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Abstract

This study examines the factors and issues affecting the adoption of electronic insur-
ance (EI) in the Jordanian insurance sector. The methodology of the study is based 
on convenience sampling, thus, the sample consists of 175 respondents familiar with 
E-services, with different backgrounds, professions, businesses, income groups, sec-
tors, and regions. Questionnaires were distributed and disseminated electronically 
using SurveyMonkey. The study employs both descriptive and ANOVA analyses to 
analyze the responses. The results show that EI promotes sustainability, reduces costs, 
saves time and holds some operational benefits beneath. The ANOVA results show 
that the impact of income and age on sustainability, cost-effectiveness, and operational 
benefits is significant at least at the 5% significance level. Respondents are also aware 
that EI may involve issues and challenges related to security and privacy, customer-
related issues such as lack of knowledge about repositories, and insurer-related issues 
such as data shifting. The ANOVA results indicate that gender affects customers’ per-
ceptions of EI adoption regarding customer-related issues; its effect is significant at the 
5% level of significance. On the other hand, age and income level are important factors 
that shape respondents’ perceptions of EI in Jordan. Age is only significant for security-
related issues, and income level is a deciding factor in insurer-related issues; their effect 
is strong and highly significant at the 5% and 1% levels, respectively. 
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INTRODUCTION

The insurance sphere is one of the fastest-growing sectors and has grad-
ually developed into an essential component of the financial services 
sector in Jordan. The insurance sector’s net profits increased signifi-
cantly in 2018 compared to 2017, with a growth rate of 352.4% (Jordan 
Insurance Federation, 2018). As one of the prominent sectors in Jordan, 
the insurance sector realized the importance of E-business (EB), spe-
cifically electronic insurance (EI), to create stronger relationships with 
business partners and suppliers. Companies in the insurance industry, 
therefore, need to enter the EB competition or lose an essential part of 
the commercial center. The importance of EB also has been well doc-
umented in reports by the US government and independent organiza-
tions (Afande, 2015). E-business enhances the process of selling and 
buying products by the firm and the consumer, affecting insurance 
companies’ overall performance. EB brings several opportunities for 
companies and customers by allowing companies to have more access 
to new unexploited markets, overcome distance, work together with 
governments, and contribute to value chains (business to business). On 
the other hand, due to competition, customers will have access to goods 
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and services at lower prices, be better informed, and gain access to more secure technology (Maragia, 
2016). The adoption of EI in Jordan is a hot topic and emerges nowadays but is still premature and evolves 
at slower rates. How management effectively uses modern technology to optimize existing processes is 
one of the value-enhancing opportunities that will separate the winners from the losers in the future 
(Puelz, 2010).

Furthermore, technology has infiltrated every element of the insurance sector. Information technology 
(IT) can no longer be considered a support function, managed as a leading  organization by the tradi-
tional chief information officer (CIO). The next five years will witness IT functions disintegrate entirely 
into a new business body structure. Insurers’ technology operating models will embrace this shift from 
centralized “traditional functions” to “technology enabled” models and ultimately to “federated” models 
where technology is a core part of every business function managed as an enterprise asset. Global insurers, 
however, are all struggling with incorporating emerging technologies, adopting modern ways of conduct-
ing business, and being genuinely customer-centric while staying in business. Insurance technology func-
tions must keep the business operating, managing the inherent complexity and increasing imperfection of 
the current status, and meeting demands for change from the business and regulatory and constitutional 
requirements (KPMG, 2018).

Although more and more insurers are using the Internet to offer standard policies (such as auto, home, 
life, health) at deep discounts, as well as providing comprehensive online insurance contracts and free 
comparisons of available policies, many people do not trust the impersonal insurance contract on the 
Internet and seek to take advantage of reduced premiums (Turban et al., 2002). The challenge, therefore, 
is dual for customers and insurers, and this sector in Jordan must move fast from traditional insuring 
to technology-oriented businesses by adopting new ways of conducting business. Although the IT and 
Internet infrastructure growth rate is very fast, the insurance sphere in Jordan is still in the first steps of 
adopting EI, even though the well is menacing. 

EI adoption, however, might be affected by certain factors that determine the shape of the current and fu-
ture insurance industry. Adopting direct contact technology might hold beneath its challenges and might 
be faced by customers’ reluctance, fear, and uncertainty. The digital era brought significant changes in 
the insurance industry to the extent that buying insurance is done with one click, and soon, most people 
will be part of EI. With EI, customers can manage all their policies under a single account, such as the 
dematerialization account (DMT) principle for holding a stock certificate. Customers no longer need to 
be concerned about losing insurance documents due to physical hazards or changing the insurance re-
pository if unsatisfied with the services; all policies are available on one platform digitally stored in secure 
electronic format. This highlights the importance of examining the determinants of EI adoption in the 
Jordanian insurance sector. 

