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Abstract 

The penetration of life insurance in Indonesia has been declining since 2018 despite the increasing need for financial 
protection. This study aims to systematically review the factors that influence life insurance decisions, particularly 

financial literacy, product innovation, digital promotion, and investor risk attitudes. The Systematic Literature Review 

(SLR) method was applied with the PRISMA 2020 guidelines through article searches in Scopus, Web of Science, 

and Google Scholar for the 2020-2025 period. Selection using strict inclusion and exclusion criteria resulted in 29 

articles from an initial pool of approximately 1,200 publications. The synthesis results show that financial literacy and 

product innovation consistently positively influence life insurance decisions. Digital promotion not only increases 

interest in insurance but also affects investors’ risk attitudes. The investor risk attitude variable plays a dual role, acting 

as both a direct determinant and a partial mediator in the relationship between the variables. These findings confirm 

the relevance of the Consumer Behavior Model (Howard-Sheth and Kotler) as a theoretical foundation, while also 

highlighting the research gap in integrating these four variables into a single empirical model. This study provides a 

conceptual framework and practical recommendations for the life insurance industry and regulators to enhance 
financial literacy, encourage product innovation, and optimize digital promotion to strengthen public decision-making 

regarding life insurance. 
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I. INTRODUCTION 

The life insurance industry in Indonesia has been under significant pressure in recent years. 

Data from the Financial Services Authority (OJK, 2024) and the Indonesian Life Insurance 

Association (AAJI, 2024) show a decline of over 30% in individual policyholders in Q1/2024 

compared to the previous period, despite the increasing population and need for financial 

protection. This trend signals the low public decision to purchase life insurance, which could 

disrupt the stability and growth of the financial services sector (Winter, 1994; Harrison, 2024). 

Various studies have revealed factors that influence life insurance decisions, such as financial 

literacy, product innovation, digital promotion, and investor risk attitudes. However, previous 

findings have been inconsistent. Thoa and Le (2021) emphasized the influence of financial literacy 

and  product innovation, while Wang et al. (2021) and Nursiana et al. (2021) found digital 

promotion to be a dominant variable.  

Meanwhile, Do and Mai (2023) highlight investor risk attitude as both a direct determinant 

and mediating variable. These differing findings create a research gap that must be systematically 

identified to achieve a more comprehensive understanding. The Consumer Behavior Model 

developed by Howard and Sheth (1969) and refined by Kotler (1996) provides a strong theoretical 

framework for explaining life insurance purchasing behavior. This model views purchasing 

decisions as a response to marketing stimuli, such as financial literacy, product innovation, and 

promotion, with internal factors such as risk attitude serving as drivers of intent and purchasing 

action.  
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Integrating these variables is crucial for understanding the dynamics of life insurance 

decision-making in the digital age. Based on this background, this study presents a Systematic 

Literature Review (SLR) following the PRISMA 2020 guidelines (Page et al., 2021). The goals 

are as follows: (1) to identify and synthesize the latest research findings on the influence of 

financial literacy, product innovation, digital promotion, and investor risk attitudes on life 

insurance decisions; and (2) to map research gaps and offer directions for future research that can 

serve as a reference for academics, regulators, and industry practitioners. This SLR approach is 

expected to make a theoretical contribution by updating the consumer behavior model in the 

context of life insurance and providing practical implications for insurance companies and 

regulators. The findings of this study can be used to design strategies to enhance financial literacy, 

promote product innovation, and optimize digital promotion, thus strengthening public decisions 

to purchase life insurance and supporting the industry’s sustainable growth. 

 

II. RESEARCH QUESTIONS 

Based on the background presented, this study seeks to answer the following key question: 

 

RQ1.  What are the trends and characteristics of publications related to life insurance 

decisions studying financial literacy, product innovation, digital promotion, and 

investor risk attitude in the 2020-2025 period? 

RQ2. To what extent does financial literacy influence life insurance decisions, according 

to recent empirical research? 

