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ABSTRACT

This study explore how did the service quality, corporate image and service

marketing mix affect customer satisfaction and then the willingness of re-purchase in

motor insurance industry in Kunming, China.

With the rapid development of Chinese economy, the Chinese insurance industry

has experienced rapid expansion in the past decade. Moreover, the non-life insurance

is still dominated by motor, and in turn, the premium growth of motor vehicle

insurance is steadily in the last few years. But, the fluctuating numbers of motor

vehicles sales have led to the demand for motor insurance products. However, the

insurance is very competitive market in Kunming, because there has many insurance

companies which providing competitive pricing product and good service to meet

customer needs. And also overall insurance market is highly standardization.

Therefore, this study will investigate the relationship among service quality,

corporate image, marketing mix, customer satisfaction and re-purchase intention. In

order to conduct the research, the quantitative research methodology and the
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questionnaire survey will be used in this study.

The population in this study is the customers who purchase the motor insurance

for their private cars. And the sample size is 400 respondents selected from five

districts of Kunming, China. The data was analyzed by descriptive analysis, ANOVA,

Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM). The

results indicated that tangibility, reliability, responsiveness, assurance and empathy

toward service quality have significant relationship with customer satisfaction in

motor insurance industry in Kunming. Furthermore, corporate image play important

role in customer satisfaction. Especially belief, emotional feeling and behavior

intention of corporate image affect customer satisfaction. Moreover, marketing mix

(product, price, place, promotion, personnel, process and physical evidence) is

significant influence on customer satisfaction. By the way, the finding also shown

that customer satisfaction affects repurchase intention in motor insurance industry in

Kunming.
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CHAPTER 1

INTRODUCTION

The topics of this chapter are as the following:

1.1 Research Background

1.1.1 The Development of the Motor Insurance in China

1.1.2 The Competitiveness of the Motor Insurance in China

1.1.3 The Situation of the Kunming Motor Insurance Market

1.2 Statement of the Problem

1.3 Significance of The Study

1.4 Research Objectives

1.5 Research Questions

1.6 Expected Benefits

1.7 Operational Definitions
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1.1 Background of the Research

1.1.1 The development of the Motor Insurance in China

With the rapid development of Chinese economy, the Chinese insurance industry

has experienced rapid expansion in the past decade. At the same time, China is the

second largest economy in the world; it is also a seventh-largest general insurance

market. Moreover, the non-life insurance is still dominated by motor with a market

share of 75% in 2012 (Benfield, 2013). And in turn, according to Ali Chaudhry

(2012), managing director-Asia for Jardine Lloyd Thompson Group P.L.C proposed

that the premium growth of motor vehicle insurance was steady in the last few years.

He also identified that People`s Insurance Company of China (PICC), PingAn and

China Pacific Insurance Company are “big three” in this market, and cover over 65%

market share. In addition, the fluctuating numbers of motor vehicles sales have led to

the demand for motor insurance products.

The following figures 1.1 and 1.2 show the growth rate and sales of the

passenger and commercial vehicle in China. And also the deputy secretary-general of

the association Shi (2015) predicted that the auto sales in 2015 would be lower than

in 2014. From figure 1.1, the passenger and commercial vehicle sales growth in

China have been stable from 2008 to 2014, but it has been sharply down in 2015. At

the same time, the figure 1.2 also shows a problem. Although the vehicle sales

increased in the last few years, the growth rate was slump. The reason for this is the

decrease in economic growth in China and the turmoil of stock market.
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Figure 1.1 Passenger Vehicle and Commercial Vehicle Sales in China

Source: Statista (2015)
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Figure 1.2 the Vehicle Sales and Sales Growth Rate in China

Source: Ou Duorui Motor Research Institution (2015)

In addition, according to the GDP growth trend shown in figure 1.3, the GDP

dropped from year to year and quarter to quarter and it will influence the

potential customers' postponement of car purchases. Thus, customer will increase the
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demand for the higher expectation of service under the economy situation.

Figure 1.3 China GDPAnnual Growth Rate

Source: National Bureau of Statistics of China (2016)

1.1.2 The Competitiveness of the Motor Insurance in China

Since December 2012, there are 100 insurance companies in China; it contains

59 domestic-funded and 41 foreign insurance companies (Crawford, Jonathan Zhao

and Andy Ng, 2013). The three biggest local domestic insurers (PICC, PingAn and

CPIC) dominate the majority of the market. However, insurance is a very competitive

market in china, due to the following three reasons identified by Crawford et, al

(2013). Firstly, the numbers of small scale and unknown insurance companies have

ambitions to increase their market share; they also provide competitive pricing

product and good service to meet customer needs. Secondly, the overall insurance
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market is highly standardized; it is difficult to be outstanding in products and

premium cost but service is possible. Moreover, the three biggest companies

dominate a major market share and catch majority customers. Finally, the foreign

insurance company is growing quickly as the deregulation of motor insurance market

has opened to foreign insurers since mid-2012.

Although the motor market is competitive, nevertheless, there are still

opportunities. In general, China also has some emerging areas where less developed*

economies, there is low insurance density and low insurance penetration rates, like

Yunnan, Sichuan and Xizang (Crawford, et al. 2013). Moreover, more and more

people have the sense of safety nowadays with the increasing traffic accident. They

are willing to purchase motor insurance respectively.

1.1.3 The Situation of Kunming Motor Insurance Market

Traffic Police Corps of Yunnan Public Security Department (2012) stated that

the vehicle sales of Kunming slightly declined in 2012 as compared to the previous

year. The reason for this is that more and more people are worried about problems of

traffic jam and parking problem. Therefore, all of these factors will affect the motor

insurance market in Kunming. Otherwise, the competitiveness of the motor insurance

is also another major reason. Moreover, the three biggest companies dominate a

major market share and catch hold of majority customers. And more and more small

unknown insurance companies have ambitions to increase their market shares. They

also provide competitive pricing product and good service to meet customer needs.
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However, Crawford, et al (2012) identified that there is low insurance density

and low insurance penetration rates in areas like Yunnan, Sichuan and Xizang. As the

capital of the Yunnan, the motor market still has chance to expand. Otherwise, more

and more Kunming people have the sense of safety nowadays with the increasing

traffic accident. They are willing to purchase motor insurance respectively.

1.2 Statement of the Problem

Since China's motor insurance industry is gradually growing and the market is

becoming intensively competitive. Many small and foreign insurance companies are

providing competitive pricing products and good services to satisfy customers.

Besides, with the decrease of vehicle sales and the slump of economy, the motor

insurance industry is becoming more and more competitive, and many customers

increase demand for good services with reasonable price products at good reputation

insurance company. Because the law stipulates that each vehicle owner needs to

purchase the compulsory traffic liability insurance in each year (China Insurance

Regulatory Commission, 2006). So that the benefit thing for motor insurance

company is to maintaining the existing customer and keeping them repurchase again

in the same insurance company. Actually, research about customer satisfaction and

re-purchase is rarely found in this market, because many researchers focus on how to

calculate the premium rate and customer behavior. In response to those problems, the

study proposes to investigate the service quality, corporate image and marketing mix

those affecting customer satisfaction and the customer willingness of re-purchasing
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motor insurance in the same company in Kunming, China.

1.3 Significance of the Study

As many researchers identified, customer retention and re-purchase intention are

positive elements to affect company`s profit (Reichheld and Kenny, 1990; Duboff

and Heaton, 1999; Jameson, 1999). It is widely known that getting a new customers

is more costly than to maintain an existing one (Ndubisi, 2005 and Pfeifer, 2005).

Otherwise, it is known that customer satisfaction is very important factor leading to

customer retention and re-purchase. Customer satisfaction is the customer`s feeling

of joy, after obtaining product or service with the value that meet their expected

demand and wants. It is, therefore, a successful company that understands customer

needs and wants very well, and delivers the good value to meet customer satisfaction.

However, it is significant for motor insurance company to increase market share,

because customer will re-purchase or introduce friends to purchase if they feel

satisfied at previous service.

This study focuses on the factors affecting customer satisfaction and customer

re-purchase intention in the motor insurance market. Moreover, this study will show

the significant and available information to the motor insurance company and to help

them to build a good strategic to increasing market share in Kunming, China.
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1.4 Research Objective(s)

There are four objectives in this study.

1. To investigate the relationship between service quality and customer

satisfaction in motor insurance industry.

2. To study the relationship between corporate image and customer satisfaction

in motor insurance industry.

3. To access the relationship between marketing mix and customer satisfaction

in motor insurance industry.

4. To explore the relationship between customer satisfaction and re-purchase

intention in motor insurance industry.

1.5 Research Question(s)

There are four questions in this study.

1. What is the relationship between service quality and customer satisfaction in

motor insurance industry?

2. What is the relationship between corporate image and customer satisfaction

in motor insurance industry?

3. What is the relationship between marketing mix and customer satisfaction in

motor insurance industry?

4. What is the relationship between customer satisfactions and re-purchase

intention in motor insurance industry?



10

1.6 Expected Benefits

1. Information can be used by motor insurance to making a good strategy to

maintain customer and meet their demands and needs.

2. Information can be available for motor insurance company to improve

performance, get more profit and increase market share

3. Information also can be useful to foreign insurance company to emerge

Kunming market.

4. It is can also use as a reference for those who want research the motor

insurance market in China.

1.7 Operational Definitions

Motor insurance is a product or service that purchased by private vehicle

owners to reduce costs of repair car in this study.

Satisfaction is the personnel feeling after customer obtaining good service from

motor insurance company with reasonable price, served by staffs with good

performance and getting benefits with efficient claim process.

Service quality is an elevation standard which customer use to judge the

performance of deal with claim process and the staff behavior in the motor insurance

company.

Tangibility means the service that motor insurance provide to customer, such as

claim process, performance or attitude that motor insurance stuff provide and the

sense of safety that customer got from insurance company.
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Reliability is a feeling that customer got, they believe that motor insurance have

capability to deliver the good service which they promised, like staff good attitude,

effective claim process, and reasonable price.

Responsiveness means the willingness of the motor insurance employee to help

customer to deal with claim adjustment effectively with professional insurance

knowledge.

Assurance means the professional insurance knowledge, skills and ability of

motor insurance staff.

Empathy means motor insurance pays more attention to care about customer

demand, and willing to provide effective claim adjustment and reasonable price.

Corporate image as consumer emotional reaction to total performance of motor

insurance market, like effective claim process, good performance staff, the service

that the company provide and the social influence of the motor insurance company.

Belief means insurance buyers think the motor insurance company is good and

will produce reasonable claim product with reasonable price and provide effective

claim adjustment service.

Emotional feeling means insurance buyers will have the feeling about the

insurance company corporate reprehensibility or social and environmental policies.

Behavioral intention means insurance buyers willing to buy motor insurance

product from the company on account of the company`s image.
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Re-purchase intention means that the customer to purchase motor insurance

again from the same insurance company on the respondent perspective. But from

researcher`s perspective, it means the whole insurance market in this study.

Demographic means the essential information of motor insurance buyers. That

includes customer`s age, gender, income, education and so on.

Age in this study means the insurance buyer`s age whose age above 18.

Gender means the male and female of insurance buyer.

Income in this study means the income of insurance buyer.

Education means the level of education of insurance buyer.

Marketing mix means the motor insurance company strategy on product, price,

place, promotion, personnel, process and physical evidence.

Product means traffic compulsory insurance, third-party liability and other

insurance that car owner purchase for their cars. And in the motor insurance product

also means the claim adjustment service that motor insurance provide.

Price in insurance market is related to premium rates.

Place in the insurance market is related to insurance branch, branch manage

needs to pay more attention to many important factors, like smooth accessibility,

equipment and availability.

Promotion in the insurance market means insurance company sell insurance

through advertising, personal selling and public events.

Personnel mean the staff of motor insurance market. The high level of the

insurance company`s employee interaction is very important to satisfy customer.
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Process in motor insurance market means the speed and accuracy of payments,

the easy and convenient processing.

Physical evidence in the insurance industry can be identified in the form of

insurance policy and certificate, premium payment receipt, the office building and

facilities or the logo and brand name in advertisements.
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CHAPTER 2

LITERATURE REVIEW

This chapter contains the relevant literature theories and discussed theories

in six fields: motor insurance, corporate image, service quality, customer satisfaction,

marketing mix, and re-purchase intention. Moreover this chapter also includes the

conceptual framework and the hypothesis.

The topics of this chapter are as the following:

2.1 Related Theory and Literature

2.1.1 Motor Insurance

2.1.2 Customer Satisfaction

2.1.3 Demographic

2.1.3.1 The relationship between demographic and customer satisfaction

2.1.4 Service Quality

2.1.4.1 Service Quality Model

2.1.4.2 The Five Dimensions of Service Quality

2.1.4.3 The Functioning of the SERVQUAL

2.1.4.4 The relationship between service quality and customer satisfaction

2.1.5 Corporate Image

2.1.5.1 The relationship between corporate image and customer satisfaction

2.1.6 Marketing Mix
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2.1.6.1 The relationship between marketing mix and customer satisfaction

2.1.7 Re-purchase Intention

2.1.7.1 The relationship between re-purchase intention and customer satisfaction

2.1.8 The relationship between service quality, corporate image, marketing mix

customer satisfaction and re-purchase intention

2.2 Conceptual Frameworks

2.3 Research Hypothesis
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2.1 Related Theory and Literature

This chapter consists of relevant literature theories and discusses theories like:

motor insurance, corporate image, service quality, customer satisfaction, marketing

mix, and re-purchase intention. Moreover, it also contains some essential theories

about the relationships between those factors. In addition, this chapter concentrates

on establishing the conceptual frame work and developing the hypothesis basing on

the previous theories study.

