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EXECUTIVE SUMMARY

Trust is a cornerstone of the insurer-
policyholder relationship. Policyholders

must believe that their insurer will honor

its commitments when a loss occurs, while
insurers rely on honest disclosure from their
clients. This study draws on the SCOR Global
Consumer Study 2023-2024 (covering 12,563
respondents across 22 markets) to provide a
comprehensive international assessment of
the extent to which consumers trust life and
health insurers, what drives that trust, and
how it shapes both insurance demand and
willingness to share personal data.

In our data, 63% of respondents trust insurers, with
key sociodemographic and behavioral differences.
Our findings also reveal substantial geographic
heterogeneity. Trust rates exceed 80% in Chinese-
speaking and Indian markets, as well as in Muslim-
majority Southeast Asian countries, but fall to 50-
70% in European and Anglophone markets. These
disparities are deeply rooted in cultural norms and
institutional traditions, confirming the theoretical
framework of Guiso, Sapienza, and Zingales on the
cultural determinants of economic trust.'

Trust has measurable economic consequences.
Consumers who perceive their insurer as trustworthy
are approximately 10% more likely to hold a life or
health insurance policy and nearly 20% more likely to
consent to sharing wearable data with insurers. The
effect of trust on personal data sharing with insurers
is particularly pronounced in Central and Northern
Europe (+28.7%) and in Other East Asian (+24.9%),
suggesting that trust-building efforts yield the highest
marginal returns in markets where baseline consent
levels are relatively low.

A logistic regression analysis identifies the key
determinants of trust. Self-reported insurance
knowledge is by far the strongest predictor. Frequent
social media usage, being a male, and having children
are also positively associated with trust.

These results carry clear strategic implications for the
industry. Insurers seeking to strengthen trust should
prioritize insurance literacy programs, leverage social
media as a trust-building channel, invest in claims
excellence, and adopt region-specific engagement
strategies. The findings underline that in an era of

data-driven product innovation, consumer trust is not
merely a reputational asset but a prerequisite for the
deployment of complex insurance policies, connected
health programs, and wearable-based risk assessment.



INTRODUCTION
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As Kenneth Arrow observed,? trust is a
foundational element of most economic
activity. It becomes indispensable in
transactions involving a temporal dimension:
when a consumer pays for an item online
before receiving it, they trust that it will be
delivered.

Because financial transactions such as savings plans
and insurance policies essentially exchange liquid
capital today for a promise of future returns, they are
uniquely dependent on trust.® The viability of these
markets relies on consumers’ confidence that banks

or insurers will not misappropriate funds, and on
companies’ belief that clients will fulfill their repayment
obligations.

Indeed, insurance contracts function as a risk-transfer
mechanism wherein the insurer commits to financial
restitution contingent upon the realization of a future
peril. A policyholder must trust that the insurance
company will pay out if an accident or illness occurs
at some time in the future. On the other hand, the

insurance company needs to trust that the policyholder

will not commit fraud by submitting a false claim.

Trust is becoming increasingly important with the
development of complex insurance policies, where
individuals often do not fully understand how the
contract works.* As a result, they need to trust even
more than before that the insurer will reimburse them
in the event of a loss.

Insurers also aim to build deeper relationships with
policyholders through the development of prevention

programs. They are increasingly focusing on prevention

programs to keep policyholders healthier, which
reduces premature claims and long-term costs.

These programs also increase customer engagement
and retention, while improving risk prediction and

pricing.

However, if individuals distrust an insurance company
and don’t want to deepen the relationship, they are
unlikely to enroll in a prevention program, even if it
could help them avoid future losses or achieve better
health outcomes.

Knowing these elements, we aim to address the

following questions:

(1) How much trust do consumers place in insurers?
Which population groups trust insurers the most,
and which trust them the least?

(2) What is the impact of trust on insurance demand
and on data sharing? What are the international
differences?

(3) How can insurers become more trustworthy?
Which populations should be targeted by these
strategies?
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SURVEY DESIGN - DATA SOURCES

Our study leverages the 2023-2024 Global
Consumer Study (GCS), a survey conducted
by SCOR Digital Solutions (SDS). This
comprehensive study provides insights into
consumer attitudes and behaviors concerning
insurance on a global scale. Topics covered
include health, attitudes to new technologies
(such as Al), and data privacy, including
consent to share personal data.

