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ABSTRACT 

In Nigeria, an insurance firm's performance is directly related to the perception of its product 

by its customers.This may explain why the majority of the insured population continues to pay 

their premiums. The study's goal is to look into consumers' attitudes toward purchasing life 

insurance policies in Nigeria. The study's specific goals are to measure the effects of culture, 

religion, and family background on life insurance policy purchases in Nigeria. This study 

adopted a survey research research design. The study's population is 42,832, and the sample 

size is 396. The questionnaire was administered to the survey participants using a survey 

monkey, and 390 questionnaires were collected. SPSS was used to analyze the hypothesis using 

regression analysis. The R value (.621) at the 5% significance level implied a strong positive 

correlation between culture and life insurance policy patronage, and it is statistically 

significant at.000, which is less than (P<0.05). The results also revealed a strong positive 

correlation between religion and life insurance policy patronage, as implied by the R value 

(.811) at the 5% significance level, and it is statistically significant at.000, which is lower than 

(P0.05). The analysis demonstrated that demographic factors play a significant role in 

different degrees in Nigerians' perceptions toward insurance services. Age, marital status, 

educational status, occupation, household income, and so on. It was suggested that life 

insurance media advertisements be more informative, as the most of the target audience is well 

knowledgeable about life insurance. This will improve public product knowledge, ease of 

access, and claim settlement process. 
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1. INTRODUCTION 

Numerous researches have proven perception, as well as social, economic, and demographic 

factors, heavily affect insurance policy purchase (John, 2009). Education, revenue, age, 

religion, sex, marital status, occupation, cultural norms, and household size, among other 

socioeconomic and demographic factors, have been discovered to have a certain degree of 

impact on insurance patronage (Adhikari, 2020; Grazy&Parimalarani, 2020). Ackah and 

Owusu (2012) discovered that insurance patronage in the country is low, even when public 

health insurance is included. They credited the low patronage, particularly among Nigeria's 

low-income population, to an inadequate knowledge about insurance products and, to some 

extent, a misinterpretation of the insurance framework. This implies that having a good 

understanding of the customer's educational level can help you develop appropriate marketing 

strategies for insurance products. The clamour for life insurance in a nation may be influenced 

by the country's distinctive culture and customers' perceptions to such a degree that it influences 

the population's risk appetite (Valentina-Daniela, & Gheorghe, 2015). Perception, according to 

Sinhuja and Kumaran (2021), is the way stimuli engage and incorporate to move a consumer 

towards a product or service. In other words, perception refers to the way in which a 

person selects, organizes, and interprets stimuli related to their purchasing decision. Each 

customer may have a distinct perspective in the same scenario (Dave, 2013). Customers' 

perceptions are formed by their observations of the services provided by the company and, 

ultimately, if they are satisfied with the experience or not. Three distinct stages comprise the 

entire perception process. The first stage is known as the exposure stage, followed by the 

attention stage, and finally by the interpretation stage (Higgs, 2014). 

Henderson and Milhouse (2007) contend that other associated factors like religion, culture, and 

family background can influence the patronage of life insurance. Recognizing religion is an 

essential element of understanding a nation's diverse culture because it can offer insight into 



Nigeria Journal of Risk and Insurance  Vol. 12 No. 1 (2022) 

100 
 

an individual's behavior. Also, according to Zelizer (2009), religion has traditionally been a 

strong component of cultural opposition to life insurance because several religious people 

believe that relying on life insurance stems from a distrust of God's protective care. Prior to the 

nineteenth century, European countries denounced and prohibited life insurance on religious 

grounds. According to Zelizer (2009), religious opposition to life insurance still exists in many 

Islamic nations. In a similar vein, Wasaw and Hill (2006) revealed the impact of Islam on life 

insurance consumption applying an international data set, revealing that customers in Islamic 

countries buy less life insurance than those in non-Islamic countries. This is highlighted by the 

fact that Muslims constitute a comparatively small proportion of the population in developed 

countries, with the most people residing in low to medium human development nations. The 

preceding presumptions were supported by another study of insurance perception in Nigeria, a 

developing country where the advertising of an interest-free insurance program garnered the 

support and patronage of the Muslim population (Yusuf, 2006). 