2.1.1 Motor Insurance

According to many insurance companies (Ping An, PICC, China Pacific, et al,

2011) defined motor insurance as an arrangement purchased by vehicle owners to

reduce costs of repairing car. Customers will pay money to auto insurance company,

and the company will pay all or most of the costs to you if you meet accident or car

damage. With the increased use of the automobile in the late 19th century, motor

insurance became very important. More and more accidents occurred during that time,

but there was no any motor insurance compulsory policy in the world. Naturally, not

only the drivers needed to be paid costs for damage to their car but also the injured

people could not get any compensation (Wenzel, 1995). Meanwhile, arguments about

who was responsible for injuries and damages were bound to happen. Therefore, the

United Kingdom first introduced a compulsory form of motor insurance with the

Road Traffic Act 1930 (Deak,1933). It means that all automobile owners need to be
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insured for their liability for injury or death to third parties when their cars were

driven on road.

There are lots of car insurances products in China (Ping An, et al, 2011). For

example:

A. Traffic compulsory insurance

Traffic compulsory insurance contains third-party liability. All the vehicles

which drive on roads must buy it. It covers the event of an injury or death of a driver

and any other person caused by traffic accident, and also the insurance company will

compensate whoever is responsible for an accident.

B. Third-party liability

This policy is more less the same as traffic compulsory insurance, and many

drivers also buy a separate one. The difference is that this policy covers the more rate

of compensation than traffic compulsory insurance.

C. Additional policies

Drivers can also be willing to purchase a number of extra types of cover; there

will list some popular policies.

1. Car Damage Insurance, it covering damage to the driver`s vehicle.

2. Car Theft Protection Insurance, it covering theft not only the car but also all

the things contained inside.

3. Liability for Passengers and Driver Insurance, it covering the damage of the

driver`s passengers.
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4. Breakage of Glass insurance, it covering the damage of the vehicle`s

windshield whether on the road or parking place.

5. Quota-free Insurance, it is that the insurance company will pay 100% of the

compensation if the holder is held responsibility in accident. Otherwise, the driver

will pay 20% of the compensation.

Additionally, the motor insurance sales channel is divided into two parts. In

general, insurance companies distribute their products by internal sales forces,

independent agents and brokers. In this way, technology and communication are

important to insurance company; it will encourage insurers to connect buyers by

telephone and internet sales (Kozlowski, Jenny and Delvin, 2011). Besides, motor

insurance usually are sold through a partnership between insurance company and

financial institution, like auto dealership and bank insurance (Deloitte 2014).

Nowadays, more and more customers prefer auto dealership after they purchase new

car, because it is very convenient and easy to get good recommendation.

2.1.2 Customer Satisfaction

According to Sayasonti (2005), he found that auto insurance could be refocused

to improve customer satisfaction which will maintain the higher customer retention.

Kotler and Keller (2006) identified that satisfaction is the emotion of satisfaction or

dissatisfaction in which caused by comparing of the perceived performance (outcome)

of product and service to his or her expected ones. That means satisfaction is the
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personnel feeling of joy, after obtaining product or service, and comparison between

the actual and expected performance. Many researchers proposed that satisfaction is

an attitude or feeling by comparing pre-purchase expectations of customers in which

they will get from product or service to their perceptions of the performance they

actually one (Oliver, 1980). If the value of product or service equal to perceived

quality, cost and performance, customer satisfaction arises. However, from seller`s

perspective, some researchers said that satisfaction is that company delivers value to

meet or fulfill customer`s needs and wants. According to Hansemark and Albinson

(2004), they identified that satisfaction is an attitude or measurement that customer

use to measure service provider, or the feeling to the difference between what

customers expected and what they got, regarding the fulfillment of some needs, goals

or desire. Moreover, customer will feel dissatisfied if the perceived performance does

not meet their expectation (Churchill and Surprenant, 1982; Oliver, 1980; Yi, 1990).

Customer satisfaction is the key for the company to achieve success, and gain

market shares in long-term. Literature established that customer satisfaction can help

company against competitors and gain or protect market share by delivering high

quality products and services to make customer satisfaction (Tsoukatos and Rand,

2006), and high customers satisfaction can lead to higher market share with a

stronger competitive position (Fornell,1992). Understanding the needs and wants of

customer, at the same time, delivering the customer expected level of product or

service to meet customers` demand better than competitors is the key to achieve goal



20

and get more profit (Sudol, Szymczak and Haffer 2000). Generally, higher customer

satisfaction affects customer positive word-of-mouth, re-purchase behavior and also

company can decrease cost. Because when customers perceive good service, each

will typically tell nine to ten people. It is proposed that nearly one half of American

business use “word-of-mouth” communication form (Gitomer, 1998). Therefore, as

we all know getting a new customer is more expensive than to maintain the existing

ones (Ennew and Binks, 1996; Hormozi and Giles, 2004).

Service is one of a key factor for customer satisfaction. A study of motor

insurers by J.D. Power Company Limited (2010) showed that many customers switch

to new insurance company, because they have experienced poor customer service at

the former company. Customers can evaluate the satisfaction by comparing between

expected quality of service and the actual quality of service performance. Moreover,

customer will have negative feeling if the value of service is less than expected one.

While if the value of service give a positive emotion than expected, this will give a

positive feeling and trust (Alagarma, 2005). Otherwise, product is also an important

factor for customer satisfaction as well as service. Yi (1990) identified that customer

satisfaction is an evaluation, emotional reactions and experience to a product or

service. In addition, Oliver (1997) also stated that satisfaction to a product or service

is built by the experience of consume the product or service.
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2.1.3 Demographics

Socio-demographic have many factors within it, age, occupation, income are

regarded as significant parts of it which effect the customer satisfaction (Ashworth

and Goodall ,1988). Moreover, Ankomah, Crompton, & Baker, (1996) propose that

age, gender, marital status, income, education, car ownership and lifestyle hold

dispensable position when people make decision.

2.1.3.1 Age

McCleary, Weaver and Lan (1994) claims that age is a vital variable when

making decision. It has conclusive impact towards customer behavior and investing

behavior based on Neal, Quester and Hawkins (2002). Furthermore, Moisey and

Bichis (1999) points out that customers’ age is critical to effect with respect to

customer’s behavior, satisfaction and loyalty. In Husbands (1989) study, customer

satisfaction is linked to socio-demographic variables; including age and education are

crucial variable toward customer satisfaction. When looking at brand image,

Wertheimer (1979) points out that age is the only variable effecting customer

perceive brand image.
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2.1.3.2 Gender

Kinnaird and Hall (1994) claim that customer is process composing of gender

society, and gender is always an inevitable element. It is proposed that different

experiences appear on purchasing between men and women, girls and boys

socialization lead to different motivation and behavior when taking part in

gender-related activities. Concerning academic researches toward service, it usually

study the relationship between features of costumer demography and loyalty showing

senior customers are less willing to switch and women show higher loyalty than men

(Lymberopolus et al., 2004; Ndubisi, 2005).

2.1.3.2 Income

Income is very important factor of demographic on consumption and sales.

According to Hasty and Reardon (1997), customers are willing to spend more to

purchase when they have more income, thus will bring more profit and higher sales

to company. Moreover, as Zeithaml (1985) identified that income is also an important

factor affecting choice decision. Because people who have higher income will have

higher education (Farley, 1964), therefore, they will be willing to collect more

information before decision, but less educated people have less information to help

them make decision (Schaninger and Sciglimpaglia, 1981).



23

2.1.3.3 Education

Zimmer, Brayley and Searle (1995) investigated that income and education have

impacts on customers’ choice. Moreover, Zimmer et al. (1995) propose that high

level of education and income make customers more willing to collect information

before decision. Thus, better educated people feel more satisfied with the information

they collected than others (Homburg and Giering, 2001). Hence, income and the level

of information will affect satisfaction.

2.1.3.4 The relationship between the demographic and customer satisfaction

In addition, it is said that demographic features like age, gender, education,

experience and social class are very significant elements attributing to customer

satisfaction and re-purchase intention. Palvia and Palvia (1999) stated that age is an

essential factor to measure the satisfaction in the information technology era.

Otherwise, the level of education is a significant part of demographic, customer

demand different level of service and product with the different education (Kent &

Omar, 2003). Moreover, Income is a very important factor of demographic on

consumption and sales.
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2.1.4 Service Quality

Quality is a very crucial factor that consumers expect in an exchange process

(Solomon 2009). Quality can also be described as the value of a product or services

that company delivers to meet customers` demand and want (Kotler, Armstrong,

Saunders and Wong, 2002). Otherwise, Gronroos (2000) defined service as an

intangible activity that happens between customer and service providers, which can

fulfill customer demand. Therefore, according to Fogli (2006), he defined service

quality as an elevation standard in a specific service, which is the impression that

customer have to judge the performance of the company or service. Thus, Service

quality was described as measurement of a service by the customers (Eshghi, Roy

and Ganguli, 2008); while other researchers argued it is an essential tool that a

customer uses to meet customers’ perception or want.

In general, service quality is very important customer trend in the new era, and

customers now demand more high quality products and services. J.D.Power

Company Limited (2014) identified that people change auto insurance company

primarily due to the poor service, not the premium increased. An author defines

service as an intangible performance that one side provides to another that does not

result in the ownership of anything (Kotler and Keller, 2009). Nowadays, quality has

been recognized as a crucial strategy for company to meet customer satisfaction.

Cronin and Taylor, (1992) identified that customer always regards service quality as a

tool to measure service performance. Otherwise, customer expectation and perception
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are two main elements in service quality. Service quality is the outcomes by

comparing the actual service performance to the service that customer perceived

(Grȍnroos, 1984; Parasuraman et al., 1985, 1988).

Furthermore, service quality is also defined as the value supplied by company,

which is delivered to meet or exceed customers` expectations (Czepiel, 1990). In

other words, customer perception and expectation of service will determine the

quality of service. Thus, the service quality is regarded as low when the provided

service does not meet or exceed the customer`s expectations, whereas, if it exceed the

customer expectations, then customer will deem the service quality to be high level

(Akbaba and Kilinc, 2001).

2.1.4.1 Service Quality Model

A conceptual model of service quality developed by Parasuraman et al. (1985) is

a function of the differences between expectation and performance. They identified a

service quality model (Figure 2.1) based on five gaps. These five gaps are visualized

in the following model.



26

Figure 2.1 Gap Model

Source: Parasuraman et al, 1985 (P. 41-50)

Gap 1: The gap between consumer expectation and management perception’,

Service company cannot always understand what consumers expects and needs.

Gap 2: This gap means management perception and service quality specification

gap. This gap means the improper service-quality standards could affect service

quality perception of the consumer.

Gap 3: The gap between service quality specifications and service delivery’, It is

a service performance gap. Employees providing good service quality perception and

their performance cannot be standardized. This affects the consumer perceive

delivery quality of service.

Words of mouth

communication
Personal need

Past experience

Expected service

Perceived service

Service delivery (including

pro and post contacts)

Translation of perceptions into

service quality specifications

External communications

to the consumer

Management perceptions of the

customer perceptions

Gap 2

Gap 5

Gap 3Gap1

Marketer

Consumer

Gap 4



27

Gap 4: The gap between service delivery and external communications which

means that company can neglect the promises that ensure to consumers. This could

influence customer perception of service.

Gap 5: The gap between expected service and perceived service that is, good

service quality meets or exceeds what customer expects. And high or low service

quality is judged by customer whether perceive the actual performance meets what

they expected.

According to this model, the functional service quality of perception and

expectation can be model as follow:

)(
1 ij

k

j ij EPSQ   
(1)

Where:

SQ= overall service quality;

k = number of attributes;

P= Performance perception of stimulus i with respect to attribute j;

E= Service quality expectation for attribute j that is the relevant norm for

stimulus i.
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2.1.4.2 The Five Dimensions of Service Quality

The five dimensions of service quality measured by the SERVQUAL instrument.

SERVQUAL is the most popular instrument which is used for measuring service

quality by comparing customer expectations before the service delivery and

perceptions of the actual service delivered (Grȍnroos, 1982; Lewis and Booms, 1983;

Parasuraman et al., 1985). Moreover, SERVQUAL can help the service company

profitability by meeting customer expectation and the perception of service quality

(Parasuraman et al, 1988). Parasuraman et al. (1988) also defined service quality as

the gap between the service that customer expected and what they experienced.

Moreover, Zeithaml et al (2006, P. 106-107) stated that “service quality is a focused

evaluation that reflects the customer’s perception of reliability, assurance,

responsiveness, empathy, and tangibles”. Service quality contains five dimensions;

those are reliability, responsiveness, assurance, empathy, and tangibles.

2.1.4.2.1 Tangibility

Tangibility is an essential factor to influence service company (Ilhaamie, 2010).

Because service is intangible, customer experiences the service in an intangible way.

Kheng, Mahamad, Ramaya, and Mosahab (2010) pointed that it contains appearance

of physical facilities, tools, and equipment used to provide the service. Tangibles are

important factors that company provides the safety and availability for customers

(Bellini et al., 2005).
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2.1.4.2.2 Reliability

Reliability is the ability to carry out the promised service in an accurate and

reliable manner. Parasuraman et al. (1988) defined reliability as company`s capability

to delivering service accurately. While David and Heinelle (2003) proposed that

reliability is the capability of a firm to implement service dependably. Moreover,

Nguyen & Leblanc (2001) also mentioned that, reliability of the service quality is

connected with customers’ experiences.

2.1.4.2.3 Responsiveness

As Parasuraman et al. (1988) noted, responsiveness is the willingness of

employees to help customers and deliver better service. In other words, it means the

employee is willing to help customer by providing high quality service to customers,

like quick service, professional knowledge in handling and recovering. Otherwise,

Kheng, Mahamad, Ramya and Mosahab (2010) identified that waiting time is a

crucial element that impacts on customer’s satisfaction. Thus, company needs to be

more focused on customer than company if they want to be successful (Zeithaml et

al., 2006).
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2.1.4.2.4 Assurance

Assurance is the knowledge, skills and the ability of employees and the firm to

inspire employees (Pizam 2010). Assurance refers to the knowledge and courtesy of

employees and their ability to create a sense of trust and confidence in the customers;

it includes competence, courtesy, credibility and security. Moreover, Zeithaml et al.

