
https://doi.org/10.1177/jiift.251414491

IIFT International Business and 
Management Review Journal

1–20
© The Author(s) 2026

DOI: 10.1177/jiift.251414491
ift.spectrumjps.com

Article

Factors Affecting Purchase 
Behaviour of Life Insurance 
in Sri Lanka

Samaratunge R. P.1, Umayangani S. W. P. R.1, 
Wijayarathne S. C. D.1 and Rathnasingha D. L. P. M.1

Abstract

The life insurance industry is a cornerstone of the Sri Lankan financial system, 
driving economic growth through capital mobilisation and liquidity creation. 
Despite its importance, Sri Lanka exhibits a notably low life insurance penetration 
rate compared to other Asian countries. This study investigates the critical 
factors influencing the purchase behaviour of life insurance among individuals 
in Sri Lanka, filling a gap in localised empirical research. The research adopts a 
quantitative approach, utilising the Theory of Planned Behaviour and the Theory 
of Reasoned Action as its theoretical framework. Primary data were collected via 
structured questionnaires from a sample of 391 individuals across all 9 provinces 
of Sri Lanka. The study examines six independent variables: insurance literacy, 
attitude, subjective norms, trust, risk perception and perceived behavioural 
control, with purchase intention serving as the mediating variable. Data analysis 
was performed using multiple linear regressions and Baron and Kenny’s method 
to test the mediating impact. The results indicate that all six independent variables 
significantly influence life insurance purchase behaviour. Furthermore, purchase 
intention was found to partially mediate the relationship for insurance literacy, 
attitude, subjective norms and perceived behavioural control, while exerting 
a full mediation effect for trust and risk perception. The findings suggest that 
insurance companies and policymakers should prioritise enhancing life insurance 
literacy and building trust to increase penetration. Tailored marketing strategies 
focusing on young adults and educated segments are recommended to expand 
the market reach and strengthen social security in the country.
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Introduction

Insurance acts as a risk-transfer mechanism where individuals or organisations 
pay a premium to transfer uncertainty. The life insurance sector, a key part of 
insurance alongside general insurance, serves as a disciplined contractual saving 
method and a crucial source of long-term fund accumulation. To determine the 
use of insurance, one must first measure the performance of a country’s insurance 
sector. According to Chaudhary and Kaur (2016), developed countries have high 
insurance penetration rates, while developing countries have low rates. As a 
developing country, Sri Lanka has a low level of total insurance penetration as 
well as a low life insurance penetration rate, despite the benefits of life insurance. 
Further, it is highlighted in many articles as well. Table 1 illustrates the life 
insurance penetration rate in Sri Lanka compared with other countries, according 
to the Atlas Magazine, which was published on 24 May 2024.

Table 1. Life Insurance Penetration Country Comparison.

Country 2020 Life Insurance 
Penetration(%)

2021 Life Insurance 
Penetration(%)

Hong Kong 19.20 17.30

Taiwan 14.00 11.60

South Korea 6.40 5.80

Singapore 7.60 7.50

Japan 5.80 6.10

Macau 5.30 6.40

Thailand 3.40 3.40

Malayasia 4.00 3.90

New Zealand 0.80 0.80

Australia 1.10 1.00

India 3.20 3.20

China 2.40 2.10

Vietnam 1.60 1.60

Philippines 1.20 1.50

Indonesia 1.40 1.10

Sri Lanka 0.50 0.60

Bangladesh 0.30 0.40

Asia Pacific 3.60 3.20

Source: From Table ‘Insurance penetration rate in Asia-Pacific’ (Atlas Magazine, 2024).
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However, Sri Lanka has enjoyed an increasing real GDP growth rate after the 
COVID-19 pandemic. According to the formula that calculates the insurance 
penetration rate, increasing GDP causes an increase in the life insurance 
penetration rate. Nevertheless, the life insurance penetration rate has been reduced 
due to the decline in the growth rate of insurance premiums income after the 
COVID-19 pandemic, as indicated in Table 2. Additionally, with reference to the 
press release of the Insurance Regulatory Commission of Sri Lanka (IRCSL), 
they have partnered with the Department of Demography at the University of 
Colombo and conducted a comprehensive study on public confidence in insurance. 
Based on the findings, they have highlighted that overall confidence in insurance 
among the public was at an average level, with general insurance but not life 
insurance.

