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The choice and decision process involved in an important task of financial management 
(the choice of a private health insurance) was examined using the Dynamic Process 
Tracing Approach (DPTA). Twelve individuals who served as a family financial officer 
and who had had to decide upon a private health insurance during the previous year were 
interviewed. The process of choosing a private health insurance appeared to be strongly 
governed by heuristics. Most respondents had chosen an insurance company, setting for 
the packages offered by the company of their choice, rather than choosing a specific 
insurance package. Little communication between the family financial officer and other 
members of the household occurred during the first stages of the decision process. In 
addition, different choice and decision styles became evident. Implications for marketing 
communication are pointed out and the usefulness of DPTA as a strategy to study 
complex and idiosyncratic decision processes is briefly discussed.



Résumé

Le processus de choix et de décision qui est impliqué par une importante tâche che 
de management financiel (la choix d'une assurance-maladie particulière) a été examiné au 
moyen du 'Dynamic Process Tracing Approach (DPTA)'. Douze personnes qui 
fonctionnaient comme l'officier financiel familial de leurs ménages et qui avaient dû 
décider d'une assurance-maladie pendant l'anne précédente ont été interviewées. Le 
processus qui avait conduit à la choix définitive d'une assurance-maladie paraissait être 
gouverné fortement par des heuristiques. La plupart avait choisi une compagnie 
d'assurances et s'avait contentée des assurances offertes jpar la compagnie de leur choix, au 
lieu de choisir un paquet d'assurances spécifique. Peu de communication entre l'officier 
financiel familial et les autres membres du ménage avait lieu pendant les premières phases 
du processus. A côté, plusieurs styles de choix et de décision pouvaient être distingués. 
Les implications pour la communication de marketing sont indiquées et l'utilité du DPTA 
comme stratégie pour examiner des processus de décision complexes et idiosyncratiques 
est discuté succinctement.  



One important aspect of the financial management of many individuals or households is 
the choice of a health insurance. Choosing such an insurance is a difficult and complicated
task. The present study aims at, first, to start unravelling the decision process leading 
towards the choice of an insurance package itself and, second, to demonstrate the use of a 
specific methodological approach to study complex and idiosyncratic decision processes 
related to households' financial management. The merits of this approach are currently 
being studied in different contexts including saving (Groenland & Kuijlen, 1995) and, as in 
the present study, insurances. 

First, the Dutch health security system will be briefly explained. Thereafter, we will 
show why choosing an insurance package is such a demanding task. The implications of 
this complexity will be pointed out and a study will be reported in which a behavioral 
process approach is used in order to understand the complex and highly idiosyncratic 
process of choosing a health insurance.  

The Dutch health security system is based on the co-existence of the so-called 
'Dutch national health service' and several private health schemes. Individuals or 
households with an income below a certain threshold are automatically and obligatorily 
insured by the Dutch national health service. This implies that the costs of their health 
care is mainly taken care of by the state. Individuals or households with an income above 
that threshold have to make use of one of the private health schemes. Individuals or 
households who pass the threshold at a certain moment are expected to take spontaneous 
action to buy a package from a private health scheme. They have relatively little time to do 
this, as they are excluded from the Dutch national health service from a given date on. If 
they need health care between this date and the acquirement of a private package, the 
uninsured health costs may be huge. It should be noted that the execution of the Dutch 
national health service policy is delegated to various insurance companies and that most of 
these companies also sell private insurance packages.

For several reasons, choosing a private health scheme is a complicated task. To 
begin with, insurance packages are experience goods rather than search goods (Hendriks, 
Van Loon, Bloem & Groenland, 1996). Their quality cannot easily be perceived at the 
time of the search or the purchase of the product. Instead, one has to build up a certain 
degree of experience to find out if, for instance, refunding is correct and timely. In 
addition, health schemes and packages differ on a great number of attributes. These 
dimensions are not unrelated (e.g., the higher the amount of medical costs that one is 
willing to pay for oneself when medical care is needed, the lower the contribution one has 
to pay for the insurance). In addition, an evaluation of each of them depends on the 
perception of other insurance- and risk related factors such as risk perception. Neither 
health-related probabilities nor the actual quality of an insurance in case health problems 
do occur are easy to determine (e.g. Drotz-Sjoeberg, 1991; Slovic, 1987) and family 



