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Abstract 
 

Transparency in insurance sales has been a major problem within the insurance industry since it has resulted in increased challenges in the 
provision of the services as well as in customer access to the services. The structure and type of insurance products sold, the lack of complete 
particulars between suppliers and consumers, and the high incentives to insurance agents to make sales all point to an open system for 
exploitation. Stimulated by such considerations, this study sought to critically discuss the above concerns with a view of identifying the current 
issues of transparency in selling insurance, and given its customer satisfaction, its potential in customer retention as well as boosting financial 
accessibility among the general population. This study, therefore, undertook a broad exploration of the literature in search of practices, codes, 
and regulations in the industry. The study pointed out that there is the issue of obscurity in insurance selling, which is an issue of huge concern to 
insurance selling firms and buyers. They postulated that the information asymmetry and lack of transparency surrounding these insurance 
products impacted customer satisfaction and trust. In addition, based on the analysis of various regulations and research, the study outlined ideas 
on how to enhance transparency in insurance sales based on new recommendations, digital tools, and improvements in behavioral cues. Overall, 
the study considered the issue of transparency in insurance selling and recommended that more efforts be put into financial accessibility and 
consumer choices. 
 

Keywords: Insurance, Sales, Fiduciary, Incentives, Customer Trust and Loyalty, Commissions Based Model, Ethical Concerns. 
 

	
INTRODUCTION 

 
Insurance has always been associated with problems of deceit 
and ethicality of agents and insurance companies. The 
significance of these values cannot be overstated as they 
describe the pivotal role of insurer customers in the creation of 
trust [1, 2]. Research shows that the insurance industry has 
been accused in the past of lacking transparency, which has led 
to high expectations on the customer's part, followed by 
discontentment [3, 4]. This problem is even more acute in the 
case of cyber insurance, where the products themselves can be 
quite diverse, and the pressure from volumes to sell these 
products tends to be rather high. Further, it was noted that 
there is a noticeable disparity between key customer needs and 
the value proposition provided by insurance companies. [5]For 
example, a study by Lambech & Høglo (2020) discussed the 
demand-side expectations of cyber insurance and established 
that the customers of this product had a very high expectation 
of coverage for business interruptions, unlike what the 
statistics showed. [6]. This disparity can leave the customers 
feeling cheated and become disappointed with the insurance 
industry. Similar research on the competencies of sales 
employees in the insurance market also focused on 
communication and Customer relations management, 
highlighting the need for effective communication and 
documentation to win the trust and retain clients [7, 8]. This 
calls for clear and proper conduct of the insurance business 
because once a customer is well informed, he will be satisfied 
with what he or she has bought in the insurance market. The 
largely incomprehensible and sometimes deliberately 
concealing characteristics of insurance products and the 
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genetics of the insurance market as a realized-information 
asymmetrical risk-transfer market are significant sources of 
misaligned expectations [9, 10]. Clients will sign the insurance 
agreements with certain desires and objectives to be met but 
later find out that an insurance plan or processing of the claims 
does not meet those expectations. [11]. The result is a growing 
distrust of the industry and the notion that the dreams being 
sold are fake. In addition, transparency in insurance sales is an 
interesting topic and one that is not quite so black and white 
with respect to its merits and demerits. Some researchers argue 
that due to the complexity of insurance products, their 
functioning remains shrouded from the customers’ 
understanding [12, 13]. Others have said that this pressure 
contributes to the concealment of sales practices in an 
endeavor to boost sales and, of course, profits [14, 15]. There 
is a recognizable argument that the industry is rather 
mysterious and was conditioned by the historical process of 
evolving insurance solutions. Further, it is evident that 
insurance products have changed over time depending on the 
market and customers' needs, but due to the various categories, 
customers end up being duped because of the complexity of 
the insurance products [16-18]. This creates obscurity, 
especially in selling policies, where customers are not in a 
position to understand contractual agreements in detail. 
Additionally, it was also argued that due to the sales pressures 
of setting targets and making more money, the sales practices 
are usually concealed. Often, insurance firms have certain sales 
quotas and bonuses within sales departments. [19] These 
quotas and bonuses make it easy for sales employees to focus 
on meeting their sales quotas rather than providing accurate 
information to customers [20, 21]. This may obscure the sales 
practice since the sales employees may not be forthcoming 
with the details of the policies to the clients. Based on the 
above arguments, the present study aimed to identify the 