(2006) argued that assurance shown by employees who are connected to customers

provides trust and confidence. Otherwise, Manzin, Zurga and Mrak (2012) also

proposed that employees have crucial impact on the performance of service quality

generally. In addition, Lovelock and Wirtz (2007) showed that personnel are a key

part of service performance.

2.1.4.2.5 Empathy

According to Parasuraman et al. (1988) and Zeithaml et al. (2006), they

proposed that empathy is the company’s willingness to pay more attention to care and

help their customers. Empathy also involves individual attention to customers, and

shows personal understanding and interest in customers. In addition, empathy has

some methods that present to customers, such as better understanding of the

customer’s name, preferences and needs. More and more firms treat it as a tool

against competitor by paying more concerns to customers than others (Zeithaml et al.,

2006).
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2.1.4.3 The Functioning of the SERVQUAL

As Parasuraman et al (1988) proposed that SERVQUAL can help the service

company profitability by meeting customer’s expectation and the perception of

service quality. The difference between expectation and perception is called gap 5.

Moreover, high or low service quality is judged by how consumers perceive the

actual performance whether it meets what they expected. This model is shown on

Figure 2.2 as follow:

Figure 2.2 measuring service quality using SERVQUAL model (Kumar et al, 2009)

2.1.4.4 The relationship between service quality and customer satisfaction

Service quality and customer satisfaction have positive relationship in the car

insurance industry as proved by Jajaee and Ahma (2012). They found that increasing

service quality results to rising customer satisfaction. Besides, higher service quality

brings higher satisfaction in the motor insurance market (J.D. Power, 2015). Minazzi
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(2008) proposed that customer satisfaction is the outcome of comparing customers`

expectations and customers` perceptions. Customer satisfaction is based on some

factors like reliability, responsiveness, assurance, empathy and tangibles, at the same

time, depends on some additional factors like price and personal shown during the

process of service delivering (Bateson, Hoffman. 1999).

Customer is a crucial part in service process, moreover, it was deemed as the

judgment to measure the obtained service (Erto and Vanacore 2002). In addition,

satisfaction is similar to service quality, but generally satisfaction is a wider concept,

whereas service quality is just a particular element of service. (Wilson et al, 2008). As

stated by Kocbek (2005), the company focuses on customer-orientation which means

the expectation of customer, and the value of the service to satisfy customers.

Furthermore, the customer’s expectation of service is hinged on his or her perception

of the outcome or process, and the quality; those will influence customer satisfaction

and repurchase intention. Hence, Gerson (1993) also proposed that expectation of

customer is important for service quality.

2.1.5 Corporate Image

Nguyen (1998) defined corporate image as consumer emotional reaction to total

offerings and is attributed to many factors, like business name, company reputation,

ideology and the impression of products and services. According to Dowling (1993)

corporate image and reputation can be solid into two attributes: one is corporate
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capabilities and financial performance basically while the other is an emotional one

which is company social responsibility. Meanwhile, image was identified as an

important element to evaluate a firm in the marketing services. And it affected by

perceived value, service quality and customer satisfaction, because it was also

described as the overall impression in the minds of customers. As Keller (1993)

proposed, image is based on the customers’ beliefs about a brand or reputation of the

company, and also comes from customer expectation. And corporate image was

deemed to have a standard impact on the perception of a company operation

(Grönroos, 1984).

In addition, De Pelsmacker et. Al. (2000) divided image into three dimensions.

It is shown as follow:

Beliefs: that is the cognitive factors of attitude. It means that customer may

think about a good company will try to produce high quality product or provide high

quality service.

Emotional feelings: it is an effective element of attitude. It means that

consumer may have the positive or negative feelings about social or environmental

policies of the company.

Behavioral intention: it means the target group members may be willing to

purchase products or services from the company, and even want to go or work there.

Besides, corporate image is a vital element to the success of insurance company

because insurance company provides promise to customer under certain
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circumstances. Customers think the insurance will carry out promise that belief

largely based on corporate image (Sukthawee, 2008).

2.1.5.1 The relationship between Corporate Image and Customer

Satisfaction

Corporate image is one of the vital elements of customer satisfaction; it has a

positive effect on customer satisfaction because customer will have sense of

reliability and professionalism if the company has a good reputation. Sukthawee

(2008) found that corporate image is very essential element to the success of

insurance market, and positive relationship between corporate image and customer

satisfaction. Moreover, Barich and Kotler (1991) proposed that corporate image is the

overall impression of company in customers` minds. Moreover, a good corporate

image of company will create a positive image on the target customer and therefore

helping company to get more profit and market share. As Wu (2011) defined,

corporate image has been regarded as the pioneer of customer satisfaction and

customer loyalty. If a customer has the positive image of the brand, he/she will

probably regard those brand products as goods with similar value, and they will also

have positive word of mouth. Hence, Marteson (2007) proposed that corporate image

is valuable and tangible thing that can help company have a good financial

performance in a long-term. In general, corporate image will affect value, service

quality and satisfaction of company.
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2.1.6 Marketing Mix

The marketing mix as a business tool is widely used by marketers in marketing.

The marketing mix is essential for making strategies of offering product or service,

and the four P's: price, product, promotion, and place are related to product marketing.

While in service marketing, the four P`s are expanded to the seven P's to determine

the different nature of services (Booms, Bernard H.; Bitner, Mary Jo, 1981). It means

that the marketing mix consist of product and service marketing mix. The product

marketing mix means 4P`s, it consists of product, price, places and promotion.

Moreover, the service marketing mix contains product, Price, Place, Promotion,

People, Physical Evidence, and Process, simply called 7P’s. According to Philip

Kotler (2009), Marketing Mix is the controllable variable that company can use to

impact on the customer intention. Besides, Beenish Shameem and Sameer Guota

(2012) found that good marketing strategy in the car insurance market will boost

sales and profit which ultimately lead to customer satisfaction.

2.1.6.1 Product

Product refers to a bundle of value offered by the organization. Product can be

defined as the product or service which the company delivers to market in order to

satisfy customer through attracting customer, using product, or consuming service

(Armstrong and Kotler, 2011). As Borden (1984) described it, product is made up of

quality, features, design and brand ideology. In general, a successful company will

https://en.wikipedia.org/wiki/Marketing
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find out what customers need and then produce a right product with good value, and

delivers the value to meet customer`s demand. It also means that quality is very

important element in product. Meanwhile, quality means all the elements that satisfy

customers` needs through product (Bergström Seija, Leppänen Arja, 2001). Thus, an

insurance company sells service and motor insurance as product, so customer not

only purchase products but also service (Beenish Shameem and Sameer Guota,

2012).

2.1.6.2 Price

The Pricing in an insurance market is related to premium rates. Price is the

bundle of money representing a product or service, or the values that customer

purchase from the product or service (Kotler, Armstrong and Wong, 2002). That

means that price is the amount of charge that a customer is willing to pay for the

product or service. Therefore, the major element of consideration in making decision

is pricing (Kotler et al. 1999). The price that customer is willing to pay based on what

they want, what they expect the quality of a service or product (Heskett et al., 1997).

In addition to product, price is also a very important factor that affects competition

and cost-effectiveness for the company, but it does not mean cheapness. As we all

know, high price products and services were supposed to be high quality products and

services, generally, their prices are higher than the prices of low quality products or

services (Curry and Riesz, 1988; Erickson and Johansson, 1985; Lichtenstein et al.,



37

1988). Thus, setting a correct price for the right target consumer, the profit of

company will arise (Bergström Seija, Leppänen Arja, 2001).

Price is also a factor that affects customer satisfaction and repurchases intention.

According to Oliver (1997), customers use the price to evaluate the service quality

which will lead to the satisfaction or dissatisfaction. Moreover, many researchers also

said that the price perception impacts on customer satisfaction and trust (Oliver, 1997;

Peng and Qing, 2006; Cheng, et al., 2008). Due to service intangibility, price

becomes an essential standard to measure quality (Zeithaml, 1981). Price is also

deemed to be the crucial determinant of repurchase intentions.

2.1.6.3 Place

Place means the location which is reliable and available for customers to buy the

product and service (Van Riel et al, 2005), and place is also where the distribution of

product and service for customer to purchase is done. According to Hirankitti et al.

(2009), place is an entrance that is easy for customer to purchase product or service.

Moreover, a firm should pay more attention to making a price strategy, because the

value of service and product will be present at the same time and at the same place; a

place is where supplier delivers all information for customers and competitors. Hence,

place mix in the insurance market is related to insurance branch, branch management

needs to pay more attention to many important factors, like smooth accessibility,

equipment and availability (Beenish Shameem and Sameer Guota, 2012).
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2.1.6.4 Promotion

An insurance service is attracting impulsive buying by providing effective

promotion. Promotion is described as a tool that suppliers use to attract more

customer’s attention in service or product (Yoo et al, 2000), like sales promotion,

advertising, personal selling and public events (Borden, 1984). It means that

promotion is an important ingredient of marketing mix as it includes some activities,

such as branding, advertising, PR, corporate identity, special offers, exhibitions and

sales management. Furthermore, promotion is identified as a strategy which is used

to persuade customers and their willingness to purchase it with good value (Lovelock,

Patterson, & Walker, 1998). Otherwise, marketing communication is very essential to

making marketing decision, because it makes a company and its product or service

visible.

As Lovelock & Wright (2002) said, communication plays an important role in

making strategies because it contains three crucial factors that is; providing

information to meet customer needs, attracting customers to purchase the particular

product or service, and inspiring customer to concern to the particular product and

service. In addition, promotion activities will affect consumer’s emotion, thinking,

experience and purchasing behavior. This is because promotion will help company to

be well-known and build up corporate image; it also disseminates information to

meet customer needs (Bergström Seija, Leppänen Arja, 2001).
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2.1.6.5 Personnel

Anyone who is in contact with your customers and it will make a good or bad

impression and effect on customer satisfaction. The behavior of salespeople will

affect the reputation of your company. It refers to the interaction between customers

and the service employees with service and it also impacts on customer’s perception

of service quality in positive and negative way (Rust, Zahorik, & Keiningham, 1995).

Furthermore, personnel are essential to the process of delivering value to customers.

Customer-orientation cannot become true without the participation of personnel

(Judd, 2001). In other words, company must cultivate the ability of employees in

communication, training, skills, learning, and advice; it will help company to deliver

value to customers. Thus, motor insurance market as a service industry needs more

interaction between customer and employee, so the effective people interaction is

very important to satisfy customers (Kalaimani 2012).

2.1.6.6 Process

The process of the product is essential in motor insurance market. It means the

speed and accuracy of payments, the easy and convenient processing (Beenish

Shameem and Sameer Guota, 2012). This determines the capability of the product to

meet the demand of the consumers. Hirankitti et al., (2009) proposed that the process

is an important factor that customer expects. The process means giving a service and

delivering value to make customer satisfied. It contains many factors, such as the
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information given to customer, waiting times, the efficiency of your service and

helpfulness.

In other words, process relates to customer service that contains many processes

and that will make marketing effective in a company, such as processes for handling

customer complaints, processes for identifying customer needs and requirements,

processes for handling order.

2.1.6.7 Physical Evidence

Physical evidence in the insurance industry can consist of insurance policy and

certificate, premium payment receipts, the office building and facilities or the logo

and brand name in advertisements (Beenish Shameem and Sameer Guota, 2012). It is

essential for the customer to evaluate the value of the service through physical

evidence (Rafiq & Ahmed, 1995). Moreover, according to Rust, Zahorik, &

Keiningham (1993), physical evidence can be used to determine premium price for a

service and establish a positive experience. The performance of employees can

basically impact on customer’s satisfaction with experience. In addition, as Bitner

(1990) said, physical environment can influence the customer perception about

service quality. That means the level of environment of a service location may make

a lot of difference in the customers` experience. For example, a warm and relax

environment may provide a sense of security to a new customer which will make

them re-purchase. Decorations and designs of shop also essentially affect the
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perceived value of customer in service (Shostack, 1977).

2.1.6.8 The Relationship between marketing mix and customer satisfaction

Kalaimani (2012) identified that insurance market belongs to service market

and marketing this service will bring quality product to make customer satisfaction.

Marketing is a managerial process in which company delivers the value to meet

customer demand and need by creating, offering and trading the value of product and

service (Kotler, 2006). Based on previous study, we know that marketing mix is a

marketing tool used by marketers to get what they need and want and also deliver the

value to make customer satisfaction. Moreover, Hirankitti, Mechinda, and Manjing

(2009) argued that marketing mix is an important factor which helps a company to

increase customers and delivers efficient service. Otherwise, Yelkur (2000) also

proposed that marketing mix basically and positively impacts on customer

satisfaction. Also, Cengiz and Yayla (2007) proposed that customer satisfaction and

loyalty are positively influenced by marketing mix with good word of mouth

communication. In addition, marketing mix and customer satisfaction are highly

connected with each other (Zineldin and Philipson, 2007). Hence, Baldauf et al.,

(2008) stated that marketing impacts on brand performance positively.
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2.1.7 Customer Re-purchase intention

According to Oliver (1996), loyalty ensures that a customer repeats to

repurchase a product or service persistently in future. The re-purchase intention

means the behavior of the customer to use a service or product again from the same

brand or company in future. Daugherty et al. (2008) identified that re-purchase

intention is an emotional reaction that customer experiences. A customer decides to

continue having a relationship in an economic way because the customer has a

positive previous experience to the company (Ring and Van de Van, 1994). A large

results of previous literature indicated that customer repurchase intention positively

impact on company`s profitability (Reichheld and Kenny, 1990; Duboff and Heaton,

1999; Jameson, 1999).