financial officers (Ferber & Lee, 1974) may be disencouraged from the outset by the 
complexity of the matter and by the time pressure under which a decision must be 
reached. Moreover, great differences exist between the packages offered by various 
insurance companies, so that it is extremely difficult to compare offers to pick out the best 
deal. Furthermore, most insurance companies use aggressive promotion strategies, 
including information and advertisement campaigns. Not unrelated to this overload of 
information, the complexity of the matter makes it virtually impossible for an individual or 
a household to obtain a clear and complete overview of the market.

The process of choosing an insurance package is therefore likely to be 
characterized by having to select a limited amount of information and by processing this 
rather dull, overly incomplete and yet complicated information under a considerable time 
pressure to reach a decision with far-reaching consequences. To complicate the task even 
further, given that one health insurance typically covers all members of a househould a 
joint decision must be reached even if a so-called financial officer is present. 

The complexity of the decision process has at least two implications. First, it is 
unlikely that the decision process will be an essentially rational one - even if we use 
bounded rationality (e.g. Simon, 1982) as a standard. In the case of choosing a health 
insurance package, bounded rationality would imply determining which characteristics of a 
health insurance are important for one's household, searching the market for a limited 
number of packages that fulfill these criteria, compare these alternatives on all important 
dimensions, select the package that does best on these dimensions, and finally examine 
which insurance companies have the desired package in their scheme and select a 
company based on the relative attractiveness of the specific characteristics of their 
acceptable packages. However, given the inherent complexity of the decision situation it is 
unlikely that such a process actually occurs. More heuristic types of information selection 
and processing are likely to occur instead. For instance, household financial officers could 
very drastically limit the number of alternatives to choose from, letting their choice depend 
on rather coincidental individual or situational factors. Alternatively, they may disengage 
from a systematic comparison of potentially relevant characteristics of different insurance 
schemes and use peripherical cues instead, such as product or company images (Keller, 
1984; for a discussion of central versus peripheral routes of information processing see 
Petty & Cacioppo, 1986). Another possibility is that they could select an insurance 
company first and choose among the packages offered by that company. Combining the 
latter two possibilities, the choice of an insurance company may in turn be based on its 
company image.

As a second implication, given its complexity a great variety of determinants may 
influence the course and outcome of the decision process leading to the choice of an 
insurance package. These determinants may include situational factors, individual 



differences, and factors arising from the person-situation interaction Consequently, this 
process is most likely a highly idiosyncratic one. Any research trying to uncover its 
antecedents, course and consequences should apply methods that allow for this unique 
person by situation interaction to become evident, rather than obscuring the richness of 
individual variability. Such a methodology is offered by the Dynamic Process Tracing 
Approach. Therefore, this approach was used the study to be presented.



Method
Respondents

Respondents were recruited by means of an ad in a local newspaper in a large town in 

the south of the Netherlands. Readers were asked to participate in a study on private 

health insurances if a) they had had to effect a private health insurance in the last year 

due to reaching the income threshold of the national health services; b) they were the 

family financial officer; and finally, c) they were married or living together. Of the 

nearly 30 readers who responded, 6 men and 6 women fulfilled all criteria. Respondents 

were between 21 and 45 years old (mean age about 35 years) and they received 25 Dutch 

florins for their participation.

Dynamic Process tracing Approach (DPTA)

The Dynamic Process Tracing Approach (DPTA) was initially described within the 

context of tax evasion (Groenland, 1992). Its principal aim is gaining insight into the 

psychological needs of consumers, based on their actual choices and decisions while 

dealing with complex behavioral decision processes that extend over time. DPTA entails 

a theory and an interview method as well an approach for data analysis. In order to 

understand why consumers choose and behave as they do, idiosyncratic consumer 

behavior patterns are studied in conjunction with psychological and contextual factors. 

