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Abstract

This study aimed to identify, prioritize, and model the key factors influencing digital entrepreneurial marketing for the third millennium
generation in the insurance industry. This applied research adopted an exploratory mixed-method design (qualitative—quantitative). In the
qualitative phase, semi-structured interviews were conducted with 19 experts and specialists in the insurance industry, selected through
snowball sampling until theoretical saturation was achieved. Data were analyzed using grounded theory through open, axial, and selective
coding, resulting in 90 concepts grouped into 18 categories. In the quantitative phase, a 90-item questionnaire was developed based on
the extracted constructs. Confirmatory factor analysis and structural equation modeling were employed to assess construct validity, model
fit, and the relationships among variables. The results identified three core categories: innovation in insurance products, use of data and
data analytics, and digital communications. Structural path coefficients indicated that causal conditions significantly influenced the core
category (B = 0.51), which in turn significantly affected strategies (B = 0.54). Strategies had a direct significant effect on outcomes (8 =
0.46), while intervening conditions (B = 0.43) and contextual factors (B = 0.40) also significantly impacted outcomes. All t-values
exceeded 11.96, confirming statistical significance. Fit indices including RMSEA, CFI, NFI, IFI, and SRMR demonstrated acceptable to
excellent model fit. Digital entrepreneurial marketing in the insurance industry is a multidimensional construct shaped by the interaction
of causal, contextual, and intervening conditions through strategic mechanisms that lead to measurable outcomes. Product innovation,
data-driven decision-making, and digital communication constitute the central pillars of the model. The validated structural framework
provides a robust foundation for strategic planning and digital transformation initiatives within the insurance sector.
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Extended Abstract

Introduction

The accelerating convergence of digital technologies and entrepreneurial logics has fundamentally reshaped
competitive dynamics across service industries, particularly in financial services and insurance. Digital
transformation is no longer confined to process automation; rather, it represents a comprehensive
reconfiguration of value creation mechanisms, customer journeys, and strategic architectures {Verhoef, 2021
#365573}. Within the insurance industry, the rise of InsurTech firms and the diffusion of artificial intelligence,
blockchain, and data analytics have challenged traditional underwriting, distribution, and marketing models
{Ahmad, 2025 #365547}. Frameworks examining digital transformation maturity in insurance underscore the
necessity of technological capability development, cultural alignment, and strategic visioning to achieve
sustainable digital advancement {Abadeh, 2024 #365546}.

Parallel to these developments, entrepreneurial marketing has emerged as a strategic paradigm integrating
opportunity recognition, innovation, proactiveness, and customer-centricity {Al-Shaikh, 2023 #365548}.
Unlike conventional marketing approaches that rely on formal planning and substantial budgets,
entrepreneurial marketing emphasizes agility, resource leverage, and market experimentation {Freiling, 2024
#365557}. Empirical evidence demonstrates that entrepreneurial marketing positively influences firm
performance through competitive aggressiveness and innovation-oriented behaviors {Kakeesh, 2024
#365561}, and that entrepreneurial values embedded within strategic entrepreneurship enhance organizational
outcomes {Alshagawi, 2024 #365549}.

The intersection of digitalization and entrepreneurship has given rise to digital entrepreneurial marketing—a
domain increasingly recognized as essential for contemporary business education and research {Amjad, 2022
#365550}. Digital entrepreneurship leverages technological assets and platform-based infrastructures to scale
value creation and reduce transaction costs {Dana, 2024 #365556}. Strategic digital entrepreneurship in online
businesses has been shown to foster growth through agility, network embeddedness, and data utilization
{Nugroho, 2023 #365570}. In the insurance sector specifically, digital marketing capabilities have been linked
to enhanced responsiveness and improved customer engagement {Hoseini, 2023 #365559}.

Insurance markets globally have witnessed the integration of digital marketing tactics and platform-based

communication strategies, enabling firms to refine positioning and improve performance outcomes



{Cvitanovi¢, 2021 #365555; Ittiprasert, 2021 #365560}. Nonetheless, digital transformation initiatives are
influenced by contextual and environmental factors including regulatory conditions, organizational readiness,
and technological infrastructures {Cestero, 2023 #365553; Ghelichkhani, 2020 #365558}. Studies further
highlight that institutional frameworks and regulatory authorities significantly shape the trajectory of digital
adoption in insurance industries {Niraula, 2019 #365569}.

