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Abstract

Research Originality: With increasing vehicle values in Tiirkiye
and high insurance costs, consumers' vehicle insurance purchasing
preferences emerge as a dilemma. The study examines consumers'
insurance purchasing behavior in this dilemma's context of risk
and overconfidence tendencies.

Research Objectives: This study aims to reveal the effects of
individual characteristics, attitude toward risk, and overconfidence
tendencies on comprehensive vehicle insurance policy purchasing
behavior.

Research Methods: A questionnaire was administered to 428
selected vehicle owners in Turkey, and the questionnaire results
were analyzed using the binary logit model.

Empirical Results: The study found that gender, education
level, income level, market value of the vehicle, attitude towards
risk, and self-confidence level have statistically significant effects
on comprehensive vehicle insurance policy purchase decisions.
Implications: The relationship between risk-taking behavior,
overconfidence, and insurance purchasing behavior requires
further discussion. Government policies that increase insurance
awareness are recommended to weaken this relationship.
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INTRODUCTION

Individuals are exposed to unpredictable risks in everyday life, such as earthquakes,
fires, floods, natural disasters, and accidents. These unforeseen risks cause financial and
emotional losses (Akkurt & Okur, 2022: 99). In the event of exposure to an unforeseen
risk, the individual experiences the anxiety and stress of compensating for the damage
that may occur. Individuals and organizations want to secure themselves to eliminate
their anxieties and worries about unforeseen risks (Karagoz et al., 2019). The desire
of individuals and organizations to secure themselves for a specific fee has led to the
emergence of the concept of insurance. When evaluated from the consumer's perspective,
insurance aims to meet the needs of individuals to secure themselves and their assets.
In this regard, meeting the household's insurance needs is part of meeting the needs
related to household risk management (Kawinski & Szumlicz, 2023). Agbo & Agbaji
(2019) define insurance as a protection against financial losses resulting from uncertainty
and risk. The risk factor is essential for the formation of an insurance contract. For the
risk to be insured, it must have an economic value (Giilbitti, 2007). Insurance is of
economic importance on both micro and macro scales. On a micro-scale, compensating
for the financial loss that individuals and businesses will face in case of exposure to a risk
protects the living standard of individuals and prevents the disruption of the production
processes of businesses (Ozen & Yurdakul, 2020). On a macro scale, it ensures the
stability of financial markets by managing the risks and eliminating the financial losses
and damages caused by them (Yildirim et al., 2020).

Although there are many types of insurance in the insurance industry, the industry
is divided into life and non-life insurance. While life insurance protects individuals against
financial losses due to premature death and illness, non-life insurance protects individuals
and businesses against financial loss. Motor and non-motor vehicle insurance is a non-
life insurance type. There are four types of motor and non-motor vehicle insurance in
Turkey. Among them, traffic insurance (motor vehicle liability insurance for highways) is
compulsory (Balki & Géksu, 2022). As per traffic insurance, in the event of an accident,
the at-fault party covers the resulting damage within a specific legal framework. The
increasing number of vehicles in traffic and the existence of risks other than accident
risk have led to the development of comprehensive vehicle insurance (casco insurance)
within motor and non-motor vehicle insurance. Comprehensive vehicle insurance, which
differs from trafic insurance in terms of content and scope, protects vehicles from
financial damages against several risks such as flood, fire, accident, and theft (Yayar &
Dagc1, 2019). The comprehensive vehicle insurance policy also covers damages caused
by animals, falling objects, and intentional damages (Mihaela et al., 2013). As expected,
insurance premiums also increase as the scope of insurance expands. In addition, the rise
in vehicle prices, that is, the value of the insured asset, increases insurance premiums.
These expectations and realities are the main reasons for conducting this study for Turkey.

