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DIGITAL INSURANCE
ACCEPTANCE AMONG OLDER
ADULTS IN THE CONTEXT OF Al

Abstract

Al technology integration into the Indian insurance industry promises many benefits,
but its acceptance among older adults remains a challenge. Previous studies have paid
insufficient attention to older adults’ unique needs and concerns in the context of Al-
driven insurance service acceptance in India. The purpose of the study is to evaluate
the acceptance of AI-powered digital insurance services among older adults in Kerala,
India, from the perspective of customer satisfaction. This exploratory study employed
the insights of the Technology Acceptance Model (TAM), the Information System
Continuance Model (ISCM), and the Customer Satisfaction (C-SAT) method. Data
were collected by conducting interviews in September 2024 with 20 older adults using
Al-powered insurance services. Findings indicate a positive trend in adopting digital
insurance services among older adults. However, the mean C-SAT scores for Perceived
Usefulness and Perceived Ease of Use were 58% and 56%, respectively. Customer sat-
isfaction scores for chatbot services and automated claims processing stood at 55%
and 50%, respectively. These calculated scores are below the American Customer
Satisfaction Index (ACSI) benchmark of 77.9% for Q2 2024. The participants of the
study also expressed concerns regarding the use of Al-powered digital insurance ser-
vices, citing inadequate user training facilities, fears of financial loss, privacy issues,
and security and safety concerns. These results suggest the need for enhancements
in Al interface design, user training, and customer support to better meet the unique
needs and concerns of older adults and improve overall satisfaction.

Keywords digital insurance services, artificial intelligence, older
adults, customer satisfaction
JEL Classification G22, 033, J14, M31

INTRODUCTION

Artificial intelligence (AI) is significantly transforming the Indian in-
surance industry by automating core functions such as underwriting,
claims processing, risk management, fraud detection, and customer
service. Al has its own peculiar and unique characteristics or abili-
ties, like AI can understand, analyze, and be able to generate human
language, stimulate human decision-making, interact with humans in
natural language, handle repetitive tasks, gather and analyze data, and
so on. The integration of Al into insurance services has introduced
numerous opportunities, including enhanced operational efficiency
and improved customer service.

AT technology integration into the Indian insurance industry prom-
ises a lot of benefits, but its acceptance among older adults remains a
challenge. The older adults or ‘Senior Citizens’ in India are considered
60 years of age or older (IIPS & UNPF, 2023). The older adults repre-
sent a significant portion of the insurance market in India, particu-
larly the life and health insurance segments. The demographic pro-
jections indicate a substantial increase in India’s older adult popula-
tion, from 100 million in 2011 to an estimated 230 million by 2036
(Technical Group on Population Projections, 2019). Furthermore, by

131



Insurance Markets and Companies, Volume 16, Issue 1, 2025

2050, the share of older adults will increase to 347 million in India (IIPS & UNPF, 2023). In the con-
text of Al technology transformation of the insurance industry in India and the older adult population
growth projection, understanding the acceptance of AI-powered insurance services among older adults
is crucial. Previous studies have primarily focused on general consumer adoption of digital financial
services, with insufficient attention to the unique needs and concerns of older adults in the context of
Al-driven insurance solutions. Therefore, this study aims to explore the acceptance of AI-powered digi-
tal insurance services among older adults in Kerala, India, from a customer satisfaction perspective. The
findings are intended to inform policymakers and industry stakeholders in developing strategies that
promote digital financial inclusion for the older adult segment of the population.

1. LITERATURE REVIEW

The concept of artificial intelligence (AI) refers
to the development of intelligent machines ca-
pable of mimicking human behavior. These tech-
nologies can understand, organize, and inter-
pret information to make informed predictions.
Today, AI plays a critical role in the growth and
transformation of the financial services industry
(Deloitte, 2024). Al-powered digital transforma-
tion also catalyzes economic, political, and social
change (Kshetri, 2021). The foundational struc-
ture of Al systems is based on machine learning
(Finlay, 2017), which enables rapid analysis of cus-
tomer data and transaction histories of custom-
ers (Fokina, 2022). Applications such as chatbot
services, digital claims processing, fraud detec-
tion, and risk assessment systems operate using
AT algorithms and machine learning techniques
(Mhlanga, 2020). AI offers numerous advantages
to service providers, including customer segmen-
tation through pattern recognition and the deliv-
ery of automated updates based on user behavior
(Eckert & Osterrieder, 2020). Additionally, AI
plays a vital role in integrating social media with
financial services (Toucinho, 2020). By leveraging
these technologies, traditional insurance services
have evolved into personalized solutions that cater
to the distinct needs of users (Lee et al., 2023). AI
continues to have a significant impact on the de-
velopment of customized insurance services.

Al-powered services gain users’ trust by effective-
ly communicating with humans and establishing
emotional connections (Lee etal., 2023). Users per-
ceive that Al can understand their needs and pref-
erences, solve problems, communicate effectively,
and build respectful and friendly relationships.
(Lee et al., 2023). These distinctive features of Al
are rooted in anthropomorphism, which refers to
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the tendency to attribute human traits to non-hu-
man entities, such as Al systems. For instance, Al
technology-driven chatbots have become popular
in delivering customer service (Crolic et al., 2022).
To enhance customer engagement, many compa-
nies humanize their chatbot interfaces by assign-
ing them names and avatars, thereby leveraging
the psychological effects of anthropomorphism on
user behavior (Crolic et al., 2022). The literature
widely discusses the anthropomorphic percep-
tions of the general public and the ethical implica-
tions of human interaction with AI (Salles et al.,
2020). Moreover, Al-driven financial technologies
can enhance customer interaction with financial
services (Kshetri, 2021). AI algorithms and cog-
nitive technologies offer customers personalized
services by analyzing data such as online purchase
histories and digital interactions, thereby recom-
mending suitable products and services to cus-
tomers (Mhlanga, 2020).

Al-powered digital technologies provide a lot of
benefits to people. AI has transformed finan-
cial services more affordable and accessible to all
(Mhlanga, 2020). The augmented reality (AR) is
promising to enhance digital learning among old-
er adults by making learning more engaging and
accessible (Jin, 2024). Al-enabled technologies can
support healthcare delivery to older adults through
remote monitoring, virtual consultations, and AI-
powered surveillance systems (Bear et al., 2025).
AT can improve health monitoring and access to
care for older adults, but concerns include data
privacy, lack of trust in AI decisions, and limited
digital literacy (Wong et al., 2025). AI-powered as-
sistants support customized interactions, improve
users’ digital skills, and encourage self-directed
learning among older adults (Jin, 2024). Shandilya
and Fan (2022) conducted a study to explore old-
er adults’ experiences with Al-enabled everyday
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technologies. Their research revealed that while
many older adults are eager to learn and use such
technologies, they often face challenges due to
limited learning resources. Additionally, some
participants expressed concerns when Al systems
behaved unpredictably, raised privacy issues, or
seemed to influence their decision-making abili-
ties. These experiences led to mixed feelings about
Al with some viewing it as beneficial and others
perceiving it as intrusive. Therefore, designing Al
technologies that are inclusive, secure, and em-
power older adults to maintain control over their
interactions (Shandilya & Fan, 2022).