The DPTA research strategy may be characterized as a three-pronged operation. Step 1 

aims at a description of individual, sometimes even idiosyncratic behavioral sequences, 

starting from the very onset of a given consumer choice problem until its final solution. 

Qualitative depth interviews are used to this end. Step 2 aims at reaching a synthesis of 

the individual paths in such a way that the idiosyncratic features of these paths are 

preserved as much as possible. In step 3 is quantitative research methodologies are used 

to further validate the results of the first two steps. In this exploratory study only the first 

two steps of DPTA will be carried out.

Procedure

Typically, a depth interview started by requesting a brief overview of the respondent's 

household history, based on a description of the major events that occurred in the 

household from its very inception on. In order to visualize the flow of events, a 

horizontal 'time axis' was drawn on a flip-over device in front of the respondent. Next, a 

specific choice topic, i.e., choosing a private health insurance, was selected for extensive 

discussion. The successive behaviors leading to a final choice of a health insurance were 

considered chronologically. Concerning every phase of the decision process, questions 

were asked pertaining to psychological needs, wants, and feelings, and events that 

occurred at that specific time. All interviews were video-recorded and extensive notes 



were taken by the interviewer. The interview session was concluded after approximately 

one hour.

Results
As stated above, one of the purposes of the present study was to study general choice 

processes leading to the selection of a private health insurance while allowing for 

idiosyncratic characteristics of this process to become evident. To allow a simultaneous 

consideration of individual choice processes and the generalized process that may be 

derived as their greatest common denominator, the scheme shown in appendix 1 was 

developed. This scheme simultaneously reflects 1) the general choice and decision 

process derived from the respondents' individual choice processes, 2) individual choice 

processes, and 3) the person, situation and person-situation interaction related variables 

which are involved in the different choice and decision stages of each respondent. By 

identifying subsequent stages in both individual and generalized choice process it also 

allows 4) to put in evidence the time factor inherent in complicated choice situations, 

rather than treating these as one-shot decisions.

From left to right (in horizontal position over three pages) the general choice and 

decision process of the respondents is represented by means of 'big rectangles'. The 

choice and decision processes of each individual respondent are represented by means of 

'small squares' ordered vertically. The intersections of the generalized process and the 

individual processes show if and where each of the generalized stages occurs in a given 

individual decision process. Small rectangles placed on top of a big rectangle represent 

the decisions stages that, for this individual, precede the stage for which the big 

rectangle stands, while small rectangles placed beneath it show the stages that come after 

it. 

The person, situation and interaction related variables that were relevant to each 

choice and decision stage are depicted inside each 'big rectangle' by means of symbols 

(letters and digits). For each individual and for each choice and decision stage these 

variables were specified. In other words, the variables are tied uniquely to 1) each indi-

vidual and, 2) a specific choice and decision stage.

To make things clearer let's take a closer look to the choice and decision stage 1 

'impersonal sources'. Respondent 1 went through the following stages: he started with 

consulting several impersonal sources in a row. He then chose an insurance company 

(CC), and finally he chose an insurance package (CP). No household specific 

information was gathered and no personal sources were consulted. In contrast, 

respondent 6 first consulted a personal source (PS) before making use of an impersonal 

source (IS). After that, a personal source was consulted again before a company and 

finally an insurance package were selected. Respondent 2 did not consult impersonal 



sources at all and hence at this stage the relevant individual process shows no 

intersection at all with the general process.

Turning to the generalized choice process first, two tendencies may be identified 

in the present results. First, overall five subsequent stages characterized the choice of an 

insurance package: 1. consulting an impersonal source, 2. consulting a personal source, 

3. gathering household specific information, 4. choosing an insurance company, and 5. 

choosing a package. Needless to say, the order in which these stages were gone through 

varied over respondents and some respondents skipped some stages alltogether. Second, 

during the first stages of the decision process the family financial officer responsible for 

choosing a health insurance did not or only minimally discuss this task with other 

members of the household. Only during the final stages different forms of 

communication took place. At this point, the family financial officer had also gathered 

and structured the relevant information.