problems of transparency in insurance sales and find ways to 
implement ethical transparency. In particular, it aims to define 
the causes of the misfit in expectations and find ways of 
bringing customer expectations into line with perception. To 
address the objectives of the study, the research will rely on 
qualitative research to review literature, current rules, and 
publishing relevant to the industry. Considering the identified 
problem of opacity in insurance selling, the study may make a 
positive impact on the elaboration of the more ethical 
principles of insurance selling. This is especially the case with 
cyber insurance, where the very nature of the products offered 
is relatively complex and where the pressure of having to make 
such sales all through the year may even worsen the situation 
with regard to the mismanagement of customers' expectations. 
 
The importance of this study stems from its ability to help 
guide the increasing transparency in the sales of insurance 
products. Thus, by stating the issues and providing novel 
approaches, the study can help to encourage insurance 
organizations to be more ethical and customer-oriented. This is 
especially so for the relatively new and constantly evolving 
product line such as cyber insurance, where the issues 
mentioned above of misinformation coupled with procedural 
pressure due to sales targets are more pronounced. 
 
The implications of the study will be relevant to the 
policymakers, regulators, and practitioners in the different 
industries affected by this area of policy. Thus, by emphasizing 
transparency and offering recommendations to attain it, the 
study can help policy and legislation processes that may aim at 
implementing ethical practices in insurance sales. Further, the 
findings of this study will be useful in helping industry players 
design better sales promotion techniques that address 
customers’ needs and earn their confidence. In general, the 
importance of this study and its relevance is in the possibility 
of enhancing customer satisfaction and trust and, as a result, 
the transparency of insurance businesses. Therefore, the study 
can help modify the phenomenon under consideration in the 
way that customer expectations will be closer to reality 
through customer education and financial literacy and through 
insurance organizations' improved ethical standards and 
customers’ empowered decision-making. 
 
LITERATURE REVIEW 
 
The insurance industry has for many years been faced with 
problems of fraud and truthfulness in the insurance selling 
process. Previous research on ethical insurance sales has 
revolved around the concept of customers and customer 
relations, particular strategies. [22]. For instance, research 
aimed at examining the competencies of the sales personnel in 
the insurance market focused on trust and satisfaction as the 
key indicators influenced by the help of organizational 
communication and documentation. [23-25]. This goes a long 
way in supporting the insurance parlance for a change of 
culture in insurance sales compared to product sales, where 
customers are bound to be happy when they fully understand 
what they are paying for [26]. Another work devoted to the 
analysis of the effects of employee capability for boosting the 
life insurance market pointed to the need for the professional 
training of specialists in the life insurance sales department to 
carry out communication with customers. [27]. This means that 
professionalism could be affected by some degree of unethical 
practices with regard to the customers in life insurance. 
 

Legal and Practical Framework of Transparency 
 
The government and industry codes of conduct establish the 
rules that have been put in place to reduce the number of 
opaque insurance sales. For example, the Indonesian 
Commercial Code section 171 does not support double 
insurance techniques, which are employed with the intention of 
making a profit out of a claim. [28]. This underlines the 
significance of essential actions aimed at combating unethical 
activities within the sphere of insurance. There are also 
practice standards that have been put in place to enhance the 
issue of disclosure. For instance, the Insurance Information 
Institute (III) has issued clear guidelines that aim to assist 
insurance companies in addressing customer relations and 
openness. [21]. This encompasses explaining insurance 
products and services in a simple manner, making sure that the 
consumers have a clear grasp of what they are being offered as 
well as the contents of the insurance policies that they sign. 
[29]. 
 