It is widely known that customer retention will affect company profitability,

because the cost of obtaining a new customer is higher than the cost of maintaining

an existing customer. Ndubisi (2005) and Pfeifer (2005) pointed out that the cost of

maintaining a loyal customer is five or six times less than the cost of getting a new

one. It presents the importance of customer repurchases intention. Walsh et al. (2005)

mentioned that it is a better way to be concern about the existing customer than

getting new ones.
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2.1.7.1 The Relationship between customer satisfaction and customer

re-purchase intention

Many researchers think that customer satisfaction and customers’ actual

re-purchase behavior is influenced by the relationship between satisfaction and

retention. A study proposed that a customer begins to purchase insurance from new

company because they are considerably less satisfied with their insurer and rates (J.D.

Power Company Limited, 2010). Sayasonti (2012) also found that customer

satisfaction and re-purchase intention have positive relationship in the Thailand car

insurance market. He said that the auto insurers in Thailand should pay more

attention to increasing customer satisfaction and it will get higher customer retention.

Moreover, the relationship between customer satisfaction and a customer repurchase

intention is expected to continue in the future (Anderson et al.1994 and Fornell 1992).

Moreover, Rusk and Zahorick (1993) indicated that the customer retention strategy is

very important to a company. Because based on Duboff and Heaton (1999), they

proposed that the positive relationship leads to customer loyalty, long-term

relationships and profitability.

In addition, customer satisfaction is affected by the quality of service or product

as well as the cost. According to Chang et al (2009), he identified that service quality

is essentially impacting on customer satisfaction and loyalty. It is found that the value

of goods and services delivered to customers fulfills their expectations and

satisfaction thus making that person to continue buying this product or service again.
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2.1.8 The relationship between service quality, corporate image, customer

satisfaction and repurchase intention

Actually, many researchers have proved the relationship between service quality,

corporate image and customer satisfaction, and also the relationship between

customer satisfactions and repurchase intention. The result was proved by Sayasonti

(2015) in the auto insurance industry in Thailand, the paper found a positive

significant relationship between service quality, corporate image, customer

satisfaction and customer repurchase intention. Meanwhile, Jajaee and Ahmad (2012)

found good relationship between service quality and customer satisfaction. There is

also a strong relationship between each other in the Australian Car Insurance Industry.

Afshar and Aligholi (2015) also identified tangibility, responsiveness, accuracy,

empathy and reliability as factors affecting customer satisfaction in car insurance

industry. Besides, according to Anantha and Huam (2014), they also proposed that a

good relationship exists between the 5 dimensions of service quality and customer

satisfaction.

Furthermore, Malik, Ghafoor and Iqbal (2012) developed the model showing

good relationship between service qualities, brand image, price and customer

satisfaction as seen in figure 2.3. The reason why the researcher uses the corporate

image instead of brand image is that the study is about the insurance company and

the company also can also be a brand. Moreover, price in this study as an important

factor of marketing mix is put below the customer satisfaction.
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Figure 2.3 The relationship between service quality, brand image, price and customer satisfaction

Source: Impact of Brand Image, Service Quality and price on customer satisfaction in Pakistan

Telecommunication sector (Malik, Ghafoor and Iqbal (2012)

Furthermore, Lasorn (2012) also proposed that the good relationship exist

between image, service quality, experiential marketing and customer satisfaction, and

customer satisfaction also affects customer loyalty, those relationships are shown in

figure 2.4 below. By the way, customer disposition to repurchase is a vital factor of

loyalty; they regard loyalty as repurchase of the product or service (Law, et al. 2004).

Besides, the researcher did not put experiential marketing in this study, because the

result proved that customers are more concern about service not experiential

marketing in that study.
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a

Figure 2.4 The relationship between image, service quality, experiential marketing, customer

satisfaction and customer loyalty

Source: The Study of Customer Behavior Satisfaction and Loyalty of Community Mall in Bangkok and

Suburban Area (Lasorn, 2012)

In addition, a study about 7Ps marketing mix and customer satisfaction of retail

bank in North east Nigeria was done by Mohammad (2015). The study aimed to

explore if product, price, place, promotion, people, process and physical evidence

affect retail bank customer satisfaction. The result found that those elements are

significantly related to customer satisfaction in the retail bank market.
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Figure 2.5 The relationship between 7Ps marketing mix and customer satisfaction

Source: 7Ps Marketing Mix and Retail Bank Customer Satisfaction in Northeast Nigeria (Mohammad 2015).

\

2.2 Conceptual Frameworks

According to literature and theory review, the conceptual frameworks of this

study will be shown as follows. It shows the affect elements, that is, demographic,

corporate image, marketing mix and service quality, and the relationship with

customer satisfaction. In addition, the theory of customer satisfaction and the

customer re-purchase intention.
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Figure 2.6 Conceptual Framework

2.3 Research Hypothesis

H1: Demographics affect customer satisfaction

In addition, it is said that demographic features like age, gender, education,

experience and social class are very significant elements attributing to customer

satisfaction and re-purchase intention. Palvia and Palvia (1999) stated that age is an

Corporate Image

 Beliefs

 Emotional feelings

 Behavioral intention

Service Quality

 Tangibles

 Reliability

 Responsiveness

 Assurance

 Empathy
Customer

Satisfaction

(CS) Re-Purchase

Intention

Demographics

 Gender

 Age

 Income

 Education

Marketing Mix

 Product

 Price

 Place

 Promotion

 Personnel

 Process

 Physical Evidence

H1

H2

H3

H4

H5



49

essential factor to measure the satisfaction in the information technology era.

Moreover, Income is a very important factor of demographic on consumption and

sales.

H2: Service quality affects customer satisfaction

According to Erto and Vanacore (2002) the customer is a crucial part in service

process, moreover, it was deemed as the judgment to measure the obtained service. In

addition, satisfaction is similar to service quality, but generally satisfaction is a wider

concept, whereas service quality is just a particular element of service. (Wilson et al.

2008). As Kocbek (2005) stated, a company focuses on customer-orientation, it is

linked to the expectation of customer, and the value of the service to satisfy

customers. Thus, the hypothesis is developed as follows based on previous literature

review and the above conceptual framework.

H3: Corporate image affects customer satisfaction

Kotler (1997) proposed that corporate image is the overall impression of the

company in customers` minds. Moreover, a good corporate image of company will

create a positive image on the target customer and therefore helping company to get

more profit and market share. As Wu (2011) argued, corporate image has been

regarded as the pioneer of customer satisfaction and customer loyalty. If customers

have the positive image of the brand, he/she will probably regard those brand
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products as goods with similar value and they also will have positive word of mouth.

H4: Marketing mix affects customer satisfaction

Hirankitti, Mechinda, and Manjing (2009) point out that marketing mix is an

important factor that helps company to increase customer base and delivers efficient

service. Otherwise, Yelkur (2000) also proposed that marketing mix basically and

positively impact on customer satisfaction.

H5: Customer satisfaction affects customer re-purchase intention

Many researchers think that customer satisfaction and customers’ actual

re-purchase behavior are influenced by the relationship between satisfaction and

retention. According to Chang et al. (2009), he found that service quality essentially

impacts on customer satisfaction and loyalty. It is argued that if the value of goods

and services delivered to a customer fulfills her expectations and satisfaction arises,

that person will continue to buy this product or service again. Thus, the hypothesis is

developed as follows based on previous literature review and the above conceptual

framework.
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CHAPTER 3

METHODOLOGY

This chapter reported the methodology approach of collecting and interpreting

data of the study.

The types are as following:

3.1 Research Design

3.2 Population and Sample

3.2.1 Sampling Strategy

3.3 Data Collection

3.3.1 Tools

3.4 Data Analysis

3.5 Reliability

3.6 Validity
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3.1 Research Design

This study explores how the demographics, service quality and corporate image

affect customer satisfaction and then the willingness of re-purchase in purchasing

motor insurance in Kunming, China. Moreover, it also investigates the relationship

among those factors. In order to conduct the research, this study used quantitative

research methodology and the information collected by questionnaire survey.

Otherwise, independent variables consist of demographic, service quality and

corporate image; dependent variables are customer satisfaction and re-purchase

intention. Hence, the general information used descriptive analysis, ANOVA and the

relationship and result would be analyzed by structural equation modeling (SEM).

3.2 Population and Sample

3.2.1 Population

The population in this study is the customers who purchase the motor insurance

for their cars. According to the Regulation on Compulsory Traffic Accident Liability

Insurance for motor vehicles in China, the China Insurance Regulatory Commission

(2006) stipulates that each vehicle owner needs to purchase the compulsory traffic

liability insurance. Therefore, based on the data from the Bureau of Statistic of

Kunming (2014), the number of private car is 1.1 million.
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3.2.2 Sampling Strategy

The sample size is calculated by the formula of Yamane (1993) with the error

5% points and confidence coefficient of 95%. It is as follow:

2))(1( eN
Nn


 (2)

Where N = the size of population

n = the size of sample

e = the error of sampling

Setting the error of 5 percentage points, hence:

2)05.0)(000,100,11(
000,100,1


 =400

Consequently, the sample size is 400 respondents who are selected from four

districts of Kunming (1. Wuhua district, 2. Panlong district, 3. Guandu district and 4.

Xishan district).

3.3 Data Collection

Data of the study was collected by questionnaire from April, 2016 to May, 2016.

In order to get the accurate data and facilitate the respondent, questionnaires were

designed in English and Chinese two versions. Therefore, the 400 questionnaires

were delivered to insurance buyers randomly who are age between 18 and 65 years

old at the indoor parking lot of shopping mall. Moreover, there are 10 large shopping



54

malls (Yunnan information center, 2014) distributed in four districts of Kunming, so

these 400 respondents were divided into 4 parts. In order to ensure the coverage, they

were selected in each district basing on the percentage of the respondents’

distribution (Bureau of Statistic of Kunming, 2012) in each district (Table 3.1). The

respondents were selected randomly in this study. Data collection was by

questionnaire, and the shopping malls were visited one by one.

As mentioned before, all the respondents would be motor insurance buyer. To

make sure that the statistic is accurate, the filter questions were designed before

distributing questionnaire to respondents. The researcher asked them if they have car

and if they are decision makers in purchase of motor insurance.

Table 3.1 Distribution of motor insurance buyer at four districts of Kunming

District The number of shopping

mall

Population Percentage% Questionnaire

Wu Hua 4 855,221 26% 104

Pan Long 2 809,881 25% 100

Guan Du 3 853,371 26% 104

Xi Shan 3 753,813 23% 92

Total 10 3,272,586 100% 400

3.3.1 Tools

In this study, the research tool used for collecting data was questionnaires about

the level of customer satisfaction and re-purchase intention. It consists of six parts:
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Part 1 General background information sampling contains the questions about

gender, age, education background, occupation, income, type of motor insurance and

insurance company. All the questions are categorical scale.

Table3.2 Questionnaire construction of general information

Items Measurement Reference

General

Information

1.Gender What is your gender? Hamza Salim

Khraim(2013)2.Age What is your age range?

Marital status What is your current marital status?

4.Income What is your approximate annual income in

yuan?

5. Education What is your level of education?

6.Insurance

company

Which motor insurance company you

purchased now?

Customer satisfaction

of motor insurance

questionnaire7.Insurance type What kind of motor insurance you purchase?

Part 2 Service quality

In this part, the question will be designed to five likert scale. As Kocbek (2005)

stated that company focus on customer-orientation, it is linked to the expectation of

customer, and the value of the service to satisfy customers.
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Table 3.3 Questionnaire construction of service quality

Items Measurement Reference

Service

Quality

Tangibility

.Service staffs appear neat and appropriately dressed.

Adapted from

Johnson and

Sirikit (2002)

Service provider has up-to-date videos, magazines

and information efficiently.

Distribution channel is diversification and

convenience for customer to buy.

Reliability

When service providers promise to do something by

a certain time, they do it..

This insurance company`s staffs are able to give a

service to you on time.

A motor insurance provider keeps its records

accurately

Responsiveness

Employees are always willing to help customers.

Adapted from

Johnson and

Sirikit (2002)

staffs give prompt services to customers.

I receive quickly service from customer service

staffs.

Assurance

Employees of motor insurance company have

knowledge to answer customers’ questions. Adapted from

Johnson and

Sirikit (2002)

Customers feel safe in their transactions with the

employees.

I can trust customer service staffs of this motor

insurance company.

Empathy When customer has problem, the insurance staff

show sincere interest in solving problem.

Adapted from

Johnson and

Sirikit (2002)Employees of motor insurance company give

customers personal service.

Service provider explains information to me clearly

Part 3 Corporate image

The question of corporate image also designed to five likert scale. As Wu

defined as corporate image has been regarded as the pioneers of customer satisfaction

and customer loyalty.



57

Table 3.4 Questionnaire construction of corporate image

Items Measurement Reference

Corporate Image

Beliefs

I believe the service quality of this motor insurance

company is highly than others.

Julie Baker , A.

Parasuraman, Dhruv

Grewal,

and Glenn Voss

(2002)

The motor insurance company that I am

purchasing is a well known company in this

market.

The insurance company which i purchased is

successful in this field.

Emotional

feelings

It can be trusted in what it says and dose. Salniza Bt Md.

Salleh (2012)

The company is one of my favorite companies. Lukášová Růžena,

Urbánek

Tomáš(2014

The company`s product or service match my

demand of vehicle safety.

Behavioral

intention

I intend to purchase motor insurance from this

company.

I would consider buying other product or service

from this company in the future.

Hamza Salim

Khraim (2013)

Part 4 Marketing Mix

The question of marketing mix designed to five likert scale. Based on previous

study, we know that marketing mix is marketing tools that helps marketers get what

they need and want and also deliver the value to make customer satisfaction.

Moreover, Hirankitti, Mechinda, and Manjing (2009) argue that marketing mix is an

important factor to help company to increase customer base and delivers efficient

service.
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Table 3.5 Questionnaire construction of Marketing Mix

Items Measurement Reference

Marketing

Mix

Product

This motor insurance company has a variety of insurances.