This is appealing primarily since the scheme is interest-free; thus, it is considered as having 

religious backing. Many people understand that insurance is essential to a well-functioning 

economy (Pritchett, 2006). Insurance absorption is typically low in third-world 

nations compared to developed nations, owing largely to consumer attitude. Only South Africa 

has a realistic absorption of life insurance at 15%. (Asti, 2012). Linda (2011) attributes the low 

perception of life insurance in developing nations such as Nigeria to two factors: culture and 

religion. The abysmal state of insurance culture in developing economies has sparked the 

interest of both researchers and practitioners. Risk has been recognised as a main feature of life 

in rural areas of developing countries (Udry, 2004). Some of the issues have been related to 

marketing. Omar (2005), for instance, evaluates consumers' perceptions toward life insurance 

patronage in Nigeria and discovers a lack of confidence and trust in insurance companies. 

Another major factor contributing to this attitude is a lack of understanding about life insurance 
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products. The researcher's enlightening opinion is the call for a renewed marketing 

communication strategy based on developing awareness and informing consumers of the key 

approaches in life insurance in order to bolster the purchasing decision. 

According to Kariuki (2007), regardless of the fact that the insurance sector has several players, 

their operations have yet to result in higher insurance penetration. Given the important role that 

insurance plays in the nation's socioeconomic development, it is essential to understand the 

components that contribute to this extremely low level of insurance perception. This study aims 

to fill a knowledge gap relating to the nature of certain commonly cited cultural factors that 

contribute to low insurance perception levels in the Nigerian context, especially in Lagos, 

Nigeria. 

The study is to examine the perception of consumers towards the purchase of life insurance 

policy in Lagos State, Nigeria. The specific objectives of the research are to determine the 

influence of culture, religion and cultural background on the purchase of life insurance policy 

in Lagos State.This scope of this study is limited Lagos State being the economic hub of the 

nation and sizeable number of the insurance companies are in Lagos. 

2. LITERATURE REVIEW 

Conceptual Review 

The iconcept iof ilife iinsurance ihas igain ihigh ilevel iof iacceptance iin ithe ideveloped iworld, 

ihowever, ithis iconcept istill isuffers isome iset iback iin iterms iof iacceptance iand ipatronage iin 

ideveloping icountries iand iNigeria iis inot iexempted i(Ukpong i& iFolarin, i2022). iIn ia irecent 

istudy iof iquality iof ilife iin ideveloping icountries iwith ireference ito iSouth iAfrica iand iNigeria 

i(Trenca i& iCociuba, i2020), iincome iand isocial isecurity i(own iwages, iability ito iprovide ifor 

ifamily, iinsurance iagainst iillness/death iand iincome iin iold iage) ihave ibeen itreated ias ione iof 

ithe imajor iindicators iof iquality iof ilife. i 
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Trenca, iZapodeanu, iand iCociuba i(2022) istates ithat ireligious iantagonism ito ilife iinsurance 

istill iremains iin iseveral iIslamic icountries. iIn isimilar ivein, iWasike i(2021) itested ithe ieffect 

iof iIslam ion ilife iinsurance iconsumption iusing ian iinternational idata iset. iThe iresults iof itheir 

istudy iindicate ithat, iceteris iparibus, iconsumers iin iIslamic inations ipurchase iless ilife 

iinsurance ithan ithose iin inon-Islamic inations. iThis ibecomes imore ievident iin ithe ifact ithat 

ithere iis icomparatively ivery ilow iratio iof iMuslims iin ideveloped icountries iwith ithe imajority 

iresiding iin imedium ito ilow ihuman idevelopment icountries. iFrom ithe ithirty-five ilow ihuman 

idevelopment icountries ias idefined iby ithe iHuman iDevelopment iReport i(2004), iseventeen 

ihave ia imajority iMuslim ipopulation iand ia ifurther ifive ihave ia iMuslim ipopulation iof iover i20 

ipercent. iMuslims iaround ithe iworld iare icommonly ifaced iwith ilow-income ilevels, iand ilack 

iaccess ito isocial isecurity isystems, ihealthcare, ieducation, isanitation, iand iemployment 

iopportunities i(Patel, i2004). i iCustomers’ ipreference iof ia ibrand ito iother icompetitive ioffering 

igoes ibeyond ithenormal imarketing imix ito iinclude icustomers’ ifeelings iand iperception iabout 

ithe ibrand ior iproduct. iTherefore, icustomers’ iloyalty ican ibe iunderstood ias ito ihow icustomers 

ifeel iabout ia iproduct, iservice ior ibrand iand iwhether itheir iperceived itotal iinvestments iwith iit 

