy and behaviours (Jorgersen & Savla, 2010). According to family
resource management theory, financial behaviour is influenced by demands and

available resources (i.e., knowledge, attitudes, and personal characteristics).
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This study contributes to the underpinnings of the consumer behaviour theory,
which suggests that education influences consumers' financial behaviour
(Huston, 2010). Furthermore, the findings support the social learning theory,
which posits that financial education impacts financial literacy. Thus, the social
learning theory explains the dynamic role of financial education in explaining the
learning mechanism through which appropriate financial knowledge may
influence financial literacy to generate positive financial behaviour outcomes
(Hutson, 2010; Xiao & O'Neill, 2010).

Within the contexts of insurance purchase, the positive relationship is in line with
the family resource management theory, which says that demands and available
resources influence financial behaviour. Another insight is how consumer
attitudes influence insurance product purchase. This relationship parallels the
consumer behaviour theory. The theory states that individuals' purchase
decisions are motivated by emotion group and mental processes comprising
cognition, language, learning, communication, perception, and decision making.
Hofstede (2001) adds that these factors affect consumer behaviour and generate

a positive attitude towards purchase decisions.

From the standpoint of the family resource management model, the findings of
the company finance blogs can also be contested. According to this theory,
individuals’ financial behaviour is influenced by demands and available
resources. It notifies that institutions can equip individuals with the requisite

knowledge to develop positive financial behaviours (Jorgersen & Savla, 2010).

This argument is supported by the SCT, which facilitates access to personal and
organizational resources for specific reasons. In line with this study, the bonding
and bridging factors are preferable as they enable sharing of information and
resources among individuals and organizations. This promotes organisational
trust by bonding the various actors and bridging networks to provide resources
(Forsell et al., 2018; Palamida, 2016). According to the theory, when people are
exposed to literacy and social variables, their behaviour changes, which leads to
a successful existence. The social factor within this context would be company
finance blogs which provide information to individuals. However, the SCT fails to

support the impact of digital literacy on insurance product purchases.
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6.4 Managerial implications

The study provides key insurers with crucial insights relating to financial literacy,
financial education, digital literacy, and company-sponsored finance blogs that
need to be delivered to achieve favourable attitudes towards insurance purchase

intentions.

The first implication is that company finance blogs can further enhance the
purchase of insurance products. Hence, insurers can use their blogs to
communicate to their target audience about company products and services.
Finance blogs focusing on various financial and insurance products should be an
integral part of a firm's strategy of engaging with the general public on providing

carefully designed products with clarifications on how these products work.

Moreover, company-sponsored finance blogs should contain sufficient
information and enablers to help current and potential insurance products
customers make purchase decisions about various insurance products,
particularly health insurance. Purchase intentions towards health insurance were

found to be predicted by the perceived helpfulness of company-sponsored blogs.

Therefore, firms that seek to sell insurance products should maintain financial
blogs that carefully explain the various insurance products, particularly health
insurance. For example, themes such as how different insurance products differ
from each other, the benefits of various insurance products, contrasting
insurance products from competing insurance brands, and redemption strategies

for insurance products.

Firms may use their staff to maintain these blogs. They may also approve
independent blogs that are perceived as credible for customers to seek additional
information to inform their purchase decisions. Ultimately, insurance companies
should invest in maintaining informative, resourceful, helpful, and educative blogs
(Hoffmann & Otteby, 2018). It will help educate the public and generate positive

purchase intentions for insurance products, especially health insurance products.

Also, insurers can adopt promotional strategies to encourage consumers' positive

attitudes since they lead to purchase intentions for insurance products (Batra &
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Ahtola, 1991). This can be achieved using various marketing strategies such as
opinion leaders, credible sources, and significant others to speak about their
benefits since subscribing to health insurance from specific insurers (O'Reilly,
MacMillan, Mumuni, & Lancendorfer, 2016). In addition, message appeals should
demonstrate the processes it takes for people to sign on to insurance and receive
it when the need arises. Such tactics generate positive affect and liking for
insurance products to generate a positive evaluation and purchase of health

insurance products.

Celebrity endorsers may also be used as essential message sources to generate
positive affect and liking for insurance products (Lin, Bruning, & Swarna, 2018).
For example, insurance brands such as Outsurance and Clientele have used
various media personalities and celebrity endorsers to promote positive attitudes

and consumer interests towards South Africa's insurance products.

Both financial literacy and digital literacy did not directly lead to insurance
products purchase intentions. This finding should encourage insurance
companies to focus more on those factors that led to purchasing intentions. In
addition, insurance companies should maintain relevant, knowledgeable, and
helpful finance blogs and promote positive attitudes for health insurance products

to generate expected insurance purchase and actual usage.