Vanasakul et al

(2008)

The service of claim is very efficient.

The motor insurance portfolio meets my demand.

Price This company provides a reasonable price. Lumpoopinijpo

ng (2007)

This company has a clearly information about the claim fee and

compensation.

Vanasakul et al

(2008)

Place The company provides many channels to selling product in

which customer can purchase it conveniently. Vanasakul et al

(2008)There are many stores to serve consumers.

The store is close to my home and work place.

Promotion

Sale promotion is very attractive me.

Vanasakul, et al

(2008)

There are many promotion channels to sell (call, magazine,

email)

The adverting persuades me to by the insurance.

Personnel Service staffs are very patient to answer my question. Muhammad

Mudassar Abbasi

and M Mushtaq

Khan and Kashif

Rashid (2011)

The staffs always willing to help me when i have problem. Md.Hussain

Kabir and

Therese

Carlsson(2010)

The staffs understand my special need.

Process

The claim process is very efficient. Muhammad

Mudassar Abbasi

and M Mushtaq

Khan and Kashif

Rashid (2011)

The after-purchase service provided by this company is very

well.

Vanasakul, et al

(2008)

I can got claim insurance very fast.

Physical

evidence

The environment of the store has a good image of safety..

The decoration of the store is very good.

The dress of staff is very professionally.
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Part 5 Customer satisfaction

Most researchers agree that satisfaction is an attitude or feeling after the

customer comparing their pre-purchase expectations in which they will get from

product or service to their perceptions of the performance they actually one (Oliver,

1980). Moreover, Yelkur (2000) proposed that marketing mix basically and positively

impact on customer satisfaction. Therefore, the question of this part set up in the way

of five likert scale in combination with marketing mix.

Table 3.6 Questionnaire construction of customer satisfaction

Items Measurement Reference

1. The service of claim is very efficient.

Vanasakul,et al

(2008)

2. The company has good reputation and image in this

industry

3. The company provides many channels to selling

product in which customer can purchase it

conveniently.

4. The insurance company provides good service.

5. The after-purchase service provided by this company

is very well.

Part 6 Re-purchase intention

In this part, the questions were designed to five-likert scale. Ring and Van de

Van (1994) proposed that a customer decides to continue having a relationship in an

economic way because the customer has a positive previous experience with the

company.
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Table 3.7 Questionnaire construction of re-purchase intention

Items Measurement Reference

1 I willing to purchase the insurance that provided by this

company next time.

Zeithaml et al.

(1996) Selnes and

Hansen

(2001)

2 I will recommend others to purchase the company

insurance.

Karin

Boonlertranich

(2011)3 I will to talk about this company with positive word of

mouth.

4 I will not switch into other insurance company.

Junqi Lin (2012)5 I willing to pay more to get other services in this

company

3.4 Data Analysis

The five likert scales (Wuensch, 2005) used in questionnaire of this study is a

very reliable psychometric response scale. Meanwhile, the levels of agreement in

statement specified by respondents range from strongly agree to strongly disagree.

Therefore, the formula used to calculate it is shown below:

int
int)int(

PoScale
PoLowestPoHighest  (3)

=
5

)15( 

= 0.8

Based on the above calculation, the range is shown at the following table.

Table 3.8 The range of the scale

Range of the scale

4.21 – 5.00 strongly agree

3.41 – 4.20 agree

2.61–3.40 neutral

1.81 – 2.60 disagree

1.00–1.80 strongly disagree
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In addition, the statistical analysis is divided into four parts:

Part 1: Descriptive statistics

Descriptive statistics is the basic features of the data collected from the study.

The information is tested by descriptive statistics which shows the simple description

of what is and what the data shows. Moreover, the frequency and percentage, mean

and standard deviation are used for describing or explaining the general information

in this study, like age, gender, income, insurance company and insurance category.

Part 2: ANOVA

ANOVA is known as the analysis of variance. It is a statistical model used to

analyze the differences among group means. It has the important factors, such as

mean. And if the significance of the factor is below 0.05, that means the factor has

effect on another variance (Y).

Part 3: Confirmatory factor analysis (CFA)

Hair et al. (2006) proposed that the CFA statistic is a tool to test if the

hypothesized structure is confirmed or rejected, in other words, it shows how the

factors matches the actual data.

Part 4: Hypothesis testing.

Structural equation modeling (SEM) is a complex technique analytic tool in the

quantitative analysis field. According to Hair et al. (2006), it is a statistical model

used to explain the relationship among multiple variables and to test the
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interrelationships among each other .It is related to some analysis of factors that is

shown in the table 3.9.

Table 3.9 Definition of Index

Fit index Acceptable level
2 /df Chi-square/df ratio > 3 indicates an inadequate fit

Chi-square/df ratio <3 means adequate fit

Gatignon, 2010

Root Mean Square Error

of

Approximation

(RMSEA)

< 0.05: represent excellent fit.

0.05-0.08: the model is match with data.

0.08-0.10: the model is properly match with data

>0.10 : the model doesn’t match with data.

Hu and Bentler,

(1999)

Goodness of Fit Index

(GFI)

The scale is range between 0 - 1.

GFI >=0.9 means good fit

The value close to 1 means perfect fit

Baumgartner and

Hombur, (1996)

Adjusted Goodness of

Fit Index

(AGFI)

Adjust the GFI base on the number of

parameters in the model.

AGFI at least 0.9;

The value close to 1 means good fit

Normed Fit Index (NFI) The scale is range between 0 - 1.

NFI > 0.95 means good;

0.90-0.95 means acceptable;

<0.90 indicate the model need re-specify

Bentler, 1990

Incremental Fit Index

(IFI)

IFI >=0.9 means good fit

The value close to 1 means perfect fit

Comparative Fit Index

(CFI)

At least 0.9;

0.9-0.95 means good fit;

The value close 1 means very good fit.

3.5 Reliability

Reliability is the consistency and stability in the results of a test or scale, and it

is a scale to measure the quality of the important indicator (Armor, 1974). Reliability

contains four approaches, like Test-retest, internal consistency reliability, split half

reliability and inter rater reliability. Within internal consistency reliability used in this

study for questionnaire reliability test and the most popular method is Cronbach`s
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Alpha.

Cronbach's alpha is the most commonly used psychometric test of reliability that

is named after Lee Cronbach in 1951. It is the most common measure when you have

Likert-scale questionnaire to test if the scale is reliable or not (Cronbach, 1951).

Moreover, Field (2009) also mention that Cronbach`s alpha analysis can determine

how every item contributes to reliability of the questionnaire. In general, Cronbach`s

alpha is known as the internal consistency estimate of reliability of test scores, and it

ranges from 0 to 1.00, with values close to 1.00 meaning high consistency. High

alpha is good and it is caused by high variance. High variance means you have a wide

spread of scores so that it is easier for the researcher to differentiate. In addition, the

other commonly acceptable internal consistency coefficients are shown as follow

(George and Mallery, 2003).

Table 3.10 the index of Cronbach`s Alpha

Cronbach`s Alpha Internal Consistency

α ≥ 0.9 Excellent

0.9 > α ≥ 0.8 Good

0.8 > α ≥ 0.7 Acceptable

0.7 > α ≥ 0.6 Questionable

0.6 > α ≥ 0.5 Poor

0.5 > α Unacceptable

The 30 questionnaires were collected in indoor parking lot of shopping mall of

Xi Shan district for pretest. According to the conceptual framework, the

questionnaires contain service quality, corporate image, marketing mix, customer

satisfaction and re-purchase intention. Within service quality, the researcher includes
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five variables (reliability, tangibility, responsiveness, assurance and empathy).

Corporate image contains three parts (belief, emotional felling and behavior

intention). Marketing mix includes seven variables (product, price, place, promotion,

personnel, process and physical evidence. In addition, the final 400 questionnaires

collected from indoor parking lot of shopping mall in four district of Kunming.

Table 3.11 The Cronbach`s Alpha of pre-test and final test

No. Variable Item

Cronbach’s Alpha

Pre-test ( 30 ) Final ( 400 )

1 Service Quality 15 0.985 0.920

Tangibility 3 0.890 0.901

Reliability 3 0.974 0.913

Responsiveness 3 0.952 0.905

Assurance 3 0.984 0.906

Empathy 3 0.950 0.869

2 Corporate Image 8 0.986 0.858

Belief 3 0.946 0.910

Emotional Feelings 3 0.974 0.863

Behavior intention 2 0.978 0.760

3 Marketing Mix 20 0.989 0.947

Product 3 0.932 0.889

Price 3 0.950 0.927

Place 2 0.935 0.925

Promotion 3 0.958 0.945

Personnel 3 0.959 0.950

Process 3 0.949 0.909

Physical evidence 3 0.958 0.880

4 Customer Satisfaction 5 0.982 0.923

5 Re-purchase Intention 5 0.971 0.926

The reliability analysis results are shown in the table 3.10. The pretest of service

quality is 0.985 and 0.920 for the final one. Within tangibility is 0.890 for pretest and

0.901 for final, reliability is 0.974 in pretest and 0.913 in final, responsiveness is
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0.952 of pretest and 0,905 of actual one, assurance is 0.984 for pretest and 0.906 for

final, and empathy is 0.950 for pretest and 0.869. Therefore, all the variables`

reliability is good, and some of them are excellent.

For the corporate image, the pretest is 0.986 and the final is 0.858. Moreover,

the belief is 0.946 for pretest and 0.910 for final one, the pretest of emotional feeling

is 0.974 and the final is 0.863, and behavior intention is 0.978 for pretest and 0,760

for actual one. In addition, all the variables are excellent except the final behavior

intention and corporate image is good.

For the marketing mix, only the final of physical evidence and product are good,

the physical evidence alpha is 0.880, but 0.958 for pretest and the product is 0.932 for

pretest and 0.889 for final,. Other variables are excellent, including the marketing

mix is 0.989 for pretest and 0.947 for actual one, price is 0.950 and 0.927, place is

0.935 and 0.925, promotion is 0,958 and 0,945, personnel is 0.958 for pretest and

0.950 for final one, and process is 0.949 of pretest and 0.909 of final one.

Finally, the customer satisfaction is excellent for pretest that is 0.982, and final

is 0.923. Moreover, the repurchase intention is excellent for pretest and final one that

are 0.971 and 0.926. In above, all the variables are higher reliability in the

questionnaire of this study.
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3.6 Validity

Validity is an important criterion for the quality of test. Validity is the statistical

test that accurately measures what it is supposed to measure (Murphy and

Davidshofer, 2005). Nunnally (1978) also mention that validity focuses on the

essential relationship between concept and indicator. It has many ways to measure

validity, like content validity, construct validity, criterion-related validity formative

validity and sampling validity. Within content validity is used in this study.

Content validity means that extent which a measure represents all facets of a

given social construct (Donald, 2003). Content validity also known as logical validity,

it requires to use recognized subject matter experts to measure whether test items

access defined content (Lawshe,1975). Furthermore, John and Richard (1979)

proposed that content validity is a vital test of measurement used in psychology and

especially education fields; it depends on the extent to which an empirical

measurement reflects a specific domain of content.

There are four steps to evaluate the validity of the questionnaire in this study.

Primarily, the researcher established the questionnaire by exploring the previous

available literature. By drawing lessons from other successful questionnaires to get

the questionnaire`s structure of this study.

Secondly, expert advice which is an approach for soliciting informed opinions

from individuals with particular expertise was applied (Smit and Wandel, 2006). A

specific domain of motor insurance experts was asked to evaluate the content of

https://en.wikipedia.org/wiki/Donald_Pennington
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questionnaire. That consist of making sure the content is relevant to the particular

measurement situation and the professional and technical term used in the motor

insurance area.

In addition, professionals of English and Chinese language expert were invited

to evaluate the quality of the translation between two versions.

Finally, the 30 motor insurance buyers were asked to fill out the questionnaires.

And also they give some useful suggestions about any item that could be ambiguous

or hard to understand or difficult to answer.

All in all, the questionnaire of this study contains 60 questions after

modification, elimination and addition basing on comments and suggestions from

each step of validity test. Moreover, the problem of language accuracy, and question

clarity was improved. Therefore, the final version of the questionnaires is shown in

Appendix.
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CHAPTER 4

DATAANALYSIS AND RESULTS

Data analysis is the most important part of the research process. This chapter

presents the results of data analysis from research questionnaires which designed

from conceptual framework, and also explain the test of hypotheses of this study.

Otherwise, the descriptive statistic used to interpret the demographic characteristics

with presenting the frequency and the percentage. Therefore, the ANOVA used to test

the hypotheses between demographic characteristics and customer satisfaction.

Besides, the researcher investigates the model fit by using Confirmatory Factor

Analysis. In addition, the Structural Equation Modeling used to test the hypotheses.

The data collected from 400 valid questionnaires which distributed to respondents in

the indoor parking lot of shopping mall in the four districts of Kunming. This chapter

contains five parts as following:

4.1 Descriptive statistic of demographic characteristics

4.2 Hypothesis test between demographics and customer satisfaction

4.2.1 Levene`s Test

4.2.2 Analysis of Variance

4.2.3 Brown-Forsythe Test

4.3 Confirmatory factor analysis

4.3.1 Confirmatory factor analysis of service quality

4.3.1 Confirmatory factor analysis of corporate image
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4.3.1 Confirmatory factor analysis of marketing mix

4.3.1 Confirmatory factor analysis of customer satisfaction

4.3.1 Confirmatory factor analysis of repurchase intention

4.4 Structural equation modeling

4.4.1 Model fit test

4.4.2 Hypothesis test

4.5 Summary of hypothesis
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4.1 Descriptive analysis of demographic information

The majority respondents are males as shown in table 4.1, accounting for 68.5%.

Moreover, the rest of 126 respondents are females and accounted for 31.5%.