A low life insurance penetration rate leads to various disadvantages for a 
country. Therefore, it is imperative to investigate the factors contributing to low 
life insurance penetration and implement strategies to increase uptake. To address 
this issue, most researchers focus more on what factors affect low insurance 
penetration. Since insurance penetration is calculated using insurance premiums, 
it is essential to identify whether individuals purchase insurance policies or not. 
Therefore, the research has focused on individuals’ purchase behaviour of life 
insurance policies. Insurance literacy (Mai et al., 2020; Masud et al., 2021; Md 
et al., 2017; Omar, 2007), attitudes (Luciano et al., 2015), subjective norms 
(Echchabi & Aziz, 2012a; Lada et al., 2009), trust (Ling et al., 2010; Omar, 2007; 
Panigrahi et al., 2018), risk perception (Arun et al., 2012; Md Husin & Ab 
Rahman, 2016) and perceived behavioural control (Md Husin & Ab Rahman, 
2016; Masud et al., 2021; Taylor & Todd, 1995) have been identified as factors 
that might be influencing the purchase behaviour of individuals. Based on the 
existing body of knowledge relating to the Sri Lankan context, researchers have 
identified that insurance literacy, attitudes, trust and risk perception are some 
factors that influence the Sri Lankan life insurance purchasing behaviour of 
people. But still, there are a limited number of research articles that have been 
done under this topic. It is also uncertain if factors like subjective norms and 
perceived behavioural control, which influence insurance purchases in other 
countries, have the same effect on people in Sri Lanka.

Accordingly, this study intends to uncover ‘What Factors Affect Purchase 
Behaviour of Life Insurance in Sri Lanka?’ To determine the purchase behaviour 
of individuals, purchase intention also has a direct impact (Muda et al., 2016). 
Therefore, researchers expect to investigate whether purchase intention mediates 
the relationship between factors that have been identified and the purchase 
behaviour.

Table 2. Life Insurance Penetration Level in Sri Lanka 2018–2022, According to the 
Insurance Regulatory Commission of Sri Lanka (IRSCL).

Year 2018 2019 2020 2021 2022

Life Insurance Penetration % 0.6 0.6 0.7 0.7 0.6

Source: From Table ‘Premium Income and Penetration’ (Insurance Regulatory Commission of Sri 
Lanka, 2022).
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Based on the research questions, the researchers have developed the following 
research objectives:

1.	 To determine whether insurance literacy impacts life insurance purchase 
behaviour in Sri Lanka.

2.	 To determine whether attitudes impact life insurance purchase behaviour 
in Sri Lanka.

3.	 To determine whether subjective norms impact life insurance purchase 
behaviour in Sri Lanka.

4.	 To determine whether trust impacts life insurance purchase behaviour in 
Sri Lanka.

5.	 To determine whether risk perception impacts life insurance purchase 
behaviour in Sri Lanka.

6.	 To determine whether perceived behavioural control impacts life insurance 
purchase behaviour in Sri Lanka.

7.	 To determine whether purchase intention mediates the relationship 
between insurance literacy, attitudes, subjective norms, trust, risk 
perception and perceived behavioural control and life insurance purchase 
behaviour in Sri Lanka.

They will provide significant insights for insurance companies, policymakers and 
future researchers in Sri Lanka, aiding decision-making related to life insurance 
uptake.