SDS gathered 12,563 individuals from 22 markets
around the world. The sample methodology for each
market aims to be representative of consumers or
potential consumers of insurance, based on national
demographic parameters (age, gender, and region).
Table 1 shows the main variables from the GCS used in
this analysis.

TABLE 1: KEY VARIABLES AND SURVEY QUESTIONS

VARIABLE STATEMENT/QUESTION POSSIBLE ANSWERS

Strongly disagree

Insurers are generally seen as :

I Disagree
trustworthy in times of need and are
Trust . N Neutral

transparent with the benefits given

Agree

Wearable Data
Sharing

L&H Insurance
Knowledge

L&H Insurance
Ownership

Source: SCOR

in exchange for your money.

How comfortable are you in sharing

the following categories of data
with an insurer?

How much do you think you know
about L&H insurance?

Which types of personal health or
life insurance do you have?

Strongly agree

Very uncomfortable
Uncomfortable
Comfortable

Very comfortable

No knowledge

Some knowledge
Good knowledge
Very good knowledge

Private Health
Life
Accident & Disability insurance

STATISTICAL USAGE

Respondents expressing
agreement (agree or strongly
agree) are considered as
trusting insurers and non-
trusting insurers otherwise

Respondents expressing
comfort (comfortable or very
comfortable) are considered as
comfortable sharing data and
non-comfortable otherwise

Knowledge is measured using a
four-level self-assessed scale

Respondents are considered
as policyholders if they own at
least one policy



Figure 1 reveals a striking geographic gradient. The
highest trust rates, above 80%, are concentrated

in East and South Asia: China, Hong Kong, India,
Indonesia, and Malaysia. By contrast, Northern
European markets and Anglophone countries (United
States, Canada, United Kingdom, Australia) exhibit
rates in the 50-70% range. The intermediate position

0]

Key insight: Insurers cannot rely on a uniform global

communication strategy but must tailor trust-building
efforts to the cultural and institutional context of each
market.
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of Latin American and Mediterranean European
markets suggests that trust is not simply a function

of economic development but is shaped by a

complex interplay of cultural expectations, regulatory
frameworks, and historical experience with local market
players.

FIGURE 1: WORLD MAP OF TRUST RATES TOWARD INSURERS ACROSS THE 22 SURVEYED COUNTRIES (GCS

2023-2024)

Trust Rate (%)
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0
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Source: SCOR
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IMPACT OF TRUST ON INSURANCE DEMAND

TABLE 2: PREDICTED PROBABILITY OF OWNING L&H INSURANCE, BY CULTURE AND TRUST LEVEL

REGIONAL / CULTURAL

GROUP®

Chinese-Speaking
Regions

Muslim-Majority SE
Asia

British Isles

Central & Northern
Europe

Other East Asian
Countries

India

LATAM

Mediterranean Europe

North America &
Oceania

South Africa

Overall

INDIVIDUALS PER
GROUP

2,513

1,006

1,004

1,003

1,006

1,003

1,006

1,513

2,007

502

12,563

INSURANCE

OWNERSHIP WITHOUT

TRUST

88.9% [86.6, 90.8]

82.6% [78.9, 86.1]

63.0% [59.2, 66.6]

68.4% [64.8, 71.9]

73.8% [69.6, 77.6]

91.4% [88.0, 94.2]

67.5% [63.2,71.7]

74.7% [71.8, 77.6]

74.9% [72.6, 77.1]

74.0% [68.6, 78.9]

77.4% [76.4, 78.4]

INSURANCE

OWNERSHIP

WITH TRUST

94.0% [92.7, 95.0]

87.5% [84.9, 89.6]

66.0% [62.0, 70.1]

79.8% [76.1, 82.9]

86.7% [84.1, 89.1]

94.9% [93.2, 96.3]

78.5% [75.3, 81.5]

77.9% [75.2, 80.5]

81.1% [78.5, 83.4]

80.8% [76.2, 84.9]

83.8% [83.0, 84.6]

PERCENTAGE POINTS
INCREASE

+5.1

+4.9

+3.0

+11.4

+12.9

+3.5

+11.0

+3.3

+6.2

+6.8

+6.4

Note: Probabilities estimated from logistic regressions adjusting for age, gender, L&H insurance knowledge, risk aversion, education, and
family status. Values in brackets are the confidence intervals at the 95% level. Group compositions are detailed in table é.