Considering individual choice processes, it becomes evident again that an 

overwhelming majority of respondents selected an insurance company before selecting 

an insurance package. The range of packages that they ultimately chose from was thus 

restricted to the packages that were offered by the company of their choice. Given this 

primacy of selecting a company, most respondents may be called 'company oriented' 

rather than 'package oriented'. It should be noted that while selecting an insurance 

company respondents only considered a small number of alternative companies; in most 

cases only 2 or 3 companies. Given the complexity of the market and the information 

overload they still faced in doing so, respondents made use of different forms of 

heuristics or strategies. Within the company oriented group three subgroups may 

therefore be distinguished: a 'behavioral costs oriented' group which contains 3 respon-

dents, an 'image oriented' group containing 4 respondents, and a 'behavioral cost and 

experience oriented' group with 4 respondents. 

Members of the behavioral cost oriented group mainly strived to limit the 

behavioral costs involved in decision making. They reported a lack of knowledge, but 

they were not interested to gather more information on the topic and they hardly 

evaluated alternatives. Accordingly, their use of impersonal or personal sources was very 

limited. For instance, two respondents had just a short conversation with an employee of 

their insurance office (HS). For reasons of convenience they did not switch from the 

company that supplied their national health service to another company of their choice, 

but they simply switched to a private insurance package offered by the same company.

The image oriented group also reported a lack of knowledge. However, there 

main aim was not to avoid the behavioral costs involved in decision making but to reach 

a certain level of clarity given the perceived complexity of the insurance market. To 

reach this clarity, they made use of personal and/or impersonal sources to gather 



information about several insurance companies and they compare the different sources 

of information in a global way to pass a judgement. This judgement was based on an 

overall image rather than on a careful analysis of the pros and cons of the insurance 

companies at hand. Relevant quotes were, for example: "This is an unexpensive and 

reliable company" or "This company focuses exclusively on sportsman". Finally, 

different packages of the chosen company were evaluated. The situation of the 

household is a more important criterium in this decision stage. It is important to note, 

however, that the information these respondents initially gathered and that guided their 

choice of a company was not tailor-made with respect to the household. In other words, 

they had not made use of household specific information sources at that stage. 

Respondents from the behavioral costs and experience oriented group went a step 

further in their information collection. Besides using personal and/or impersonal 

sources, they also applied for specific information with respect to their household (HS). 

However, this is not to say that they applied for a offer, which they didn't. Instead, they 

asked for information that was particularly relevant to their household situation (e.g. 

concerning possibilities to insure their spouse, over-insurance etc.) As in the image 

oriented group, their evaluation of the insurance companies were based on company 

images. As opposed to the image oriented group, however, they did not perceive distinct 

differences between the evaluated companies. All companies looked similar and as a 

consequence they felt uncertain what to do. Partly based on positive experiences with the 

company that provided their national insurance service, and partly for convenience's 

sake they finally did not switch to another company but switched to a private insurance 

package from their 'old' company.

Only one person was 'package oriented' in that she was not primarily interested in 

insurance companies but rather in the range of packages different companies offered. 

Need for clarity, a perceived lack of knowledge and the complexity of the market were 

important variables that guided her behavior. To select package, she made a comparative 

cost-benefit analysis based on information of personal, impersonal and household 

specific information sources, including offers. In this case the choice of an insurance 

company was implicitly dictated by the choice of an insurance package as she 'chose' the 

insurance company that offered the package of her choice.

Discussion
Several conclusions may be drawn from the present results. First, separate stages may be 

identified in the choice of a private health insurance. One remarkable characteristic of 

this succession of decision stages is that the choice of an insurance package is generally 

preceded and therefore dominated by the choice of an insurance company. Second, 

different styles of choosing an insurance package may be identified depending on the 



nature and the succession of the choice and decision stages included in one's individual 

path. Third, most of these decision styles are characterized by the use of heuristics rather 

than by rational or boundedly rational decision making strategies. Except for the one 

respondent who was package oriented, for instance, offers were never applied for and 

the choice of an insurance company was either based on perceived images or avoided 

alltogether by sticking to the one company respondents had already some experience 

with. It seems, then, that very little explicit risk evaluation, expectancy-value type 

calculus, or detailed comparisons of company and package characteristics took place. 