Literature Review

The literature review for this study is based on two fundamental behavioural 
theories: Ajzen’s (1991) Theory of Planned Behaviour (TPB) and Fishbein and 
Ajzen’s (1975) Theory of Reasoned Action (TRA). TPB describes behaviour in 
terms of intention, which is influenced by three important components: attitude 
towards the behaviour, subjective norms and perceived behavioural control 
(Ajzen, 1991; Echchabi & Aziz, 2012a; Fishbein & Ajzen, 1975). According to 
TRA, an individual’s attitude and the influence of significant individuals impact 
their intentions, in other words, subjective norms (Lada et al., 2009). These 
frameworks are commonly used to study financial decision-making behaviours, 
such as the purchase of life insurance. Based on these theories, the study finds six 
critical variables: insurance literacy, attitudes, subjective norms, trust, risk 
perception and perceived behavioural control as primary influences on buy 
intention, which in turn influences purchase behaviour.

Based on empirical studies, key factors that are related to the intention to 
purchase insurance policies have been identified. Moreover, the findings for six 
critical variables examine their relevance and impact within both global and South 
Asian contexts.

Insurance: This is a financial mechanism designed to mitigate the negative 
financial impact of uncertain events or potential losses. It acts as a protective 
agreement against unforeseen circumstances (Zou & Adams, 2006). Life 
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insurance, specifically, is a fortuity contract contingent on an unanticipated event 
outside the insured’s control (Blunden & Thirlwell, 2013). Consumer behaviour 
in life insurance is intricate, encompassing decision-making processes and 
influencing factors (Dodamgoda & Canagasabey, 2019).

Insurance purchase behaviour: This involves customers’ decisions and the 
reasoning behind their choices when acquiring insurance (Schoultz et al., 2022). 
It is a critical consumer decision, encompassing actions involved in acquiring, 
utilising and disposing of goods and services, alongside the underlying decision-
making processes (Aliyu et al., 2014). Research consistently shows a direct link 
between purchase intention and actual behaviour. A household’s perception of life 
insurance is a key determinant (Schoultz et al., 2022), and their purchasing 
tendency influences the behaviour (Masud et al., 2021).

Insurance literacy: Based on the global context, informed consumption 
requires understanding policy terms, comparing insurers and recognising rights 
and responsibilities (Tennyson, 2011). Customer confidence in insurance decisions 
is linked to insurance literacy (Tennyson, 2011).
According to the South Asian Context, a significant portion of the community 
lacks awareness of life insurance benefits (Farooq et al., 2015), posing a barrier to 
purchase. Low awareness of benefits is prevalent among Malaysians (Masud et 
al., 2021). Awareness (insurance literacy) has a positive relationship with purchase 
intention (Arun et al., 2012; Md et al., 2017; Omar, 2007) and directly influences 
attitude towards life insurance purchase (Md Husin & Ab Rahman, 2016).

�H1: There is a significant impact of insurance literacy on life insurance purchase 
behaviour in Sri Lanka.
�H2: There is a significant impact of insurance literacy on life insurance purchase 
intention in Sri Lanka.
�H3: Purchase intention mediates the relationship between insurance literacy 
and purchase behaviour.

Attitudes: An attitude is an individual’s favourable or unfavourable response to 
an object, person or event, which helps predict behaviour (Ajzen, 1991). Under 
the global context, attitude significantly impacts the intention to purchase 
insurance (Md Husin & Ab Rahman, 2016). Awareness directly influences 
attitudes towards purchasing life insurance (Md Husin & Ab Rahman, 2016), 
supporting the idea that attitudes shape behaviour. Attitude is a crucial factor in 
determining purchase intention, with a significant relationship between attitude 
and behavioural intention (Jung et al., 2016; Phau et al., 2009). Based on the 
South Asian context, attitudes vary in risky situations, with attitude being a 
significant positive predictor of behaviour. Malaysians often exhibit unfavourable 
attitudes towards life insurance, regardless of its value (Masud et al., 2021). 
Attitude is significantly connected to behavioural intention (Jung et al., 2016), 
and factors like awareness, purchasing capacity and trust influence buyers’ 
attitudes (Valentina-Daniela & Gheorghe, 2015).