Artificial intelligence (AI) is increasingly integral
to the insurance industry, enhancing various op-
erations and strategies. In life insurance, Al fa-
cilitates personalised and proactive health initia-
tives, improving policyholder outcomes and sup-
porting insurers’ long-term profitability (Bhat,
Das, & Quazi, 2025). Al also streamlines claims
processing, minimises errors, and enhances fraud
detection, thereby improving operational efhi-
ciency and risk management (Thakur & Kansra,
2024). Additionally, Al-driven chatbots revolu-
tionise customer service by providing responsive
and personalised interactions (Thakur & Kansra,
2024). Furthermore, AI technologies enable insur-
ers to refine pricing models and expedite claims
processing, ensuring timely financial assistance
during climate-related disasters (Kiwanuka &
Sibindi, 2025). AI also supports efficient data anal-
ysis in the insurance industry, aiding in anomaly
detection and decision-making processes (Reis et
al., 2023). In recruitment, AI automates tasks such
as resume screening and initial assessments, im-
proving efliciency and reducing biases in candi-
date selection, while emphasising the importance
of responsible implementation of AI to maintain
ethical standards (Roumbanis, 2025).

Al-driven technologies have significantlyimpacted
the Indian insurance industry and are becoming
instrumental in promoting digital financial inclu-
sion, which is a key policy imperative for fostering
economic development and social well-being (Rao,
2022). The insurance business in India is work-
ing under the aegis of supervision and control of
the Insurance Regulatory Development Authority
of India (IRDAI) (IRDAI, 2024). Government of
India initiatives like the ‘Digital India’ mission
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have further promoted the use of advanced tech-
nologies to foster innovation and strengthen the
digital economy through increased opportunities
and inclusive growth (MeitY, 2024). The demon-
etization initiative, the COVID-19 pandemic, and
the rapid growth of smartphone users and inno-
vative technologies like AT have played an instru-
mental role in accelerating digital financial ser-
vices in India (Anirvinna et al., 2025).While AI
offers various advantages, including cost savings
and enhanced operational efficiency (Eckert &
Osterrieder, 2020), it also raises several ethical and
security concerns. For example, issues related to
security, financial stability, information integrity,
and privacy can influence customers’ purchasing
intentions (Alrawad et al., 2023). This transforma-
tion also enhances competition in the financial
services industry. The rise of technology-driven
fintech has started the delivery of smart insurance
services (Mhlanga, 2020). These innovative finan-
cial technologies have intensified competition (Lu
et al.,, 2022), but it provides broader advantages
like easier access to financial services for all (Hou
et al., 2021).

Technology acceptance refers to an individual’s
willingness and ability to adopt and use techno-
logical innovations. Several theories and mod-
els have been developed to explain the factors
influencing technology acceptance among us-
ers. One foundational study by Davis (1989), ti-
tled Perceived Usefulness, Perceived Ease of Use,
and User Acceptance of Information Technology,
introduced two key constructs - perceived use-
fulness and perceived ease of use — as core deter-
minants of user acceptance. These constructs
were supported by empirical evidence and dem-
onstrated strong psychometric properties in
predicting usage behavior (Davis, 1989). Over
time, various theoretical frameworks have been
proposed to explore user acceptance of tech-
nology, including the Technology Acceptance
Model 2 (TAM2), Unified Theory of Acceptance
and Use of Technology (UTAUT), Diffusion of
Innovation (DOI), Technology Readiness Index
(TRI), Innovation Resistance Theory, Technology-
Organization-Environment (TOE) framework,
New Product Diffusion Model, Theory of Planned
Behavior (TPB), Reasoned Action Theory (TRA),
Christensen’s Market Creation Theory, and the
New Market Development Model (Sahi et al,
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2021). Collectively, these models provide valuable
insights into understanding how and why users
adopt or resist new technologies.

Anol Bhattacharjee’s (2001) research paper titled
Understanding information systems continuance:
An expectation-confirmation model examines the
factors influencing users’ intention to continue
using information systems. The study found that
the continuance intention is fundamentally de-
termined by satisfaction and perceived usefulness.
Koul et al. (2021) found that perceived ease of use,
perceived risk, and social influence are major fac-
tors influencing users” acceptance of digital wal-
lets. Similarly, Venkatesh et al. (2003) identified
performance expectancy, effort expectancy, social
influence, and facilitating conditions as significant
determinants of customer acceptance of technol-
ogy. Tang et al. (2021) highlighted that consumers’
adoption and usage of digital financial systems are
influenced by perceived ease of use, perceived risk,
perceived security, service quality, social influence,
and compatibility. Based on these studies, it is
evident that while multiple factors influence tech-
nology acceptance, the most prominent and com-
monly recurring ones are perceived usefulness and
perceived ease of use, as originally proposed in the
Technology Acceptance Model (TAM).

Satisfaction is a subjective concept that varies
from customer to customer. According to Parker
and Mathews (2001), “satisfaction is a feeling that
results from a process of evaluating what was re-
ceived against that expected, the purchase deci-
sion itself and/or the fulfilment of needs/wants”.
In the context of Al technologies, understanding
customer satisfaction among digital insurance us-
ers is very relevant. According to Kaur and Singh
(2025), the integration of InsurTech significantly
enhances customer satisfaction in the life insur-
ance services. Key factors contributing to customer
satisfaction include efficient customer service and
effective policy management (Kaur & Singh, 2025).
Aulia et al. (2021) examined how specific features
of chatbot services influence customer satisfaction
in the digital era. The study highlights that the us-
ability of chatbots — how easy and intuitive they
are to use — and their responsiveness — how quick-
ly they reply to user inquiries - play significant
roles in enhancing customer satisfaction (Aulia et
al., 2021). The study by Jingzu et al. (2024) investi-
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gates factors influencing customer satisfaction and
the intention to reuse online food delivery appli-
cations in China. Their research identifies infor-
mation quality dimensions, perceived usefulness,
and perceived ease of use are key elements that
positively impact user satisfaction. To enhance
continuous usage, the study suggests that applica-
tion developers must focus on providing accurate,
up-to-date information and improving the overall
user experience (Jingzu et al., 2024). A study by
Lau et al. (2013) found that five dimensions - tan-
gibility, responsiveness, reliability, assurance, and
empathy - have a significant relationship with
building customer satisfaction. Perceived service
quality and corporate social responsibility also
influence the emotional disposition of customers
and satisfaction (Tirado et al., 2024).

The anthropomorphic, functional, and system fea-
tures of chatbots influence customer satisfaction
and continuance usage (Nicolescu & Tudorache,
2022). Ou et al. (2024) investigated the factors
influencing customer satisfaction among mobile
network service providers in Cambodia and found
that perceived quality, generic requirements, flex-
ibility, corporate image, and price influence cus-
tomer satisfaction. Customer satisfaction, foster-
ing innovation, and ensuring high product qual-
ity are crucial for improving the performance of
any industry (Restrepo-Morales et al., 2024). AT’s
broader economic impact may be linked to im-
provements in various sectors, potentially includ-
ing enhancements in service quality and customer
satisfaction (Gonzales, 2023).

