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Objective: This study aims to design and explain a comprehensive digital
entrepreneurial marketing model tailored to the characteristics of the third millennium
generation in the insurance industry.

Methodology: This applied study adopts an exploratory mixed-methods design. In the
qualitative phase, data were collected through semi-structured interviews with 19
academic experts and insurance industry specialists selected via snowball sampling,
and analyzed using grounded theory through open, axial, and selective coding. In the
quantitative phase, a 90-item questionnaire was developed based on the extracted
concepts and categories, and the data were analyzed using structural equation modeling
to test the proposed relationships.

Findings: Inferential results indicated that the proposed model demonstrated an
acceptable overall fit and that all hypothesized paths were statistically significant.
Causal conditions had a significant effect on the core category, which in turn
significantly influenced strategic actions. Strategies, intervening conditions, and
contextual factors showed significant effects on outcomes. Among the core
dimensions, data utilization and analytics exhibited the highest path coefficient,
followed by innovation in insurance products and digital communications.
Conclusion: The findings suggest that digital entrepreneurial marketing in the
insurance industry is a multidimensional and systemic phenomenon whose
effectiveness depends on the integration of product innovation, data-driven
capabilities, and digital communications within dynamic technological, social, and
economic contexts.
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EXTENDED ABSTRACT
Introduction

The insurance industry has entered a period of profound transformation driven by rapid
technological change, evolving customer expectations, and intensifying competition. Digitalization has
fundamentally altered how insurance services are designed, marketed, and delivered, shifting the industry
away from traditional, agent-centered models toward data-driven, platform-based, and customer-centric
approaches. In this context, digital marketing is no longer a supportive operational function but a strategic
capability that shapes competitiveness, customer trust, and long-term value creation in insurance markets
(Baranauskas & Raisien¢, 2021; Masi et al., 2024).

At the same time, the rise of InsurTech and financial technologies has expanded the boundaries of
innovation in insurance by enabling advanced analytics, artificial intelligence, personalized pricing, and
real-time customer interaction. These developments have increased the relevance of entrepreneurial logic
in insurance marketing, as firms are required to identify opportunities, experiment with new value
propositions, and respond rapidly to environmental uncertainty (Ahmad et al., 2025; Braun & Jia, 2025).
Prior studies suggest that digital transformation in insurance achieves meaningful outcomes only when it
is integrated with innovation-oriented and opportunity-driven managerial mindsets rather than
implemented as a purely technological upgrade (Bahrami et al., 2022; Haghighi Kafash, 2022).

A critical driver of this transformation is the emergence of the third millennium generation, often
characterized as digitally native, experience-oriented, and highly sensitive to transparency, speed, and
personalization. This generation relies extensively on digital platforms, social media, and online
recommendations in financial decision-making, including insurance purchases. Consequently,
conventional marketing approaches that emphasize standardized products and one-way communication
are increasingly ineffective for engaging this segment (Hassan et al., 2024; Shrestha et al., 2019). Research
highlights that trust, data-driven personalization, and seamless digital interaction play decisive roles in
shaping adoption intentions and satisfaction among younger insurance customers (Bayati et al., 2023; Ricky,
2025).

Despite the growing body of literature on digital marketing and InsurTech, existing studies often
address technological tools, customer behavior, or organizational capabilities in isolation. Less attention
has been paid to developing an integrated and entrepreneurial marketing framework that explains how
digital capabilities, innovation, contextual conditions, and strategic actions jointly influence outcomes in
the insurance industry, particularly within emerging markets. Moreover, there is a lack of empirically
grounded models that explicitly account for generational change and the specific requirements of third
millennium customers (Alizadeh & Jalali Filshour, 2023; Jalali Filshour & Alizadeh, 2022). Addressing this
gap, the present study seeks to conceptualize and empirically validate a comprehensive digital
entrepreneurial marketing model tailored to the insurance industry, drawing on both qualitative insights
and quantitative testing (Almasi et al., 2024; Masi et al., 2024; Rabiei et al., 2024).