In addition, the third millennium generation—often characterized by high digital literacy, FinTech awareness,
and entrepreneurial intention—exerts new pressures on insurers to deliver personalized, technology-driven
services {Nguyen, 2024 #365567}. Al-driven personalization and blockchain-enabled transparency are
redefining digital marketing practices {Verma, 2025 #187123; Verma, 2025 #187148}. Given these
transformations, a comprehensive structural model that integrates entrepreneurial marketing and digital
transformation within the insurance industry remains underdeveloped in the literature {Maleki, 2022
#365564}.

Accordingly, this study aims to identify and prioritize the key factors influencing digital entrepreneurial
marketing for the third millennium generation in the insurance industry and to propose and empirically validate
an integrated structural model.

Methods and Materials

This applied research adopted an exploratory mixed-method design consisting of qualitative and quantitative
phases. In the qualitative phase, semi-structured interviews were conducted with 19 experts, academics, and
senior professionals in the insurance industry. Participants were selected through snowball sampling until
theoretical saturation was achieved. Data were analyzed using grounded theory methodology through open,
axial, and selective coding. This iterative coding process resulted in the extraction of 90 concepts clustered
into 18 categories.

In the quantitative phase, a structured questionnaire comprising 90 items was developed based on the identified
constructs. The instrument was administered to managers, deputies, and senior specialists within the insurance
sector. Data were analyzed using confirmatory factor analysis (CFA) and structural equation modeling (SEM).
Model fit was assessed through multiple goodness-of-fit indices including RMSEA, NFI, NNFI, CFl, IFI, GFI,
AGFI, RMR, and SRMR. Path coefficients and t-values were examined to test the significance and strength of
relationships among constructs.

Findings

Qualitative analysis revealed three central (core) categories: (1) innovation in insurance products, (2)
utilization of data and data analytics, and (3) digital communications. These core categories were embedded
within a broader paradigm model consisting of causal conditions, contextual factors, intervening conditions,
strategies, and outcomes.

Descriptive statistics indicated relatively high mean scores for contextual factors (M = 4.29) and intervening

conditions (M = 4.98), suggesting strong perceived importance among respondents.



Confirmatory factor analysis demonstrated that all standardized factor loadings exceeded 0.30, indicating
acceptable construct validity. All t-values were greater than +1.96, confirming statistical significance at the
95% confidence level. Goodness-of-fit indices indicated satisfactory to excellent model fit across constructs.
For example, RMSEA values ranged between 0.01 and 0.035, CFI values exceeded 0.88, and SRMR values
remained below acceptable thresholds, supporting measurement model adequacy.

Structural model results revealed that causal conditions significantly influenced the core category (B = 0.51).
The core category significantly affected strategic constructs (B = 0.54). Strategies exerted a direct effect on
outcomes (B = 0.46). Intervening conditions also influenced outcomes ( = 0.43), while contextual factors
demonstrated a meaningful impact (B = 0.40).

Among subcomponents, data utilization exhibited the highest loading within the core category (64%), while
digital communications and product innovation followed closely. Within strategic constructs, customer
experience management showed the strongest effect (0.56), whereas digital marketing tactics demonstrated
slightly lower but still significant effects (0.49). Outcome variables indicated that increased access to
information (61%) and customer satisfaction (53%) were the most prominent consequences of digital
entrepreneurial marketing implementation.

Discussion and Conclusion

The findings confirm that digital entrepreneurial marketing in the insurance industry constitutes a
multidimensional structural phenomenon shaped by the interaction of technological, organizational, strategic,
and environmental forces. Innovation in insurance products reflects the necessity of developing customized
and technology-enabled offerings aligned with the expectations of digitally native consumers. Data-driven
capabilities emerged as the most influential core element, underscoring the strategic centrality of analytics in
digital transformation contexts.

Digital communication channels serve not merely as promotional tools but as relational infrastructures
facilitating engagement, transparency, and trust. The structural model demonstrates that core entrepreneurial-
digital capabilities translate into strategic actions, which in turn generate measurable organizational outcomes
such as enhanced customer satisfaction, market expansion, and improved informational accessibility.
Importantly, intervening conditions and contextual factors moderate and shape the realization of strategic
benefits. Regulatory environments, cultural readiness, and organizational adaptability determine the extent to
which digital entrepreneurial marketing can be effectively implemented.

Overall, this study contributes to the literature by integrating entrepreneurial marketing and digital
transformation within a unified empirical framework tailored to the insurance industry. The validated structural
model provides a comprehensive roadmap for insurers seeking to align innovation, analytics, and digital
communication with strategic objectives targeting the third millennium generation. By empirically confirming

the interrelationships among causal, strategic, contextual, and outcome variables, the study advances




theoretical understanding while offering actionable insights for digital transformation initiatives in financial

service sectors.
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