The above literature review provides comprehen-
sive insights into artificial intelligence (AI), tech-
nology acceptance, and customer satisfaction
across various sectors and contexts. However, a
notable research gap exists concerning the specif-
ic exploration of Al-powered insurance services’
acceptance among older adults in Kerala, India,
from a customer satisfaction perspective. Previous
studies have primarily focused on general con-
sumer adoption of digital financial services, with
insufficient attention to acceptance of AI-powered
insurance services from the customer satisfaction
perspective. The study intends to fill this research
gap by investigating the acceptance of AI-powered
digital insurance services among older adults in
Kerala, focusing on customer satisfaction metrics.
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By understanding the unique needs and concerns
of older adults, the research seeks to inform strate-
gies that enhance the usability and acceptance of
Al-powered insurance services.

2. METHODS

In the era of Industry 5.0, the integration of Al in-
to the insurance sector is reshaping service deliv-
ery, emphasizing personalization and automation.
While AT technologies offer numerous benefits, un-
derstanding their acceptance among older adults
remains a critical area of study. To assess customer
acceptance and satisfaction, the study integrated
the Technology Acceptance Model (TAM) and the
Information System Continuance Model (ISCM).
According to TAM, “Perceived Usefulness’ and
‘Perceived Ease of Use’ are critical determinants of
technology acceptance (Davis, 1989). Furthermore,
ISCM posits that user satisfaction significantly in-
fluences the intention to continue using a technol-
ogy (Bhattacherjee, 2001). The CSAT method was
employed to quantify customer satisfaction levels.
The three unique constructs, Perceived Usefulness,
Perceived Ease of Use, and Satisfaction, were incor-
porated into the present study. The measurement
of customer satisfaction is a better way to under-
stand user acceptance of technology. The research
problem of the study deals with understanding AI-
powered digital insurance acceptance among older
adults from a customer satisfaction perspective in
Kerala state in India. The objectives of the study are:
1. To evaluate customer satisfaction among older
adults concerning the perceived usefulness and
perceived ease of use of Al-powered digital insur-
ance services. 2. To analyze customer satisfaction
among older adults regarding specific AI-powered
services, namely chatbot interactions and automat-
ed claim processing.

AT technologies are revolutionizing the insurance
industry with customer-centric products and ser-
vices (Eckert & Osterrieder, 2020). In the present
context of the AI revolution in the insurance ser-
vice industry, digital financial inclusion, and the
growth of the older adults’ segment of the popula-
tion in India, there is vital scope and significance to
this study. The study was conducted in September
2024 among older adult users of Al-powered digi-
tal insurance services in Kerala state in India, lo-
cated in the south-west of the Indian subcontinent
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is characterized by a high literacy rate and high
population density, a significantly higher female
population compared to males, and a relatively
low population growth rate compared to the na-
tional average. Due to a better health care system
and lower birth rate, the population of Kerala has
a larger proportion of elderly people compared to
the national average of India. The small sample-
based exploratory study was conducted among
20 older adult users of AI-powered insurance ser-
vices residing in the urban area of Kerala with di-
verse educational qualifications, professions, and
gender, residing in Kerala state in India.

This study adopts an exploratory research design.
Exploratory research is particularly suitable when
investigating areas where limited prior informa-
tion exists, aiming to gain insights and formulate
hypotheses rather than test them (Kothari, 2004).
Given the study’s objective to examine the accep-
tance and satisfaction levels of older adults regard-
ing Al-powered digital insurance services, an ex-
ploratory approach allows for a comprehensive
understanding of the underlying factors influenc-
ing user perceptions and behaviors.

In this study, data were collected using interviews
that incorporated both structured and semi-struc-
tured elements, aligning with a mixed-methods
research design. Structured interviews involve
administering a standardized set of questions in a
predetermined order to ensure consistency across
participants (Kothari, 2004). Semi-structured in-
terview, on the other hand, is a qualitative method
that combines a predetermined set of open-ended
questions with the flexibility to explore emerging
topics during the conversation (DiCicco-Bloom
& Crabtree, 2006). The mixed method design fa-
cilitates the collection of both quantitative data
(through standardized questions and scales) and
qualitative insights (through open-ended respons-
es), providing a comprehensive understanding of
older adults’ experiences with Al-powered digital
insurance services. Mixed methods research com-
bines both quantitative and qualitative approaches
to provide a more comprehensive understanding
of research problems (Muskat et al., 2012). Mixed
methods research is increasingly recognized as a
third major research paradigm, complementing
the traditional qualitative and quantitative ap-
proaches (Johnson et al., 2007).
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The researchers collected primary data from users
of Al-powered digital insurance services among
older adults through interviews conducted in
September 2024. A total of 20 older adults par-
ticipated in the study. The 45-60-minute interview
was conducted for each participant. This time-
frame allows for a comprehensive exploration of
participants’ experiences with Al-powered digi-
tal insurance services while accommodating their
comfort and attention spans. Before participation
in the study, informed consent was obtained from
all individuals, and confidentiality was main-
tained by anonymizing participant data, adhering
to ethical standards for qualitative research (UK
Statistics Authority, 2022). The interview ques-
tions were adapted from the previous research by
Davis (1989) and Bhattacherjee (2001). The snow-
ball sampling method was employed, where exist-
ing participants referred new participants from
their networks (Goodman, 1961).

For data analysis, the simple percentage method
and Customer Satisfaction (C-SAT) method were
applied. C-SAT analysis is a scientific method for
analyzing the voice of customers (Godbole & Roy,
2008). The simple percentage was calculated by us-
ing the standard formula as:

Table 1. Demographic profile of participants

Value (1)

Simple Percentage = -100.

Total value

To assess customer satisfaction, the study em-
ployed the Customer Satisfaction (CSAT) metric,
a widely recognized tool for quantifying user sat-
isfaction levels. This method utilizes responses
collected through Likert-scale surveys to gauge
customer perceptions and experiences. The CSAT
score representing customer satisfaction was cal-
culated as:

CSAT (%)

_ Total number of satisfied customers

-100. (2)
Total number of responses

The resulting C-SAT scores were then compared
with the American Customer Satisfaction Index
(ACSI) benchmark for interpretation (Godbole &
Roy, 2008).

The American Customer Satisfaction Index
(ACSI) was introduced in the year 1994 con-
sidered an evolution of the standard customer
satisfaction measurement system (Fornell et

Source: Interview data (September 2024).

No. Age Gender Educational Occupation : Experience With Al-powered
of Participants : : : Qualification . Digital Insurance Services (Years)

1 : 68 Male Post Graduate Retired Teacher 3
2 70 Male Diploma Technician 5
3 67 Male Post Graduate Ret‘irgdtqf'ﬁcer 1
4 66 Female High School Homemaker 1
5 66 Female Graduate Nurse 4
e e f
7 69 Male Diploma Electrician 2
e e Watator Farmer E
LS B8 L Male Matriculation Salesman 1
10 66 Female Post Graduate Retired Teacher 3
T e remae | Watridatn E
12 . 67 Female Matriculation Home nurse 2
13 66 Male Diploma Plumber 4
2467 Female High school Sales women 3
T SO Male Matriculation Refired Clerk 1
JET T-TA N Male Graduate Doctor 2
T Male Diploma Mechanic A
66 Female Graduate Retired officer 2
. '.7 .‘mwjl:\:/lale Matriculation Ex-serwce man 1
3

70 i Female Graduate

Homemaker
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al., 1996). It gives independent and scientific
means of assessing customer satisfaction to-
wards goods and services (Fornell et al., 1996).
Customer satisfaction index in Q2 of 2024,
the ACSI score is 77.9% (American Customer
Satisfaction Index, 2024). The ACSI score is
considered the benchmark of standard custom-
er satisfaction measurement. This score is taken
for the comparative analysis of customer satis-
faction in this study.