1. INSURANCE SECTOR  

IN JORDAN 

The Jordanian Insurance sector was established 
under the first insurance law in 1965, after which 
the number of players continued to grow, and the 
sector went through structural changes. In 1989, 
for example, the Jordan Insurance Federation (JIF) 
was created mainly to help regulate and coordinate 
insurance practices, unify insurance policies, and 
establish insurance and reinsurance pools as re-
quired by the market. In 1999, under the Insurance 

Supervision Act number 33 for 1999, the Insurance 
Commission was created “as an independent entity 
responsible for regulating the insurance sector”. 

The current structure of the insurance sphere in 
Jordan consists of 24 operating firms: one compa-
ny specializes in life insurance, eight others – in 
general insurance, and the remaining 15 – prac-
tice both types of insurance. According to Central 
Bank of Jordan, (2016): “the consolidated balance 
sheet of insurance firms for 2016 expanded by JD 
27.5 million (3.3 percent), compared to its level at 
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the end of 2014, to reach JD 869.7 million”. In ad-
dition, the collected premiums of insurance firms 
in 2016 increased by JD 32.5 million (5.9 percent) 
to reach JD 582.9 million. The collected motor 
insurance premiums constituted 38.8 percent of 
the total premiums, followed by medical insur-
ance at 29.4 percent. As for other insurance types, 
fire (12.8 percent), life (12.0 percent), maritime 
(3.5 percent), and general accidents (3.5 percent). 
Profits of the insurance sector increased sharply 
in 2018 compared to 2017, with a growth rate of 
547.8%. The insurance sector will soon start oper-
ating under the Central Bank of Jordan (CBJ) su-
pervision to regulate the sector more and control 
the level of risk. According to Jordinvest (2016): 

“general insurance makes up a sizeable 88.9% of 
total insurance premiums written in Jordan”; on 
the other hand, the life insurance market is sig-
nificantly smaller. Insurance premiums in Jordan 
are heavily weighted in favor of motor and medi-
cal insurance, followed by fire insurance followed 
by life insurance (Jordan Insurance Federation, 
2018; Central Bank of Jordan, 2016, 2017). 

The major reasons behind the growing insurance 
sector in Jordan are the following eight reasons: 
economic growth, growing population, large youth 
population, rising income, more risk awareness, 
regulatory reforms, and the adoption of “takaful” 
in Islamic finance operations.  

2. LITERATURE REVIEW  

AND HYPOTHESES

As a response to the fast growth in technology and 
internet connectivity, many firms around the globe 
have invested heavily in e-commerce. This tech-
nology, however, has the ability to make a radical 
transformation in industrial sectors regardless of 
sector-related or geographical-related constraints 
(Hinton & Barnes, 2005). Therefore, the adop-
tion of e-commerce by different sectors such as 
E-Education, E-Banking, E-Healthcare, etc. has at-
tracted the attention of researches to investigate the 
challenges, opportunities, and factors that affect 
the adoption of E-commerce (Salehi & Alipour, 
2010; Keivani et al., 2013; Raghunath & Panga, 
2013; Phichitchaisopa & Naenna, 2013; Tripathi & 
Khan,2016; Waseem et al., 2019; Chapagai, 2022; 
Khan, 2022).

Although the insurance industry took a part in 
the process of adopting EI, it still lagging behind 
other financial sectors (Arora, 2003), especially 
the banking sectors, besides very few studies have 
examined the adoption of EI for insurance firms. 
For example, Arora (2003) argues that the insur-
ance industry did not adopt e-commerce although 
considerable resources have been directed towards 
improving information technology in this industry. 
Aarabi and Bromideh (2006) emphasize that “this 
may be due to many systems, databases, and net-
works are incompatible; hence, the insurance sector 
has problems sharing data. This, however, could be 
solved by including building links between supply 
chains and a system that enables an insurer to ob-
tain underwriting data from information suppli-
ers”. Yao (2004) also finds similar problem in New 
Zealand where e-commerce uptake is relatively 
slow in insurance industry although the industry is 
well located to exploit e-commerce. The insurance 
industry only employs the internet to distribute 
information, with few companies offering online 
transactions. However, considerable scope remains 
for further development of website features. 

In contrast, the number of insurance firms in US 
that are planning to perform internet technology 
is increasing as a result of expected benefits. Lee 
and Cata (2005), for example, examine the critical 
success factors that could affect the performance 
of e-insurance for 109 US Auto and life insur-
ance companies. They found that customer pres-
sure, organizational support, website availability, 
a firm’s age and size, integration of the business, 
and e-business plan are the factors that affect the 
performance of e-insurance. They also find that in-
surance firms realize more tangible and intangible 
benefits through online sales.

In addition, Puelz (2010) shows that the use of tech-
nology (online channel) by US insurers has signif-
icant effect on keeping customers and improving 
revenues, but it has less impact on cost reduction. 
The adoption of online channels results in increas-
ing the number of transactions performed by in-
surers. Hossinpour et al. (2014) also examine the 
impact of using technology on insurance firms’ 
performance. They find a significant relationship 
between e-marketing and the sales of life and in-
vestment insurance. This relationship has been 
proven in all three dimensions of e-marketing; the 
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use of the internet for activities related to distribu-
tion channels, clients and marketing research. 