RQ3. How does product innovation influence life insurance decisions, as reported in the 

international and national literature? 

RQ4. What is the role of digital promotion in enhancing life insurance decisions, and how 

is it related to investor risk attitudes as a mediating variable? 

RQ5. How important is investor risk attitude as a direct determinant and as a mediating 

variable in the relationship between financial literacy, product innovation, digital 

promotion, and life insurance decisions? 

RQ6. What are the research gaps and future research agendas that could strengthen the 

application of the Consumer Behavior Model in the context of the life insurance 

industry? 

 

III. PROBLEM STATEMENT 

This Systematic Literature Review aims to:  

1. This study identifies and maps trends and characteristics of publications on life 

insurance decisions studying financial literacy, product innovation, digital promotion, 

and investor risk attitude in the 2020-2025 period. 

2. Analyze in-depth the influence of financial literacy on life insurance decisions, as 

reported in both national and international research. 

3. This study explores empirical evidence on the role of product innovation in improving 

life insurance decisions across various research contexts. 

4. This study evaluates the impact of digital promotion on life insurance decisions and 

examines its relationship with investor risk attitudes as a mediating variable. 
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5. The contribution of investor risk attitude was assessed both as a direct determinant and 

as a mediating variable in the relationship between financial literacy, product 

innovation, and digital promotion on life insurance decisions. 

6. Identify research gaps and formulate a future research agenda that can strengthen the 

application of the Consumer Behavior Model in the life insurance industry. 

 

IV. RESEARCH METHOD 

This study employs a Systematic Literature Review (SLR) approach to identify, evaluate, 

and synthesize findings from scholarly articles related to life insurance decisions, focusing on the 

influence of financial literacy, product innovation, digital promotion, and investor risk attitudes. 

The research design follows the PRISMA guidelines (Preferred Reporting Items for Systematic 

Reviews and Meta-Analyses; Page et al., 2021) and the SLR methodology recommended by 

Kitchenham and Charters (2007), ensuring that the review process is systematic, transparent, and 

replicable. 

1. Identification and Selection of Keywords: The literature search uses keywords such as “Life 

Insurance decision, insurance purchases,” “Financial Literacy, financial knowledge,” “Product 

innovation, insurance product innovation,” “Digital Promotion, Digital Marketing,” “Investor 

Risk Attitude, Risk Tolerance, Investment Risk Attitude.” 

2. Data Sources and Articles: The search was conducted in the Scopus, Web of Science, and 

Google Scholar databases, focusing on publications from 2020 to 2025 to ensure relevance to 

the latest developments in the life insurance industry. 

3. Inclusion and Exclusion Criteria 

 

Table 1. Inclusion & Exclusion Criteria 

Inclusion Criteria Exclusion Criteria 

Indexed scientific articles (Scopus, Web 

of Science, SINTA 1/2, or reputable 

national journals) 

Opinions, editorials, media reports, or 

non-peer-reviewed articles 

Focus on life insurance decisions and/or 

study variables: financial literacy, 

product innovation, digital promotion, 

or investor risk attitude 

Articles that do not discuss life insurance 

decisions or do not study at least one 

research variable 

Present empirical data (quantitative, 

qualitative, or mixed methods) 

Duplicated articles or those without full-

text availability 

Written in Indonesian or English 

Studies focusing only on 

company/insurance aspects without 

consumer decision involvement 

Publication period 2020–2025 Studies outside the specified period 

Data Source: Data processed, 2025 

 

4. Selection Procedure: 

 Total identified articles: ±1,200 from databases (Scopus, Web of Science, 

Google Scholar) 

 After removing duplicates: 1,050 articles 

 After title and abstract screening: 200 articles 
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 Final articles included in the analysis: 29 articles 

5. Analysis Instruments: Each article that passed the selection was coded into an SLR 

matrix covering the authors, year, title, theory, methodology, variables, results, country 

context, and research gaps.  

6. Process Visualization: The PRISMA diagram was used to visualize the process of 

article identification, selection, and inclusion. 