�H4: There is a significant impact of attitudes on life insurance purchase 
behaviour in Sri Lanka.
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�H5: There is a significant impact of attitudes on life insurance purchase 
intention in Sri Lanka.
�H6: Purchase intention mediates the relationship between attitude and purchase 
behaviour.

Subjective norms: They are the perceived social pressure from influential others 
to engage or not engage in a particular behaviour (Chen & Yang, 2018). Based on 
the global context, subjective norms are a significant predictor of an individual’s 
intention to behave in a specific way, particularly when purchasing financial 
products (Echchabi & Aziz, 2012b; Hasbullah et al., 2016) or life insurance (Md 
Husin & Ab Rahman, 2016). They significantly impact the intention to purchase 
insurance policies (Md Husin & Ab Rahman, 2016; Syed et al., 2012). When 
considering the South Asian Context, attitude and subjective norms have a more 
significant positive impact on consumer purchase intention towards life insurance. 
Subjective norms are crucial to an individual’s intention to behave in a particular 
manner, such as making a purchase (Echchabi & Aziz, 2012b; Lada et al., 2009).

�H7: There is a significant impact of subjective norms on life insurance purchase 
behaviour in Sri Lanka.
�H8: There is a significant impact of subjective norms on life insurance purchase 
intention in Sri Lanka.
�H9: Purchase intention mediates the relationship between subjective norms and 
purchase behaviour.

Trust: It refers to the depth and certainty of feelings based on uncertain evidence, 
or a party’s willingness to accept another’s actions based on the expectation of 
proper execution, regardless of monitoring capacity (Tingchi Liu et al., 2013). 
Global context highlights that trust is a crucial factor influencing purchase 
decisions (Chen & Barnes, 2007; Hasbullah et al., 2016), highlighting its 
importance in insurance purchase intention. Based on the South Asian context, the 
public often lacks trust in insurance firms to repay premiums upon expiry (Farooq 
et al., 2015). Trust significantly influences individual behaviours and perceptions.

�H10: There is a significant impact of trust on life insurance purchase behaviour 
in Sri Lanka.
�H11: There is a significant impact of trust on life insurance purchase intention 
in Sri Lanka.
�H12: Purchase intention mediates the relationship between trust and purchase 
behaviour.

Risk perception: This involves assessing the perceived severity and probability of 
a threatening event (Alfiero et al., 2022). According to the global context, 
perceived risk positively impacts the intention to buy insurance (Alfiero et al., 
2022). People’s perception of risk significantly influences their decision to 
purchase insurance. The South Asian context highlights that risk aversion 
influences the willingness to purchase life insurance. Risk-averse individuals tend 
to prefer lower risk and predictable outcomes (Ofoghi & Farsangi, 2013), making 
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them more likely to obtain life insurance (Masud et al., 2021). Risk perception is 
crucial for encouraging life insurance purchases (Omar, 2007), influenced by 
potential future risks and financial benefits. Higher perceived risk correlates with 
a greater willingness to purchase insurance, and awareness of involved risks 
increases purchase likelihood (Md Husin & Ab Rahman, 2016).

�H13: There is a significant impact of risk perception on life insurance purchase 
behaviour in Sri Lanka.
�H14: There is a significant impact of risk perception on life insurance purchase 
intention in Sri Lanka.
�H15: Purchase intention mediates the relationship between risk perception and 
purchase behaviour.

Perceived behavioural control: This refers to an individual’s belief in their ability 
to perform a behaviour without external influence (Masud et al., 2021; Shih & 
Fang, 2004). It also encompasses an individual’s perception of the ease or 
difficulty of carrying out certain behaviours (Ajzen & Madden, 1986), reflecting 
self-efficacy, skills and resources (Shih & Fang, 2004; Taylor & Todd, 1995). 
Based on the global context, there is a significant relationship between perceived 
behavioural control and intention (Md Husin & Ab Rahman, 2016), and a positive 
correlation with insurance purchase intention (Md Husin & Ab Rahman, 2016). 
While some studies show a positive influence on purchase intention (Alfiero 
et al., 2022), its effect may vary depending on the insurance type.