Methods and Materials

This study employed an exploratory mixed-methods design consisting of qualitative and
quantitative phases. In the qualitative stage, semi-structured interviews were conducted with academic
experts, senior managers, and specialists in the insurance industry. Participants were selected through



snowball sampling, and data collection continued until theoretical saturation was achieved, resulting in
nineteen completed interviews. The qualitative data were analyzed using grounded theory methodology,
following systematic procedures of open coding, axial coding, and selective coding to identify concepts,
categories, and their interrelationships.

Based on the qualitative findings, a structured questionnaire was developed to operationalize the
identified constructs. The questionnaire consisted of ninety items reflecting causal conditions, the core
category, contextual and intervening conditions, strategic actions, and outcomes of digital entrepreneurial
marketing in the insurance industry. In the quantitative phase, data were collected from managers and
experts in insurance organizations. Structural equation modeling was applied to test the proposed model,
evaluate path coefficients, and assess overall model fit.

Findings

The results of the qualitative analysis led to the identification of ninety concepts grouped into
eighteen categories. Among these, three dimensions emerged as the core category of the digital
entrepreneurial marketing model: innovation in insurance products, data utilization and analytics, and
digital communications. The remaining categories were organized into five higher-order components:
causal conditions, contextual conditions, intervening conditions, strategies, and outcomes.

Quantitative analysis demonstrated that the proposed model exhibited satisfactory goodness-of-fit
indices, confirming its structural validity. The path analysis revealed that causal conditions had a
significant and positive effect on the core category. In turn, the core category significantly influenced
strategic actions, indicating that product innovation, data-driven capabilities, and digital communication
are central mechanisms through which entrepreneurial marketing is enacted in the insurance industry.

Among the core dimensions, data utilization and analytics showed the highest standardized path
coefficient, followed by innovation in insurance products and digital communications. This finding
underscores the dominant role of data-driven decision-making in contemporary insurance marketing.
Strategic actions, particularly customer experience management, digital marketing strategies, and
diversification of distribution channels, had significant positive effects on outcomes. The results also
indicated that contextual and intervening conditions moderated the effectiveness of strategies, while
outcomes such as increased customer satisfaction, enhanced access to information, and market
development were significantly explained by the model.

Overall, the findings confirm that digital entrepreneurial marketing in the insurance industry
operates as an interconnected system in which technological, organizational, and environmental factors
jointly shape performance outcomes.

Discussion and Conclusion

The findings of this study demonstrate that digital entrepreneurial marketing in the insurance
industry cannot be reduced to the adoption of digital tools alone. Instead, it represents a multidimensional
and systemic phenomenon that integrates innovation, data-driven capabilities, and interactive
communication within a broader entrepreneurial logic. The prominence of data utilization and analytics
highlights the strategic importance of transforming customer information into actionable insights that
support personalization, trust-building, and value creation.

The strong influence of innovation in insurance products indicates that entrepreneurial thinking
remains essential even in highly regulated and traditionally conservative industries such as insurance.
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Digitalization amplifies the impact of innovation by enabling rapid experimentation, flexible product
design, and closer alignment with customer needs. Digital communications, while necessary for
engagement, appear to be most effective when embedded in a coherent strategy that combines
technological capabilities with customer-centric innovation.

The significance of strategic actions, particularly customer experience management, suggests that
competitive advantage in the insurance industry increasingly depends on the quality of digital interactions
across the customer journey. Positive outcomes such as enhanced satisfaction, improved access to
information, and market expansion emerge when firms align their strategies with both generational
expectations and environmental conditions.

In conclusion, this study provides an empirically validated model that advances understanding of
digital entrepreneurial marketing in the insurance industry. By integrating qualitative theory building with
quantitative testing, the research offers a comprehensive framework that can guide managerial decision-
making and strategic planning in the digital era. The model highlights the necessity of aligning
entrepreneurial orientation, digital capabilities, and contextual awareness to effectively serve third
millennium customers and sustain competitiveness in the evolving insurance landscape.
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