Due to the rapid increase in vehicle prices with the recent fluctuations in exchange

rates, vehicle prices in Turkey have an important place in the consumer budget. Since

the prices of vehicles classified as imported goods in Turkey adapt quickly to economic
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variables such as exchange rates and inflation, vehicles are seen as investment instruments
like stocks and precious metals. Therefore, purchasing a vehicle emerges as an alternative
for consumers who want to protect their assets against inflation. In this case, it becomes
essential for the consumer to insure the purchased or existing vehicles with insurance.
However, insurance premiums are also increasing due to increases in vehicle prices and
possible damage coverage costs. This situation causes consumers to face a dilemma between
covering the high cost of comprehensive vehicle insurance and accepting the possible
risks to the asset. Considering the findings that individuals' attitudes towards risk in
Turkey are around the world average (Falk et al., 2016) and the level of overconfidence
is relatively high (Stankov & Lee, 2014), their behavior in the face of the dilemma
consumers face emerges as a natural research problem. It has also been reported that
Turkish drivers tend to take risks more than other countries ($Simsekoglu et al., 2012;
Simgekoglu et al., 2013). This study uses individual characteristics to explain consumers'
purchasing behavior regarding comprehensive vehicle insurance policies, especially their
attitude toward risk and overconfident tendencies. Individuals' insurance policy purchasing
behavior in Turkey also makes sense from a macroeconomic perspective. Turkey is a
developing country, and the supply of funds is important for economic growth and

financial development in such countries.

Regarding fund supply, insurance is the second sector after financial markets.
Therefore, transferring the funds to be gained through premiums generated by the sale
of comprehensive vehicle insurance policies to financial markets will create a new fund
supply and contribute to economic growth and financial development. Thus, this study
may set an example for countries with characteristics similar to Turkey's. Given the
importance of the insurance industry, which is constantly growing and developing, for
the economy and the financial system, the results obtained from the study on the
factors affecting policy purchasing can provide inferences for insurance companies and

policymakers.

Regarding asset size, the insurance industry ranks second, after the banking industry,
in the financial system in Turkey (Insurance Association of Tiirkiye, 2021). Considering
that the insurance industry is a growing market, the desire of insurance companies to
increase their preferability and gain a competitive advantage by getting a larger market
share has led researchers to investigate consumers' purchase preferences. A consumer's
choice to purchase a product or service is a process that involves various decision
processes and is influenced by various factors (Panjaitan et al., 2019). Consumers who
buy products or services need limited information and fewer decision-making processes.
However, when they purchase an expensive or unusual product or service or something
rarely, the decision-making process is prolonged because they need more comprehensive
information about the price, brand, and image of the product or service in question
(Techasurin et al., 2020). When purchasing comprehensive vehicle insurance, individuals
make decisions by researching and evaluating the information they get. The purchase
of comprehensive vehicle insurance is influenced by price, information, cost, consumer

expertise, perceived risk, and socio-demographic characteristics, besides the transparency
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of the contract (Filiz & Seng6z, 2010; Stérmer, 2014; Demiray-Erol & Alma, 2016;
Zakaria & Ayoub, 2023). In addition to these factors, the insurance company's brand
and image affect consumers' comprehensive vehicle insurance policy purchase behaviors
(Techasurin et al., 2020; Zheng et al., 2021).

While Sarman et al. (2020) explain trafhic insurance purchasing behavior with
personality characteristics, they emphasize the effect of neurotic character on insurance
purchasing behavior. It can be stated that the individual's pessimistic expectations and
perspective strengthen the precaution-taking behavior. Another study on the vehicle
insurance example reported the effects of Huyssteen & Rudansky-Kloppers (2024) age,
education level, and household income variables on insurance policy purchasing behavior.
Studies on different types of insurance have also shown that variables such as education,
income, gender, and age affect insurance purchasing behavior (Ulbinaite et al., 2013; Lim
et al., 2023). Ulbinaite et al. (2013) also emphasized that insurance decisions depend on
financial evaluations, such as the insurance premium, and that conditions are essential for
male consumers. Alex and Aithal (2022) have not confirmed the effect of demographic
variables such as gender and education level on comprehensive motor insurance policy
purchasing behavior. However, income, occupation, marital status, family size, distance
traveled by the vehicle, risk preference, the number of vehicles owned, and the price
of the vehicle affect purchase behavior (Akan, 2012; Dragos & Dragos, 2017; Dansu
et al., 2018).