Direct Customer Communication 
 
Insurers have also deployed other strategies that are voluntary 
to enhance customer relations and information sharing. For 
example, Agyei et al., (2020) identify that some insurers have 
built engaging customer interface solutions for enhancing 
clients’ insurance knowledge. [30]. Such as using customer 
information to give specific recommendations on the product 
that might interest them [31]. Peculiarities, which can be noted 
in current approaches, lead to their limitations and 
shortcomings. However, there are challenges and weaknesses 
with current approaches, even with these measures in place. 
For instance, studies on how the disclosure of sales 
compensation affects misleading sales behavior identified that 
the disclosure of this sales compensation could change the 
ethical decision-making of life insurance salespeople [32, 33]. 
This raises the question of why regulation has not done more 
to inhibit misleading types of selling. The legal rules and the 
ethical standards of the industry in Indonesia regarding double 
insurance practices were investigated in another study that was 
conducted, and it was discovered that the industry continues to 
face ethical dilemmas, for example, in the area of double 
insurance practices [28]. This has led to several imperatives, 
including a call for increased regulatory disinfection of 
unethical practices in the insurance sector. 
 
Literature Gap 
 
This area of research on ethical sales practices in the insurance 
industry is underrepresented in the existing literature. Further 
research was required on the effects of restrictive measures and 
recommendations and the success of insurer-initiated voluntary 
actions in terms of enhancing the transparency of insurance 
sales. 
 
METHODS 
 
The current employs a critical, extensive review approach to 
current industry publications, laws, and journals. The aim of 
this work is to identify the existing problems concerning the 
informed transparency of insurance sales and to suggest the 
ideas of an effective and ethical approach. Derived from 
literature, regulations, and industry publications, this approach 
reveals factors and possible solutions. Such methods are 
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valuable on an exploratory basis to examine those gaps, which 
can be used in future research propositions. 
 
Data Collection 
 
The data collection for the current study involved the 
identification of peer-reviewed sources based on academic 
databases such as Scopus, Consensus, and other relevant 
sources, including articles, laws, and regulations. The studies 
to be included will range from 2018 to 2024 so as to make 
recommendations based on the recent and relevant information 
available. The search strategy will execute a ‘keywords search’ 
using Insurance Sales, Financial Inclusion, Transparency, and 
Sales Targets. Using such a wide number of keywords will 
ensure that a comprehensive view of the existing approaches, 
regulations, and voluntary actions concerning ethical 
transparency in insurance selling is provided. 
 
Data Analysis 
 
The qualitative analysis of the collected data was done by 
evaluating the current approaches to ethical insurance sales, 
regulations, and codes, voluntary actions of the insurance 
industry toward improving customer communication, and the 
strengths and weaknesses of the present strategies. The 
analysis involved a critical synthesis of themes, issues, and 
promising practices identified in the literature. This approach 
will help provide a clear evidence base so that conclusions 
made at the end of the study are robust. These sources are 
utilized to inform the analysis of the current practical context 
of insurance sales activities and related conditions. 
 
RESULTS 
 
The Challenges of Transparency in Insurance Sales 
 
The insurance industry is notorious for its ‘opaque’ selling 
strategies, and this problem affects both the suppliers and 
consumers of insurance services. [34]. Multi-layered and 
confusing insurance products and services, inherent 
information imbalance between insurance companies and 
policyholders, and incentive structures like sales targets and 
profit optimization thus create an environment suitable for 
fraud [35]. 
 
Misleading and Intricate Insurance Plans 
 
Insurance products are usually complex; the contracts include 
various clauses and terms, all written in legal language 
customers can hardly comprehend. Such practices result in a 
lack of transparency between the insurance company and its 
customers. Hence, some customers are bound to be given raw 
deals or overcharged when they require adequate coverage. For 
instance, according to the survey conducted by the IAIS, less 
than 40 percent of the customers always comprehend their 
insurance policies; inevitably, there is a high chance of 
misinterpretation and misunderstanding. They can also lead to 
customers having inadequate information regarding the actual 
cost and value of their policies, thereby making it challenging 
for them to arrive at reasonable decisions. 
 