Source: SCOR

As detailed in Table 2, Trusting consumers are 6.4
percentage points more likely to own at least one
L&H insurance product (83.8% vs. 77.4%), representing
a relative increase of 8.3%. The largest trust-related
gains are found in Other East Asian countries (+12.9
pts) and Central & Northern Europe (+11.4 pts),

followed by LATAM (+11.0 pts).

In markets where insurance penetration is already high
regardless of trust, such as India (91.4% for non-trusting,
94.9% for trusting) and Chinese-speaking regions (88.9%
vs. 94.0%), the marginal effect of trust on demand is
more limited. This ceiling effect is not surprising: when
most consumers already hold insurance, additional trust

gains yield diminishing returns on penetration rates.



Figure 2 shows that among women, trust is associated
with increase in insurance ownership from 75.7% to
82.9% (+7.2 pts), while among men the increase is
from 79.2% to 85.2% (+6.0 pts). The trust effect is
similar in magnitude for both groups, indicating that
trust operates as a universal driver of insurance
demand regardless of gender.

The precise magnitude of the effect on demand
remains uncertain, as trust may increase with insurance
exposure or decline following negative experiences.
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FIGURE 2: PREDICTED PROBABILITY OF INSURANCE
OWNERSHIP BY GENDER AND TRUST STATUS

Probality of Owning Life and Health Insurance
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Source: SCOR
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Key insight: Trust is crucial for commercial growth,
especially in LATAM, Germany, Sweden, Japan, and
South Korea.

7
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IMPACT OF TRUST ON DATA SHARING (WITH INSURERS)

TABLE 3: PREDICTED PROBABILITY OF WILLINGNESS TO SHARE WEARABLE/HEALTH DATA, BY CULTURE AND

TRUST LEVEL

WILLINGNESS TO

WILLINGNESS TO

REGIONAL / CULTURAL INDIVIDUALS PER SHARE WEARABLE/ SHARE WEARABLE/ PERCENTAGE POINTS
GROUP?> GROUP HEALTH DATA WITHOUT HEALTH DATA WITH INCREASE
TRUST TRUST
Silnsse-tpzeldng 2,513 69.6% [67.3, 71.8] 80.1% [78.6, 81.6] +10.4
Regions
Xs‘fas"m"\"ajo”ty SE 1,006 74.2% [71.2, 77.2] 83.5% [81.2, 85.6] +9.3
British Isles 1,004 64.8% [61.5, 67.9] 76.4% [73.7, 78.8] +11.6
Central & Northern 1,003 47.4% [44.1, 50.6] 61.0% [58.0, 64.1] +13.6
Europe
Oty E2; AR 1,006 53.5% [50.2, 56.7] 66.8% [63.8, 69.5] +133
Countries
India 1,003 80.6% [77.6, 83.5] 88.1% [86.1, 89.9] +7.4
LATAM 1,006 65.0% [61.7, 68.1] 76.6% [74.0, 79.1] +11.6
Mediterranean Europe 1,513 54.8% [52.3, 57.5] 67.9% [65.6, 70.2] +13.1
Ny Ameies & 2,007 60.7% [58.5, 63.0] 73.0% [70.9, 75.0] +12.3
Oceania
South Africa 502 77.8% [73.7, 81.5] 86.2% [83.3, 88.8] +8.4
Overall 12,563 64.2% [62.8, 65.5] 75.5% [74.5, 76.4] +11.3

Note: Probabilities estimated from logistic regressions adjusting for age, gender, L&H insurance knowledge, health behavior, wearable use, risk

aversion, education, family status, and smoking status.

Source: SCOR

Table 3 reveals that trust exerts a substantial and
statistically significant effect on consumers’ willingness
to share wearable data. Across all 22 markets surveyed,
trusting consumers are 11.3 percentage points

more likely to consent to data sharing (75.5% versus
64.2%). This effect is robust after adjusting for multiple

demographic confounders.

The highest relative gains from trust are observed in
Central & Northern Europe (+28.7 pts) and East Asia
(+24.9%), both regions characterized by comparatively
low baseline data-sharing rates among non-trusting



respondents. This suggests that trust-building efforts
yield the greatest marginal returns in markets where
privacy concerns are strongest. By contrast, India and
Muslim-Majority Southeast Asia show more modest
gains, indicating a ceiling effect in high-consent
environments.