Fourth and finally, whereas the final choice of an insurance package was bound to affect 

all members of a household, very little communication concerning this choice occurred 

until the very last stages of the choice process. These conclusions have clear-cut 

implications for marketing private health insurances. For instance, marketing efforts may 

confidently be targeted to those who are likely to be the family financial officer as they 

go through most stages of the decision process without consulting other household 

members. In addition, investing in the enhancement of the company image may be more 

effective to reach potential new clients than investing in the availability of detailed 

information on specific insurance packages offered. Finally, the successive decision 

stages that became evident suggests that customers may need and/or are open to 

different types and topics of information at different choice and decision stages. 

Insurance companies may lighten the burden of selecting and processing the relevant 

information by providing only the information that customers want at any given time. 

This may even work as a double-edged sword. On the one hand, it allows a more 

effective use of marketing investments. On the other hand, customers may develop a 

more beneficial image of companies that do not bury them under unsollicited and 

complicated technicalities.

The present results were obtained through the Dynamic Process Tracing 

Approach. As compared to other research strategies, this approach offers several 

advantages in studying complicated and highly idiosyncratic choice process. To begin 

with, it puts the time-dependent nature of complicated choice processes in evidence. The 

choice process is not approached as a one-shot event but as something that develops and 

changes over time and that at different stages may depend on different factors. As such, 

it is a promising approach that allows to refine our insight in how complicated choices 

are truly made. Second and in contrast to highly structured qualitative and quantitative 

methods, it allows for idiosyncratic processes to become evident while still allowing for 

general patterns to emerge. Especially in combination with graphical presentations such 

as the scheme used to represent the results of our study, generalized conclusions may be 

directly compared with and related to individual responses. Needless to say that this 

includes not just the succession of choice and decision stages, but also the interplay of 



behaviors with individual and situational characteristics and with factors that derive

from the person-situation interaction.

It is clear that besides answering some questions, the present results are open to 

criticism, additional research and/or improvement. For instance, different choice styles 

have been identified based on a small sample of respondents and on one decision type 

that makes part of individuals' and household financial management. Together, these 

styles offer a very preliminary typology of how people deal with tasks of financial 

management. Research based on more respondents and focussing on complicated choice 

tasks other than choosing health insurance packages would be needed to allow more 

definite conclusions on the generality and the exhaustiveness of the choice styles that 

were identified in the present study. In addition, it should be noted that the present 

results were based on the first two steps of the DPTA only. A full application of DPTA 

would imply further steps, including additional tests of the preliminary findings through 

quantative methods. an example of such a method is neural network analysis. Neural 

networks are computer systems which approximate the way the brain learns and stores 

data, by assigning simple tasks to multiple processes simultaneously, and not 

sequentially, as in conventional computer methodology (aleksander & morton, 1991, 

1993). Neural networks can learn from examples, and, if trained properly, can 

generalize, that is, they can apply what they have learned to unfamiliar situations. Also, 

neural networks have an extended capacity for detail, which make them well-suited, 

among other things, for financial analysis, and, generally, for modelling complex, 

nonlinear relations (groenland & Kuylen, 1995). An application of neural network 

analysis may be found in groenland & Kuylen (1995). Furthermore, the present results 

remain silent as to the explanation of certain aspects of them. For instance, exactly why 

do financial officers and other household members discuss such an important decision 

only in such a late stage and to such a limited degree? Is it because other household 

members are even less interested or even more discouraged by the information overload? 

Or would discussing the matter with others further complicate the financial officer's task, 

so that he or she actively avoids discussing the matter with others? Questions such as 

these are still open.

