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Abstract  Financial services marketing issues related to consumer loyalty with insurance products continues to grow in 
both importance and challenge, none-the-less, remain poorly understood. A scenario-based study is presented that 
empirically validates via structural equation-based mediation analyses existing arguments that (1) both cognitive and 
affective considerations affect consumer decision-making vis-à-vis loyalty intentions to auto insurers post-poor service 
delivery, and (2) these considerations vary by gender. The research and managerial implications are presented and discussed. 
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1. Introduction
Financial services marketing issues related to consumer 

loyalty with insurance products continues to grow in both 
importance and challenge, none-the-less, remain poorly 
understood. [1] Taylor (2013 [1]) presents empirical results 
supporting the conclusions that (1) both cognitive and 
affective considerations are important to consumer judgment 
and decision-making (J/DM) processes with car insurance, 
and that male and female customers may vary their J/DM 
processes in automobile insurance settings. The current 
study more deeply explores the J/DM processes of adult 
automobile consumers in the United States through 
mediation analyses (MacKinnon, 2008 [2]; Hayes, 2013 
[3]). 

2. Study Methods and Results
Automobile insurance is a risk-related product category. 

Previous research has indicated that gender is a predictor of 
risk taking that reveals itself in neither a straightforward nor 
stable manner -- but instead varies across age and context 
(Byrnes, Miller, and Schafer, 1999 [4]). We present evidence 
to help inform these issues via consideration of an 
(abbreviated) attitude-based model of J/DM per Taylor 
(2013). 

2.1. Research Model and Hypotheses 

Figure 1 presents the research model considered herein. In 
short, our expectation can be expressed as seven research 
hypotheses based upon the cited research as follows [1, 5]: 
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H1: The psychological decision model underlying the 
formation of loyalty intentions to automobile insurers 
generally varies by gender. 

H2: The desire to remain loyal to an auto insurer is 
positively related to hedonic attitudes.  

H3: The desire to remain loyal to an auto insurer is 
positively related to utilitarian attitudes.  

H4: The desire to remain loyal to an auto insurer is 
positively related to subjective norms.  

H5: Desire fully mediates the relationship between 
hedonic attitudes and the intention to remain loyal to an 
automobile insurer. 

H6: Desire fully mediates the relationship between 
utilitarian attitudes and the intention to remain loyal to an 
automobile insurer. 

H7: Desire fully mediates the relationship between 
subjective norms and the intention to remain loyal to an 
automobile insurer. 

Figure 1.  The reserch model 

2.2. Research Methods 

The study involved a regionally mail-based survey to 
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adults. The sampling frame was purchased from an external 
body, and 7,000 surveys were sent to random adults in the 
county of the university of the researcher. A new $1 was 
included in each physical mailing to encourage response. 
The data were analyzed using SPSS and Mplus. SPSS was 
used to identify data description, whereas MPlus was used to 
conduct confirmatory factor analyses to validate 
measurement models, empirically test the predictive 
structural model associated with Figure 1, and conduct the 
mediation/moderation analyses based upon the recent 
innovation in Mplus related to mediation analyses [6].  

The research was scenario-based to (1) encourage 
response by reflecting a third-party intention, and (2) 
minimize potential confounding of results associated with 
potential inaction-effect bias [7]. Inaction effect bias 
involves the frequent phenomenon that decisions to act (i.e., 
actions) produce more regret than decisions not to act (i.e., 
inactions). Specifically, Tsiros and Mittal (2000 [12]) 
present results suggesting that (1) regret specifically 
influences repurchase intentions (the context of the current 
research), and (2) the generation of counterfactuals 
important to regret perceptions are most likely to be 
generated when the chosen outcome is negative and not the 
status quo in consumer choice models. This jibes with 
Taylor’s (2013 [1]) arguments related to personal 
responsibility and status quo choices in choice models in 
consumer loyalty decisions to automobile insurers. 
Consequently, our scenario (see Figure 2) included both a 
change in status quo as the result of a consumer decision to 
change insurers in response to an advertisement, and then an 
outcome that suggested a measure of personal responsibility 
(see the scenario below). 

Figure 2.  The Scenario Used in the Current Research 

2.3. Study Results 

Close to 750 usable surveys were returned, representing a 
response rate of over 10%. However, since the research 
project involved additional research questions that required 
two unique survey instruments (i.e., this is part of a larger 
study), the data supporting the research reported herein was 
based upon a subset of 368 usable responses (247 males and 
121 females). The respondents’ ages ranged from 30-90 
years of age. The respondent pool is best characterized as 
being generally loyal to their automobile insurers with 85% 
of males and 69% of females expressing that they have had 
an ongoing relationship with their current automobile insurer 
for at least the last four years. 

Appendix A presents the measures used in the study, 
which are all derived from previous studies. Confirmatory 
factor analyses using the group analysis function (by gender) 
of MPlus support the conclusion that the measurement model 
is sufficient to test the structural model presented as Figure 1 
based upon (1) overall fit indices (χ2 = 528.423, df = 276, 
RMSEA = .066, CFI = .961, TLI = .957, SRMR = .061), and 
(2) construct reliability and validity indices (see Appendix 
A). The test of the structural model also supports 
interpretation of the predictive results (χ2 = 500.399, df = 282, 
RMSEA = .069, CFI = .958, TLI = .954, SRMR = .079). 
Table 1 and Figure 3 presents the results of predictive 
analyses, including mediation analyses using the Group, 
Interaction, and Indirect functions of MPlus. 