�H16: There is a significant impact of perceived behavioural control on life 
insurance purchase behaviour in Sri Lanka.
�H17: There is a significant impact of perceived behavioural control on life 
insurance purchase intention in Sri Lanka.
�H18: Purchase intention mediates the relationship between perceived 
behavioural control and purchase behaviour.

The mediating effects of purchase intention signify a customer’s willingness to 
repurchase a product they deem worthwhile, or a preference to buy due to 
perceived need or attitude. It is the ultimate decision point for consumers and a 
significant predictor of actual purchase behaviour (Mai et al., 2020). It influences 
life insurance purchase behaviour and mediates between explanatory variables 
and purchase behaviour (Alfiero et al., 2022; Masud et al., 2021).

�H19: There is a significant impact of purchase intention on purchase behaviour 
in Sri Lanka.

These studies highlight the complicated relationship of psychological, social and 
informational elements in life insurance decisions. This study expands on these 
findings to investigate how these variables influence purchase behaviour in the 
Sri Lankan context, with purchase intention acting as a mediating factor, as 
supported by Baron and Kenny’s mediation framework and validated in previous 
studies (Mai et al., 2020; Masud et al., 2021).



8	 IIFT International Business and Management Review Journal

Research Methodology

This study used a quantitative research approach to investigate the factors 
influencing life insurance buying behaviour in Sri Lanka. The study technique 
included a systematic questionnaire spread across all nine provinces in both online 
and printed modes, which allowed for the collection of a wide range of primary 
data. The sample was selected using a stratified random sampling method with a 
total sample size of 391 respondents. The sample size is consistent with the sample 
size suggested by Krejcie and Morgan’s table. The replies reflected views from a 
wide range of age groups, vocations and educational levels. Based on the TPB and 
the TRA, the study created a conceptual framework as given in Figure 1 with six 
independent variables: insurance literacy, attitudes, subjective norms, trust, risk 
perception and perceived behavioural control, and investigated the mediating role 
of purchase intention on purchase behaviour.

Table 3 includes operationalisation criteria and measurement methods for the 
study’s variables, aligning with the conceptual framework. The research questions 
were adapted from established literature to evaluate the independent, dependent 
and mediating variables. A five-point Likert scale was employed to measure the 
responses, with values ranging from 1 (strongly disagree) to 5 (strongly agree).

SPSS was used to analyse the data, which included descriptive statistics, 
correlation analysis, multiple linear regression and Baron and Kenny’s approach 
for investigating mediation effects. This technique offered a solid framework for 
evaluating the links between the fundamental concepts and providing practical 
insights into consumer behaviour in the life insurance industry.

Figure 1. Conceptual Framework.

Source: Authors’ construction based on literature survey.
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Results and Discussion

This section provides a comprehensive understanding of the analysis that was 
used to meet the ultimate objective of this study. Testing the reliability and validity 
of data makes the foundation for further analysis. Additionally, researchers have 
highlighted the normality of the data in different ways. According to the outcomes 
of the regression analysis, the analysis of variance (ANOVA) table is 1% 
significant, and that plays a critical role in the analysis. The profile of the 
respondents indicates a summary of 391 individual profile responses to the 
questionnaire survey (Annexure 1). Moreover, descriptive statistics emphasise the 
overview of all variables in this study. Correlation analysis considers the 
relationship between purchase behaviour (DV) and independent variables; except 
for risk perception (RP), there is 1% significant relationship (Annexure 2). 
However, there is a moderate positive relationship between risk perception and 
insurance purchase behaviour (Annexure 2). Under ordinary least squares (OLS) 
assumptions, the heteroscedasticity test shows that some residuals are lying 
outside the triangle-shaped lines. That means the variance of the residuals is 
constant (Annexure 3). According to the serial correlation test, model regression 
summary in the Annexure 4, the Durbin–Watsons value is 1.751. Since the model’s 
value is between 1.5 and 2.5 range, the model is residually independent. As per 
the multicollinearity test, the variance inflation factor (VIF) values of Annexure 5 
show that all the variables do not have multicollinearity problems since all the 
VIF values are less than 5. Finally, the findings support the applicability of the 
TPB and the TRA in the Sri Lankan context while providing valuable insights into 
the dynamics of life insurance purchasing behaviour in Sri Lanka.