ilive iup ito itheir iexpectations. iThe iinvolvement iof ithe icustomers’ ifeelings, iemotions iand 

iperceptions iis iimportant. iIn itoday’s icompetitive imarketplace, ithese iperceptions iare 

ibecoming imuch imore iimportant ifor igaining isustainable icompetitive iadvantage. iCustomer 

iperception iis ian iimportant icomponent iof ian iorganization’s irelationship iwith iits icustomers 

i(Hossain, i2009). iIn iother iwords, iconsumer iperception iis ithe iway iof iconsumers iand 

ipotential iconsumers iview ia ifirm iand iits iproducts ior iservices. i 

Theoretical iFramework i 

Quality itheory iis ibased ion ithe ieconomics iof iinformation iapproach ito iuser-oriented 

iquality.The itheory ihas ithree itypes iof iattributes, ihas ibeen iapplied ito ithisstudy iand imany 

iother iauthors. iVerbeke i(2009) iconsumers iexpect iexperience iquality ito imatch itheir 
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iexpectation iand ias ia iresult iare ibecoming imore iopen ito ithe iuse iof iextrinsic icues ito isupport 

isuch ievaluations. iThirdly, ithere iare iindicators iof ibelief iquality ior icredence iquality 

icharacteristics ithat ipersist ieven iafter ithe ipurchase iand iconsumption iof ithe iproduct. i 

Empirical iFramework 

Singh i(2014) iconducted ia isurvey iin iDelhi iNCR iregion ito ifind iout iservice iquality iof ilife 

iinsurance icompanies iand ieffect iof idemographic ifactors ion iconsumer iperception, ithey 

iconducted ithe isurvey ion i139 irespondents iand ithey ifound ifactors inamely ias iresponsiveness 

iand iassurance ifactor, iconvenience ifactor, itangible ifactor iand iempathy ifactors. iThey ieven 

ifound ithat ionly iage iof irespondent ihas isignificant iimpact ion ichoice iof iinsurance iproduct. i 

Manuel i(2013) iconducted ithe istudy ito iunderstand ithe iConsumer iPerception iabout ilife 

iinsurance ipolicies iin iKottayam iCity i.For ithis istudy ithe iresearcher iused iexploratory 

iresearch idesign. iThis iresearch iwas irestricted ito ithe iconsumers iof iKottayam icity. iThe 

isample iwhich iwas itaken iwas iof i50 irespondents ibelonging ito ivarious iage igroups. iThe 

isurvey iwas iconducted ito ifind iout ithe iattributes iwhich iaffect idecision imaking iof iconsumers 

iof ilife iinsurance ipolicies iwhich iare ireturn ion iinvestment, icompany ireputation, ipremium 

ioutflow, iservice iquality iand iproduct iquality. iThe imajority iof irespondents ibelong ito iage 

igroup iof i19-28 iyears, imale iconsumers icaptures i74% iof ithe imarket, idominant iincome igroup 

iwas i5001- i10000 iand iLIC ihad ithe imajor istake. 

 iYadav iand iTiwari i(2012) ithe istudy iarea iis ilimited ito iJabalpur idistrict, iof iMadhya iPradesh 

iand isample isize iof i150 ipolicyholders iis itaken iand ithe isample ihave ibeen iselected ithrough 

ia istratified iand ipurposive isampling imethod. iThe istudy ihas ibeen iconducted ito ifind iout 

ifactors iinfluencing icustomer iinvestment idecision, iimpact iof ivarious idemographic ifactors, 

ipreferences iof icustomers iwhile itaking ithe idecision, iand iranking iof ifactors iresponsible ifor 

ithe iselection ilife iinsurance ias ian iinvestment ioption. iThe istudy iwas iconducted ion i150 
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irespondents. iin itheir istudy ion ifactors iaffecting icustomer iinvestment iin ilife iinsurance 

ipolicies iand ifound ithat iage, igender, iincome ilevel. iOut iof i150 isamples i54.6% iof ipolicy 

iholders ihave iinvested iin iLIC ifollowed iby iSBI ilife iinsurance iamongst iprivate iplayers. i 