Information Asymmetry 
 
The imbalance of information is another great difficulty in 
insurance sales: insurance companies have considerably more 

knowledge than clients [36]. Insurance service providers 
always have a lot of information on the products that they offer 
as well as the market compared to the information that 
customers have about the same products [37]. Such a situation 
exposes customers to exploitation by providers, putting them 
through policies that are not useful to them or even concealing 
information regarding the policy. According to the World 
Bank study, 70 percent of customers were forced into buying 
policies by agents who clearly did not explain the terms of the 
policies [38]. This information failure can also result in the 
customers not being well informed on the pros and cons of 
their policies thus are unable to assess the level of risks and 
returns of their policies. 
 
Pressure to Meet Sales Targets 
 
The pressure to meet sales targets and maximize profits is 
another significant challenge to transparency in insurance sales 
[39]. Insurance companies often incentivize their sales agents 
to sell more policies, regardless of whether they are suitable 
for the customer. This can lead to agents pushing customers 
into policies that are not tailored to their needs, resulting in 
customers receiving inadequate coverage or being overcharged 
for their policies. A study by the Financial Conduct Authority 
(FCA) found that 40% of customers reported feeling pressured 
by insurance agents to purchase policies that were not in their 
best interests [40]. This pressure can also lead to agents hiding 
important details about coverage or policy costs, making it 
difficult for customers to make informed decisions. 
 
Importance of Transparency 
 
Transparency plays a decisive role in managing problems 
connected to financial inclusion, customer satisfaction, and 
trust. An IAIS study revealed that transparency is an essential 
aspect of ensuring the delivery of financial solutions as it 
empowers customers with insights into their insurance 
requirements [41]. The World Bank also identified the effects 
of transparent insurance sales, with the insurance customers 
being more comfortable with the insurance companies that are 
transparent in their policies, thus making their policies more 
attractive and meeting their customers’ demands [38]. This can 
also remove opportunities for misunderstanding, which in turn 
means that the customers will be able to get the coverage they 
require. Further, insurance providers are facing challenges of 
transparency in sales of insurance, and hence, they need to act 
to ensure certain levels of transparency are achieved. This can 
be facilitated by enhancing the readability of policy language 
when preparing policies, full disclosure of policy and policy 
coverage and costs, and enhancement of policy enforcement 
practices to curb police abuses [42]. Another compliance to the 
marketing effort is that providers should train and motivate the 
sales agents to tailor their strategies and goals to the 
appreciation of the client's needs rather than the achievement 
of the sales targets [43, 44]. Also, there is the need for the 
regulators to work extra hard to fight for transparency and 
ensure that the providers are implementing the guidelines set 
by the regulatory bodies. In insurance sales, the issue of 
transparency presents a number of problems and concerns that 
cannot be overlooked. Lack of transparency in the offering, 
high risk involved, conflict of interest, unequal bargaining 
power between the providers and the customers, high-pressure 
sales tactics, and the main aim of the insurance providers to 
reap maximum profits are some factors that make insurance 
business a strategic fraud business [44, 45]. However, ensuring 
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that the insurance incurred is precisely sold to the public is one 
way of protecting the consumers and supporting the providers 
of financial solutions in increasing their efficiency and 
customer base [46]. Thus, providers should implement 
measures to counter these challenges and ensure that their sales 
practices are transparent. 
 
Innovative Strategies for Ethical Transparency 
 
This lack of transparency in selling insurance has long been a 
major issue that is causing big problems for both insurance 
industry players and consumers. [47]. Recent empirical works 
have shown the positive role played by transparency in chiefly 
the availability of financial services and profits gained by 
customers’ satisfaction and their allegiance. [48]. 
 
Personalized Product Recommendations 
 
The issue of ethical transparency in the sale of insurance 
products is very reliant on customer needs for custom product 
suggestions. Regarding the specific aspects of the insurance 
services provided, with the help of analytics and machine 
learning, policy providers can create unique offers for a client 
[49]. This strategy not only improves the overall satisfaction 
level of the clients but also makes them more likely to buy the 
right kind of policy. According to a survey conducted by the 
International Association of Insurance Supervisors, as much as 
60% of customers felt that their confidence in choosing an 
insurer is boosted when they are given recommendations based 
on their preferences [41]. Moreover, the study by the World 
Bank also reveals that insurance customers who prefer to get 
more personalized and target recommendations of the products 
tremendously reduce pushing from the insurance agents for the 
purchase of policies that are not beneficial for them [38, 50]. 
 