From the other perspective, Bromideh (2012) ex-
amines the factors that might affect customer 
E-readiness to embrace EI in Iran. The results show 
that age and human interaction negatively affects 
customer E-readiness, while ease of use, role clari-
ty, income, education, and image of technology are 
positively influence factors. In similar vein, Sapa et 
al. (2014) examine the benefits and barriers of in-
formation and communication technology (ICT) 
on insurers and customers. Regardless of the barri-
ers to applying e-insurance, the results showed that 
e-insurance resulted in reduced costs, improved 
marketing and goodness of information, enhanced 
relationships with different partners, attracted 
new customers, and increased revenues. Afande 
(2015) shows both technological and managerial 
factors affecting the implementation of e-business 
in Kenyan insurance sector. Pahuja and Chitkara 
(2016) explore users’ perceptions of EI and examine 
the factors that could affect the application of EI. 
Their main findings are that sustainability, cost effi-
ciency, and operational synergies are the major fac-
tors influencing EI adoption in India. Other factors 
such as security issues, customer orientation, and 
issues related to insurers affect customers’ percep-
tions of their engagement with EI. Stankovic et al. 
(2022) examine the effect of IT and digitalization 
on the insurance sector in Serbia and identified the 
factors that affect e-insurance adoption. They find 
that environmental and organizational factors sta-
tistically affect the attained level of e-insurance im-
plementation. In contrast, only the insurance com-
pany’s market share positively affects the odds of 
adopting e-insurance. 

To follow the pace of technological growth, Jordan 
has put a lot more emphasis on infrastructure and 
technology, therefore, the information and com-
munication technology (ITC) sector provides the 
required infrastructure, secure and sufficient, to 
businesses across the country so that they can 
digitally transform the economy. This focus on 
technology has a considerable impact on busi-
nesses in Jordan as they want to stay competitive 
(Alshamaileh et al., 2017; AbuAkel & Ibrahim, 
2022). Despite the emergence of e-commerce in the 
Jordanian economy, little attention has been given 
by the empirical research to the adoption of e-com-

merce.  A few notable exceptions include Anouze 
and Alamro (2019) who examine the factors that 
predict the behavioral intention and adoption of 
e-banking of Jordanian customers, and Jaradat et 
al. (2022) who investigate the factors affecting the 
decision regard the adoption of Business intelli-
gence and its influence on decision making process. 

As far as the previous review of literature tells, the 
knowledge about the factors that affect the adop-
tion of EI and the challenges that could be faced 
by the Jordanian insurance sectors is very limited, 
as studies that examine and investigate this issue 
are virtually nonexistent. This study, therefore, fills 
this gap by identifying and empirically examining 
the main factors predicting the behavioral inten-
tion and adoption of EI on the part of Jordanian 
customers. Such a study can also significantly con-
tribute to the scarce insurance literature by show-
ing the essential aspects that Jordanian insurance 
customers consider when deciding whether or not 
to use EI. As a result, insurance management will 
receive a guidance on how to design and market EI 
as a self-service technology.

To achieve this objective, this study explores users’ 
perceptions of EI and their awareness of this con-
cept by testing the following hypotheses:  

H
01

: Demographic variables (Age, Gender, and 
Income Level) do not influence respondents’ 
perceptions of different factors affecting EI 
adoption.

H
02

: Demographic variables (Age, Gender, and 
Income Level) do not influence the respond-
ents’ perception of different issues/challenges 
in using EI.

Both hypotheses are tested against the alternative 
hypothesis of the existing effect of demographic 
variables on respondents’ perceptions.

3. METHODS

Primary data was collected through a well-struc-
tured survey that consisted of two sections. The 
first section (A) is four questions about the de-
mographic profile of the respondents. The second 
section (B) of the survey contains 34 statements 
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on a five-point scale, out of which 20 statements 
concentrated on different factors influencing the 
implementation of EI, namely: sustainability (sev-
en statements), cost-effective (eight statements) 
and operational benefit (included five reports). 
The remaining 14 statements reflect different is-
sues and challenges facing the adoption of EI, 
which include security-related issues (four state-
ments), customer-related issues (four statements), 
and insurer-related issues (six statements). To ex-
amine the factors affecting the adoption of EI, the 
questionnaire of Pahuja and Chitkara (2016) is 
adopted. 

This study is descriptive and quantitative; da-
ta analysis is performed using various statistical 
tools, including cross-tabulation, percentages, and 
means. The study is conducted in Jordan’s main 
cities, namely Amman, Sult, Irbid, and Zarqa. A 
total of 187 respondents were included in this 
study. The respondents were from different back-
grounds, professions, businesses, income groups, 
sectors, and regions. Information is collected 
from respondents on characteristics (age, gen-
der, monthly household income, and geographi-
cal region). Questionnaires were distributed and 
disseminated electronically using SurveyMonkey, 
targeting those familiar with E-services. The ques-
tionnaires were also circulated via social media, 
e-mails, and WhatsApp. The response rate was 
94% of all participants who matched the criteria. 
Some of the questionnaires were excluded from 
the 187 respondents who completed and answered 
the questionnaire. 