Table 1 presents the demographic profile of the
study’s participants — older adults utilizing AI-
powered digital insurance services. The sample
comprised 20 individuals aged over 65, encom-
passing diverse educational and professional
backgrounds and genders. Specifically, 60% were
male, and 40% were female. Educational quali-
fications among participants included High
School (10%), Matriculation (30%), Diploma
(25%), Graduates (20%), and Postgraduates
(15%). Occupations included both retired pro-
fessionals and active workers. All participants
had experience using Al-powered digital in-
surance services, ranging from 1 to 5 years.
All participants were literate, actively engaged
with Al-driven digital insurance platforms, and
provided comprehensive responses during the
interviews.

3. RESULTS

In the context of integrating artificial intelligence
(AI) technologies into India’s insurance sector,
analyzing quantitative and qualitative data from
older adult users is essential to comprehend their
acceptance and satisfaction levels. The following
analysis and findings are based on data from in-
terviews conducted in September 2024 with 20
older adults in Kerala, India. The results of the
study indicate customer perceptions and experi-
ences with Al-powered digital insurance services,
focusing on customer satisfaction. The following
tables exhibit the study results regarding the ex-
perience of older adult users of Al-powered digital
insurance services in years, customer satisfaction
with perceived usefulness of Al-powered digital
insurance services, customer satisfaction with
perceived ease of use of Al-powered digital insur-
ance services, customer satisfaction with chatbot

http://dx.doi.org/10.21511/ins.16(1).2025.11
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services, and automated claim processing services.

Table 2. Experience of older adults using Al-
powered digital insurance services

Source: Interview data (September 2024).

Years

of Experience :
2022-2024 :
g St S

Frequency Percentage (%)

25%

B

L10%
10%

Table 2 illustrates the duration of experience
among older adults using Al-powered digital in-
surance services. A simple percentage method was
employed to analyze and interpret the data. The
findings indicate that 35% of participants began
using these services between 2023 and 2024, sug-
gesting a recent uptick in adoption. Additionally,
25% have been users since 2022, and 20% since
2021. The remaining participants have been en-
gaged with Al-powered digital insurance services
for four to five years. This distribution reflects a
growing acceptance and adoption of digital insur-
ance solutions among the older adult population
in recent years.

Table 3 presents the findings from interviews con-
ducted with 20 older adults in Kerala, India, as-
sessing the ‘Perceived Usefulness’ of Al-powered
digital insurance services. The interview questions
were adapted from the Technology Acceptance
Model (TAM) developed by Davis (1989), which
identifies ‘Perceived Usefulness’ and ‘Perceived
Ease of Use’ as fundamental determinants of tech-
nology acceptance. Participants responded to five
questions using a five-point Likert scale, ranging
from ‘Strongly Disagree’ (1) to ‘Strongly Agree’ (5).
The Customer Satisfaction Score (CSAT) was cal-
culated for each question using the formula:

CSAT (%)
_ Number of Satisfied Customers
Total Responses

100. @

The results indicate that the CSAT scores for the
five questions ranged between 55% and 60%, with
an overall mean CSAT score of 58%. These scores
are below the American Customer Satisfaction
Index (ACSI) national average of 77.9% reported
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Table 3. Assessment of ‘Perceived Usefulness’ and customer satisfaction in Al-powered digital

insurance services

Source: Interview data (September 2024). Interview questions (Davis, 1989).

Perceived Usefulness C-SAT
—_ = =
>2 T ® g >g vl 3 =
. . 3 & T o PLEL£E £ 95
No. Interview Questions oo Ty s ) c 9.2 0 w =0
fel S = = 5 + ' ©
= © © 3 oo o oo v o £
P2 ] 9 < v 3 [
[ =) z O >
o
1 Does usmg Al-powered dlgltal insurance services help you to 1 ) 5 3 4 1 60%
accomplish tasks more quickly? ' '
2. 1 2 5 9 3 12 60%
3. 1 3 5 8 3 11 55%'” 8%
4. Would using Al-po  insurance services ma Hasier? 1 2 6 8 : 3 ¢ 11 : 55%
5. ilsusing Al-powered digital insurance services useful? 1 2 5 8 4 12 60%

in the second quarter of 2024 (American Customer
Satisfaction Index, 2024). The findings suggest
that while older adults recognize some benefits
of Al-powered digital insurance services, there is
a need for improvement in enhancing their per-
ceived usefulness. To increase customer satisfac-
tion among older adult users, service providers
should consider upgrading Al features, simplify-
ing user interfaces, and offering targeted training
programs to address older adults’ specific needs
and concerns.

Table 4 presents the findings from interviews con-
ducted with 20 older adults in Kerala, India, as-
sessing the ‘Perceived Ease of Use” of Al-powered
digital insurance services. The above interview
questions were adapted from the Technology
Acceptance Model (TAM) developed by Davis
(1989), which identifies ‘Perceived Usefulness’
and ‘Perceived Ease of Use’ as fundamental deter-

minants of technology acceptance. Participants
responded to five questions using a five-point
Likert scale, ranging from ‘Strongly Disagree’ (1)
to ‘Strongly Agree’ (5). The Customer Satisfaction
Score (CSAT) was calculated for each question us-
ing the equation 3.

The results indicate that the CSAT scores for the
five questions ranged between 55% and 60%, with
an overall mean CSAT score of 56%. These scores
are below the American Customer Satisfaction
Index (ACSI) national average of 77.9% reported
in the second quarter of 2024 (American Customer
Satisfaction Index, 2024). The findings suggest that
while older adults find Al-powered digital insur-
ance services relatively easy to use, there is a need
for improvement. To enhance user satisfaction, ser-
vice providers should consider simplifying user in-
terfaces, offering targeted training programs, and
addressing specific concerns of older adults to make

Table 4. Assessment of ‘Perceived Ease of Use’ and customer satisfaction in Al-powered digital

insurance services

Source: Interview data (September 2024). Interview questions (Davis, 1989).

and understandable?

Perceived Ease of Use C-SAT
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1 Is it easy to learn to use Al-powered digital insurance services? 4 12 ;
5 ;
Is your interaction with Al-powered digital insurance services is clear S6%
: (]

i Is it easy to get skilful in using Al-powered digital insurance services? :

11 H i
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the technology more accessible and user-friendly.

Table 5. Customer satisfaction regarding
chatbots in insurance services

Source: Interview data (September 2024).
Interview question (Bhattacherjee, 2001).

R " satisfied
esponse ¢ Frequency Satisfied i C-SAT Score
Category ; i customers

Verysatisfied 5 . :

Satisfied .