Regression Results

Multiple Linear Regression.

Multiple linear regression analysis was conducted on cross-sectional survey data 
collected from respondents using SPSS software to analyse and quantify the 
relationship between the study’s independent and dependent variables. This was done 
in order to determine whether the factors that have been identified are really affected 
by the purchasing of life insurance decisions of the general public in Sri Lanka.

R2 measures the model’s overall regression accuracy and the proportion of the 
dependent variable’s variance explained by the independent variables. R2 values 
should range from 0 to 1, inclusive. According to the model summary as given in 
Table 4, the coefficient of determination is 0.399. This means 39.9% of the 
dependent variable, purchase behaviour, has been explained by the model. Since 
it is more than 20%, the model can be applied.

The adjusted R2 value of the model is 0.390. There is no huge change between 
the R2 and the adjusted R2. Therefore, the researchers can conclude that there are 
no unnecessary independent variables in the model. When it comes to the 
multicorrelation, the value is 0.632. That means independent variables: 
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insurance literacy, attitude, subjective norms, trust, risk perception and perceived 
behavioural control are jointly correlated with the dependent variable: purchase 
behaviour.

According to the ANOVA table (Table 5), the model is statistically significant 
with a 1% significant level, which means all the independent variables jointly 
influence the dependent variable purchase behaviour. That is why this model is an 
appropriate model.

According to Table 6, the constant of the regression is negative 0.205. Insurance 
literacy and attitude have positive coefficients in the regression, and according to 
the p value, both variables are highly significant. Perceived behavioural control 
also has a positive coefficient and is significant. Similarly, subjective norms and 
trust have positive coefficients. Nevertheless, when it comes to the p values, both 
variables are not significant. However, the variable risk perception has a negative 
coefficient and it is not significant.

When it comes to the standard coefficient beta, the most dominant variable is 
attitude, scoring the highest value. Insurance literacy and perceived behavioural 
control, respectively, take second and third place when considering the standard 
coefficient beta. When management makes decisions, they need to pay attention 
to this order.

Hypothesis Testing

There are certain hypotheses that have been tested in this study. Table 7 shows the 
hypotheses that are used to carry out the research and the status of those hypotheses, 
whether they are supported or not supported.

Table 4. Model Summary.

Model R R2
Adjusted 
Square

R Std Error of the 
Estimate Durbin–Watson

1. 0.632 0.399 0.390 0.78005 1.751

Notes: Dependent variable: Purchase behaviour; Predictors: (Constant), Risk perception, Insurance 
literacy, Subjective norms, Perceived behavioural control, Purchase intention, Trust, Attitude.

Table 5. Analysis of Variance (ANOVA) Test.

Sum of 
Squares Df

Mean 
Square F Sig.

Regression 155.116 6 25.853 42.488 0.001

Residual 233.655 384 0.608

Total 388.772 390

Note: Dependent variable: Purchase behaviour; b. Predictors: (Constant), Risk perception, Insurance 
literacy, Subjective norms, Perceived behavioural control, Purchase intention, Trust, Attitude.
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Mediating Analysis

The models that have been used for mediating analysis are as follows.

Table 6. Multiple Linear Regression.