Table 1 presents that in the gender response rate of 
the survey, male respondents (66.31%) were more 
than female respondents (33.69%). A scrutiny of 
the age group indicated that most respondents were 
less than 44 years old (75.91%). Table 1 also shows 
that 5.34% of the respondents were more than 55 
years old. Similarly, an analysis of income groups 
reveals that the dominant group filling the EI on-
line survey belongs to the income group of 2000 
JDs and below. This group resembles 68.28% of the 
total respondents, followed by 19.35 % of respond-
ents belonging to the 2001 JD to 4000 JD group 
(upper-middle class), and 12.37% of respondents 
were above 4000 JDs. Moreover, 59.36% of the sam-
ple live in Amman (the capital), and 40.64% live in 
other cities.

Table 1. Demographic profile of respondents*
Demographic 

characteristic Explanation Frequency (%) N**

Gender
Male 66.31 124

Female 33.69 63

Age (years)

18 to 24 43.32 81

25 to 34 12.83 24

35 to 44 19.76 37

45 to 54 18.72 35

55 to 64 4.81 9

65 and above 0.53 1

Household Income

Less than 1000 

JD
36.02 67

1000 JD to 2000 

JD
32.26 60

2001 JD to 4000 

JD
19.35 36

> 4000 JD 12.37 23

Region
Amman 59.36 111

Outside Amman 10.64 76

Note: * All questionnaires were included here; ** number of 
respondents.

4. RESULTS

This section summarizes the responses of different 
factors affecting the adoption of EI; sustainabili-
ty, cost-effectiveness, operational benefits, and the 
responses to EI challenges; security-related, cus-
tomer-related, and insurer-related issues. It also 
reports the results of investigating the impact of 
demographical variables on factors (challenges) af-
fecting (facing) the adoption of EI. 

4.1. Summary statistics

Table 2 shows the results of summary statistics. The 
findings of the study show that most respondents be-
lieve that EI promotes sustainability; more than 77% 
agree and strongly agree that EI promotes environ-
mentally friendly practices. 74.56% agree there is no 
need to manually complete forms, and 57.17% of the 
respondents agree that EI is fully secured. In con-
trast, 28.16% of the respondents were unsure wheth-
er EI was secure. Most of the respondents, 85.63%, 
agreed that EI saves paperwork, and 56.32% feel safe 
using digital signatures, while 12.07% do not feel 
so; the remaining are not determined. Almost 60% 
know there is no risk of loss or damaged policy cer-
tificates, but 20.11% fear the loss or damage of policy 
contracts. 

For the cost-effectiveness factor, the average of re-
spondents, 79.06%, agree and strongly agree that 
EI is cost-effective; more specifically, 83.33% are 
convinced that EI results in reduction of internal 
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administration costs while 82.76% believe that EI re-
duces management costs permitting real-time net-
working of firm departments. 83.14% are aware that 
EI is beneficial for enhancing the business of insurers, 
and 70.69% of respondents are sure that EI involves 
self-operation. With regard to the payment process, 
75.29% and 79.77% of respondents believe that EI 
reduces commission of intermediaries and it is easy 
to pay and receive funds using websites, respectively. 
When transparency is involved, 75.29% of respond-
ents know that EI does not contradict transparency; 
at the same time, 20.69% of the sample is neutral. 
82.18% of respondents knew that EI reduces the fre-
quency of physical presence in insurance offices.

Regarding the operational dimension of the factors 
affecting the decision to adopt EI, 79.24%, the aver-
age of the respondents, agree and strongly agree that 
it improves operation; customers can choose from 
a wide variety of options and improve the manage-
ment information system.

In 86.71% of the sample, respondents believe that 
EI helps buyers compare and choose the best policy 
from a wide range of prices and conditions. 73.99% 
of respondents believe that EI consolidating all the 
policies in a single account is of great help to the 
customers. According to 82.76% of the respond-
ents, EI also helps improve management informa-
tion. Almost 78.16% of the respondents agreed that 
EI is better than the traditional method in terms of 
buying, and 74.57% agreed that DMT (the process of 
converting physical accounts into electronic format) 
of policies makes it easier to track the policy and en-
sures that it reaches the buyer.

The overall average (of all responses for each option) 
shows that 20.33% strongly agree, 55.43% agree, and 
17.82% neither agree nor disagree, the reaming is 
5.38% disagree, and only 0.55% strongly disagree. 
These results show that 76.25% agree that all the pre-
vious dimensions are the factors that shape their per-
ception of EI; still, 17.82% of the sample are somehow 
undetermined. Only a small percentage disagrees 
with this result.