Interactive Digital Tools 
 
Another new approach to insurance sales ethical transparency 
is the use of interactive digital tools [51]. They can be useful in 
enlightening the customers with detailed information about the 
policies that they have subscribed to and their rights to them. It 
also allows customers, through the use of interactive digital 
tools, to compare various policies being offered by various 
insurance companies and come up with a comparative analysis 
of the policies suited to their needs [52]. Further, research 
conducted by the Financial Conduct Authority revealed that 
customers experienced an 18% improvement in their 
perception of insurance policies when they employed 
interactive digital solutions [53, 54]. Furthermore, Talib et al. 
(2018) described that by using some of the interactive digital 
tools, misunderstandings, and misinterpretations can be 
minimized, and customers can get the proper coverage [55]. 
 
Behavioural Nudges 
 
Incentives are also assets when it comes to motivating actual 
participation and reading of policy specifics. [56] Outsourcing 
this insight from behavioral economics is the key to helping 
insurance providers establish policies, which will help 
customers make rational decisions regarding insurance. [57]. 
For instance, insurance companies can use default options to 
make people change their decisions and opt for a better policy. 
A study by Tai et al. (2021) reveals that the utilization of 
behavior change techniques brings about a large enhancement 

in customers’ policy information usage, which enhances 
customer satisfaction and loyalty [58]. 
 
Collaborative Customer-Centric Product Development 
 
Another relatively innovative approach to ethical transparency 
in insurance sales is cooperative customer-oriented product 
design. [58]. It is pertinent to engage the customers in the 
process of developing policies that suit insurance providers’ 
customers. Such an approach can not only raise the level of 
customer satisfaction but also increase the probability of 
purchasing suitable policies. The study done by Jahangir & 
Whittle (2019) revealed that this type of involvement in 
customer-centric product development could help greatly 
reduce customer alienation from insurance providers. [59]. 
 
Linking Sales Rewards with Customer Loyalty 
 
A key component of ethical transparency in insurance sales is 
in anchoring the sales compensation structure with customer 
satisfaction [60]. In this way, insurance providers motivate 
sales agents to incorporate customers’ needs over quotas, 
which ultimately leads to the provision of relevant and suitable 
policies.  The propensity towards insurance sales should be 
underpinned by ethical transparency, but this requires 
innovative strategies so as to foster financial inclusion and 
customer loyalty [61]. Through the use of tools such as 
recommending relevant products, engaging with digital 
solutions, rewarding certain behaviors, involving the clients in 
their product development, and synchronizing the insurance 
sales rewards with customer satisfaction, insurance providers 
can develop policies that will fit their client’s needs [62]. By 
embracing ethical transparency during insurance policy sales, 
insurance carriers are in a better position to gain the trust of the 
clients they serve. 
 
Aligning Customer Expectations with Reality 
 
The insurance industry, in particular, has always wobbled 
when it comes to managing customers’ expectations of the 
products or services offered to them. [63]. When consumers 
have such a misperception, it will lead to higher perceived 
dissatisfaction, and this will also foster distrust among 
consumers, which in the end will negate the push of the 
industry towards financial liberalization and towards getting 
more and more people to move to formal sector financial 
systems. [64]. 
 
Increasing Customer Knowledge and Financial Literacy 
 
Lack of financial literacy is a major factor that can lead to this 
misconception that insurance salespeople can swindle 
customers in the insurance industry. According to an IAS  
study on the issue, only 40% of customers are capable of 
understanding the contracts with their insurance companies, 
while the remaining 60% have immense problems in this 
sphere. [41]If this problem is to be countered, it is again 
important for insurance providers to undertake large-scale 
customer education campaigns in which customers are fully 
informed of insurance providers’ offerings. The political 
aspects that should be covered include the various sorts of 
coverage, the price determinants of policy and coverage, and 
the claims procedures. Insurance providers also come in handy 
by enlightening customers, especially on what they are likely 
to gain or receive when taking an insurance policy with them. 
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[65]. Consequently, a study conducted by Weedige et al. 
(2019) also revealed that increasing financial literacy has a 
positive impact on customer satisfaction and patronage. [66]. It 
will also help boost customer trust in insurance providers and 
ensure that customers buy the right insurance policies. 
 