Turning to the DPTA itself, this research strategy is still under development. One 

of it main characteristics is its heavy reliance on self-reports. Besides being one of its 

advantages (as it does not obscure individual variations but allows idiosyncratic 

processes to become evident), it is also its major weakness. Whereas respondents are 

carefully guided to optimalize their recall of the successive stages of the decision 

process, self-descriptions may still be distorted. In the present context DPTA could be 

refined by not only deriving individual, situational and person-situation interaction 

factors that influence the choice process from respondents' direct self-reports and from 



the interviewer's interpretation of such self-reports. In addition, they could be assessed 

by including standardized personality and situational measures to check whether 

respondents score high on factors that they claim to be important in their behavior. 

Another approach to validate results obtained with DPTA could be to use the results 

obtained with it as input to formulate hypotheses concerning future decision tasks faced 

by the same respondents. Using diary methods (e.g., Duck, 1991; Kirchler, 1995), these 

hypotheses could then be tested in the context of subsequent real or simulated financial 

decisions.
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Appendix 1. Choice and decision scheme

Explanation of the symbols and concepts

IP: impersonal source, for example: brochures, leaflets, newspapers etc.
PS:personal source, for example: friends, family, colleagues etc.
HS:household specific information: 'tailor-made' information with respect to the household 

situation, for example: consulting an insurance employee, apply for an offer (offer) etc.
CC:choice of an insurance company
CP:choice of an insurance package

Person related variables
p1:need for clarity, surveability
p2:lack of knowledge
p3:experience with the companies
p4:confidence in the companies
p5:image of the companies
p6:risk reduction
p7:interest (motivation)
p8:behavioral costs (for example convenience)
p9:preferences

Situation related variables
s1:complexity of the insurance market
s2:the influence of personal sources
s3:the influence of impersonal source
s4:the influence of household specific information source
s5:opportunity (time-pressure)
s6:situation of the household
s7:employment situation

Interaction variables
i1:no or brief interaction: partners (spouses) do not consult together or the consultation is 

minimal
i2:male initiative interaction: the man dominates the interaction process, mainly because of his 

knowledge of the topic in relation to his partner
i3:female initiative interaction: the wife dominates the interaction process, mainly because of 

her knowledge of the topic in relation to her partner
i4:information search interaction: the interaction process is determined by the fact whether the 

information supply is sufficient to make good choices with respect to insurance compa-
nies, packages of the insurance companies etc.

i5:attribute central interaction: points of departure of the consultation are the characteristics of 
the insurance companies and/or the packages of the insurance companies (for example: 
trustworthiness, currency of the contract etc.) with respect to the individual preferences 
and needs

i6:conflict interaction: the partners (spouses) hold different views with respect to which 
alternatives (companies, packages) have to be chosen



                                                                          
                                                                                           
                                                                                           

                    ┌──┐┌──┐        ┌──┐                           ┌──┐                    ┌──┐
                    │HS││PS│        │PS│                           │IS│                    │HS│
    ┌──┐    ┌──┐┌──┐├──┤├──┤┌──┐    ├──┤    ┌──┐┌──┐       ┌──┐    ├──┤    ┌──┐    ┌──┐┌──┐├──┤
   ┌┴──┴────┴──┴┴──┴┴──┴┴──┴┴──┴────┴──┴────┴──┴┴──┴┐ ┌────┴──┴────┴──┴────┴──┴────┴──┴┴──┴┴──┴────────┐
   │   ┌────────────────────────────────────────┐   │ │   ┌────────────────────────────────────────┐   │
   │   │1.         Impersonal source            │   │ │   │2.          Personal source             │   │
   │   └────────────────────────────────────────┘   │ │   └────────────────────────────────────────┘   │
   │                                                │ │                                                │
P  │ p1      p2  p1  p1  p2  p1      p2      p1  p2 │ │     p2      p1      p1      p1  p2  p2         │
   │ p3      p9  p2  p4  p6  p2              p2  p6 │ │     p6      p2      p8      p2  p4  p6         │
   │ p7                                      p7     ├─┼──          p6              p8  p8             ├
   │                                                │ │                                                │
S  │ s7      s1  s1  s1  s2  s1      s1      s1  s1 │ │     s2      s1      s3      s1  s2  s1         │
   │         s6                      s2      s6     │ │     s5      s3                      s4         │
   │                                                │ │                                                │
I  │ i1      i1  i1  i1  i1  i1      i3      i3  i3 │ │     i2      i3      i1      i1  i3  i4         │
   │                                 i5             │ │             i4                                 │
   │                                                │ │                                                │
   └┬──┬────┬──┬┬──┬┬──┬┬──┬┬──┬────┬──┬────┬──┬┬──┬┘ └────┬──┬────┬──┬────┬──┬────┬──┬┬──┬┬──┬────────┘
    │IS│    │CC││PS││CC││PS││HS│    │CC│    │HS││HS│       │PS│    │IS│    │IS│    │HS││IS││CC│
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P: person related variablesR: respondentsCC: choice insurance company