_Neutral 6 11 55%

Very Dissatisfied 1

Table 5 exhibits the customer satisfaction levels
among older adults concerning chatbot services
in the insurance sector. During the interview, the
participants were asked: How do you feel about
the overall experience of chatbots in providing
insurance services? (Bhattacherjee, 2001). This in-
terview question was adapted from Bhattacherjee
(2001) to assess user satisfaction. The Customer
Satisfaction Score (CSAT) stands at 55%, indicat-
ing that a majority of users are satisfied with the
chatbot services provided. However, this satisfac-
tion level falls below the national average of 77.9%
reported by the American Customer Satisfaction
Index (ACSI) in the second quarter of 2024
(American Customer Satisfaction Index, 2024).
This disparity suggests that while chatbot services
are generally well-received, there is room for im-
provement to meet or exceed national satisfaction
benchmarks. Enhancements in chatbot function-
ality, user interface, and responsiveness could con-
tribute to higher satisfaction levels among older
adult users.

Table 6. Customer satisfaction with automated
claims processing services

Source: Interview data (September 2024).
Bhattacherjee (2001).

Response { Satisfied C-SAT
: Frequency :
Category ; i customers |  Score
Verysatisfied | 4. :
Satisfied B
Neutral . T B 50%
Dissatisfied 3.
Very Dissatisfied 2

Table 6 presents the customer satisfaction lev-
els among older adults concerning automated
claims processing services in the insurance sec-
tor. During interview, the participants were asked;
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How do you feel about the overall experience of au-
tomated claim processing services? (Bhattacherjee,
2001). This interview question was adapted from
Bhattacherjee (2001) to assess user satisfaction.
The Customer Satisfaction Score (CSAT) stands
at 50%, indicating that half of the users are satis-
fied with the automated claims processing services
provided. However, this satisfaction level falls be-
low the national average of 77.9% reported by the
American Customer Satisfaction Index (ACSI) in
the second quarter of 2024 (American Customer
Satisfaction Index, 2024). The disparity suggests
that while automated claims processing services
are beneficial, there is a significant need for im-
provement to meet or exceed national satisfaction
benchmarks. Enhancements in system efficiency,
user-friendliness, and transparency could con-
tribute to higher satisfaction levels among older
adult users.

During the conclusion of the interviews, partici-
pants were asked: “Can you describe any concerns
or challenges you have experienced while using
Al-powered digital insurance services, such as
chatbots or automated claim processing?” In re-
sponse, participants expressed several concerns
regarding the use of Al-powered digital insurance
services. These included apprehensions about po-
tential financial losses, inadequate user training
resources, and issues related to the security and
privacy of Al-driven platforms.

From the above analysis, the following main con-
clusions of the study can be drawn:

1) The study comprised 20 literate older adults,
with 60% identifying as male and 40% as fe-
male. All participants are current users of Al-
powered digital insurance services.

2) There has been a noticeable increase in the
adoption of Al-powered digital insurance
services among older adults in recent years,
indicating a positive trend in technology
acceptance.

3) The mean Customer Satisfaction (C-SAT)
score for ‘Perceived Usefulness’ was 58%,
which is below the national average of
77.9% reported by the American Customer
Satisfaction Index (ACSI) in the second quar-
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ter of 2024 (American Customer Satisfaction
Index, 2024). This suggests a need to enhance
the utility of AI-powered digital insurance ser-
vices to better meet the needs of older adults.

4) The mean C-SAT score for ‘Perceived Ease
of Use’ stood at 56%, also falling short of the
ACSI benchmark of 77.9%. This highlights the
necessity for service providers to improve the
user-friendliness of their platforms and offer
training programs to assist older adults in
navigating these services effectively.

5) Customer satisfaction with chatbot services in
digital insurance was recorded at 55%, which
is below the ACSI standard. This indicates
that enhancements in chatbot functionality
and responsiveness are required to elevate us-
er satisfaction levels.

6) The satisfaction score for automated claims
processing services was 50%, significantly
lower than the ACSI average. This under-
scores the importance of improving the qual-
ity and reliability of AI-driven claims process-
ing to better serve the older adult population.

7) 'The participants of the study also expressed
concerns regarding the use of Al-powered
digital insurance services, citing fears of fi-
nancial loss, privacy issues, and security and
safety concerns

4. DISCUSSION

The acceptance of Al-powered digital insurance
services among older adults in India represents
a pertinent area of contemporary research. This
study employed an exploratory approach to un-
derstand acceptance of Al-powered digital insur-
ance from the customer satisfaction perspective,
utilizing insights from the literature review and
results of interviews conducted in September 2024.
Findings indicate a positive trend in the adoption
of Al-powered digital insurance services among
older adults in recent years. Analysis revealed that
the mean CSAT scores for ‘Perceived Usefulness’
and ‘Perceived Ease of Use’ were 58% and 56%, re-
spectively. These scores fall below the American
Customer Satisfaction Index (ACSI) benchmark
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of 77.9% reported in the second quarter of 2024
(American Customer Satisfaction Index, 2024).
This discrepancy underscores the need to enhance
Al-powered digital insurance services to better
cater to the usability and utility requirements of
older adults. The findings of this study corrobo-
rated with existing literature, emphasizing the sig-
nificance of perceived usefulness, perceived ease
of use as pivotal factors influencing user satisfac-
tion with Al-powered digital insurance services.
These dimensions are integral to the Technology
Acceptance Model (TAM), which posits that per-
ceived usefulness and perceived ease of use di-
rectly impact technology acceptance among users
(Davis, 1989), and user satisfaction significantly
influences the intention to continue using a tech-
nology (Bhattacherjee, 2001). The perceived use-
fulness, perceived ease of use dimensions are key
elements that impact user satisfaction (Jingzu et
al., 2024).

Chatbots, which provide innovative interactive
assistance for various insurance-related inqui-
ries, yielded a CSAT score of 55% among older
adult users. This figure also lags behind the ACSI
benchmark, suggesting that chatbot functional-
ities require improvements to meet the specific
needs of older adults. Similarly, Al-driven auto-
mated claims processing services received a CSAT
score of 50%, indicating that only half of the users
are satisfied with these services. This further em-
phasizes the necessity for quality enhancements
in Al-powered claims processing to optimize
satisfaction among older adults. These findings
are corroborated by other studies. Nicolescu and
Tudorache (2022) highlight that system quality,
service quality, and information quality are criti-
cal dimensions that a chatbot must meet to pro-
vide a satisfactory customer experience. Similarly,
Aulia et al. (2021) found that chatbot services’ fea-
tures positively affect customer satisfaction.

During interviews, participants expressed con-
cerns about using Al-powered digital insurance
services, including fears of financial loss, privacy
issues, inadequate training resources, and secu-
rity vulnerabilities. These aspects are supported
by a study by Shandilya and Fan (2022), which ex-
amined older adults’ experiences with Al-enabled
technologies and found that while many older
adults are eager to learn and use such technologies,
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they have concerns about Al systems’ unpredict-
ability and privacy issues. Al can improve access
to care for older adults, but concerns include data
privacy, lack of trust in AI decisions, and limited
digital literacy (Wong et al., 2025). Therefore, de-
signing Al technologies and services must be in-
clusive, secure, and empower older adults.