Building Trust and Ethical Standards 
 
Enhancing organizational ethical standards and culture is 
another important approach to ensuring that customers have 
realistic expectations to match the actual situation that prevails 
in insurance organizations. [67]. The FCA of the United 
Kingdom revealed in a study that forty percent of consumers 
complained that insurance agents forced them to buy policies 
that were unsuitable for them [68]. This pressure can easily 
force customers to purchase insurance policies that are 
unsuitable to meet their needs, hence leading to dissatisfaction 
and, in the process, developing mistrust. To solve this problem, 
Petsch (2022) suggests that insurance providers have to admit 
the importance of ethical conduct in insurance organizations 
and customer-oriented decisions. This entails developing 
sound compliance and monitoring frameworks, offering 
adequate training to the sales agents, and tying sales incentives 
to the enhancement of customer satisfaction as opposed to 
focusing on sales volumes [69]. Further, accomplishing an 
insurance culture of trust and ethical conduct will assist 
insurance providers in establishing better relationships with 
their customers and effectively ensuring clients' honest and 
moral behavior [70, 71]. The IAIS has also discovered that 
insurance customers are more likely to buy the specific 
policies they desire and stick with their insurance provider for 
the long term if they have confidence in their insurance 
provider [41]. 
 
Educating Consumers to Make the Right Choices 
 
Lastly, customer enablement is another good approach that 
would help to ensure that the customers have the right 
expectations from the products being sold in the marketplace. 
This can mean giving consumers decision-support systems that 
enable them to select between various policies, making them 
understand the benefits that come with a certain policy or the 
charges involved in acquiring the policy [72]. The study 
conducted by the International Journal of Research Publication 
and Reviews revealed that the use of interactive tools in digital 
space would minimize misinterpretation and misunderstanding, 
minimizing the shrinking of customer coverage [73]. 
Furthermore, insurance providers could be effective in 
applying the principles of BFN to address customers’ inactivity 
and press them to use the policy details frequently. Research 
studies conducted by Martuza et al. (2022),  Raghuram (2019), 
and Tanninen, 2022reveal that the use of behavioral nudge 
techniques can cause a dramatic increase in the level of 
customers’ attentiveness to policy information, thus enhancing 
the levels of customer satisfaction and loyalty observed among 
consumers [74-76]. By educating customers, insurance 
providers are in a position to ensure that the customers are 
aware of what they stand to get in the undertaking and, hence, 
have appropriate expectations and are likely to seek insurance 
policies that will suit them best. This, in turn, may improve 
consumer fulfillment and patronage of firms in the financial 
industry, as well as boost the standards of accountability and 
extension of services to underserved populations. The 
insurance industry, like any other branch of the financial 
services sector, faces a major challenge of managing customer 

expectations versus reality. Thus, there is a need to adjust their 
expectation levels, educate them on basic financial aspects of 
insurance, and create healthy customer insurance awareness 
while promoting an ethical culture of both the insurer and the 
customers so that they will be able to make an informed 
decision. These measures, when adopted by insurance 
providers, will ensure that they have a better relationship with 
their customers and increase the uptake, financial inclusion, 
and transparency, thus increasing the sustainability of the 
insurance business. 
 