S: situation related variablesIS: impersonal sourcesCP: choice package
I: interactionPS: personal sourcesHS: household specific information sources
                                                                                               ┌──┐
                                                                                               │IS│
                                    ┌──┐                           ┌──┐    ┌──┐                ├──┤
                                    │PS│                           │IS│    │PS│                │HS│
                                    ├──┤               ┌──┐┌──┐    ├──┤┌──┐├──┤┌──┐┌──┐┌──┐┌──┐├──┤┌──┐
                                    │IS│               │IS││PS│    │PS││HS││IS││IS││PS││PS││HS││IS││IS│
                            ┌──┐┌──┐├──┤    ┌──┐┌──┐   ├──┤├──┤┌──┐├──┤├──┤├──┤├──┤├──┤├──┤├──┤├──┤├──┤
                            │IS││PS││CC│    │IS││IS│   │IS││PS││IS││IS││IS││PS││HS││HS││IS││PS││CP││HS│
                    ┌──┐    ├──┤├──┤├──┤┌──┐├──┤├──┤   ├──┤├──┤├──┤├──┤├──┤├──┤├──┤├──┤├──┤├──┤├──┤├──┤
   ┌────────────────┴──┴────┴──┴┴──┴┴──┴┴──┴┴──┴┴──┴┐ ┌┴──┴┴──┴┴──┴┴──┴┴──┴┴──┴┴──┴┴──┴┴──┴┴──┴┴──┴┴──┴┐
   │   ┌────────────────────────────────────────┐   │ │   ┌────────────────────────────────────────┐   │
   │   │3. Household specific information source│   │ │   │4.      Choice insurance company        │   │
   │   └────────────────────────────────────────┘   │ │   └────────────────────────────────────────┘   │
   │                                         p1     │ │ p5              p3      p3  p3      p3         │
P  │                 p1      p2  p3  p9  p1  p2  p2 │ │ p4  p3  p4  p5  p4  p3  p5  p5  p3  p4  p3  p3 │
   │                 p3      p9  p4      p2  p7  p9 │ │ p9  p8  p5      p5  p4  p6  p6  p5  p6      p8 │
   │                             p9      p8  p9     ├─┼──      p9      p8  p5  p8  p8  p8  p8         ├
   │                                                │ │                                                │
S  │                 s1      s3  s2  s6  s2  s2  s3 │ │ s3  s2  s3  s3  s3  s2  s4  s4  s3  s2  s4  s4 │
   │                         s6  s6      s6  s3     │ │ s6  s5  s6      s6      s6  s6      s4         │
   │                                         s6     │ │                                                │
I  │                 i1      i2  i1  i1  i1  i3  i3 │ │ i2  i5  i1  i3  i1  i6  i5  i1  i3  i5  i1  i5 │
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   │   ┌────────────────────────────────────────┐   │
   │   │5.          Choice package              │   │
   │   └────────────────────────────────────────┘   │
   │                                                │
P  │ p9  p8  p9  p4  p9  p4  p9  p4  p6  p8  p6  p8 │
   │     p9      p6      p9      p9  p9  p9  p7  p9 │
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   │                                                │
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