Unstan-
dardised 
Coeffi-
cients

Standardised 
Coefficient

Col-
linearity 
Statistics

B
Std 

Error Beta t Sig. Tolerance VIF

(Constant) –0.205 0.216 –0.951 0.342

Insurance 
literacy

0.225 0.063 0.185 3.578 0.001 0.587 1.704

Attitude 0.432 0.071 0.372 6.058 0.001 0.415 2.411

Subjective 
norms

0.080 0.067 0.065 1.185 0.237 0.525 1.904

Perceived 
behav-
ioural 
control

0.63 0.055 0.144 2.954 0.003 0.656 1.524

Trust 0.026 0.071 0.021 0.361 0.718 0.449 2.228

Risk 
perception

–0.033 0.063 –0.025 –0.514 0.607 0.675 1.481

Model 1 PB = β0 + β1(independent variable)

Model 2 PI = α0 + α1 (independent variable)

Model 3 PB = λ0 + λ1PI

Model 4 PB = δ0 + δ1 (independent variable) + δ2PI

Researchers have analyzed the mediating effect of purchase intention by using 
the Baron and Kenny (1986) method. The results reported in Table 8 demonstrate 
that all the independent variables (IL, A, SN, PBC, T, RP) significantly influence 
the dependent variable (PB) according to model 1, and it is 1% significant. Model 
2 represents all the independent variables (IL, A, SN, PBC, T, RP) that significantly 
influence the mediator (PI). Moreover, model 3 also supports this and the mediator 
(PI) has significantly influenced the dependent variable (PB).

Due to these 3 conditions are satisfied, it is shown that there is a mediating 
effect (Table 8). Therefore, final model 4 is analyzed by using independent 
variables (IL, A, SN, PBC, T, RP) and the mediator (PI) to the dependent variable 
(PB). According to the findings, insurance literacy (IL), attitude (A), and perceived 
behavioral control (PBC) along the mediator (PI) were 1% significant with the 
dependent variable (PB), while subjective norms (SN) were 5% significant with 
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the dependent variable (PB). It reveals that purchase intention (PI) partially 
mediates the relationship between these variables and the dependent variable (PB) 
due to the direct relationship between insurance literacy (IL), attitude (A), 
perceived behavioral control (PBC), subjective norms (SN) and the dependent 
variable (PB) even after accounting for purchase intention. However, there is a 
full mediation effect between trust (T), risk perception (RP), and the dependent 
variable (PB) due to these independent variables no longer influence the purchase 
behavior (PB) after the mediator has been controlled.

Implications, Limitations and Suggestions for Future 
Research

This research highlights both the theoretical and practical implications of its 
findings on life insurance purchase behaviour. Theoretically, the study reinforces 
the validity of the TPB and the TRA by demonstrating that attitude, subjective 
norms and perceived behavioural control are significant predictors of purchasing 
life insurance. IRCSL has consistently emphasised the importance of consumer 
education to boost insurance penetration. IRCSL’s Annual Report 2021 highlighted 
that they empower public awareness through consumer education activities 
through print, electronic and social media. This included their rights, the 
importance of insurance and how to select suitable products. Additionally, they 
have mandated that all insurance policies must be available in all three official 
languages to reduce public confusion and build confidence. But in practicality, the 
research suggests that policymakers and insurance companies should prioritise 

Table 8. Mediating Analysis Models.

Model 1 Model 2 Model 3 Model 4

p Value Beta
p 

Value Beta
p 

Value Beta
p 

Value Beta

IL .001 0.610 .001 0.659 .001 0.255

PI .001 0.539

A .001 0.676 .001 0.788 .001 0.316

PI .001 0.456

SN .001 0.558 .001 0.669 .001 0.668 .005 0.166

PI .001 0.585

PBC .001 0.454 .001 0.372 .001 0.235

PI .001 0.590

T .001 0.550 .001 0.687 .017 0.144

PI .001 0.591

RP .001 0.383 .001 0.418 .034 0.117

PI .001 0.636
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factors like attitude, insurance literacy and subjective norms to increase life 
insurance penetration. This can be achieved through awareness campaigns, 
highlighting positive experiences, addressing misconceptions, and offering 
diverse and accessible product options.

Despite its contributions, the study acknowledges several limitations. The lack 
of prior research covering all provinces in Sri Lanka necessitated reliance on 
studies from other countries. Furthermore, the study’s focus on only six 
quantitative factors and its neglect of qualitative influences may provide an 
incomplete picture of the drivers behind life insurance purchase decisions. The 
use of questionnaires also introduces the potential for socially desirable responses, 
which could impact the accuracy of the data.