Furthermore, the insurance company's quick response (Kwofie et al., 2018),
proximity, reliability (Akan, 2012), convenience, and compatibility with technology also
impact customer preference. Other factors that affect the behavior of insurance consumers
are advertising of the insurance product, distribution channels, legal factors, characteristics
of insurers, and demographic variables (Ioncici et al., 2012). The quality of the service
offered by the insurance company is another factor affecting the customer's comprehensive
vehicle insurance preference. If the customer has had a bad experience, they do not
prefer the same company again and tell the people around them about their experience
(England et al., 2022).

Individuals' risk-taking behavior is one of the most important factors affecting their
comprehensive traffic insurance purchasing decisions. Some studies relating different types
of insurance to individuals' risk perceptions reveal that risk perception impacts consumers'
decisions to purchase insurance policies (Yang et al., 2020; Liu et al., 2016; Boyer et
al., 2017; Baltaci, 2020). Lyu & Barré (2017) verify risk aversion's direct and indirect
effects on insurance policy purchasing behavior for the agricultural insurance example.
This finding was also confirmed by Masud et al. (2021), who examined the relationship
between the decision to purchase life insurance and risk perception. Masud et al. (2021)
also confirm this finding by examining the relationship between the decision to purchase
life insurance and risk perception. It has also been reported that individuals' perspectives
on insurance and risk differ depending on their personality types. Bregu (2022) reported
that overconfident individuals are less likely to purchase a vehicle insurance policy when

the probability of loss is unknown and the possible loss depends on their abilities. Thus,
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the impact of overconfidence tendency on comprehensive car insurance policy purchasing
decisions becomes a matter of discussion. Additionally, it was revealed that individuals
with less security knowledge were more likely to purchase insurance (Hsu et al., 2016).
Thus, it is predicted that individuals with higher knowledge and overconfidence will

tend to take more risks.

In summary, in the studies in the literature on insurance purchasing behavior,
demographic characteristics such as the customer's income, occupation, marital status,
family size, distance traveled by the vehicle, risk preference, number of vehicles owned,
and price of the vehicle. In the literature (to the best of the authors' knowledge), one
study investigates the effect of overconfidence, which affects purchasing behavior and can
lead the customer to make wrong decisions about automobile insurance on comprehensive
automobile insurance policy purchasing behavior. Consumers with a high tendency to
overconfidence assume a high level of risk because they are more self-confident (Pikulina
et al., 2017). This tendency causes cognitive laziness in the consumer and leads to wrong
decisions (Tan et al., 2012). The possible effect of the overconfidence tendency, which
affects the risk-taking level of consumers, on vehicle insurance policy purchasing behavior
constituted the motivation of the study. This study attempts to determine the effect
of overconfidence bias and individual risk-taking attitude, which is frequently handled
in behavioral economics, on consumers' comprehensive vehicle insurance purchases (in
addition to the variables previously discussed in the literature), thus seeking to answer the
question, "Do overconfidence bias and risk-taking attitude affect comprehensive vehicle

insurance purchases?". The study is anticipated to contribute to the literature in this respect.

METHODS

This study aims to reveal the factors affecting vehicle owners' purchase decisions
regarding comprehensive vehicle insurance policies. The study population consists of
vehicle owners in Turkey. A questionnaire designed to determine the participants ' socio-
economic characteristics, risk perspectives, and self-confidence levels was administered
face-to-face and online to 428 people selected from the population by convenience
sampling. The number of samples (people who can be reached and agree to answer
the questionnaire) is sufficient to represent the population. Yamane (1973) reveals that
at least 400 samples are sufficient in cases where the population exceeds one hundred
thousand and the confidence level is 95%. Consumers included in the research were
selected using the convenience sampling method. This non-probability sampling method
allows the researcher to include the easiest-to-access samples in the study. Despite its
possible limitations, the convenience sampling method is valid in most study designs
(Sedgwick, 2013). In this regard, a questionnaire was applied to vehicle owners who
could be reached through non-probability selection. Since censored estimate models were

not used, the samples were selected from among the vehicle owners.

In summary, the criteria for sample selection are as follows: it is a condition

that the individual who can be reached online or face to face is willing to participate
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in the research and has a vehicle. The vehicle owner was asked about his/her current
comprehensive vehicle insurance policy ownership status. The questionnaire includes
demographic variables, risk-taking attitudes, and other questions to infer overconfidence
tendencies. The study's dependent variable is individuals ' comprehensive vehicle insurance
policy purchase behavior. The dependent variable was tried to be explained via binary
choice models using a series of independent variables, including questions to determine

individuals' risk-taking attitudes and self-confidence levels.