Table 4.1 Gender analysis

Gender of respondents

Frequency Percentage

Male 274 68.5%

Female 126 31.5%

Total 400 100%

The number of respondents aged less than 21 years old is 2 or 0.5% as shown in

table 4.2, aged between 21-30 years old have 191 respondents, accounted for 47.75%.

The age between 31-40 years old is 100 or 25% and age from 41 to 50 years old have

94 respondents, accounted for 23.5%. Otherwise, the between 51 to 60 years old is 12

or 3%, and the age above 60 is 1, accounted for 0.25%.

Table 4.2Age analysis

Age of respondents

Frequency Percentage

Less than 21 2 0.5%

21-30 191 47.75%

31-40 100 25%

41-50 94 23.5%

51-60 12 3%

Above 60 1 0.25%

Total 400 100%

For the marital status item, the single respondents are 169 or 42.25% which is

shown on table 4.3, the married respondents are 222 or 55.55% and the divorce or

separate respondents are 9 or 2.25%.
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Table 4.3Marital status analysis

Marital status of respondents

Frequency Percentage

Single 169 42.25%

Married 222 55.5%

Divorce or separate 9 2.25%

Total 400 100%

In terms of monthly income, 20 or 5% respondents monthly income is less than

1999 Yuan, the income between 2000-2999 has 82 or 20.5% respondents shown on

table 4.4. Moreover, monthly income between 3000-3999 have 104 respondents,

accounted for 36%, income from 4000 to 4999 have 63 or 15.75% respondents and

64 or 16% respondents at the rank 5000-5999. Therefore, 67 or 16.75% respondents

monthly income are above 6000.

Table 4.4Monthly income analysis

Monthly income of respondents

Frequency Percentage

Less than 1999 20 5%

2000-2999 82 20.5%

3000-3999 104 26%

4000-4999 63 15.75%

5000-5999 64 16%

Above 6000 67 16.75%

Total 400 100%

The table 4.5 shows that 211 or 52.75% respondents` education level is under

bachelor degree, and bachelor degree has 142 respondents, accounted for 35.5%.

Besides, master degree has 41 respondents or 10.25% and PhD has 6 or 1.5%

respondents.
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Table 4.5 The level of education analysis

Education level of respondents

Frequency Percentage

Under bachelor 211 52.75%

Bachelor 142 35.5%

Master 41 10.25%

PhD 6 1.5%

Total 400 100%

For the motor insurance company item, the table 4.6 shows that 157 or 39.25%

respondents choose Ping An, 88 or 22% select PICC, and 79 or 19.75% respondents

choose China Pacific company. Moreover, Yang Guang Company has 9 or 2.25%

respondents, Hua Tai has 6 or 1.5% and Da Di has 23 or 5.75%. Besides, China Life

has 15 respondents, accounted for 3.75%, and 23 or 5.75% respondents choose other

small and unknown company which not shown at questionnaire, which is Zhong Hua

insurance, ICBC and Cheng Tai et, al.

Table 4.6Motor insurance company analysis

Motor insurance company

Frequency Percentage

Ping An 157 39.25%

PICC 88 22%

China Pacific 79 19.75%

Yang Guang 9 2.25%

Hua Tai 6 1.5%

Da Di 23 5.75%

China Life 15 3.75%

Others 23 5.75%

Total 400 100%
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Since every respondent can purchase many types of motor insurance, the motor

insurance category is a multiple choice question in this study. Table 4.7 shows that

majority respondents choose the Traffic Compulsory Insurance and Car damage

insurance, which account for 100 or25% and 104 or 26%. Moreover, 14% of

respondents choose Third-party Liability, 70 or 17.5% respondents choose Car Theft

Protection Insurance, the 58 or 14.5% respondent purchase Breakage of Glass

insurance. In addition, 12 or 3% respondents also choose other types of insurance that

not shown in questionnaire, like Quota-free insurance, Driver Insurance, Passenger

Insurance and Car Body Scrape Insurance et.al.

Table 4.7Motor insurance category analysis

Motor insurance category

Frequency Percentage

Traffic compulsory insurance 100 25%

Third-party liability 56 14%

Car Damage Insurance 104 26%

Car Theft Protection Insurance 70 17.5%

Breakage of Glass insurance 58 14.5%

Others 12 3%

4.2 Hypothesis test between demographics and customer satisfaction

H1: Demographics affect customer satisfaction in motor insurance

industry in Kunming

H1-1: There is a significant difference between gender and customer

satisfaction
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H1-2: There is a significant difference between age and customer

satisfaction

H1-3: There is a significant difference between income and customer

satisfaction

H1-4: There is a significant difference between the level of education and

customer satisfaction

4.2.1 Levene`s Test

First of all, Levene`s test was used to test the equality of variance before using

ANOVAwhich used to decide whether one-way ANOVA analysis or Brown-Forsythe

test should be used for this hypothesis test. The reason why the Levene`s test can

verify the equality of variances in the sample when p-value >0.05 (Martin and

Bridgmon, 2012). Levene (1960) also proposed that Levene`s test is an inferential

statistic which used for testing the variance equality for two or more group. And there

is no equality of variance when p-value <0.05 which should be use Brown-Forsythe

test, because the F-statistic and p-value are more reliable compared to ANOVA, but

the value above 0.05 assume quality of variance which use ANOVA.

Table 4.8 Levene`s test of Homogeneity of Variances

Variable Levene`s statistic P-value

Gender 15.950 0.000

Age 1.152 0.332

Income 2.958 0.012

The level of education 0.406 0.749
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Table 4.8 shows that the p-value of age variable is 0.332 (p>0.05) which is

equality of variance, and it can use ANOVA to test its F-statistic and p-value.

Moreover, the level of education is same as age variable, because its p-value =0.749

which above 0.05. However, gender is no equal of variance due to the p-value is

0.000 which below the significant level of 0.05. And the p-value of income is 0.012

(p<0.05) which is no equal of variance. Therefore, both of them should use

Brown-Forsythe to test the F-statistic and p-value.

4.2.2 Analysis of Variance

One-way analysis of variance is known as one-way ANOVA.. It is a popular

technique used to compare means of two or more levels of treatment which only used

by numerical data (Howell, David, 2002). It means that ANOVA can be used to

determine whether there are any significant differences between the means of three or

more samples. According to Jenklnson, Hlllhouse and Laage (2013), they mention

that ANOVA produces grand mean, sum of squares(SS), mean square (MS), degrees

of freedom (df), F-statistic and p-value et, al. Within F-statistic fall around 1.0 when

the null hypotheses is true and are bigger when alternative is true. Moreover, p-value

indicated that at least one group mean is significantly different from the others when

the p<0.05.

Therefore, p-value and F-statistic used to measure whether the age and the level

of education affects customer satisfaction.
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Table 4.9 One-way ANOVA of age affects customer satisfaction

Age Mean F-statistic P-value

Below 21 5.0000 1.232 0.293

21-30 3.9442

31-40 3.8740

41-50 3.7811

51-60 3.7667

Above 60 3.6000

In the age group (table 4.9), the F-statistic is 1.232 and the p-value is 0.293.

Within the F-statistic is around 1 and the p-value is more than 0.05 and also more

than 0.1 which means there is no significant difference between age and customer

satisfaction at 5% and 10% levels.

Table 4.10 One-way ANOVA of the level of education affects customer satisfaction

Education Mean F-statistic P-value

Under bachelor 3.8264 0.996 0.395

Bachelor 4.0667

Master 3.8829

PhD 4.1667

It is obviously shown (table 4.10) that the F-statistic of education group is 0.996

which around 1, and the p-value is 0.395 that above 0.05 and 0.1. In a word, there is

no significant difference between the level of education and customer satisfaction at

5% and 10% levels.
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4.2.3 Brown-Forsythe Test

The Brown-Forsythe test is a measure for the no equality of variance which

produces F-statistic and p-value. But it not same as ANOVA, because the ANOVA

only test the group variances are statistically equal (Brown and Forsythe, 1974).

Therefore, the Brown-Forsythe test used to test the gender and income effects on

customer satisfaction.

Table 4.11 Brown-Forsythe Test of gender affects customer satisfaction

Gender Mean F-statistic P-value

Male 3.8044 11.439 0.001

Female 4.0667

In the gender parts (table 4.11), it is obviously shown in table that the F-statistic

is 11.439 which better than 1, and the p-value is 0.001 that below 0.05. There are

significant differences between gender and customer satisfaction. That means gender

affects customer satisfaction in this study.

Table 4.12 Brown-Forsythe Test of income affects customer satisfaction

Income Mean F-statistic P-value

Below 1999 4.5053 3.601 0.003

2000-2999 3.9446

3000-3999 3.8481

4000-4999 3.8730

5000-5999 3.6625

Above 6000 3.9284
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In the income group (table 4.12), the F-statistic is 3.601 and the p-value is 0.003.

Within the F-statistic is better than1 and the p-value is less than 0.05 which means

there is significant difference between income and customer satisfaction. Therefore,

the result means that income affects customer satisfaction.

4.3 Confirmatory Factor Analysis

Confirmatory factor analysis is abbreviation as CFA which is a form of factor

analysis. According to Preedy and Watson (2009), they proposed that the

confirmatory factor analysis is a tool to test whether the data fit a hypothesized

measurement model. And it also tests whether the construct is consistent and fit to do

structural equation modeling test (Kline, 2010). Confirmatory factor analysis contains

many indexes that are shown below. Besides, service quality, corporate image,

marketing mix customer satisfaction and repurchase intention, all those five parts will

be analyzed by confirmatory factor analysis.

Therefore, Baumgartner and Hombur, (1996) proposed that GFI means goodness

of fit index which range from 0 to 1. And it indicates good fit when GFI >=0.9,

GFI >0.8 means acceptable, and its value close to 1 means a perfect fit.. AGFI is

adjusted goodness of fit index which should be at least 0.8, AGFI >0.9 means good

fit, and the value close to 1 indicates perfect fit. Hu and Bentler, (1999) identified that

RMSEA is root mean square error of approximation which excellent fit when the

RMSEA<0.05. The value between 0.05 and 0.08 means the model matches with data,
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the value between 0.08 and 0.10 means the model is properly matching the data.

Otherwise, they also proposed that NFI means Normed fit index which above 0.95 is

good, between 0.90 and 0.95 is acceptable, but the model need to be re-specified

when the value is below 0.90. IFI is known as incremental fit index. The model is

accepted when the IFI >= 0.9, the value close to 1 means good fit. Besides, CFI is

comparative fix index which should be equal or greater than 0.90. The value close 1

means very good fit; between 0.90 and 0.95 indicates good fit (Bentler, 1990). In

addition, a chi-square/df ratio larger than 3 indicates an inadequate fit (Gatignon,

2010).

4.3.1 Confirmatory factor analysis of service quality

Service quality has five parts and total of 15 items. All standardized coefficients

like GFI, AGFI, NFI, IFI and CFI, are over 0.9 as shown in figure 4.1 below and

table 4.13 that mean the model is good fit. Besides, the RMSEA=0.055 (0.05-0.08)

means the model match the data. And
2 /df =2.225 <3 means the model is adequate

fit. Otherwise, residual errors are positive after using confirmatory factor analysis.

Therefore, all indexes mean the model fit is acceptable and all the items can be used

to Structure Equation Model analysis.
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Figure 4.1 Confirmatory factor analysis of service quality

Table 4.13 Fit test of service quality confirmatory factor analysis
2 /df GFI AGFI NFI IFI CFI RMSEA

2.225 0.943 0.915 0.961 0.978 0.978 0.055

4.3.2 Confirmatory factor analysis of marketing mix

For marketing mix variable, it has seven parts and 20 items. Within GFI, AGFI,

NFI, IFI and CFI are over 0.9 as shown in figure 4.2 and table 4.14 below, and

residual errors are positive after using confirmatory factor analysis. RMSEA=0.049

which below 0.05 and means the model is excellent fit, and
2 /df 1.975 <3 means

the model is adequate fit. In addition, all the indexes indicate that the model fit is

acceptable and all the items can be used to Structure Equation Model analysis.
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Figure 4.2 Confirmatory factor analysis of marketing mix

Table 4.14 Fit test of marketing mix confirmatory factor analysis
2 /df GFI AGFI NFI IFI CFI RMSEA

1.975 0.932 0.904 0.960 0.980 0.980 0.049

4.3.3 Confirmatory factor analysis of corporate image

Corporate image has five parts and total 8 items. All standardized coefficients

(GFI, AGFI, NFI, IFI and CFI) are over 0.9 as shown in figure 4.3 and table 4.15

below, and RMSEA=0.061 which between 0.05 to 0.08, it means the model is good

fit, and
2 /df 2.474 <3 means the model is adequate fit. Besides, the residual errors

are positive after using confirmatory factor analysis. Therefore, all the indexes mean

the model fit is acceptable and all the items can be used to Structure Equation Model

analysis.
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Figure 4.3 Confirmatory factor analysis of corporate image

Table 4.15 Fit test of corporate image confirmatory factor analysis

2 /df GFI AGFI NFI IFI CFI RMSEA

2.474 0.975 0.946 0.977 0.986 0.986 0.061

4.3.4 Confirmatory factor analysis of customer satisfaction

For customer satisfaction variable which has 5 items. After using confirmatory

factor analysis, which shows error 8 and error 9 has error correlation, and all residual

errors are positive after building correlation between e8 and e9. This is shown in

figure 4.5 below. Besides, from table 4.17, it shows that GFI, AGFI, NFI, IFI and CFI

are over 0.9 and RMSEA=0.038 which lower than 0.05 means the model is excellent

fit. Moreover,
2 /df 1.586 <3 means the model is adequate fit. Therefore, the model

fit is still acceptable and all the items can be used to Structure Equation Model

analysis.
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Figure 4.4 Confirmatory factor analysis of customer satisfaction

Table 4.16 Fit test of customer satisfaction confirmatory factor analysis

2 /df GFI AGFI NFI IFI CFI RMSEA

1.586 0.994 0.976 0.996 0.998 0.998 0.038

4.3.5 Confirmatory factor analysis of repurchase intention

Repurchase intention has 5 items. Moreover, GFI, AGFI, NFI, IFI and CFI are

over 0.9 as shown in figure 4.4 and table 4.16 below, and residual errors are positive

after using confirmatory factor analysis. Moreover, RMSEA=0.070 which between

0.05 to 0.08 and means the model is good fit, and
2 /df 2.944 <3 means the model is

adequate fit. Therefore, all indexes indicate that the model fit is acceptable and all the

items can be used to Structure Equation Model analysis.
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Figure 4.5 Confirmatory factor analysis of repurchase intention

Table 4.17 Fit test of repurchase intention confirmatory factor analysis

2 /df GFI AGFI NFI IFI CFI RMSEA

2.944 0.985 0.956 0.991 0.994 0.994 0.070

4.4 Structure Equation Modeling (SEM)

Structural Equation Modeling is abbreviation as SEM which is an approach used

for testing observed and latent variables (Hoyle, 1995). According to MacCallum and

Austin (2000), structural equation modeling is often used to test the relationship

between latent variables and observed variables. Meanwhile, SEM consists of

confirmatory factor analysis (CFA), LISREL, path analysis, latent growth modeling

and partial least squares path analysis. SEM has an advantage of testing the

relationship among latent constructs that are indicated by multiple measures (Kline,

2005). In addition, goodness of fit index (GFI), root mean square error of

approximation (RMSEA), adjusted goodness of fit index (AGFI), normed fit index
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(NFI), comparative fit index (CFI) and incremental fit index (IFI) are important

indexes in SEM. Therefore, all those indexes and the acceptable level are shown in

table 4.18 below.