Table 3 summarizes the responses to various issues 
and challenges facing the adoption of EI. The paper 
uses 14 statements related to security, customer, and 
insurer-related issues. The results show that 70.53% 
of the respondents agreed that security and privacy 

are issues in EI practices. More than two-thirds of 
the sample, 74.57%, agreed that security is an issue 
with customers regarding fear of losing confidential 
data (username and password), and 70.53% of the 
respondents agreed that privacy is an issue in the 
case of an EI. The illegality of electronic signatures 
is sometimes a challenge for 75.72% of the respond-
ents. Finally, respondents are aware that engaging in 
EI incorporates sharing the database by the compa-
ny; 61.27% agree. Moreover, respondents believe that 
issues related to customers are a major issue. 65.90% 
and 67.63% of respondents agree that a lack of knowl-
edge about repositories and knowledge of using the 
internet, thus, these are two main constraints to cus-
tomers adopting EI. 

Respondents, of whom 76.88% agreed, also believe 
that customers are not sufficiently knowledgeable 
about EI. Results also show that EI involves reluc-
tance and resistance to change from the point of view 
of the respondents (77.01%).

Insurers are a major component of EI. The challenge 
of adopting EI, however, is dual for clients and in-
surers simultaneously, and the insurance sector in 
Jordan must move from traditional insuring to tech-
nology oriented. Respondents agree that EI poli-
cies do not involve a discount on the premium (as 
in an agent-based system) in 54.34% of the sample. 
However, 15.03% of the respondents believed that EI 
involves a discount on premium, and interestingly, 
30.64% of the study sample is neutral. Respondents 
believe that EI policies can be customized accord-
ing to the needs and requirements of the customers 
are 21.39% of the sample, in contrast to 49.71% did 
not. Although 20.58% of respondents see that there 
is a support from both insurers and intermediaries, 
50.57% of them are not sure of the efficiency of data 
shifting in the case of moving from one repository to 
another, and 18.39% believe that it is an easy and effi-
cient process. Respondents believe there is a lack of a 
proper web-based mechanism for protecting claims 
are 55.43% of the sample, and 62.85% see that a very 
restricted portfolio of products sold online by the in-
surers; on the other hand, 14.29% and 12% disagree, 
respectively.

The overall average (of all responses for each op-
tion) shows that 13.34% strongly agree, 50.55% agree, 
and 23.98 neither agree nor disagree, the reaming is 
10.2% disagree, and only 1.93% strongly disagree.
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Table 2. Summary of various factors affecting EI adoption in Jordan (20 statements) covering  
the dimensions of sustainability, cost-effectiveness, and operational benefit 

Factor Statements included in the factor S. A A N D S. D

Sustainability

EI is all about promoting environmentally friendly practices 17.24% 60.34% 17.24% 4.60% 0.57%

There is no need to manually complete forms 26.01% 48.55% 14.45% 10.98% 0.00%

EI helps in sustainable development 28.16% 56.90% 12.07% 2.87% 0.00%

EI is fully secured 9.77% 47.70% 28.16% 13.22% 1.15%

EI avoids paperwork as much as possible 35.06% 50.57% 9.77% 4.60% 0.00%

EI requires digital signatures, which are fail-safe 12.64% 43.68% 31.61% 10.92% 1.15%

There is no risk of loss or damage to the policy certificates 13.22% 46.55% 20.11% 18.97% 1.15%

Average 20.30% 50.61% 19.06% 9.45% 0.57%

Cost-Effectiveness

EI reduces the cost of internal administration. 23.56% 59.77% 11.49% 4.60% 0.57%

EI reduces the management costs permitting real-time 
networking of company departments 21.84% 60.92% 14.94% 2.30% 0.00%

EI is beneficial for enhancing the business of insurance 
providers

20.93% 62.21% 14.53% 2.33% 0.00%

EI involves Self-operation 12.07% 58.62% 25.29% 4.02% 0.00%

EI reduces commission paid to intermediaries since it can 

be sold directly to clients
22.99% 52.30% 17.82% 4.02% 2.87%

Ease of paying and receiving related funds 19.65% 60.12% 15.03% 4.05% 1.16%

EI helps in improving transparency in operations 18.39% 56.90% 20.69% 4.02% 0.00%

It reduces the frequency of being physically present in the 
insurance offices 28.16% 54.02% 16.09% 1.72% 0.00%

Average 20.95% 58.11% 16.99% 3.38% 0.58%

Operational benefit

EI helps the buyers in comparing and choosing the best 

policy from a wide range of prices and policy conditions 24.86% 61.85% 12.72% 0.58% 0.00%

Consolidation of all the policies in a single account is of 
great help

16.76% 57.23% 21.39% 3.47% 1.16%

EI helps in improving management information 27.59% 55.17% 13.22% 3.45% 0.57%

EI is better compared to the traditional method in terms 
of buying 20.11% 58.05% 16.67% 4.60% 0.57%

DMT of policies makes it easier to track the policy and 
ensure that it reaches the buyer

17.34% 57.23% 23.12% 2.31% 0.00%

Average 21.33% 57.91% 17.42% 2.88% 0.46%

Overall average 20.82% 55.43% 17.82% 5.38% 0.55%

Note: S.A: strongly agree; A: Agree; N: Neither Agree nor Disagree; S.D: Strongly Disagree.