This study offers valuable insights for the insur-
ance industry and policymakers; however, it is
subject to certain limitations. The study was
conducted with a relatively small sample size
of 20 respondents, all from the state of Kerala,
India. Consequently, the findings may not be
generalizable to other regions within the coun-
try. Additionally, the study focused exclusively on
older adults, thereby excluding perspectives from
other demographic groups using Al-powered

Insurance Markets and Companies, Volume 16, Issue 1, 2025

limit the applicability of the results to the broader
population. Furthermore, the study did not focus
on any specific insurance company but rather ex-
amined the industry as a whole within the Indian
context. Future studies could benefit from analyz-
ing individual companies to identify specific areas
for improvement and by including a more diverse
participant pool to enhance the generalizability of
the findings. The results underscore the necessity
of upgrading Al-powered digital insurance ser-
vices and developing user-friendly Al interfaces
tailored for older adults. Moreover, implementing
comprehensive user education and training pro-
grams can significantly enhance digital financial
inclusion. Despite these challenges, integrating Al
technologies has initiated a significant transfor-
mation in customer perceptions and service deliv-
ery within India’s insurance sector.

digital insurance services. This narrow focus may

CONCLUSION

The integration of artificial intelligence (AI) is reshaping India’s insurance sector by introducing auto-
mated claims processing and chatbot services aimed at enhancing customer experiences. Despite these
advancements, adopting Al-powered digital insurance services among older adults presents challeng-
es, particularly concerning usability and satisfaction. This exploratory study employed the Technology
Acceptance Model (TAM), the Information System Continuance Model (ISCM), and the Customer
Satisfaction (C-SAT) method to understand the acceptance of Al-powered digital insurance among
older adults from a customer satisfaction perspective in Kerala, India. The findings revealed significant
growth in the use of AI-powered digital insurance services among older adults in recent years. However,
satisfaction levels related to ‘Perceived Ease of Use’ and ‘Perceived Usefulness” were lower compared
to the standard customer satisfaction scores reported by the American Customer Satisfaction Index
(ACSI). Similarly, satisfaction scores for chatbot services and automated claim processing among older
adults were also below the ACSI benchmark. The participants of the study also expressed concerns
regarding the use of Al-powered digital insurance services, citing fears of financial loss, privacy is-
sues, and security and safety concerns. These findings underscore the need to enhance the quality of
Al-powered insurance services, introduce simplified Al interfaces tailored for older adults, and provide
training assistance to help them navigate and understand these technologies effectively. In conclusion,
while the digital transformation of the insurance industry in India, addressing the specific needs and
concerns of older adults is crucial to ensure their acceptance and satisfaction with AI-powered digital
insurance services.

AUTHOR CONTRIBUTIONS

Conceptualization: Poorna Chandran K. R., Deepa Ittimani Tholath.
Data curation: Poorna Chandran K. R., Deepa Ittimani Tholath.

Formal analysis: Poorna Chandran K. R., Deepa Ittimani Tholath.
Investigation: Poorna Chandran K. R., Deepa Ittimani Tholath.
Methodology: Poorna Chandran K. R., Deepa Ittimani Tholath.

Project administration: Poorna Chandran K. R., Deepa Ittimani Tholath.

141

http://dx.doi.org/10.21511/ins.16(1).2025.11



Insurance Markets and Companies, Volume 16, Issue 1, 2025

Resources: Poorna Chandran K. R., Deepa Ittimani Tholath.
Software: Poorna Chandran K. R., Deepa Ittimani Tholath.
Supervision: Poorna Chandran K. R., Deepa Ittimani Tholath.
Validation: Poorna Chandran K. R., Deepa Ittimani Tholath.
Visualization: Poorna Chandran K. R., Deepa Ittimani Tholath.

Writing - original draft: Poorna Chandran K. R., Deepa Ittimani Tholath.

Writing - review & editing: Poorna Chandran K. R., Deepa Ittimani Tholath.

REFERENCES

1. Alrawad, M., Lutfi, A., Alyatama,
S., Al Khattab, A., Alsoboa, S. S.,
Almaiah, M. A., Ramadan, M.
H., Arafa, H. M., Ahmed, N. A.,
Alsyouf, A., & Al-Khasawneh,

A. L. (2023). Assessing custom-
ers’ perception of online shop-
ping risks: A structural equation
modeling-based multigroup
analysis. Journal of Retailing and
Consumer Services, 71, 103188.
https://doi.org/10.1016/j.jretcon-
ser.2022.103188

2. American Customer Satisfac-

tion Index. (2024, August 13).
U.S. customer satisfaction growth
stagnates, ACSI data show [Press
release]. Retrieved from https://
theacsi.org/news-and-resources/
press-releases/2024/08/13/press-
release-national-acsi-q2-2024/

3. Anirvinna, C,, Jha, D., Goodwin,
R. D., & Pokhriyal, D. (2025).
Consumer willingness to adopt
digital coupons in post-demone-
tization and COVID-19 in India.
Innovative Marketing, 21(1),
157-169. https://doi.org/10.21511/
im.21(1).2025.13

4. Aulia, F, Adviorika, C. U., Yuni-
arty, Y., Fahlevi, M., Prabowo, H.,
& Muchardie, B. G. (2021). Analy-
sis of chatbot program features
towards customer satisfaction in
the era of digitalization. In 2021
International Conference on Infor-
mation Management and Technol-
ogy (ICIMTech) (pp. 604-607).
IEEE. https://doi.org/10.1109/
ICIMTech53080.2021.9535034

5.  Bhat, A. K, Das, S., & Quazi, F.
(2025). How Al in life insurance
can revolutionize public health: A
proactive approach to wellness and
disease prevention. In Proceedings
of the 2025 International Confer-
ence on Machine Learning and
Autonomous Systems (ICMLAS)

142

10.

11.

(pp- 1061-1067). Institute of
Electrical and Electronics Engi-
neers. https://doi.org/10.1109/
ICMLAS64557.2025.10968599

Bhattacherjee, A. (2001). Under-
standing information systems
continuance: An expectation-
confirmation model. MIS Quar-
terly, 25(3), 351-370. https://doi.
0rg/10.2307/3250921

Crolic, C., Thomaz, F,, Hadi, R.,
& Stephen, A. T. (2022). Blame
the bot: Anthropomorphism

and anger in customer—chatbot
interactions. Journal of Market-
ing, 86(1), 132-148. https://doi.
0rg/10.1177/00222429211045687

Davis, E. D. (1989). Perceived
usefulness, perceived ease of use,
and user acceptance of infor-
mation technology. MIS Quar-
terly, 13(3), 319-340. https://doi.
org/10.2307/249008

Deloitte. (2024). How artificial in-
telligence is transforming the finan-
cial services industry. Retrieved
from https://www.deloitte.com/
ng/en/services/risk-advisory/ser-
vices/how-artificial-intelligence-
is-transforming-the-financial-
services-industry.htmlDeloitte
United States

DiCicco-Bloom, B., & Crab-
tree, B. E (2006). The qualita-
tive research interview. Medi-
cal Education, 40(4), 314-321.
https://doi.org/10.1111/j.1365-
2929.2006.02418.x

Eckert, C., & Osterrieder, K.
(2020). How digitalization affects
insurance companies: Overview
and use cases of digital technolo-
gies. Zeitschrift fiir die gesamte
Versicherungswissenschaft, 109(5),
333-360. https://doi.org/10.1007/
§12297-020-00475-9

12.