Table 4.18 Definition of SEM Index

Fit index Acceptable level
2 /df Chi-square/df ratio > 3 indicates an inadequate fit

Chi-square/df ratio <3 means adequate fit

Gatignon, 2010

Root Mean Square Error

of

Approximation

(RMSEA)

< 0.05: represent excellent fit.

0.05-0.08: the model is match with data.

0.08-0.10: the model is properly match with data

>0.10: the model doesn’t match with data.

Hu and Bentler,

(1999)

Goodness of Fit Index

(GFI)

The scale is range between 0 - 1.

GFI>0.8 means acceptable;

GFI >=0.9 means good fit;

The value close to 1 means perfect fit

Baumgartner and

Hombur, (1996)

Adjusted Goodness of

Fit Index

(AGFI)

Adjust the GFI base on the number of

parameters in the model.

AGFI >0.8 acceptable;

AGFI > 0.9 good fit;

The value close to 1 means perfect fit

Normed Fit Index (NFI) The scale is range between 0 - 1.

NFI > 0.95 means good;

0.90-0.95 means acceptable;

<0.90 indicate the model need re-specify

Bentler, 1990

Incremental Fit Index

(IFI)

IFI >=0.9 means good fit

The value close to 1 means perfect fit

Comparative Fit Index

(CFI)

At least 0.9;

0.9-0.95 means good fit;

The value close 1 means very good fit.
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4.4.1 Model fit test

Figure 4.6 shows the structural equation modeling of this study which uses

service quality, corporate image and marketing mix as independent variable to be

tested. Meanwhile, results are shown in table 4.19 below,
2 /df (Chi-square/ df)

=1.494, it is below 3 that means it’s an adequate model. Otherwise, Incremental Fit

Index (IFI=0.963) and Comparative Fit Index (CFI=0.963) are more than 0.9 which

means good fit. Moreover, Normed Fit Index (NFI=0.895), Goodness of Fit Index

(GFI=0.851) and Adjusted Goodness of Fit Index (AGFI=0.837) are less than 0.9 but

over 0.8, it means the model is still acceptable. And RMSEA is 0.035 (RMSEA<0.05)

which represents excellent fit. Therefore, all the indexes are prove the model fit is

good and stable.

Figure 4.6 Structural equation modeling
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Table 4.19Model fit index
2 /df GFI AGFI NFI IFI CFI RMSEA

1.494 0.851 0.837 0.895 0.963 0.963 0.035

4.4.2 Hypothesis test

Table 4.20 Result of hypothesis testing

Hypothesized Path
Standardized

Estimate(β)
Unstandardized

Estimate

S.E

Standardized

Error

C.R

(t-value)

P

Customer

satisfaction

Marketing

mix
0.507 0.598 0.072 8.293 ***

Customer

satisfaction

Corporate

image
0.273 0.313 0.071 4.385 ***

Customer

satisfaction

Service

quality
0.128 0.183 0.081 2.267 0.023

Repurchase

intention

Customer

satisfaction
0.558 0.648 0.059 11.001 ***

H2: Service quality affects customer satisfaction

For the hypothesis 2, the unstandardized estimate is 0.183 and the standardized

error(S.E) is 0.081 both of them are positive. Moreover, the critical ratio (C.R.

T-value) is 2.267 which more than 1.96. Service quality has a positive relationship

with customer satisfaction because there are significant deference with the value of

0.023 (P< 0.05) and the β=0.128. In a word, service quality affects customer

satisfaction.
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H3: Corporate image affects customer satisfaction

For the hypothesis 3, corporate image positively affects customer satisfaction

because there are significant deference with the level less than 0.05 (P<0.001) and the

β=0.273. Moreover, the unstandardized estimate is 0.313 and the standardized error

(S.E) is 0.071, both of them are positive. Meanwhile, the critical ratio (C.R. T-value)

is 4.385 which more than 1.96. All the indexes indicate that the corporate image

affects customer satisfaction.

H4: Marketing mix affects customer satisfaction

From the hypothesis 4, the unstandardized estimate is 0.598 and the

standardized error(S.E) is 0.072, both of them are positive. Moreover, the critical

ratio (C.R. T-value) is 8.293 which more than 1.96. Meanwhile, the P-value between

customer satisfaction and marketing mix is 0.001 which below 0.05 and the β=0.507.

That means there is significant deference between marketing mix and customer

satisfaction. In other words, it means the marketing mix affects customer satisfaction

positively in this study.
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H5: Customer satisfaction affects repurchase intention

For the hypothesis 5, customer satisfaction also has positive relationship with

repurchase intention, because there is significant deference at level of significance

*** which means the p-value is below 0.001 (p<0.001) and the β=0.558. Meanwhile,

the unstandardized estimate is 0.648 and the standardized error (S.E) is 0.059, both of

them are positive. Moreover, the critical ratio (C.R. T-value) is 11.001 which more

than 1.96.
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4.5 Summary of hypothesis testing results

Table 4.21 Variable parameter estimate

Hypothesized Path
Standardized

Estimate (β)
Unstandardized

Estimate

S.E

Standardized

Error

C.R

(t-value)

P

Product Marketing

mix
0.699 1.011 0.052 19.584

***

Price Marketing

mix
0.588 0.919 0.097 9.431

***

Place Marketing

mix
0.797 1.059 0.085 12.474

***

Promotion Marketing

mix
0.794 1.166 0.094 12.473

***

Personnel Marketing

mix
0.783 1.165 0.092 12.610

***

Process Marketing

mix
0.742 0.973 0.086 11.291

***

Physical

evidence

Marketing

mix
0.740 1.017 0.089 11.375

***

Assurance Service

quality
0.701 1.116 0.118 9.474

***

Responsiveness Service

quality
0.749 1.143 0.117 9.736

***

Reliability Service

quality
0.764 1.160 0.118 9.852

***

Tangibility Service

quality
0.614 0.958 0.041 23.121

***

Empathy Service

quality
0.737 0.974 0.109 8.921

***

Belief Corporate

image
0.718 0.950 0.042 22.874

***

Emotional

feeling

Corporate

image
0.807 0.977 0.125 7.830

***

Behavior

intention

Corporate

image
0.560 0.555 0.930 5.965

***
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From table 4.21, service quality contains assurance (β=0.701), responsiveness

(β=0.749), reliability (β=0.764), tangibility (β=0.614) and empathy (β=0.737). All of

them are significant deference at level of the p-value = *** (P<0.001). Meanwhile,

marketing mix includes product (β=0.699), price (β=0.588), place (β=0.797),

promotion (β=0.794), personnel (β=0.783), process (β=0.742), and physical evidence

(β=0.740). All of them have positive relationship with marketing mix because all

P-value less than 0.05. Besides, corporate image has three factors which are belief

(β=0.718), emotional feeling (β=0.807) and behavior intention (β=0.560). All of them

have significant deference with the p-value below 0.05.

Table 4.22 The result of hypothesis test

Item Hypothesis Result

H1 Demographics affect customer satisfaction Accepted

H1-1: There is a significant difference between gender and customer satisfaction Accepted

H1-2: There is a significant difference between age and customer satisfaction Rejected

H1-3: There is a significant difference between income and customer satisfaction Accepted

H1-4: There is a significant difference between the level of education and customer

satisfaction

Rejected

H2 Service quality affects customer satisfaction Accepted

H3 Corporate image affects customer satisfaction Accepted

H4 Marketing mix affects customer satisfaction Accepted

H5 Customer satisfaction affects repurchase intention Accepted
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Basing on table 4.21 and table 4.22, the conceptual framework should be

modified as shown in figure 4.7.

Figure 4.7Modified Conceptual Framework
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CHAPTER 5

CONCLUSION, DISCUSSIONAND IMPLICATION

The conclusion of this study focuses on the objective of this study, the finding of

this study and the analysis of hypothesis. And this part also mentions the implication

of managerial and theoretical part basing on the result of this study. This part contains

five parts which shows as following.

5.1 Conclusion

5.2 Discussion

5.3 Implication

5.4 Limitation

5.5 Further research
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5.1 Conclusion

This study has three objectives: First to investigate the relationship between

service quality and customer satisfaction in motor insurance industry, Secondly, to

study the relationship between corporate image and customer satisfaction, thirdly, to

access the relationship between marketing mix and customer satisfaction and finally,

to explore the relationship between customer satisfaction and repurchase intention.

Meanwhile, 430 valid questionnaires were collected from respondents, 30

questionnaires were used in pretest and 400 used for final data analysis in this study.

5.1.1 Demographic

Basing on the result of data analysis which was collected from respondents, the

majority of insurance purchasers are male, which account for 274 (68.5%)

respondents and female 126 (31.5%). Moreover, the majority buyers’ ages are in the

range 21-30 (47.75%), 31-40 (25%) and 41-50 (23.5%). Others are in the age

brackets of: 51-60 (3%), less than 20 (0.5%) and above 60 (0.25%), because most of

their car insurance are purchased by their family or relatives. Besides, married

(55.5%) respondents purchase more motor insurance than single (42.25%) and

divorce (2.25%) respondents. For the level of education, under bachelor degree

(52.75%) and bachelor (35.5%) are major buyers compared to master (10.25%) and

PhD (1.5%). Meanwhile, 20 or 5% respondents’ monthly income is less than 1999

Yuan, the income between 2000-2999 has 82 or 20.5% respondents. And monthly

income between 3000-3999 have 104 respondents, accounted for 36%, income from
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4000 to 4999 have 63 or 15.75% respondents and 64 or 16% respondents at the rank

5000-5999. Therefore, 67 or 16.75% respondents monthly income are above 6000.

In addition, many respondents chose the Ping An (39.25%), PICC (22%), and 79

or China Pacific company (19.75%), because those are famous big three companies

in this industry. Otherwise, Yang Guang Company has 9 or 2.25% respondents, Hua

Tai has 6 or 1.5% and Da Di has 23 or 5.75%. Besides, China Life has 15

respondents, accounted for 3.75%, and 23 or 5.75% respondents choose other small

and unknown company which are not shown at questionnaire, which is Zhong Hua

insurance, ICBC and Cheng Tai et, al. And majority respondents choose the Traffic

Compulsory Insurance and Car damage insurance, which account for 100 or 25% and

104 or 26%. Moreover, 14% of respondents choose Third-party Liability. Besides, 70

or 17.5% respondents choose Car Theft Protection Insurance, the 58 or 14.5%

respondent purchase Breakage of Glass insurance. In addition, 12 or 3% respondents

also choose other types of insurance that not shown in questionnaire, like Quota-free

insurance, Driver Insurance, Passenger Insurance and Car Body Scrape Insurance

et.al.

5.1.2 Service quality

Service quality contains five dimensions: assurance (β=0.701), responsiveness

(β=0.749), reliability (β=0.764), tangibility (β=0.614) and empathy (β=0.737). All the

dimensions have significant difference relationship with service quality, because

those p-value are *** (p<0.1) by using SEM analysis. Besides, after confirmatory
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factor analysis, all standardized coefficients like GFI (0.943), AGFI (0.915), NFI

(0.961), IFI (0.978) and CFI (0.978) are over 0.9. Moreover, the RMSEA=0.055

(0.05-0.08) means the model match the data. And
2 /df =2.225 <3 means the model

is adequate fit. All the values indicate that tangibility, reliability, responsiveness,

assurance and empathy have significant relationship with service quality, and the

model is goodness fit.

5.1.3 Corporate image

Corporate image includes three dimensions which are belief (β=0.718),

emotional feeling (β=0.807) and behavior intention (β=0.560). All indexes GFI

(0.975), AGFI (0.946), NFI (0.977), IFI (0.986) and CFI (0.986) are over 0.9 after

confirmatory factor analysis, and RMSEA=0.061 is between 0.05 to 0.08, it means

the model is good fit, and
2 /df 2.474 <3 means the model is adequate fit. Besides,

there are significant relationship between those three dimensions and corporate image

with the p-value less than 0.05.