TABLE 4: CLASSIFICATION OF CULTURAL AND GEO-
GRAPHIC GROUPS

Regional / cultural group Issuer Countries

British Isles Ireland, United Kingdom
Central and Northern Europe Germany, Sweden
China, Hong Kong,
Chinese-Speaking Regions Singapore, Taiwan
Australia, Canada, United
States of America

Chile, Mexico

Indonesia, Malaysia

North America & Oceania
LATAM

Muslim-Majority Asian Countries

Other East Asian Countries Japan, South Korea

Southern European Countries France, Italy, Spain

Individual Countries India, South Africa

Figure 3 shows that trust increases the willingness to
share data by 11% for both genders. Although women
have a lower baseline level of willingness, the effect of
trust is identical across genders, indicating that trust
operates independently of gender.

A key comparative finding: the overall effect of trust
on data sharing (+11.3 pts) is roughly double the
effect that trust has on insurance demand (+8.3%). This
difference arises because there is more room for trust
to enhance data sharing than to increase insurance
demand. This asymmetry is strategically significant:
even in markets where trust levels sustain insurance
purchase, they may not be enough to secure the
consumer data required for next-generation products
such as connected health programs and wearable-
based underwriting.
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FIGURE 3: PREDICTED PROBABILITY OF DATA SHAR-
ING BY GENDER AND TRUST STATUS

Willingness to Share Data with Insurers
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HOW TO BUILD CONSUMERS'’
TRUST

We have shown that trust is crucial in the insurance
market. We now turn to examining the factors that
influence individuals’ levels of trust. To this end,

we estimate a logistic regression model and report
Average Marginal Effects (AMEs, Figure 4), which
express each factor's association with trust as a change
in the predicted probability of trusting insurers (in
percentage points). This metric identifies which
observable consumer characteristics are most strongly
associated with higher trust, thereby providing insights
for targeted trust-building strategies.

O

Key insight: Insurers must first be trustworthy before
they can implement underwriting or prevention
programs using smartwatches, especially in Europe,
Japan, and South Korea where trust has the greatest
impact on data sharing.
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FIGURE 4: PREDICTED PROBABILITIES OF TRUSTING INSURERS, FROM BASELINE (REFERENCE LEVEL) TO COM-
PARISON LEVEL, BASED ON AVERAGE MARGINAL EFFECTS FROM THE LOGISTIC REGRESSION MODEL

Source: SCOR

Note: AMEs are estimated from logistic regressions adjusting for age, gender, L&H insurance knowledge, education, family status, and social
media usage. Each effect is expressed as the change in predicted probability of trusting insurers relative to the reference level.



INSURANCE KNOWLEDGE: THE STRONGEST
LEVER

Self-reported insurance knowledge is the strongest
predictor of trust. Relative to respondents with no
knowledge (baseline probability of 48%), those
reporting “some knowledge” are 6.3 percentage
points more likely to trust insurers, raising their
predicted probability to 54%. This effect grows
substantially with familiarity: respondents reporting
“good knowledge” are 18.9 points more likely to trust
(66%), and those reporting “very good knowledge”
are 33.3 points more likely (81%), by far the largest
effect of any factor in the model. This suggests

that familiarity with insurance products is the most
powerful lever available to insurers. Importantly, formal
education loses statistical significance once we adjust
for insurance literacy. Hence, practical literacy, not
academic qualifications, is what matters for building
confidence in insurers.

Individuals with limited knowledge of insurance often
struggle to understand how contracts work and how
claims are processed. As a result, they may feel that
insurers are simply taking their money and fail to
recognize the insurer's role as a financial safety net.

SOCIAL MEDIA AS A TRUST-BUILDING
CHANNEL

Social media usage frequency is the second most
influential positive predictor. Compared to individuals
who rarely use social media (baseline of 51%), frequent
users are markedly more likely to trust insurers: those
who use it “often” or “always” are roughly 15.8
percentage points more likely to trust, reaching a
predicted probability of about 67%. One might have
expected that people who spend the most time on
social media would have less trust in insurers, as

they could be more exposed to the controversies
surrounding insurance. However, frequent social media
users tend to be more digitally engaged and might

be more receptive to online information campaigns.
For insurers, this points to the strategic importance of
digital communication channels as a vehicle for trust-
building, not merely product marketing.