Kaur iand iNegi i(2010) iconducted itheir istudy iin iChandigarh iand iby iusing ifactor ianalysis 

ithey ifound icustomised iand itimely iservice, ibrand iUSP, iconsiderate iemployee, iprice 

iimmunity ias imajor ifactors iaffecting ithe isatisfaction iof icustomers. iThey ieven ifound ithat 

imaximum ilife icovered iunder iinsurance iare iof imale ithan ifemale iand isatisfaction ilevel 

iamong ipublic iand iprivate isector iinsurance icompanies iis isame. i 

Epctimchin i(2011) iconducted ia isurvey iin iNigeria ito ifind iout ifactors ienhancing ithe 

ipurchasing iof ilife iinsurance iand ifound ithat icompany iloyalty iis ithe imajor ifactor iinfluencing 

ipurchasing idecision iand icompany iclient irelationship ias ithe ilast. iThese ifactors iare 

ibeneficial ito icompany ias iwell ias iconsumer. 

 iMahajan i(2013) iconducted ia istudy ion iconsumer idecision imaking iprocess iin ilife iinsurance 

iservices iand ifound ithat ithere iare i5 istages ii.e. ineed irecognition, isearch iof ialternative, 

ievaluation iof ialternative, ipurchase idecision iand ipost ipurchase ievaluation. iSpecial 

iconsiderations ipertaining ito iinsurance iindustry iare iperceived irisk, irisk iand istandardisation 

iand irisk iand iinformation. iShe ieven iformulated icertain istages ito iimprove icustomer 

iawareness iabout ibenefits iof ilife iinsurance iproducts ilike ifocusing ion imarketing itechniques. 

iThus ishe iconcluded ithat ithe iconsumer’s iperception itowards iLife iInsurance iPolicies iis 

ipositive. iThere iis ia ipositive imind isets ideveloped ifor itheir iinvestment ipattern, iin iinsurance 

ipolicies. iStill isome iactions ineed ito ibe ifor ideveloping iinsurance imarket. i 

Sandhu iand iBala(2011);the isample iwas itaken iof i450 irespondents ifrom idifferent iwork 

iplaces iof i3 icities iJalandhar, iLudhiana iand iAmritsar ibut iout iof i450 isamples i337 

irespondents ifilled ithe iquestionnaire iin iall iaspects. iThey iconducted ia istudy iin ithree icities iof 
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iPunjab ito ifind iout ifactors iaffecting iservice iquality iof iLIC. iThey iused ithe ifactor ianalysis 

itechnique iand iconsequently ifound i7 ifactors icomposed iof iproficiency, imedia iand 

ipresentations, iphysical iand iethical iexcellence, iservice idelivery iprocess iand ipurpose, 

isecurity iand idynamic ioperation, icredibility iand ifunctionality. iAlong iwith ithese ifactors 

imanagerial iimplication ilike iperformance iof iagents ialso iaffect icustomer isatisfaction. i 

Alinvi iand iBabri(2007); ithe istudy iwas ispecifically iconducted ion iyoung iconsumers ifrom i18-

27 iyears i.in itheir iarticle itried ito ifind ianswer ito iquestion ihow icould iinsurance icompany 

ienhance itheir iability iof iconstant ichanges iin icustomer ipreference iin ian iincreasingly 

icompetitive ienvironment. iIn ithis itheory ithey ifound iincome iflow, iage, ifamily isize ias 

isignificant ideterminant, iinformation iabout iproduct iand iservices ialso iaffect iconsumer 

ipreference, ioptions iof iproducts iand iservices ii.e. icustomer ichoice ialong iwith itime iplay 

iimportant irole. i 

3. RESEARCH IMETHODOLOGY 

Survey iresearch idesign iwill ibe iused ifor ithis istudy. iThe ichoice iof isurvey iresearch idesign 

iis idue ito ithe ifact isurveys iare iuseful iin idescribing ithe icharacteristics iof ia ilarge ipopulation. 

The ipopulation iof ithe istudy icomprises iall iresidents iin iLagos iwhich iare i42,832 ilives iinsured 

iacross ithe i(17) ilicensed ilife iinsurance icompanies ioperating iin iNigeria ias iat i1st iof iJanuary 

i2019 i(Nigeria iBureau iof iStatistics, i2019). iThe istudy iadopted ia irandmomsampling 

itechnques iin iorder ito igive iequal iopportunity ito iall ithe irespondents. iAsample isize i396 

irespondents iwere idetermined iusing iTaro iYamani iformula.Data icollected iwere ianalysed 

iusing iStatistical ipackage ifor isocial iscience istudents i(SPSS) iwhile iregression ianalysis iwill 

ibe iused ito itest ithe ihypotheses iof ithe istudy. 
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Data Presentation  