DISCUSSION  
 
This present study filled the important and timely gap of the 
lack of transparency that has characterized insurance sales 
wherever they are and led to loathing by customers [77]. The 
idea of critically reviewing the current issues surrounding 
transparency and the goal of finding tactics to address the 
misalignment between customer expectations and reality are 
good and timely set. The method used in this study was 
qualitative examination based entirely on the analysis of the 
literature sources, and it is supplemented with references to the 
industry codes and regulations. In addition, the findings of the 
study tend to capture the complexity of the transparency issue 
surrounding insurance sales. The inherent structure of 
insurance services, the conflict of interest that exists in 
insurance markets, and the validation for sales performance all 
entail aspects of information opacity that negatively impact 
customer trust and satisfaction. These findings are consistent 
with prior studies, like the IAIS, which, in its recent study, 
found out that only 40% of customers comprehend their 
insurance policies, while the FCA report showed that 40% of 
customers are compelled by the agents to buy policies that are 
unsuitable for them [68, 78]. To address these challenges, this 
study suggests the following strategies for increasing ethical 
transparency, including the use of big data analytics in the 
product recommendation approach; the buyers will be 
provided with the optimum policies that fit their needs.  The 
IAIS identified that 60 percent of the customers are 
comfortable with product recommendations. The FCA study 
shows that changes enabled by interactive digital tools can 
help customers navigate and make the right decision on 
coverage. Other incentives using ideas from the field of 
behavioral economics can be used to push additional 
participation with regard to policy information [41, 68, 79]. 
Enhancing integrity within insurance organizations also plays 
an important role, as the World Bank stated that more 
customers will be loyal if they trust their providers. [38]. 
Different studies proposed another pressure that can contribute 
to unethical sales practices, which is that sales incentives are 
tied to customer satisfaction metrics rather than the number of 
sales. This exists in contrast to overcoming the pressure [80, 
81]. Finally, the complexity of the change in the study, 
concerning the overall focus on the need to increase 
transparency, covers various aspects of the activity, starting 
with customers and their rights to informational self-
determination and ending with the organizational structure and 
incentives given to the managers. The proposed strategies are 
rather evidence-based, focusing on scholarly research and real-
life studies, which enhances the study’s applicability and 
usefulness. Concerning the research gaps, this study has 
yielded valuable findings focused on ethical transparency in 
insurance sales. Comprehensively integrating information from 
academic sources, industry codes, and regulations, it offers a 
complex perspective on multiple issues and practical, research-
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backed recommendations. It can assist insurance carriers, 
legislators, and other authorities in adopting more equitable 
and comprehensible sales models for consumers, primarily in 
the cyber insurance subsegment, which addresses these 
questions most of all. However, this study utilized secondary 
data only, and hence, the research did not directly obtain first-
hand views of industry players and consumers. Subsequent 
research involving the collection of primary data would add 
further depth to the understanding of context-specific 
phenomenology and enhance the applicability of the proposed 
initiatives. Nonetheless, this study is rather general, and further 
analysis of the specific questions, including the effectiveness 
of behavioral interventions and the effectiveness of desired 
behavioral changes through rewards in sales, could be useful. 
 
Implications and Future Directions 
 
The present study recommends that it is necessary to enhance 
customer satisfaction and his/her trust in relation to sales of 
insurance products with regard to certain problems, such as the 
existence of opaque products, information failure, and 
misaligned sales incentives. If there is integration, then it 
would have the added advantage of extending credit and 
enabling consumers to make better decisions. It also calls for 
policymakers and regulators to look at ensuring compliance 
with transparency norms and encouraging zero-commissions 
and other customer-oriented sales models. The main 
recommendations for policymakers, regulators, and industry 
leaders are as follows: Establish clear and uniform 
requirements for disclosures. Address hurdles to the 
development of user-friendly digital tools aligned with 
customer satisfaction incentives for insurance sales. Promote a 
culture of ethical conduct and trust within insurance 
organizations. Finally, the study pointed to deeper 
investigation and development of other aspects of the 
insurance sales detailing, including customer segmentation and 
related product offerings, as well as the application of 
innovative means, including IT tools and solutions. 
 
Conclusion 
 
In conclusion, the present study has offered the synthesis of 
problem areas and opportunities to manage the gap between 
customer expectations and reality in insurance sales. The study 
suggested that future research and policymaking are increased 
transparency, customer awareness, and ethical practices, thus 
facilitating the objectives of financial inclusion and customer 
satisfaction and loyalty. The strategies to address the gap 
between customer expectations include product 
recommendation, continuous customer engagement through 
more interactive digital tools, and reminding them of their 
specific behaviors that should be changed in relation to the 
services. The study’s insights and suggestions are relevant for 
insurance carriers, governments, and regulators to enhance 
both clarity and client-focused selling communication. 
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