13.

14.

15.

16.

17.

18.

Finlay, S. M. (2017). Artificial
intelligence and machine learning
for business: A no-nonsense guide
to data driven technologies (2nd
ed.). Relativistic. Retrieved from
https://www.research.lancs.ac.uk/
portal/en/publications/artificial-
intelligence-and-machine-learn-
ing-for-business(8abc42e7-4f1b-
4453-9e64-a78bfae7b537).html

Fokina, M. (2022, May 20). Al in
customer service: How to enrich
your customer experience. G2. Re-
trieved from https://learn.g2.com/
ai-in-customer-service

Fornell, C., Johnson, M. D., An-
derson, E. W, Cha, J., & Bryant, B.
E. (1996). The American Cus-
tomer Satisfaction Index: Nature,
purpose, and findings. Journal of
Marketing, 60(4), 7-18. https://doi.
org/10.2307/1251898

Godbole, S., & Roy, S. (2008). Text
classification, business intelligence,
and interactivity: Automating C-
Sat analysis for services industry.
In Proceedings of the 14th ACM
SIGKDD International Conference
on Knowledge Discovery and Data
Mining (pp. 911-919). https://doi.
org/10.1145/1401890.1401999

Gonzales, J. T. (2023). Impli-
cations of Al innovation on
economic growth: A panel data
study. Journal of Economic Struc-
tures, 12(1), Article 13. https://doi.
org/10.1186/s40008-023-00307-w

Goodman, L. A. (1961). Snow-
ball sampling. The Annals of
Mathematical Statistics, 32(1),
148-170. https://doi.org/10.1214/
aoms/1177705148

Hou, L., Hsueh, S. C., & Zhang,
S. (2021). Digital payments and
households’ consumption: A
mental accounting interpreta-
tion. Emerging Markets Finance

http://dx.doi.org/10.21511/ins.16(1).2025.11



19.

20.

21.

22.

23.

24.

25.

26.

and Trade, 57(7), 2079-2093.
https://doi.org/10.1080/154049
6X.2021.1887727

Insurance Regulatory and
Development Authority of India
(IRDAI). (2024). Duties and
responsibilities. Retrieved from
https://irdai.gov.in/duties-and-
responsibilities

International Institute for Popula-
tion Sciences, & United Nations
Population Fund (IIPS & UNPE).
(2023). India ageing report 2023:
Caring for our elders - Institutional
responses. United Nations Popula-
tion Fund. Retrieved from https://
india.unfpa.org/sites/default/files/
pub-pdf/20230926_india_ageing_
report_2023_web_version_.pdf

Jin, X. (2024). Empowering
autonomous digital learning

for older adults. In Extended
Abstracts of the CHI Conference
on Human Factors in Comput-
ing Systems (pp. 1-6). https://doi.
org/10.1145/3613905.3651133

Jingzu, G., Siyu, L., Mengling, W,,
Yang, Q., Mamun, A. A., & Hayat,
N. (2024). Sustainable entre-
preneurship through customer
satisfaction and reuse intention of
online food delivery applications:
Insights from China. Journal of
Innovation and Entrepreneur-

ship, 13(41), 1-22. https://doi.
0rg/10.1186/s13731-024-00399-z

Johnson, R. B., Onwuegbuzie, A.

J., & Turner, L. A. (2007). Toward
a definition of mixed methods re-
search. Journal of Mixed Methods

Research, 1(2), 112-133. https://doi.

org/10.1177/1558689806298224

Kaur, P, & Singh, M. (2025).
Exploring the impact of InsurTech
adoption in Indian life insurance
industry: A customer satisfaction
perspective. The TQM Jour-

nal, 37(2), 457-483. https://doi.
org/10.1108/TQM-06-2023-0186

Kiwanuka, A., & Sibindi, A. B.
(2025). Insurance and risk man-
agement solutions for assisting
adaptation to climate change. In
A. B. Sibindi (Ed.), Sustainable fi-
nance and insurance in Africa (pp.
133-154). Springer. https://doi.
0rg/10.1007/978-3-031-86516-9_8

Kothari, C. R. (2004). Research
methodology: Methods and

http://dx.doi.org/10.21511/ins.16(1).2025.11

27.

28.

29.

30.

31.

32.

33.

34.

Insurance Markets and Companies, Volume 16, Issue 1, 2025

techniques (2nd ed.). New Age
International Publishers.

Koul, S., Jasrotia, S. S., & Mishra,
H. G. (2021). Acceptance of digital
payments among rural retailers in
India. Journal of Payments Strategy
& Systems, 15(2), 201-213. https://
doi.org/10.69554/REDW9291

Kshetri, N. (2021). The role of
artificial intelligence in promoting
financial inclusion in developing
countries. Journal of Global Infor-
mation Technology Management,
24(1), 1-6. https://doi.org/10.1080/
1097198X.2021.1871273

Lau, M. M., Cheung, R., Lam, A.
Y., & Chu, Y. T. (2013). Measur-
ing service quality in the banking
industry: A Hong Kong based
study. Contemporary Management
Research, 9(3), 263-282. https://
doi.org/10.7903/cmr.11060

Lee, J., Tang, Y., & Jiang, S. (2023).
Understanding continuance
intention of artificial intelligence
(AI)-enabled mobile banking
applications: An extension of Al
characteristics to an expectation
confirmation model. Humanities
and Social Sciences Communica-
tions, 10(1), Article 18. https://doi.
0rg/10.1057/s41599-023-01845-1

Lu, Z., Wu, ], Li, H., & Nguyen,
D. K. (2022). Local bank, digital
financial inclusion and SME
financing constraints: Empirical
evidence from China. Emerging
Markets Finance and Trade, 58(6),
1712-1725. https://doi.org/10.1080
/1540496X.2021.1923477

Mhlanga, D. (2020). Industry 4.0
in finance: The impact of artificial
intelligence (AI) on digital
financial inclusion. International
Journal of Financial Studies, 8(3),
45. https://doi.org/10.3390/
ijfs8030045

Ministry of Electronics and
Information Technology (MeitY).
(2024). Digital India. Retrieved
from https://www.digitalindia.gov.
in/about-us/

Muskat, M., Blackman, D., &
Muskat, B. (2012). Mixed meth-
ods: Combining expert interviews,
cross-impact analysis and scenario
development. The Electronic Jour-
nal of Business Research Methods,

35.

36.

37.

38.

39.

40.

41.