Table 3. Summary of the responses to various issues and challenges in EI in Jordan (14 statements) 
covering the dimensions of security, customer, and insurer-related issues

Factor Statements included in the factor S. A A N D S. D

Security-related 
issues

Security is an issue with customers regarding fear of 
loss of confidential information such as username and 
password

15.03% 59.54% 17.34% 8.09% 0.00%

Privacy is an issue in the case of an EI 19.08% 51.45% 21.97% 6.94% 0.58%

The illegality of electronic signatures is a challenge 
sometimes 16.76% 58.96% 17.92% 5.78% 0.58%

Sharing of the database of customers by the company 11.56% 49.71% 22.54% 10.40% 5.78%

Average 15.61% 54.92% 19.94% 7.80% 1.74%

Customer-related 
issues

Lack of knowledge about repositories is also a constraint 8.67% 57.23% 28.90% 4.62% 0.58%

Lack of knowledge about using the internet also becomes 
a constraint

16.18% 51.45% 19.08% 10.40% 2.89%

There is a lack of awareness regarding EI among 
customers

21.39% 55.49% 16.76% 6.36% 0.00%

EI involves reluctance /resistance on the part of 
customers to change from traditional methods 14.37% 62.64% 17.82% 4.60% 0.57%

Average 15.15% 56.70% 20.64% 6.50% 1.01%



53

Insurance Markets and Companies, Volume 14, 2023

http://dx.doi.org/10.21511/ins.14(1).2023.05

Factor Statements included in the factor S. A A N D S. D

Insurer-related 
issues

EI policies do not provide a discount on the premium (as 

in an agent-based system) 12.14% 42.20% 30.64% 11.56% 3.47%

E insurance policies cannot be customized as per the 

needs and requirements of the customers 7.51% 42.20% 28.90% 19.08% 2.31%

Unlike traditional methods, there is a lack of support from 
insurers and intermediaries

10.86% 41.14% 27.43% 18.29% 2.29%

There is difficulty in data shifting in case of movement 
from one repository to another 8.62% 41.95% 31.03% 15.52% 2.87%

There is a lack of a proper web-based mechanism for 
protecting claims 10.86% 44.57% 30.29% 11.43% 2.86%

Insurers selling online directly to clients are offering a 
very restricted portfolio of products 13.71% 49.14% 25.14% 9.71% 2.29%

Average 10.62% 43.53% 28.91% 14.27% 2.68%

Overall Average 13.34% 50.55% 23.98% 10.20% 1.93%

Note: S.A: strongly agree; A: Agree; N: Neither Agree nor Disagree; S.D: Strongly Disagree.

Table 3 (cont.). Summary of the responses to various issues and challenges in EI in Jordan  
(14 statements) covering the dimensions of security, customer, and insurer-related issues

4.2. Hypotheses testing results 

To investigate the impact of demographic variables 
on both factors influencing the adoption of EI and 
on various issues/challenges faced using EI, the 
paper applies the analysis of variance (ANOVA). 
The empirical results of ANOVA between the de-
mographic profile of investors and perception to-
wards the adoption of EI reported in Tables 4-6 
show that age and income have significant impact 
on the perception regarding the factors affecting 

the adoption of EI; they are significant at least at 
5% level of significance. 

Furthermore, the results of ANOVA between de-
mographic variables and perceived issues and chal-
lenges faced in using EI are reported in Tables 7-9. 
Results show that gender and age have a statistically 
significant impact on customer-related issues and 
security-related issue, respectively. Their impact is 
significant at the 5% level. While income level has a 
significant impact on insurer-related issues. 

Table 4. Analysis of Variance (ANOVA) between Gender variable and customer perceptions of EI

Factor Source of variation Sum of squares df Mean square F Sig.

Sustainability

Between Groups 0.036 1 0.036

0.143 0.705Within Groups 42.843 171 0.251

Total 42.879 172 –

Cost-Effective
Between Groups 0.218 1 0.218

0.833 0.363Within Groups 44.770 171 0.262

Total 44.989 172 –

Operational benefit
Between Groups 0.490 1 0.490

1.884 0.172Within Groups 44.448 171 0.260

Total 44.938 172 –

Table 5. Analysis of Variance (ANOVA) between Age variable and customer perceptions of EI

Factor Source of variation Sum of squares df Mean square F Sig.