To build upon this research, future studies are recommended to broaden the 
scope by investigating additional factors such as cultural influences, socio-
economic conditions, product innovations and qualitative characteristics. 
Researchers could also explore more complex interrelationships between variables 
and examine the impact of digital platforms and digital literacy on life insurance 
purchase behaviour (Annexure 3). Expanding the target audience to include 
insurance companies and policymakers could provide a more comprehensive 
understanding of the factors influencing life insurance adoption in Sri Lanka from 
multiple perspectives.

Conclusion

This research provides a comprehensive analysis of the factors affecting life 
insurance purchase behaviour in Sri Lanka. The study confirms the significant 
influence of insurance literacy, attitude, subjective norms, trust, risk perception 
and perceived behavioural control on purchase behaviour, with purchase intention 
playing a mediating role. These findings have important implications for the Sri 
Lankan insurance industry and future research directions.
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Annexure 1: Profile of the Respondents

Annexure 2: Correlation Analysis

Variables Frequency %

Gender

  Male 183 46.8

  Female 208 53.2

Age

  18–25 91 23.3

  26–39 139 35.5

  40–50 90 23.0

  51 or above 71 18.2

Highest Education

  Below OL 10 2.6

  OL 31 7.9

  AL 160 40.9

  Degree 163 41.7

  Postgraduate 27 6.9

Marital Status

  Married 202 51.7

  Single 176 45.0

  Other 13 3.3

Province

  Central 51 13.0

  North central 39 10.0

  North-western 50 12.8

  Southern 45 11.5

  Western 116 29.7

  Northern 18 4.6

  Eastern 25 6.4

  Sabaragamuwa 30 7.7

17 4.3

PB PI IL A SN PBC T RP
PB Pearson 

correlation
1

Significance NA
PI Pearson 

correlation
0.625 1

(Annexure 2 continued)
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Annexure 3: Heteroscedasticity

PB PI IL A SN PBC T RP
Significance 0.001 NA

IL Pearson 
correlation

0.501 0.579 1

Significance 0.001 0.001 NA
A Pearson 

correlation
0.583 0.728 0.588 1

Significance 0.001 0.001 0.001 NA
SN Pearson 

correlation
0.452 0.580 0.456 0.637 1

Significance 0.001 0.001 0.001 0.001 NA
PBC Pearson 

correlation
0.401 0.351 0.446 0.395 0.437 1

Significance 0.001 0.001 0.001 0.001 0.001 NA
T Pearson 

correlation
0.455 0.609 0.517 0.658 0.583 0.474 1

Significance 0.001 0.001 0.001 0.001 0.001 0.001 NA 0.001
RP Pearson 

correlation
0.292 0.341 0.314 0.425 0.396 0.442 0.512 1

Significance 0.001 0.001 0.001 0.001 0.001 0.001 0.001 NA

(Annexure 2 continued)
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Annexure 4: Serial Correlation

Model Summary

Model R R2 Adjusted R2
Std Error of the 

Estimate Durbin–Watson

1. 0.632 0.399 0.390 0.78005 1.751

Annexure 5: Multicollinearity

Unstandardised  
Coefficients

Standardised 
Coefficient

Collinearity 
Statistics

B
Std 

Error Beta t Sig. Tolerance VIF

(Constant) –0.205 0.216 –0.951 0.342

Insurance 
literacy

0.225 0.063 0.185 3.578 0.001 0.587 1.704

Attitude 0.432 0.071 0.372 6.058 0.001 0.415 2.411

Subjective 
norms

0.080 0.067 0.065 1.185 0.237 0.525 1.904

Perceived 
behavioural 
control

0.63 0.055 0.144 2.954 0.003 0.656 1.524

Trust 0.026 0.071 0.021 0.361 0.718 0.449 2.228

Risk 
perception

–0.033 0.063 –0.025 –0.514 0.607 0.675 1.481