Financial literacy had a significant favourable influence on the maintenance of
digital literacy. While digital literacy development is outside the influence of
insurance companies, these firms may focus on promoting financial literacy so
that consumers may find the development of digital literacy more beneficial. As
consumers desire to achieve financial literacy, they may also be encouraged to
seek digital literacy, particularly in light of the many digital platforms and apps
common in the current marketplace. By promoting financial literacy, firms will
speed up digital literacy so that company-sponsored apps, platforms, and online
products may be readily embraced to deepen insurance understanding and

utilization.

Moreover, the study shows that efforts aimed at enhancing financial literacy

through financial education are appropriate. Government and state-sponsored
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financial institutions should pursue initiatives such as developing policies that
integrate financial education in curriculums at various educational levels.
Insurance companies may contribute to these efforts as part of corporate social
responsibility by contributing experts and material support for educating young

learners to develop appropriate financial knowledge and literacy.

The findings further show that knowledge regarding investment instruments such
as bonds and stocks lacked among the South African respondents involved in the
study. Thus, knowledge development that focuses on securities, stocks, bonds,
and long-term investment products should form part of the financial education

that both governments and financial institutions should promote.

In summary, the study recommends that education on insurance policies (health)
should be intensified by insurers, non-government organisations, and other
financial agents to minimise or alleviate the public's negative perception of
insurance policies. This would eventually increase the level of awareness and

subscription of the policy.

Furthermore, since company finance blogs are an excellent determinant of
insurance purchase intentions, the study recommends that insurers promote and
pay much attention to their company blogs, enhancing their advertisement
strategies. In addition, financial literacy is a valuable route to promoting digital
literacy, particularly for computer-mediated products. Moreover, to enhance
insurance products purchase intentions, firms should improve attitudes towards
insurance products. Lastly, financial literacy does not directly influence purchase
intentions for insurance products. Instead, maintaining relevant, helpful, and
resourceful financial blogs emphasizing insurance content, positive evaluation,

and purchase intentions for insurance products will equally improve.

6.5 Suggestions for future research

Considering the outcomes obtained, limitations, and the conclusions drawn, the
following recommendations are considered. Future studies could further

investigate the impact of individual income levels on insurance product purchase
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intentions and attitudes towards insurance products. Investing in insurance

products minimises exposure to risk and results in better cover.

Again, the moderating role of income on the relationship between financial
literacy and purchase intentions could further be examined. In addition, future
studies could potentially examine the factors that influence insurance purchase

within the African context.

Diversities and large sample sizes could enhance the accuracy of the empirical
results. Future studies should consider examining the impact of financial literacy
and digital literacy on insurance product purchases within other insurance
industry segments while considering greater sample sizes and the use of big

data.

Given the current burden on the economy and state resources through grants
and the high reliance on the public healthcare system, promoting collaboration
between insurers and the South African government could encourage the

purchase of self-funding private insurance cover.

It is also recommended that the studies consider how the South African
educational curriculum could introduce basic financial literature from primary to
tertiary levels so that the next generation can participate in a global economy with

a global financially savvy community.

Furthermore, financial literacy could encourage a cultural change in how
insurance products are perceived and consumed and, once adopted at an early

age, should create an enabling environment for societal learning.

6.6 Limitations of the study

Like other studies, this study is not without limitations. First, this study used an
online approach for data collection. The online survey was conducted in the
Gauteng province in South Africa using Facebook, Linkedln, WhatsApp,

professional networks, and other social media platforms. These could have
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contributed to the evident skews noted in personal insurance purchase, literacy,
region, and education levels. The generalisability relating to the results would

need to be cautioned due to the demographic skews presented.

Second, the study could have investigated how different income levels interact
with financial literacy to affect consumers' preference for insurance products. This
could also serve as a recommendation for future studies. Third, the study only
focussed on the insurance industry, specifically health insurance; therefore, the
results can only be interpreted within this context. Finally, insurers are noted with
varying products and business channels; therefore, replicating the study in a

different service sector might yield interesting or varying nuances.
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Good day,

Questionnaire on Financial literacy and insurance behaviours

My name is Ms. Fanisa Ndhlovu, a master's student in Strategic Marketing at the
University of the Witwatersrand, Wits Business School, Johannesburg. | am
researching on financial literacy, and insurance behaviours with the title,
"Financial Literacy, Attitudes and Purchase Intention of Insurance Products
in South Africa."

We kindly invite you to share your opinion about your financial literacy and how
such knowledge may influence your attitudes and purchase intentions for

insurance products.

The questionnaire took about 10 minutes to complete. There are no right or wrong
answers. Please note that your responses will be held in strict confidentiality and
your anonymity is guaranteed. | will not ask for your name, contact number or
address. We are only interested in your opinion about financial behaviours. You
will not receive any financial benefit for participating in this study. Instead, your
views will help us to understand how financial institutions, researchers and
policymakers may benefit from this information to improve financial literacy
across South Africa. You can withdraw from the study at any time. Remember

your participation is voluntary.