Sustainability

Between Groups 3.897 4 0.974

4.198 0.003Within Groups 38.982 168 0.232

Total 42.879 172

Cost-Effective
Between Groups 5.188 4 1.297

5.475 0.000Within Groups 39.801 168 0.237

Total 44.989 172

Operational benefit
Between Groups 5.364 4 1.341

5.693 0.000Within Groups 39.574 168 0.236

Total 44.938 172
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5. DISCUSSION 

The study results show that both age and income 
are important in shaping the respondent percep-
tion regarding the factors affecting the adoption of 
EI in Jordan. Their impact is strongly positive and 
highly significant on people’s perception toward 
the acceptance and adoption of EI.  More specifi-
cally, the results show that the null hypothesis has 
been rejected for age, which means that age does 
affect respondents’ perception of different factors 
affecting the adoption of EI. This is consistent with 
the result of Bromideh (2012) but inconsistent with 
the result of Pahuja and Chitkara (2016). This im-
plies that different age groups of respondents have 
a perception that sustainability, cost effectiveness 
and operational benefits are factors that affect the 
process of EI adoption by insurance companies. 
This confirms the findings of Arora (2003), Lee and 
Cata (2005), and Afande (2015) and is consistent 
with the argument of Stanković et al. (2022) that 
the adoption of e-commerce, EI and integration of 
IT in insurance activities will provide gains in effi-
ciency and reduce operating costs. 

The results of income level also indicate that all re-
spondents, regardless of their earning power, have 
a variation in their perception about the factors 
that are necessary to adopt EI, and thus reject the 
null hypothesis. This is consistent with the result 
of Bromideh (2012) but partially consistent with 
Pahuja and Chitkara (2016) who find that income 
level has a significant impact only on sustainability 
benefits. 

In sum, the results indicated that people fully 
know the benefits of adopting EI. The sustainabil-
ity, cost-effectiveness and operational benefits in-
fluence people’s perceptions based on their age and 
income level. These factors are determinant factors 

in shaping people’s perception toward adopting EI, 
as people consider and appreciate the conserving of 
resources, promoting a friendly environment and 
expect these factors to reduce activities’ costs, get 
more competitive offers, save time and create more 
convenience to reach insurers.

On the other hand, Gender is not important as 
the others in shaping the respondents’ perception 
of different factors affecting the adoption of EI in 
Jordan; the effect is insignificant and thus the null 
hypothesis for gender is accepted. This is consistent 
with the result of Pahuja and Chitkara (2016). This 
implies that perceptions of respondents about the 
factors do not vary across different gender groups. 
That is, the practices of activities related to the sus-
tainability, cost effectiveness and operational ben-
efits of EI are not considered and appreciated by 
both male and female.  

Based on the study findings, insurers may develop 
customized promotional campaigns to target spe-
cific segments using and highlighting the appreci-
ated issues aforementioned. Companies may rely 
on demographics such as the level of income and 
age as a base for the creation of their customized 
offers and policy/product differentiation.

With regard to the relationship between demo-
graphic variables and perceived issues and chal-
lenges faced in using EI, results show that gender 
has a significant impact on customer-related issues. 
This indicates that in the case of gender variable, the 
null hypothesis is partially rejected for one factor, 
namely the customer-related issues. This result is 
inconsistent with Pahuja and Chitkara (2016). This 
may mean a degree of discrepancy between male 
and female regarding their awareness and knowl-
edge of using EI; this includes lack of knowledge of 
using the internet, lack of interest due to unaware-

Table 6. Analysis of Variance (ANOVA) between Income level variable and customer perceptions of EI

Factor Source of variation Sum of squares df Mean square F Sig.

Sustainability

Between Groups 2.863 3 0.954

4.031 0.008Within Groups 40.015 169 0.237

Total 42.879 172

Cost-Effective
Between Groups 2.559 3 0.853

3.397 0.019Within Groups 42.430 169 0.251

Total 44.989 172

Operational benefit
Between Groups 5.399 3 1.800

7.693 0.000Within Groups 39.539 169 0.234

Total 44.938 172
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ness of benefits related to the adoption of electronic 
channels, and high resistance toward the electronic 
transactions that impede them from shifting from 
traditional to electronic channels. This could be due 
to differences in education level between male and 
female. Stanković et al. (2022) find that education 
is marked as medium obstacle for adoption EI in 
Republic of Serbia. As a policy implication, insur-
ance firms may need to increase the interactions in 
different areas, including education to enhance the 
awareness of importance and benefits of insurance 
services and thus increasing the chance of adopt-
ing EI (Stanković et al., 2022). Further, insurers 
may convert this challenge into an opportunity if 
they successfully focus on a market differentiation 
strategy. It requires going with this important seg-
ment step-by-step to change perceptions and build 
strong confidence in using the insurer’s electronic 
channels among gender groups. A clear customer 
value determination with a differentiable and com-
petitive offer, with explicit and implicit promises of 
best service, may motivate and persuade customers 
to shift from traditional channels.

The results, however, show that gender has an insig-
nificant impact on security and insurer-related is-
sues, which is consistent with Pahuja and Chitkara 
(2016). 