Table  1.  Demographic data of the respondents 

VARABLES  FREQUENCY PERCENTAGE (%) 

SEX Male 

Female 

Total 

220 

170 

390 

56.4 

43.6 

100 

AGE (YEARS) 25 – 30 

31 – 40 

41 – 45 

46 – 50 

Total 

120 

52 

68 

150 

390 

30.8 

13.3 

17.4 

38.5 

100 

WORK EXPERIENCE 

(YEARS) 

1 -10 

11 -15 

16 -20 

21 -25 

Above 25 years 

Total 

125 

78 

42 

96 

49 

390 

32.1 

20 

10.8 

24.6 

12.6 

100 

EDUCATIONAL 

QUALIFICATION 

Primary 

Secondary 

College 

University 

Postgraduate 

Total 

150 

28 

66 

79 

67 

390 

38.5 

7.2 

16.9 

20.3 

17.2 

100 

Source: Field survey 2022 

Table 1 above shows that 48.69% of the respondents’ were male while 51.31%of the 

respondents were female. It can also be seen that 24.8 % of the respondents were between 

the ages of 25 and 30 years, 23% were between the ages of 31 and 40 years old, while 

25.6% respondents were between the ages of 41 and 45 years and 14.6% of the respondents 

are between the ages of 46 and 50. Table 1 above shows that 32.6% have 1-5 years’ 

experience, 24.2% have 5-10 years’ experience, and 9.6% of the respondents have 10-15 

years’ experience  while 5.9% of the respondents have 15-20 years’ experience as well as 

27.6% have 20 years’ experience and above 

Table 2.  To determine the influence of culture on the purchase of life insurance policy in Nigeria 

 Culture 1 2 3 4 5 Total 

6 The taking up of an insurance cover ia a 

taboo in some culture 

   99 

(27.5) 

99 

(27.5) 

80 

(20.5)          

  94  

(24.1) 

  18 

(4.6) 

390 

(100) 

7 Taking up an insurance cover is 

considered to be related to witchcraft in 

some culture 

   89 

(22.8) 

96 

(24.6) 

99 

(25.4)          

  78  

(20.0) 

28 

(7.2) 

390 

(100) 

8 Taking up an insurance cover is 

considered a bad omen in some culture 

 97 

(24.9) 

101 

(25.9) 

89 

(22.8) 

84 

(21.5) 

19 

 (4.9) 

390 

(100) 
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9 Taking up insurance cover for education 

is inhibited by the cultural belief that 

education is foreign 

53 

(33.8) 

23 

(14.7) 

 33 

(21) 

29 

(18.5) 

  19 

 (12.1) 

390 

(100) 

10 Taking up an insurance cover for the 

girl child and women is inhibited by the 

cultural belief that the girl child and 

women are inferior 

102 

(26.2) 

96 

(24.6) 

 56 

(14.4) 

 85 

(21.8) 

51 

(13.1) 

390 

(100) 

Source: Field survey 2022 

Culture has significant influence on life insurance policy patronage as shown in the table, 

however some of the respondents believe that cultural values help people to patronize life 

insurance policy and that some culture are against insurance policy patronage. 

 

 Table 3. Influence of religion on the purchasing a life insurance policy in Lagos 

 Religion 1 2 3 4 5 Total 

11 Religion may influence the decision 

of users to take up insurance cover 

   89 

(22.8) 

96 

(24.6) 

99 

(25.4)          

  78  

(20.0) 

28 

(7.2) 

390 

(100) 

12 The Islamic religion is against 

insurance products that may pay 

interest on premium savings 

 97 

(24.9) 

101 

(25.9) 

89 

(22.8) 

84 

(21.5) 

19 

 (4.9) 

390 

(100) 

13 Some indigenous religions do not 

believe in seeking medical attention 

and hence may not see the need for a 

medical cover 

   89 

(22.8) 

96 

(24.6) 

99 

(25.4)          

  78  

(20.0) 

28 

(7.2) 

390 

(100) 

14 Some sect of the Christian faith do not 

look at insurance positively because 

they are covered by their faith 

76 

(19.5) 

83 

(21.3) 

 93 

(23.9) 

59 

(15.1) 

  79 

 (20.2) 

390 

(100) 

15 Some sects of Christian faith feel that 

taking insurance is the same as 

confessing that you expect bad things 

to happen to you 

102 

(26.2) 

96 

(24.6) 

 56 

(14.4) 

 85 

(21.8) 

51 

(13.1) 

390 

(100) 

Source: Field survey 2022 

Religion plays a major role in patronage of insurance policy as shown from the result from the 

respondents 88(22.8) and 96 (24.6) respondents agreed and strongly agreed respectively that 
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religion is a major determinant in the patronage of life insurance policy. Some respondents 

believe that there is no relationship between religion and purchase of life insurance. 