Binary choice models are models in which decision units are faced with two choices.
They attempt to explain the probability that a decision unit will choose alternatives like
purchasing or preferring in the face of choices such as purchasing or not purchasing,
preferring or not preferring. Among the binary choice models, the binary logit model was
used in this study. The binary logit model has the same infrastructure as its alternative,
the binary probit model, but differs in terms of the cumulative distribution function on
which the model is based. The binary logit model is derived from the logistic cumulative
distribution function. The model can be written as

exi6)

P =A(xl',3) =m (1)

where P is the probability of occurrence and A is the logistic cumulative distribution
function (Wooldridge, 2020: 561). The results obtained from the logit model were
evaluated using coeflicients and marginal effect values. In addition, interpretations were
made considering the odds ratio, which is defined as the ratio of the probability that
the decision unit will choose or assign the alternative 1 to the variable of interest to
the probability that the decision unit will choose or assign the alternative 0 (the ratio
of the probability of occurrence to the probability of non-occurrence) and formulated

as =) (Wooldridge, 2020; Berry et al., 2010).

1-p)

RESULTS AND DISCUSSION

A questionnaire was administered to 428 people to determine the factors affecting
individuals' comprehensive vehicle insurance policy purchase behaviors in Turkey.
The questionnaire form includes questions to represent some participants' personal
characteristics, traffic frequencies, risk perspectives, and self-confidence levels. Table 1
summarizes the characteristics of the participants, the categories in which the relevant

characteristics were examined, and the descriptive statistics of the answers obtained.

The study's dependent variable is individuals' comprehensive vehicle insurance
policy purchase behavior. Based on the findings, 59.11% of the participants purchased
a comprehensive vehicle insurance policy for their vehicle, while 40.89% did not
purchase any. 70.09% of the participants were women, and 29.91% were men. Given
that the rate of women among those who have a driver's license in Turkey is 26.8%
as of 2020 (TURKSTAT Gender Statistic, 2021), it can be stated that the sample
of the study is good in terms of gender distribution. The average age of the sample

was 38.89 years, and the average traffic experience was 15.02 years. The education of
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Variables Frequency Percent
Comprehensive vehicle insurance policy No 175 40.89
Yes 253 59.11
Gender Female 128 29.91
Male 300 70.09
Education Primary/middle school 19 4.44
High school 59 13.79
Bachelor’s degree 178 41.59
MA/PhD 172 40.19
Income level (Turkish liras) 0-12,500 93 21.73
12,501-20,000 106 24.77
20,001-30,000 147 34.35
30,001 and above 82 19.16
The market value of the vehicle (Turkish  0-300,000 70 16.36
liras) 300,000-599,999 180 42.06
600,000-899,999 108 25.23
900,000-1,199,999 38 8.88
1,200,000 and above 32 7.48
Material damage traffic accident No 383 89.49
Yes 45 10.51
Traffic accident with injuries No 422 98.60
Yes 6 1.40
Weekly traffic frequency Rarely 31 7.24
Several times 75 17.52
Frequently 322 75.23
Average kilometers per year 0-5,000 66 15.42
5,001-10,000 134 31.31
10,001-15,000 130 30.37
15,001 and above 98 22.90
A second person driving the vehicle No 202 47.20
Yes 226 52.80
Attitude towards risk Risk taker 79 18.46
Risk neutral 44 10.28
Risk averse 305 71.26
Level of self-confidence about the traffic  Not confident 34 7.94
question Slightly confident 82 19.16
Fairly confident 195 45.56
Completely confident 117 27.34
Variables Mean Std. Deviation
Age 38.894 9.811
Driving experience (in years) 15.023 9.922
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the participants was examined in four categories: primary/middle school, high school,
bachelor's degree, and MA/PhD. 81.5% of the participants had a bachelor's degree
or higher. This data led to the belief that the findings regarding risk perception
would be more accurate. Other characteristics considered likely to affect the decision
unit's comprehensive vehicle insurance policy purchase behavior were income and the
approximate market value of the vehicle subject to the insurance policy. The monthly
income levels of the participants were analyzed in four categories, taking into account
the current conditions of the labor market. The market value of the vehicle subject
to the insurance policy was analyzed in five different categories. The participants were
not provided with any measure of the vehicle's market value. Thus, it was anticipated
to determine the effect of perceived market value on comprehensive vehicle insurance

policy purchase behavior.