Age has a significant impact on security-related is-
sues, but it does not have any impact on other per-
ceived issues; customer and insurer related issues. 
Therefore, the null hypothesis regarding the impact 
of age on issues and challenges is partially reject-
ed for one factor; security-related issues. The results 
indicate that age is the only determinant factor in 
shaping people’s perception toward security related 
to the adoption of EI. Therefore, the fear of reveal-
ing confidential information, the consideration of 
privacy issues, and the possibility of sharing a com-
pany’s customer database with others all together 
vary across different age groups. Security, therefore, 
is one of issues and challenges that affect the adop-
tion of EI in Jordan. This is similar to Arora (2003) 
who finds security is the main obstacle of e-com-
merce usage, and Sapa et al. (2014) who find that 
security is a major concern to EI users. In contrast, 
Pahuja and Chitkara (2016) find that age does not af-
fect any of issues and changelings, while Bromideh 
(2012) finds that age only affects the ability and mo-
tivation to use computer and internet i.e. affects 
customer related issues.

Finally, the effect of the income level factor on 
insurer-related issues is strong and highly signif-
icant, which partially rejects the null hypothesis. 
That is, income level is an important determinant 

Table 7. Analysis of Variance (ANOVA) between Gender variable and perceived issues in using EI

Factor Source of variation Sum of squares df Mean square F Sig.

Security-related issues
Between Groups 0.050 1 0.050

0.170 0.681Within Groups 50.129 171 0.293

Total 50.178 172

Customer-related issues
Between Groups 1.267 1 1.267

4.301 0.040Within Groups 50.386 171 0.295

Total 51.653 172

Insurer-related issue
Between Groups 0.426 1 0.426

1.072 0.302Within Groups 67.884 171 0.397

Total 68.310 172

Table 8. Analysis of Variance (ANOVA) between Age variable and perceived issues in using EI

Factor Source of variation Sum of squares df Mean square F Sig.

Security-related issues
Between Groups 2.990 4 0.747

2.661 0.034Within Groups 47.188 168 0.281

Total 50.178 172

Customer-related issues
Between Groups 1.462 4 0.366

1.224 0.303Within Groups 50.191 168 0.299

Total 51.653 172

Insurer-related issue
Between Groups 0.869 4 0.217

0.541 0.706Within Groups 67.441 168 0.401

Total 68.310 172
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of insurer-related issues, and thus, the competi-
tive offers and customization of policies according 
to customers’ needs and the necessity of estab-
lishing an outstanding customer support system 
vary across different income levels. However, the 
results show that income level is insignificantly af-
fect the factor of security and customers related 

issues, which are consistent (inconsistent) with the 
results of Pahuja and Chitkara (2016) in terms of 
income level effect on security (customer) related 
issues. While Arora (2003) finds that high income 
families are mainly the users of internet and tech-
nology, and Bromideh (2012) finds that income af-
fects the e-readiness of customers to adopt EI. 

CONCLUSION

This study sheds light on the prospect of EI in Jordan and discusses all factors and issues affecting the 
prosperity of this sector. The study sample included 175 respondents after filtering and was based on 
convenience sampling. 

The summary results of responses to factors affecting EI adaption show that more than two-thirds of respond-
ents believe that EI promotes sustainability, improves cost-effectiveness and increases operational benefits. 

On the other hand, the responses show that security is a major issue in EI practices. More than two-
thirds of the sample show their concerns to losing confidential information, the illegality of electronic 
signatures and sharing their information by the company. The study results also confirm the impor-
tance of customer-related issues as the majority of respondents believe that these issues represent a focal 
aspect in the application of EI. However, more attention must be given to insurance-related issues as 
more than half of the respondents believe, for example, that policies cannot be customized, there is a 
lack of support and lack of protection from web-based mechanisms. 

With regard to the impact of demographical variables on factors and issues affecting the adoption of EI, 
the study results show that only age and income are important in shaping the attitudes and perceptions 
of customers toward the sustainability, cost-effectiveness, and operational benefits of EI. In line with the 
conclusion above, gender has a significant impact only on customer-related issues, age is only significant 
for security-related issues, while income level significantly affects insurer-related issues. 

For insurance companies to ensure suitable and effective application of EI, they need to place a primary 
emphasis on the aforementioned issues and challenges and give special attention to the demographic 
variables and their role in successfully adopting EI. 

The study results provide useful insights to insurance companies and policy makers on the main 
issues and challenges that should be considered to enhance and increase the possibility of adopting 
EI, which may optimize the insurance services and thus improve the performance of insurance 
companies.  

Table 9. Analysis of Variance (ANOVA) between Income level variable and perceived issues in using EI

Factor Source of variation Sum of squares df Mean square F Sig.

Security-related issues
Between Groups 1.312 3 0.437

1.513 0.213Within Groups 48.866 169 0.289

Total 50.178 172

Customer-related issues
Between Groups 1.758 3 0.586

1.985 0.118Within Groups 49.895 169 0.295

Total 51.653 172

Insurer-related issue
Between Groups 5.589 3 1.863

5.020 0.002Within Groups 62.721 169 0.371

Total 68.310 172
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