3. Discussion
The results of mediation/moderation analyses are 

insightful. H1 is the general hypotheses tested herein that the 
underlying psychological model leading to loyalty intention 
formation after a negative insurance event varies across 
gender. The evidence in Figure 3 and Table 1 support this 
hypothesis. All of the remaining research hypotheses 
received either complete or mixed (by gender) support in our 
empirical analyses. While both male and female respondents 
expressed direct, indirect, and interactive relationships 
underlying the formation of the motivation and subsequent 
intentions to be loyal to an insurer after a “poor” outcome, 
there are noticeable specific differences. First, and 
surprisingly, hedonic attitudes proved influential (both as 
direct and indirect influences) in the J./DM model 
considered herein for males, but not for females. While we 
can only speculate as to the specific reason for these 
observed results, Wang (2010 [13]) argues that while 
emotion is an important variable affecting risk-related 
decision making, how emotion operates in these is still an 
unsolved problem. Wang (2010) presents empirical results 
demonstrating that relative to males, females appear inclined 
to be risk adverse. This would explain the reliance of females 
in the sample obtained herein more so on volitional cognitive 
constructs like AttitudeUtilitarian over AttitudeHedonic.  

Scenario (Please read this CAREFULLY) 
Pat is currently a customer of Insurance Company A, 
and recently sees a TV ad from a competitor insurance 
company called Company B inviting him/her to switch 
insurers. 
• Pat perceives NO differences in either price or

brand reputation between Company B and 
Company A when (s)he sees the advertisement. 

• None-the-less, Pat decides to ACCEPT the
advertised offer and switches from Company A to 
Company B. 

• Pat then has an accident, and is 100% personally
responsible for causing the accident. 

• Pat experiences MUCH POORER service
quality because (s)he switched their car insurer! 

Please assume that Pat is very similar to you in terms of 
age, socioeconomic status, and how (s)he feels about 
car insurance and insurance companies. When in doubt, 
please answer as you would answer if you were Pat. 
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Table 1.  Study Results 

Relationship Unstandardized Path Coefficient R2 in DV 

Male Subsample 
AttitudeUtilitarian  Desire .253b 

.325 AttitudeHedonic  Desire .269b 
Subjective Norm  Desire .272b 

Desire  Loyalty Intention .733c .438 
Subjective Norm X Desire  Loyalty Intention .110c  
Indirect Effects (Bootstrap = 1,000)   

AttitudeUtilitarian  Loyalty (Through Desire) .186b  
AttitudeHedonic  Loyalty (Through Desire) .197b  
Subjective Norm  Loyalty (Through Desire) .199a  

Female Subsample   
AttitudeUtilitarian  Desire .462a 

.421 AttitudeHedonic  Desire NS 
Subjective Norm  Desire NS 
Desire  Loyalty Intention .771c .534 

Subjective Norm X Desire  Loyalty Intention .199a  
Indirect Effects (Bootstrap = 1,000)   
AttitudeUtilitarian  Loyalty (Through Desire) .356a  

AttitudeHedonic  Loyalty (Through Desire) NS  
Subjective Norm  Loyalty (Through Desire) NS  

Notes: The estimates for the two gender groups were estimated in a single process using the group function in MPlus. a = p 
≤ .05; b = p ≤ .01; c = p ≤ .001; NS = Not statistically significant. 

 

Figure 3.  Results 

Second, the research model considered herein 
demonstrates substantial differences in explanatory power 
across genders of motivation as desire and future loyalty 
intentions in the context tested herein. Specifically, the 

model tested herein explains about 1/3 of the motivation and 
about 44% of males’ intention to remain loyal to an 
automobile insurer after a “poor” insurance claim outcome. 
These numbers rise to about 42% of the motivation and about 
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53% of females’ intention to remain loyal. This suggests that 
introducing choice to minimize status quo effects can help 
attenuate “poor” service outcomes for insurers, perhaps more 
so for females. This can be done by encouraging more 
frequent policy reviews with agents and/or increasing the 
frequency and rapidity of small choices an insured person 
makes vis-à-vis their policy. For example, sending insured 
people a summary of their policy semi-annually with a small 
number of key attribute-based appeals demonstrating the 
efficacy of their current choice may help protect the 
insurance company from poor customer service outcomes.    

Third, both genders demonstrated an unanticipated 
interaction between social norms and desires as motivation 
in the formation of their future loyalty intentions. This 
suggests that for both genders their motivation (as desire) to 
remain loyal to an automobile insurer after a “poor” 
insurance claim outcome is related in some way to subjective 
norms. This finding appears congruent with the conclusions 
of the 2015 Global Insurance Outlook report related to 
tactical marketing choices by insurers to employ greater 
technology (including social media) in the practice of 
property and casualty insurance, as well as strengthen the use 
of analytics generally in consumer insurance industries to 
support strategic and tactical marketing choices.   

The author is confident that continued research related to 
the research presented herein specifically, and in J/DM 
generally, will yield tremendous insights for the marketing 
practices in the global automobile insurance industry.    
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