If you have any concerns or complaints regarding the ethical procedures of this
study, you are welcome to contact the University Human Research Ethics
Committee (Non-Medical), telephone +27(0) 11 717 1408, email hrec-

medical.researchoffice@wits.ac.za. Should you require any clarification or
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Student:
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Email: fanisa.ndhlovu@gmail.com

Supervisor:
Dr Yvonne Saini
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SECTION A
Demographic background

We begin the survey by asking you to provide your demographic variables.
Please answer the following questions below.

Please 18 - 25-34 | 35-44 45- 54 55 — 65 or
select 24 64 more
your age
category
Age 1 2 3 4 5 6
Please
indicate
Male | Female
your
gender
Gender 1 2
What is Maste
Some
your _ r
) prima ) Bachelor's
highest ) Diplo degre
ry Matric Degree/Hon PhD
level of ma e
) schoo ours
education |
2
Level of 5
Education 1 2 3 4 6
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What is Self Gener | Semi-skilled | Artesi | Professio
your Stude | employ al an nal
occupatio nt ed worke

n? r

Current 5

Occupatio

n 1 2 3 4 6
What is | Below | R5001- | R1000 Above Prefer

your R5000 | R10000 1- R15001 not
househol R1500 say

d 0

income?

Gross

Monthly

Income 1 2 3 4 >
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SECTION B
Financial education

Below are statements about financial education. Please indicate your level
of agreement to the following list of statements

Financial education (Xiao | Strongly | Disagree | Neutral | Agree | Strongly
and O'Neill, 2016) disagree agree

1. | received financial
education when |

was in high school.

2. | receive(d) financial
education at

university.

3. I receive(d) financial
education in the

workplace.

4. | received financial
education from my
parents when | was

growing up.
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Financial literacy

In this section, we described a set of financial scenarios and ask you to

choose the appropriate answer to show your level of financial awareness.

Choose one answer only for each question.

Financial literacy (Allgood & Walstad,
2010)
1. Suppose you had R1000 in a
savings account and the 8 12 13 )
interest rate was 2% per year. more exactly less | don't
After 5 years how much do you than R1002 than know
think you would have in the R1002 R102
account if you left the money
to grow?
2. Imagine that the interest rate
on your savings account was ] 12 13 )
1% per year and inflation was more exactly less | don't
2% per year. After 1 year, how than the than know
much would you be able to buy | today same today
with the money in the account?
3. Ifinterest rates rise,
what will typically 8 12 13 4] 1>
happen to bond they will | they | they will | there is no | |don't
prices? rise will remain | relationship know
fall the between
same bond prices
and the
interest rate
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4. A 15-year mortgage typically requires

higher monthly payments than a 30-year

[1]

[2]

[3]

mortgage, but the total interest paid over True False | don't
the life of the loan will be less. know
5. Buying a single company's stock usually
provides a safer return than a stock H 12 3]
mutual fund. True False |1 don'
know
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SECTION C

The statements below are related to consumers' digital skills and
knowledge. Please indicate your degree of agreement or disagreement with
the following statements.

Digital literacy (Ng, 2012) | Strongly | Disagree | Neutral | Agree | Strongly
disagree agree

1. | understand digital
technologies well
enough to use them
for searching for
information on

financial products.

2. | can learn new

technologies easily.

3. | have good ICT

skills.

4. | have the technical
skills I need to use
the internet to learn
about financial

products.

5. | am confident with
my search on the
web to obtain
information for
making financial

decisions.

6. | am familiar with
web-based activities,

e.g., cybersecurity,
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search issues,

blogging.

The statements below are related to consumers’ perceived helpfulness of
company finance blogs. Please indicate your degree of agreement or

disagreement with the following statements.

Perceived helpfulness | Strongly | Disagree | Neutral | Agree | Strongly
of company finance | disagree agree
blog (Hoffmann &
Otteby, 2018)

| consider finance blogs 1 2 3 4 5
managed and controlled
by a financial company

to be informative.

| consider finance blogs 1 2 3 4 5
managed and controlled
by a financial company

to be resourceful.

| consider finance blogs 1 2 3 4 5
managed and controlled
by a financial company
to be useful.

| consider finance blogs 1 2 3 4 5
managed and controlled
by a financial company

to be helpful.
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| consider finance blogs
managed and controlled
by a financial company

to be knowledgeabile.
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SECTION D

Attitudes towards Insurance products.

Please tell us your attitude towards the following insurance products.

Attitude towards insurance products (Batra and Ahtola, 1991)

1. Health insurance

Dislike 1 2 3 4 5 Like

Negative 1 2 3 4 5 Positive
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SECTION E
Purchase intentions for insurance products
Finally, please describe your overall intention to purchase the following

insurance products.

Please indicate your level of purchase intentions for the following insurance
products (Spears and Singh, 2004)

1. Health insurance

| will definitely not buy 1 2 3 4 5 | will definitely
health insurance buy it

2. Health insurance

| will probably not buy 1 2 3 4 5 | will probably
health insurance buy health
insurance

End of Survey

Thank you
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