10(1), 9-21. Retrieved from https://
papers.ssrn.com/sol3/papers.
cfmz?abstract_id=2269508

Nicolescu, L., & Tudorache, M. T.
(2022). Human-computer interac-
tion in customer service: The
experience with Al chatbots — A
systematic literature review. Elec-
tronics, 11(10), 1579. https://doi.
org/10.3390/electronics11101579

Ou, P, Thet, S., Soem, V., Hor, P,
Ean, L., & Theng, D. (2024). De-
terminants of customer satisfac-
tion of mobile network providers
in Cambodia: A study of hybrid
model of structural equation mod-
eling (SEM) and artificial neural
network (ANN). SN Business ¢
Economics, 4(85), 1-31. https://doi.
0rg/10.1007/s43546-024-00690-x

Parker, C., & Mathews, B. P.
(2001). Customer satisfac-

tion: Contrasting academic

and consumers’ interpretations.
Marketing Intelligence & Plan-
ning, 19(1), 38-44. https://doi.
org/10.1108/02634500110363790

Rao, M. R. (2022, September). In-
clusive credit: The next milestone.
RBI Bulletin, 13-18. Retrieved
from https://www.bis.org/review/
r220908e.pdf

Reis, T., Kreibich, A., Bruchhaus,
S., Krause, T., Freund, F,, Born-
schlegl, M. X., & Hemmje, M. L.
(2023). An information system
supporting insurance use cases

by automated anomaly detection.
Big Data and Cognitive Computing,
7(1), 4. https://doi.org/10.3390/
bdcc7010004

Restrepo-Morales, J. A., Valencia-
Cérdenas, M., & Lépez-Cadavid,
D. A. (2024). Interplay of
customer satisfaction, innova-
tion, and product quality: Key
determinants of company per-
formance. Journal of Technology
Management & Innovation, 19(2),
28-42. https://doi.org/10.4067/
S0718-27242024000200028

Roumbanis, L. (2025). On the
present-future impact of AI
technologies on personnel
selection and the exponential
increase in meta-algorithmic
judgments. Futures, 166, Article
103538. https://doi.org/10.1016/].
futures.2025.103538

143



Insurance Markets and Companies, Volume 16, Issue 1, 2025

42. Sahi, A. M., Khalid, H., & Abbas,
A.F (2021). Digital payment
adoption: A review (2015-2020).
Journal of Management Informa-
tion and Decision Sciences, 24(7),
1-9. Retrieved from https://
www.abacademies.org/articles/
digital-payment-adoption-a-
review-20152020-11798.html

43. Salles, A., Evers, K., & Farisco, M.
(2020). Anthropomorphism in Al
AJOB Neuroscience, 11(2), 88-95.
https://doi.org/10.1080/21507740.
2020.1740350

44. Shandilya, E., & Fan, M. (2022).
Understanding older adults’ per-
ceptions and challenges in using
Al-enabled everyday technologies.
In Proceedings of the Tenth Inter-
national Symposium of Chinese
CHI (pp. 105-116). Association for

Computing Machinery. https://doi.

org/10.1145/3565698.3565774

45. Tang, Y. M., Chau, K. Y,, Hong, L.,
Ip, Y. K., & Yan, W. (2021). Finan-
cial innovation in digital payment
with WeChat towards elec-
tronic business success. Journal of
Theoretical and Applied Electronic

144

46.

47.

48.

Commerce Research, 16(5), 1844- 49.

1861. https://doi.org/10.3390/
jtaer16050103

Technical Group on Population
Projections. (2019). Population

projections for India and states 50.

2011-2036. Ministry of Health
and Family Welfare, Government
of India. Retrieved from https://
nhm.gov.in/New_Updates_2018/
Report_Population_Projec-
tion_2019.pdf

Thakur, J., & Kansra, P. (2024). A
theoretical perspective on AT’s
transformative role in the health
insurance sector: Unveiling the

future. In AI Innovations in Ser- 51

vice and Tourism Marketing (pp.
192-210). IGI Global. https://doi.
0rg/10.4018/979-8-3693-7909-7.
ch009

Tirado, D. M., Vidal-Meli4, L.,

Cardiff, J., & Quille, K. (2024). 52.

Vulnerable customers’ perception
of corporate social responsibility
in the banking sector in a post-cri-
sis context. International Journal of
Bank Marketing, 42(6), 1148-1177.
https://doi.org/10.1108/I]JBM-03-
2023-0162

Toucinho, A. (2020). How pay-
ments drive digital transformation.
Journal of Payments Strategy &
Systems, 14(1), 10-13. https://doi.
org/10.69554/MPPO4536

UK Statistics Authority. (2022,
May 25). Ethical considerations
associated with qualitative research
methods. Centre for Applied Data
Ethics. Retrieved from https://
uksa.statisticsauthority.gov.uk/
publication/ethical-consider-
ations-associated-with-qualitative-
research-methods/GOV.UK+4UK
Statistics Authority+4X (formerly
Twitter)+4

Venkatesh, V., Morris, M. G.,
Davis, G. B., & Davis, E D. (2003).
User acceptance of information
technology: Toward a unified view.
MIS Quarterly, 27(3), 425-478.
https://doi.org/10.2307/30036540

Wong, A. K. C, Lee, J. H. T,, Zhao,
Y, Lu, Q, Yang, S., & Hui, V. C.

C. (2025). Exploring older adults’
perspectives and acceptance

of Al-driven health technolo-
gies: Qualitative study. JMIR
Aging, 8(1), €66778. https://doi.
0rg/10.2196/66778

http://dx.doi.org/10.21511/ins.16(1).2025.11



Insurance Markets and Companies, Volume 16, Issue 1, 2025

APPENDIX A

INTERVIEW QUESTIONS

Section A: Demographic Profile

What is your name?

What is your age?

What is your gender?

What is your highest level of education?

What is your current occupation or employment status?

Gk R D =

Section B: Experience of using AI-powered digital Insurance Services

1. Do you have any prior experience using Al-powered digital insurance services? If yes, how many
years?

Section C: Perceived Usefulness (Davis, 1989)
Scale: Strongly Disagree (1), Disagree (2), Neutral (3), Agree (4), Strongly Agree (5)

Does using Al-powered digital insurance services help you accomplish tasks more quickly?
Does using Al-powered digital insurance services increase benefits?

Does using Al-powered insurance services enhance effectiveness?

Would using AI-powered insurance services make it easier?

Is using Al-powered digital insurance services useful?

Gk R =

Section D: Perceived Ease of Use (Davis, 1989)
Scale: Strongly Disagree (1), Disagree (2), Neutral (3), Agree (4), Strongly Agree (5)

Is it easy to learn to use Al-powered digital insurance services?

Is it easy to do AI-powered digital insurance services?

Is your interaction with AI-powered digital insurance services is clear and understandable?
Is it flexible to interact with AI-powered digital insurance services?

Is it easy to get skilled in using AI-powered digital insurance services?

A S

Section E: Customer Satisfaction with Chatbot Services (Bhattacherjee, 2001).
(Scale: Very Satisfied, Satisfied, Neutral, Dissatisfied, Very Dissatisfied)

1. How do you feel about the overall experience of chatbots in providing insurance services?

Section F: Customer Satisfaction with Automated Claim Processing (Bhattacherjee, 2001).
(Scale: Very Satisfied, Satisfied, Neutral, Dissatisfied, Very Dissatisfied)

1. How do you feel about the overall experience of automated claim processing services?
Section G: Customer Suggestions

1. Can you describe any concerns or challenges you have experienced while using Al-powered digital
insurance services, such as chatbots or automated claim processing?
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