DEMOGRAPHIC AND CULTURAL
DETERMINANTS

Trust in insurers declines with age, which may be
explained by the fact that older individuals have
accumulated more direct or indirect experiences with
insurers, such as claim denials, complex procedures,
or perceived unfair treatment, which can erode
confidence. Relative to the youngest group (18-25),
respondents aged 25-34 are 3.5 points less likely
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to trust, and those aged 35-42 are 6.8 points less
likely. Being male is associated with higher trust (+5.2
percentage points), and having children raises the
probability of trusting insurers by 7.9 points. The
parenthood effect likely reflects a heightened sense
of responsibility and more frequent interaction with
insurance products.

Finally, cultural and geographic background is a
powerful structural determinant, consistent with Guiso,
Sapienza, and Zingales.1 Respondents from Chinese-
speaking regions display the highest predicted trust
(the reference group, at 75%), and most other cultural
regions fall significantly below it: the British Isles are
20.6 points lower (54%), North America & Oceania
19.8 points lower (55%), South Africa 19.5 points lower
(55%), and Central & Northern Europe 17.5 points
lower (57%).

CLAIMS EXCELLENCE

Claims handling represents the moment of truth in the
insurer-policyholder relationship: the point at which

the insurer’s promise is tested against reality. Our

data does not include information about participants’
experiences with insurers, but another study conducted
by Courbage & Nicolas® found that this is also a strong
driver of trust.

Table 4 clearly indicates that trust increases with
positive experiences. Moreover, the authors find that
denied claims and payment delays significantly reduce
trust.

TABLE 4: EXPERIENCES AND THE LEVEL OF TRUST IN
INSURANCE (COURBAGE & NICOLAS, 2019)¢

This table shows the occurrence of bad and good experiences
according to the level of trust in insurance. These dummy variables
take the value of 1 if the answer is “yes” and 0 if the answer is “no”
to the questions: “Have you ever had, or know someone who has
had, a bad experience with insurance? “Have you ever had, or know
someone who has had, a good experience with insurance?

Trust level Bad experience Good experience

Strongly distrust 74.07% 29.4%

Somewhat distrust 62.59% 44.43%
Neither trust nor distrust 45.71% 51.77%
Somewhat trust 42.4% 69.82%
Strongly trust 51.63% 82.07%
Full Sample 53.27% 51.28%

Courbage & Nicolas also found that men'’s trust
decreases more than women'’s after exposure to bad
experiences with insurers.’
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This shows the benefits of investing in claims
excellence: speed, transparency, empathy, and fairness
yield compounding returns through both direct trust
reinforcement and indirect word-of-mouth effects.5

An individual whose claim is processed smoothly is
significantly more likely to maintain and reinforce trust,
not only for themselves but through effects that extend
to their social network.

O]

Key insight: Insurers can build trust through insurance
literacy programs, especially via social media and
digital channels, as well as through positive customer
experiences.




CONCLUSION

SCOR Expert Views - The Role of Trust in Insurance Demand and Data Sharing with Life & Health Insurers

13

This study provides a comprehensive
international assessment of policyholder trust
in life and health insurers. Our analysis yields
three principal findings.

First, trust in insurers exhibits substantial geographic
heterogeneity, deeply rooted in cultural and
institutional traditions. Cultural region emerges as

a powerful structural determinant of trust, with the
lowest levels observed in the British Isles, South Africa,
and North America & Oceania.

Second, trust has measurable and differentiated
economic consequences. Trust is associated with a 6.4
percentage-point increase in insurance ownership and
an 11.3 percentage-point increase in willingness to
share wearable data. The strongest marginal returns
to trust-building are observed in Central & Northern
Europe (+16.7% for demand, +28.7% for data

sharing) and Other East Asian (+17.5% and +24.9%
respectively).

Third, self-reported insurance knowledge is by far the
strongest predictor of trust, exhibiting a clear dose-
response relationship. Frequent social media usage,
being male, and being younger are also positively
associated with trust.

Knowing this, this study provides concrete levers for
insurance professionals. The most effective lever for
enhancing trust may be to invest in insurance literacy
programs, particularly through social media and
digital channels. Claims excellence remains a critical
touchpoint.

Consumer trust is not merely a reputational asset

but a functional prerequisite for the deployment

of data-intensive innovations including complex
insurance policies, connected health programs, and
wearable-based underwriting. In an era where product
innovation increasingly depends on policyholder data,
the ability to earn and sustain consumer trust will be a
decisive competitive advantage.
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