 

Influence of family background on the purchase of life insurance policy in Lagos State. 

 Family background and Education 1 2 3 4 5 Total 

11 Family background affect life 

insurance patronage 

   89 

(22.8) 

96 

(24.6) 

99 

(25.4)          

  78  

(20.0) 

28 

(7.2) 

390 

(100) 

12 Most families do not believe life 

insurance policy 

 97 

(24.9) 

101 

(25.9) 

89 

(22.8) 

84 

(21.5) 

19 

 (4.9) 

390 

(100) 

13 Families with sound educational 

background patronises insurance 

policy 

   89 

(22.8) 

96 

(24.6) 

99 

(25.4)          

  78  

(20.0) 

28 

(7.2) 

390 

(100) 

14 Family status is a determinant of life 

insurance policy patronage 

76 

(19.5) 

83 

(21.3) 

 93 

(23.9) 

59 

(15.1) 

  79 

 (20.2) 

390 

(100) 

15 Most families do not know the benefit 

of life insurance policies 

102 

(26.2) 

96 

(24.6) 

 56 

(14.4) 

 85 

(21.8) 

51 

(13.1) 

390 

(100) 

Source: Field survey 2022 

Families with sound educational background patronises insurance policies which is evident 

from the respondents opinion. Responses from some of the respondents also attest to the fact 

that most families do not know the benefit of life insurance policies and that affect their 

patronage.The responses also showed that most families does not believe in life insurance 

policy. 
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4. RESULTS 

Hypothesis I 

H01:  Culture does not have significant influence on the purchase of life insurance policy in 

Lagos State. 

 
Model Summaryb 

Model R 
R 

Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

Change Statistics 

Durbin-
Watson 

R Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 .701a .000 -.021 1.439 .000 .000 1 48 .995 2.928 

a. Predictors: (Constant), Culture  

b. Dependent Variable: Patronage of life insurance policy in Lagos State  

 
Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3.177 .481  6.599 .000 

Culture .001 .141 .001 .007 .005 

a. Dependent Variable: Patronage of life insurance policy in Lagos State 

 

Thr regression result aboe showed a strong positive relationship between culture and patronage 

of life insurance policy which is indicated by the R value (.701) at 5% significance level and it 

is statistically significant at .005 which is less than (P = 0.005 <0.05)as shown in the coefficient 

table above. 

Hypothesis II 

H0:  Religion does not have influence on the purchase of life insurance policy in Nigeria. 

Model Summaryb 

Model R 
R 

Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

Change Statistics 

Durbin-
Watson 

R Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 .811a .000 -.021 1.439 .000 .000 1 48 .995 2.928 

a. Predictors: (Constant), Religion  

b. Dependent Variable: Life insurance policy in Nigeria  
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Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2.241 .121  2.241 .000 

Religion .411 .211 .241 1.247 .001 

a. Dependent Variable: Patronage of life insurance policy in Lagos State 

 

The regression result above showed a strong positive relationship between Religion and 

patronage of life insurance policy which is indicated by the R value (.811) at 5% significance 

level and it is statistically significant at .001 which is less than (P<0.05)as shown in the 

coefficient table above. 

Hypothesis III 

H03:  Family background does not have influence on the purchase of life insurance policy in 

Nigeria. 

Model Summaryb 

Model R 
R 

Square 
Adjusted R 

Square 
Std. Error of the 

Estimate 

Change Statistics 

Durbin-
Watson 

R Square 
Change 

F 
Change df1 df2 

Sig. F 
Change 

1 .621a .000 -.021 1.439 .000 .000 1 48 .995 2.928 

a. Predictors: (Constant), Family Background  

b. Dependent Variable: Life insurance policy in Nigeria  

 
Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.241 .221  2.112 .000 

Family Background .341 .111 .241 1.117 .000 

a. Dependent Variable: Patronage of life insurance policy in Lagos State 

 