 Through this method, a comprehensive mapping of research trends, theoretical 

models, and the role of culture in investment was produced, revealing research gaps 

that can serve as a basis for future research. A PRISMA diagram is presented to 

illustrate the article selection flow.  

 

 

Figure 1. PRISMA Diagram Mapping Research Trends 

    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Data processed, 2025 

Identification: 

• Records from the database: 1,200 

• Duplicates removed: 150 

Records after duplicates were removed: 1,050 

 

Screening: 

• Titles & Abstracts screened: 1,050 

• Excluded: 850 

Articles for full-text assessment: 200 

Eligibility: 

• Full text assessed: 200 

• Excluded: 171 

Articles for full-text evaluation: 29 

Inclusion: 

• Studies included in the SLR: 29 
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Data analyzed using the SLR Matrix based on: year, authors, variables, methodology, main 

results, and gaps 

 

V. DISCUSSION RESULTS 

1. General Characteristics of the Studies 

Of the 29 articles reviewed, the majority were quantitative surveys using statistical 

analysis techniques such as linear regression, Partial Least Squares (PLS), and Structural Equation 

Modeling (SEM). A small number of studies employed exploratory qualitative methods, mixed 

methods, or conceptual reviews to examine consumer behavior in life insurance. The publications 

span 2020 to 2024, reflecting increasing academic interest in the influence of financial literacy, 

product innovation, digital promotion, and investor risk attitudes on life insurance decisions in the 

digital age. 

Geographically, the research was predominantly from Asia, with 15 articles (≈52%) 

covering Indonesia, Vietnam, India, and China. Europe contributed seven articles (≈24%), 

including Germany, Denmark, and Lithuania, while North America and other countries 

contributed seven articles (≈24%), including the United States and New Zealand. The dominance 

of Asia underscores the relevance of financial literacy and digital promotion in developing 

countries, while studies from Europe and North America focus more on risk behavior and product 

innovation. This diversity of contexts enriches the literature mapping and opens opportunities for 

integrating cross-cultural perspectives into the consumer behavior theory of life insurance.. 

  

2. The Influence of Financial Literacy on Life Insurance Decisions 

Financial literacy was the most dominant factor. A total of 25 articles (≈86%) report a 

positive influence of financial literacy on life insurance decisions, including findings by Fong et 

al. (2021) in Southeast Asia, Kawamura et al. (2021) in Japan, Thoa and Le (2021) in Vietnam, 

Wang et al. (2021) in China, and Luna-Cortés and Brady (2024) in Latin America and Europe. 

These studies emphasize that a good understanding of financial products, risks, and protection 

management increases the likelihood of individuals purchasing life insurance policies. These 

findings highlight the importance of financial education programs in encouraging public interest 

in life insurance. 

 

3. The Influence of Product Innovation on Life Insurance Decisions 

Product innovation also plays a significant role in this regard. Seventeen articles (≈59%) 

showed that the development of flexible, technology-based products enhances consumer trust and 

interest. Varadarajan et al. (2022) in India, Mamun et al. (2021) in Bangladesh, Thoa and Le 

(2021) in Vietnam, Khalatur et al. (2022) in Russia, and Reiner et al. (2024) in Germany highlight 

that digital service features, ease of claims, and investment benefits are key attractions. These 

results emphasize the need for insurance companies to continuously innovate products to meet the 

increasingly dynamic market demands 

 

4. The Influence of Digital Promotion on Life Insurance Decisions.  

In addition, digital promotion is effective in encouraging purchasing decisions. Nineteen 

articles (≈66%) highlighted the role of digital campaigns through social media, apps, and 

interactive online advertisements. Wang et al. (2021) in China, Nursiana et al. (2021) in Indonesia, 

Volosovych et al. (2021) in Ukraine, and Eckert et al. (2022) in Germany found that digital 
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promotion increases awareness and trust among potential customers, thereby accelerating the 

decision-making process for purchasing life insurance.  