The variables of accident history and traffic frequency were included in the model
to determine the effects of the participants' characteristics regarding traffic participation
on their comprehensive vehicle insurance policy purchase behaviors. While 10.51% of the
participants stated that they had had a material damage traffic accident in the last year,
1.40% had had a traffic accident with injuries. The weekly traffic frequency, measured in
three categories, and the average kilometers per year, measured in four categories, were
attempted to determine the participants' traffic frequency. Another question related to
the participants' traffic frequency was whether the vehicle subject to the comprehensive

insurance policy was being used by a second person or not.

Individuals' risk perspectives and self-confidence levels, considered to contribute
to the study's originality and are likely to have significant effects on comprehensive
vehicle insurance policy purchase behavior, were included in the model as independent
variables. While 18.46% of the participants described themselves as risk takers, 71.26%
described themselves as risk averse. 10.28% of the participants were risk-neutral, based
on their responses. The individuals' self-confidence levels were determined using a traffic
knowledge question. The participants were asked a traffic knowledge question that took
much work to answer. Following the question, they were asked how confident they
were in their answers. Regardless of the accuracy of their answers, their confidence

levels were included in the model to represent their levels of self-confidence.

Table 2 presents the estimation results and marginal effect values of the binary
logit model constructed to examine the factors affecting individuals' decisions to purchase
a comprehensive vehicle insurance policy. It was found that the variables of gender,
education level, income level, market value of the vehicle, attitude towards risk, and self-
confidence level have statistically significant effects on comprehensive vehicle insurance
policy purchase decisions. The male vehicle owners were seen to be 19% less likely
to purchase a comprehensive vehicle insurance policy than the female owners, who
are the reference group. Based on the evaluation of the odds ratio, the women were
2.45 times more likely to purchase a comprehensive vehicle insurance policy than the
men. Based on the coefficients for the education level categories, the probability of

purchasing a comprehensive vehicle insurance policy increases as the education level rises.
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Table 2. Binary Logit Model Estimation Results and Marginal Effects

Variables 6 Std. 95%Cl dydx ;tri}
Error
Low. Upp.
Gender (reference: female)
Male -0.896%* 0.331 -1.545 -0.247  -0.198  0.068
Age 0.035 0.024 -0.012 0.082 0.008 0.006
Education (reference: Primary/middle school)
High school 1.176 0.758 -0.310 2.662 0.255 0.140
Bachelor’s degree 1.877** 0.744 0.418 3.336 0.427 0.130
MA/PhD 2.099%** 0.771 0.589 3.609 0.476 0.134
Income level (reference: 0-12,500 Turkish liras)
12,501-20,000 0.671* 0.364 -0.043 1.385 0.164 0.088
20,001-30,000 0.971** 0.394 0.198 1.743 0.229 0.092
30,001 and above 0.347 0.517 -0.665 1.360 0.086 0.128
The market value of the vehicle (reference:
under 300,000 Turkish liras)
300,000-599,999 1.5371%** 0.374 0.798 2.263 0.341 0.070
600,000-899,999 2.404%** 0.439 1.544 3.264 0.536 0.077
900,000-1,199,999 3.027%*%* 0.612 1.828 4227 0.636 0.088
1,200,000 and above 3.951%* 0.741 2.498 5.403 0.722 0.071
Material damage traffic accident (reference: No)
Yes 0.390 0.415 -0.422 1.203 0.088 0.088
Traffic accident with injuries (reference: No)
Yes -0.690 1.108 -2.863 1.483 -0.170  0.274
Driving experience (in years) 0.012 0.024 -0.036 0.060 0.003 0.006
Weekly traffic frequency (reference: Rarely)
Several times 0.273 0.572 -0.849 1.394 0.055 0.120
Frequently -0.455 0.539 -1.511 0.601 -0.105  0.117
Average kilometers per year (reference:
0-5,000 km)
5,001-10,000 km -0.259 0.416 -1.074 0556  -0.060  0.094
10,001-15,000 km -0.007 0.438 -0.866 0.852 -0.002  0.097
15,001 km and above -0.542 0.491 -1.504 0.421 -0.129 0.114
A second person driving the vehicle (reference: No)
Yes 0.217 0.247 -0.267 0.701 0.051 0.058
Attitude towards risk (reference: Risk taker)
Risk neutral -0.189 0.464 -1.099 0720  -0.047 0.114
Risk averse 0.903*** 0.331 0.255 1.552 0.217 0.080
Level of self-confidence about the traffic
question (reference: not confident)
Slightly confident 0.497 0.540 -0.562 1.555 0.096 0.109
Fairly confident -0.249 0.483 -1.195 0.697  -0.056  0.105
Completely confident -0.975*% 0.511 -1.977 0.026 -0.235 0.114
Constant -4.578***  1.363 -7.249 -1.906
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The individuals with bachelor's and MA/PhD degrees were seen to be approximately 47%
and 42% more likely to purchase comprehensive vehicle insurance than the reference
group, respectively.