The regression result above showed a strong positive relationship between culture and 

patronage of life insurance policy which is indicated by the R value (.621) at 5% significance 

level and it is statistically significant at .000 which is less than (P<0.05) as shown in the 

coefficient table above. 
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5. DISCUSSION OF FINDINGS 

The iresult ifrom ithe itest iof ithe ithree ihypotheses ishowed ia istrong ipositive irelationship 

ibetween icultures, ireligion iand ifamily ibackground iand iits ieffect ion ipatronage iof iinsurance 

ipolicy. iThis iwas ievident ifrom ithe iP-value iobtained i(i.e.0.000) iwhich iwas ilower ithan ithe 

ibenchmark isignificance ivalue iof i5% ispecified ifor ithis ianalysis. iThe iresult iis iconfirmed iand 

iconsistent iwith ithe istudies iof iFarooq, iSaoud iand iAguenaou i(2016), iSalminen iand 

iMartikainen i(2018) iwho ialluded ito ithe ifact ithat iCulture iand ireligion iplays ia imajor irole iin 

ihow ipeople iperceive iinsurance iand iconsequently ihow ithey ipatronize ithem. iThe iresult iwas 

ialso iconsistent iwith ithe ifindings iof iJohn iand iMuthusamy i(2016) iand iOdawo iand iNtoiti 

i(2017). iHowever, iit idisagreed iwith ithe ifindings iof iAnil iand iKapoor, i(2018), iBaker iand 

iPowell i(2017) iwho iemphasized ithat ifamily ibackground iand ireligion iare iinsignificant iin 

iwhat idetermines ipatronage iof iinsurance ipolicy. iA ichi-square itest iwas icarried iout ito itest ithe 

iinfluence iof iculture, ireligion iand ifamily ibackground ion ithe ipurchase iof ilife iinsurance 

ipolicy. iThe iresult ishowed ithat ithe ithree iindependent ivariables ihave isignificant ieffect ion 

ithe ipurchase iof ilife iinsurance iproduct iwith ithe irespective ip-value ito ibe iless ithan i0.05 iand 

ithe ichi-square ivalues ias i11.949, i21.946 iand i11.856. iThe iacceptance iof ithe inull ihypotheses 

iwereevident ifrom ithe iP-value i(i.e. ip< i0.05). iThe iresult iis iconsistent iwith ithe ifindings iof 

i(Adaoglu, i2017; iAhmed iand iJavid, i2016; iOdesa iand iEkezie, i2015), iwho iemphasized ithat 

ireligion iand ifinancial istatus iof ia iperson ican iaffect ithe ipatronage iof i iinsurance iproducts. 

iHowever, ithis iresult idid inot iagree iwith ithe ifindings iof iAmidu iand iAbor i(2016), iJohn iand 

iMuthusamy i(2017) iand iKania iand iBacon i(2015) iwhere ithey imaintained ithat ithe iwhat 

idetermine ithe ipurchase iof ilife iinsurance iis ifinancial istatus iof ithe iinsured iand inot iany iother 

ifactor isuch ias ireligion i, iculture ir ifamily ibackground. 
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6. CONCLUSION IAND IRECOMMENDATION 

Findings iMajority iof ithe irespondents iwere ifemale, iunmarried, istudents iwith ithe iuniversity 

iand iresiding iin ithe iarea isurrounding ithe iuniversity ii.e. iCampus, iWandegeya, iand iKikoni. 

iMany iof ithe irespondents ihave iheard iof iLife iInsurance ibefore iwith imost iof ithem ithinking 

iof iit ias ia isavings ischeme, iwith isome ithinking iif iit ias ian iinvestment. iIt ican ireasonably ibe 

iconcluded ifrom ithe ianalysis ithat idemographical ifactors iplay iconsiderable irole iof ivarying 

idegrees ion iattitudes iof iLagos iresidents ito iinsurance iservices. iThe ifindings iof ithis istudy 

isuggest isome imajor iimplications ifor imarketing iof iinsurances iservices iin iNigerian 

ibusinesses ienvironment. iGiven ithat iattitude iis istrongly ilinked ito ibehaviour, imarketers iof 

iinsurance iservices itargeting iNigerians iare iconfronted iwith ithe ichallenge iof iencouraging 

ipeople ito iembrace iinsurance iinstitution iand iits iassociated ibenefits. The recommendations 

include improving public perception by sensitization on Life Insurance policies among the 

public especially the youth and the underprivileged population and also easy accessibility and 

easier claims settlement procedures. 
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