 

5. The Influence of Investor Risk Attitude on Life Insurance Decisions 

Investor risk attitude appears in 13 articles (≈45%) and plays a dual role as both a direct 

determinant and a mediating variable. Do and Mai (2023) in Vietnam, Mishra et al. (2023) in 

India, and Eling et al. (2022) in Europe reveal that risk attitudes—whether risk aversion or 

tolerance—affect consumers’ preferences when selecting insurance policies, particularly those 

with investment components. Risk attitude also strengthens the relationship between financial 

literacy, digital promotion, and life insurance purchasing decisions.  

 

6. Synthesis and State of The Art (SOTA) 

A systematic review of the 29 articles indicates that life insurance decisions are 

synergistically influenced by financial literacy, product innovation, digital promotion, and 

investor risk attitudes. Financial literacy emerges as the most dominant factor, followed by the 

roles of digital promotion and product innovation, which enhance awareness and purchase 

intention through easy access to information and flexible service features. Investor risk attitude 

serves a dual role: influencing individual preferences for protection products and mediating the 

effects of financial literacy and digital promotion. Geographically, the research is dominated by 

Asian countries (≈52% of articles), followed by Europe and the Americas, highlighting the 

importance of financial education in emerging markets and technological innovation in developed 

nations. 

This finding places your research at the state of the art, as it integrates four consumer 

behavior variables—financial literacy, product innovation, digital promotion, and investor risk 

attitude—within the context of life insurance decisions, which is rarely comprehensively 

discussed in the previous literature. Earlier studies typically examined the relationship between 

two or three variables or were limited to a single region. By synthesizing cross-country evidence, 

this study expands the application of the Consumer Behavior Model to the digital era life insurance 

sector and identifies research gaps, such as the need for longitudinal studies and the mapping of 

investor risk attitude mediation across different cultures. 

 

VI. CONCLUSION AND IMPLICATIONS 

The Systematic Literature Review (SLR) of 29 articles shows that life insurance decisions 

result from a complex interaction of four main factors: financial literacy, product innovation, 

digital promotion, and investor risk attitude. Financial literacy emerges as the most dominant 

factor, providing a knowledge base that encourages individuals to understand the benefits of 

protection and financial risks. Product innovation and digital promotion contribute to expanding 

access to information, building trust, and simplifying the process of purchasing policies, whereas 

investor risk attitude influences product preferences and mediates the relationships between the 

variables. 

Geographically, the research is dominated by Asian countries (approximately 52%), 

followed by Europe and the Americas, indicating a global interest in consumer behavior issues 

related to life insurance. Studies in Asia have focused heavily on the importance of financial 

literacy and digital promotion to improve insurance penetration in emerging markets. In contrast, 

studies in Europe and the Americas emphasize technological product innovation and the influence 
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of consumer risk attitudes. These regional differences enrich cross-cultural understanding and 

reaffirm the relevance of the Consumer Behavior Model in the digital-era life insurance context. 

Theoretically, this study strengthens and expands the application of the Consumer 

Behavior Model by integrating the variables of financial literacy, product innovation, digital 

promotion, and investor risk attitude into the framework of life insurance decisions. The cross-

country and cross-method synthesis provides a foundation for developing a new conceptual model 

to explain life insurance policy purchase behavior in the digital age. These results also open the 

door for future research, such as longitudinal studies to assess the dynamics of consumer behavior 

and further testing of the mediating role of risk attitude. 

For the insurance industry, these findings emphasize the importance of financial education 

strategies, innovative product development, and targeted digital promotion to increase public 

interest in life insurance. Insurance companies are advised to expand technology-based financial 

literacy programs, introduce flexible products tailored to local needs, and leverage digital media 

to build consumer trust in the insurance industry. For regulators such as the OJK and AAJI, these 

findings can serve as a basis for policies to promote national financial literacy, incentivize product 

innovation, and regulate digital promotion to ensure transparency and consumer protection. 
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