Those with income levels TL 12,501-20,000 and TL 20,001-30,000 were
approximately 8.8% and 9.2% more likely to purchase a comprehensive vehicle insurance
policy than the reference group, respectively. A consistent finding is the effect of vehicle
market value on purchasing a comprehensive vehicle insurance policy. Individuals with
a vehicle with a market value of TL 1,200,000 and above were approximately 52 times
more likely to purchase a comprehensive vehicle insurance policy than the reference group.
The high probability of purchasing a comprehensive vehicle insurance policy compared

to the reference group also applies to other vehicle value categories.

The study obtained significant findings on the effect of risk-taking behavior and
self-confidence on comprehensive vehicle insurance policy purchase behavior. The risk-
averse individuals were determined to be 8% more likely to purchase a comprehensive
vehicle insurance policy than the risk-takers. The evaluation based on the odds ratio
indicated that the risk-averse individuals were 2.46 times more likely to purchase a
comprehensive vehicle insurance policy than the risk-takers. As the individuals' self-
confidence levels increased, the coefficients related to their comprehensive vehicle insurance
purchase behaviors decreased. The individuals who were "completely confident” in their
answer to the question in the questionnaire form were 11% more likely to purchase
comprehensive vehicle insurance than those who were "not confident.”" The evaluation
based on the odds ratio showed that individuals who were not confident were 2.65 times
more likely to purchase a comprehensive vehicle insurance policy than the completely

confident ones.

The confidence intervals for the parameters in Table 2 show that the effect of
some independent variables on comprehensive traffic insurance purchasing behavior was
found to be statistically insignificant. The relationship between the variables of the
person's age, traffic accident history, and the second person driving the vehicle and
insurance purchasing behavior was not statistically confirmed. Weekly trafhic frequency
and average kilometers per year variables, representing the frequency of vehicle use,

are among the variables whose effects on insurance purchase decisions are insignificant.

The study took comprehensive vehicle insurance policy purchase behavior as
a dependent variable. In addition to demographic characteristics, many independent
variables, such as whether the individual has a history of accidents, average weekly traffic
frequency, risk-taking behavior, and overconfidence bias were included in the model.
The study found gender, education level, income level, vehicle market value, attitude
towards risk, and self-confidence level to have statistically significant effects on individuals'
comprehensive vehicle insurance policy purchase behavior. These findings are similar to
the study findings of Demiray-Erol and Alma (2016), Huyssteen and Rudansky-Kloppers
(2024), Ulbinaite et al. (2013), and Lim et al. (2023). The study findings differ from
those of Alex and Aithal (2022), who cannot confirm the effect of demographic variables
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on insurance purchasing decisions. The statistically significant effects of education level
and income level are consistent with the results of Demiray Erol & Alma (2016) and
Eygii & Sogukpinar (2012), while the significant effect of gender is inconsistent with
the results of Demiray Erol & Alma (2016).

Contrary to expectations, the fact that the customer has had a traffic accident with
injuries or material damage does not impact the decision to purchase a comprehensive
insurance policy. The findings in this respect differ from those obtained in the Lim et
al. (2023) study. Lim et al. reported the impact of disease history on the decision to
purchase health insurance. However, in this study, accident history could not be associated
with the decision to purchase insurance. This situation can be interpreted as previous
accident experiences cannot suppress the attitude towards risk and the tendency towards
overconfidence. The effect of overconfidence tendency and risk-taking attitude variables
on vehicle insurance policy purchasing behavior was significant. Since the risk in traffic
insurance depends on the driver's abilities, overconfident individuals are less likely to
purchase insurance. This finding confirms Bregu (2022). In addition, it is revealed that
the risk perception created by traffic insurance in individuals differs from that of other

insurance types, such as health insurance.

The findings of the present study are consistent with Akan (2012), Dragos &
Dragos (2017), Dansu (2018), Lyu & Barré (2017), and Masud (2021) in terms of the
relationship between individuals' risk perceptions and income levels and comprehensive
vehicle insurance policy purchase behavior. Additionally, it is important that the effect
of the gender variable on comprehensive vehicle insurance policy purchase behavior was
found to be significant. Findings show that men purchase fewer comprehensive vehicle
insurance policies than women. This situation is compatible with the fact that women
in Turkey are still at a disadvantage in traffic and feel the need to insure themselves

and their vehicles.

CONCLUSION

This study aims to explain individuals' comprehensive vehicle insurance policy
purchasing behavior with individual characteristics. In addition to other characteristic
features, the effect of the consumer's self-overconfidence tendency and attitude toward
risk on insurance purchasing preference has been aimed at being revealed. Therefore,
the null hypotheses that several individual characteristics, overconfidence, and attitude
towards risk do not affect comprehensive vehicle insurance policy purchasing behavior
were tested. In line with the purpose of the study, a questionnaire was applied to 428
vehicle owners in Turkey, and the data obtained was analyzed using a binary logit model.
Although the number of samples is sufficient to represent the population, this number
constitutes a research limitation because only vehicle owners who could be reached and

agreed to answer the questionnaire were included in the sample.

The research findings reveal that the null hypothesis can be rejected for the variables

of gender, education level, income level, vehicle market value, attitude towards risk, and
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self-confidence level. Higher education level, female vehicle owner, higher income level,
higher vehicle value, the individual's risk avoidance, and lack of overconfidence tend to
increase the likelihood of individuals purchasing a comprehensive traflic insurance policy.
A high level of education will increase the knowledge about possible risks and provide
a higher awareness of risks. The effect of income level and vehicle market value on the
decision to purchase insurance is consistent with expectations for Tiirkiye. The fact that
vehicle prices have a high share of consumer budgets in Tirkiye turns vehicles into
investment and savings tools. Therefore, it can be inferred that decisions to purchase
vehicle insurance policies in Turkey are made to protect investments and savings rather
than the risks that may occur due to an accident. This inference is also supported by the
statistically insignificant effect of previous accident experiences on purchasing decisions.
The effects of attitude towards risk on insurance purchasing behavior are consistent with
expectations. However, risk needs to be discussed more in insurance behaviors to protect
existing assets. Overconfidence tendency affects individuals' belief that they will not
make mistakes. Therefore, individuals who are overconfident avoid comprehensive vehicle
insurance policies, protecting them against traffic mistakes. It can be stated that these
individuals are aware of the risk, but they are mistaken in believing that they will not
be exposed to risk because they are overconfident. More studies are needed considering

the literature gap on overconfidence and risk-taking behavior.

Considering that individuals' insurance policy purchasing behavior provides liquidity
to the financial system and the place of insurance in the financial system in Turkey,
insurance activities support the financial system. By raising risk and insurance awareness,
policymakers can strengthen the financial sector and protect individuals against possible
losses. In addition, insurance agencies and public regulators should help individuals
make rational decisions by helping them overcome their tendency to be overconfident.
In Turkey specifically, the fact that women tend to purchase more traffic insurance is
related to the fact that women feel more risk in traffic. Active policies are recommended

against this perception.
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