5.1.4 Marketing mix

Marketing mix consists of seven dimensions: product (β=0.699), price (β=0.588),

place (β=0.797), promotion (β=0.794), personnel (β=0.783), process (β=0.742) and

physical evidence (β=0.740). All the dimensions have significant difference

relationship with marketing mix, because those p-value are *** (p<0.001) by using

SEM analysis. Within GFI (0.932), AGFI (0.904), NFI (0.960), IFI (0.980) and CFI
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(0.980) are over 0.9 by using confirmatory factor analysis. RMSEA=0.049 which

below 0.05 and means the model is excellence fit, and
2 /df 1.975 <3 means the

model is adequate fit. Therefore, all the value indicate that product, price, place,

promotion, personnel, process and physical evidence have significant relationship

with service quality, and the model is goodness fit.

5.1.5 Customer satisfaction

For customer satisfaction factor there is no dimension in this study but it has 5 items

in questionnaire. Moreover, GFI (0.994), AGFI (0.976), NFI (0.996), IFI (0.998) and CFI

(0.998) are over 0.9 after using confirmatory factor analysis. Moreover,

RMSEA=0.038 which is lower than 0.05 and means the model is excellent fit, and

2 /df 1.586 <3 means the model is good fit.

5.1.6 Repurchase intention

Repurchase intention has 8 items. Confirmatory factor analysis shows GFI

(0.985), AGFI (0.956), NFI (0.991), IFI (0.994) and CFI (0.994) are all above 0.9 and

RMSEA=0.070 which between 0.05 and 0.08 and means the model is good fit.

Moreover,
2 /df 2.944 <3 means the model is good fit.
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5.1.7 Hypothesis 1: demographics affect customer satisfaction

The objective of this hypothesis is to find out if demographics affect customer

satisfaction in motor insurance industry in Kunming. According to the result of the

hypothesis test which is shown as follows: Firstly, age has F-statistic = 1.232 (around

1) and the p-value is 0.293 (p>0.05). That means there is no significant difference

between age and customer satisfaction. Secondly, there is no significant difference

between the level of education and customer satisfaction because the level of

education has F-statistic of education group is 0.996 which around 1, and the p-value

is 0.395 that above 0.05. Thirdly, the F-statistic of gender is 11.439 which better than

1, and the p-value is 0.001 that below 0.05. There is significant difference between

gender and customer satisfaction. Fourth, there is significant difference between

income and customer satisfaction with the F-statistic is 3.601 (more than 1) and the

p-value is 0.003 (p<0.05). Therefore, gender and income are two important

dimensions of demographics that affect customer satisfaction.

5.1.8 Hypothesis 2: service quality affects customer satisfaction

The aim of hypothesis 2 is to identify the relationship between service quality

and customer satisfaction in motor insurance industry in Kunming. The result of the

hypothesis shows that the service quality (tangibility, reliability, responsiveness,

assurance and empathy) affects customer satisfaction. This is because there is

significant deference with the value of 0.023 (P< 0.05). And the unstandardized

estimate (0.183) and the standardized error (S.E) (0.081) are positive after Structural
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equation modeling analysis. Moreover, the critical ratio (C.R. T-value) is 2.267 which

more than 1.96. However, service quality toward tangibility, reliability,

responsiveness, assurance and empathy had a positive effect on customer satisfaction

in motor insurance industry.

5.1.9 Hypothesis 3: corporate image affects customer satisfaction

The hypothesis 3 aimed to identify the effects of corporate image (belief,

emotional feeling and behavior intention) on the customer satisfaction in motor

insurance in Kunming. By the way the result shows that there is a positive

relationship between corporate image and customer satisfaction because there is

significant deference at 0.1% level (P<0.001). Besides, the unstandardized estimate is

0.313 and the standardized error (S.E) is 0.071, both of them are positive. Meanwhile,

the critical ratio (C.R. T-value) is 4.385 which more than 1.96. All the indexes

indicate that the corporate image toward belief, emotional feeling and behavior

intention affects customer satisfaction in motor insurance in Kunming.

5.1.10 Hypothesis 4: marketing mix affects customer satisfaction

The purpose of the hypothesis 4 is to confirm if the marketing mix such as

product, price, place, promotion; personnel, process and physical evidence affect

customer satisfaction. According to the result of Structural Equation Analysis, the

unstandardized estimate is 0.598 and the standardized error (S.E) is 0.072, both of

them are positive. Meanwhile, the critical ratio (C.R. T-value) is 8.293 which is more
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than 1.96. And the P-value between customer satisfaction and marketing mix is 0.001

which below 0.05. That means there is significant deference between marketing mix

and customer satisfaction. In other words, the result of hypothesis 4 shows that the

marketing mix (product, price, place, promotion, personnel, process and physical

evidence) affects customer satisfaction in motor insurance industry in Kunming.

5.1.11 Hypothesis 5: customer satisfaction affects repurchase intention

The hypothesis 5 aimed to determine the customer satisfaction affects

repurchase intention in motor insurance industry in Kunming. Meanwhile, the result

of the hypothesis shows that there is positive relationship between customer

satisfaction and repurchase intention. The reason being that there is significant

deference with the level of 5% which means the p-value is below 0.05 (p=***).

Meanwhile, the unstandardized estimate is 0.0.648 and the standardized error (S.E) is

0.059, both of them are positive. Moreover, the critical ratio (C.R. T-value) is 11.001

which is more than 1.96. All in all, customer satisfaction affects repurchase intention

in motor insurance industry in Kunming city.

5.2 Discussion

The results of hypothesis combine with objective of this study and literature

review are discussed in this part. This study aimed to explore the factors that affect

customer satisfaction, and then customer satisfaction influences repurchase intention

in motor insurance industry in Kunming. Meanwhile, this paper would from service
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quality; corporate image and marketing mix perspective to improve buyers`

satisfaction and lead them purchase the insurance again. Therefore, the purpose of

this study is to investigate if service quality, corporate image and marketing mix

affect customer satisfaction and repurchase intention.

5.2.1 Demographics affect customer satisfaction

There is significant relationship between demographic and customer satisfaction

with the p-value = 0.028 (P< 0.05 and the β=0.127 based on the result of data

analysis of this study. Gender is one of important dimension affecting customer

satisfaction. The reason for this is that the F-statistic of gender is 11.439 which is

more than 1, and the p-value is 0.001 that below 0.05. Based on the result of the study,

the majority buyers are males which are inconsistent with the study of previous one.

Sukthawee (2008) found out female tended to buy more insurance product than male

in Thailand, because Thai women concerned about their health than Thai men. And it

is inconsistent with the research of Lymberopolus et al;(2004). He studied the

relationship between features of customer demography and loyalty and shows that

senior customers are less willing to switch and women show higher loyalty than men.

However, based on the traditional culture of China, males are backbone who holds

the main power of the whole family. Moreover, males have more interest in auto or

related product than females; they are willing to learning more knowledge of auto

insurance. However, females are also a potential market for motor insurance industry.
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Furthermore, there is significant difference between income and customer

satisfaction with the F-statistic is 3.601 (more than 1) and the p-value is 0.003

(p<0.05). Higher income Chinese are willing to spend money on the service industry,

on the contrary, less income Chinese spend more money on basic necessities of life.

The result of this study is consistent with the work researched by Hasty and Reardon

(1997) they proposed that customers are willing to spend more to purchase when they

have more income, thus will bring more profits and higher sales to company. Basing

on the result, company can produce different levels of insurance products to meet

customer demand.

However, there is no significant difference between age and customer

satisfaction with the p-value is 0.293 (p>0.05) in this study. The result is inconsistent

with the previous literature which proposed by Moisey and Bichis (1999). They

points out that customers`s age is critical in respect to customer satisfaction and

loyalty in his research. And McCleary, Weaver and Lan (1994) claims that age is a

vital variable when making decision. But there is no relationship between age and

customer satisfaction, because the law of China stipulated that each vehicle owner

needs to purchase the compulsory traffic liability insurance (China Insurance

Regulatory Commission,2006). Therefore, customer should buy the motor insurance

every year whether it is younger or elder.

Otherwise, there is no relationship between education and customer

satisfaction in this study, and the p-value is 0.395 that above 0.05. The result is

inconsistent with the previous literature. Zimmer et al. (1995) proposed that high
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level of education and income make customer more willing to collect information

before decision. And better educated people feel more satisfaction with the

information they collected than others. (Homburg and Giering, 2011). However, there

is no significant difference between education and customer satisfaction in this study.

The reason why is that safety is a very important issue, so the government lays down

the law stipulating that each vehicle owner needs to purchase the compulsory traffic

liability insurance (China Insurance Regulatory Commission,2006). So that education

has no relationship in this study.

5.2.2 Service quality affects customer satisfaction

Basing on literature review, service quality and customer satisfaction have

positive relationship in the car insurance industry was proved by Jajaee and Ahma

(2012). Higher service quality that brings higher satisfaction in the motor insurance

market (J.D. Power, 2015). In this study, there is a significant relationship between

service quality and customer satisfaction with the p-value =0.023 (p<0.05). It is

consistent with the previous literature by Malik, Ghafoor and Iqbal (2012), they

proposed that service quality has strong relationship with customer satisfaction. And

service quality has five dimensions which have different effects on customer

satisfaction.

Within reliability (β=0.764) is the highest dimension that affect customer

satisfaction in motor insurance industry in Kunming. The result is the same as results

of previous literature by Sayasonti (2012). He utilized the SERVQUAL measurement
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model in the context of perceived service quality in the insurance industry in

Thailand. He found that reliability is the most important elements of perceived

service quality that influenced customer satisfaction in auto insurance industry in

Thailand. Therefore, company should pay more attention on reliability of service

quality dimension to improve companies` strategy. But Stafford, et al (1998)

proposed that assurance was the most critical dimension of service quality. And also

the result of this study is inconsistent with the study of Lasorn (2012). He identified

that reliability has negative relationship with customer satisfaction toward

Community mall in his research.

Furthermore, the result of this study shows that the tangibility (β=0.614) is the

lowest one in motor insurance industry in Kunming. Sayasonti (2012) identified that

tangibility has low rating on perceived service quality in insurance market which

indicate that tangibility, like equipment, facilities and communication materials may

be the least important to auto insurance customer in Thailand. But Lasorn (2012) got

an opposite result that tangibility is the highest factor that has relationship with

customer satisfaction.

Besides, responsiveness (β=0.749), assurance (β=0.701) and empathy (β=0.737)

have similar level to influence customer satisfaction. In spite of this, all the five

dimensions have effects on customer satisfaction in motor insurance industry in

Kunming, but tangibility is less important on customer satisfaction compared to other

dimensions.
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5.2.3 Corporate image affect customer satisfaction

There is significant relationship between corporate image and customer

satisfaction in motor insurance industry in Kunming. The result is consistent with the

previous study in the insurance market. Sukthawee (2008) found that corporate image

is very essential elements to the success of insurance market, the paper also found a

positive relationship between corporate image and customer satisfaction. Moreover,

Kunming people prefer to purchase motor insurance from three very famous

companies (Ping An, PICC, China Pacific) after descriptive analysis

Meanwhile, belief, emotional feeling and behavior intention are three

dimensions for corporate image in this study. Besides, emotional feeling is the most

important dimension that affect customer satisfaction in this study which has the

highest β =0.807 compared to other dimensions. It is similar to previous work, De

Pelsmacker et al. (2000) identified that emotional feeling means that consumer may

have the positive or negative feelings about social or environmental policies of the

company. Generally, “Face” is very important to a Chinese from tradition culture.

That means most Chinese prefer good reputation brand, they feel that the good image

company will provide good quality product and service than unknown brand

company. However, the result of this study is inconsistent with the previous research.

Lasoron (2012) proposed that belief is the highest factor that has positive relationship

with customer satisfaction toward community malls. Moreover, behavior intention

(β=0.560) and belief (β=0.718) are another two dimensions that influence customer

satisfaction, but those are less significance than emotional feeling in this study, within
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behavior intention is a lowest one.

5.2.4 Marketing mix affects customer satisfaction

There is a significant relationship between marketing mix and customer

satisfaction in this study with the p-value = 0.001 which below 0.05. It is consistent

with some of previous research. Yelkur (2000) proposed that marketing mix basically

and positively impact on customer satisfaction. Also, Cengiz and Yayla (2007)

proposed that customer satisfaction and loyalty were positively influenced by

marketing mix.

Furthermore, marketing mix has seven dimensions which have different effects

on customer satisfaction. Promotion (β=0.794) has significant relationship with

customer satisfaction than other dimension in this study. The result is same to the

study of Yoo, er al and Borden. Promotion is described as a tool that suppliers use to

attract more customer attention in service or product (Yoo et al, 2000), like sales

promotion, advertising, personal selling and public events (Borden, 1984). Chinese

people prefer sales promotion; they think that they can get same value of insurance or

service with lower price than normal situation. There is inconsistency with the

research by Mohammad (2015), he identified that promotion is not significant factor

in his study, because promotional activities of banks do not resonate like tangible

products do. And he also proposed that product, process and physical evidence

strongly affect customer satisfaction in retail bank in northeast Nigeria.
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Meanwhile, place (β=0.797), physical evidence (β=0.740), personnel (β=0.783)

and process (β=0.742) are the second important factors that affect customer

satisfaction according to this paper. Hirankitti et al. (2009) defined place as an

entrance that is easy for customer to purchase product or service. Physical evidence

in the insurance industry can consist of insurance policy and certificate, premium

payment receipts, the office building and facilities or the logo and brand name in

advertisements (Beenish Shameem and Sameer Guota, 2012). Moreover, motor

insurance market as a service industry needs more interactions between customer and

employee, so effective people interaction is very important to satisfy customers

(Kalaimani 2012). And process is essential in motor insurance market, process means

the speed and accuracy of payments, the easy and convenient processing (Beenish

Shameem and Sameer Guota, 2012).

Besides, the product (β=0.699) and price (β=0.588) have less significant

relationship with customer satisfaction compared to other dimensions in this study.

Basing on literature review, an insurance company sells service and motor insurance

as product, so customers not only purchase products but also service (Beenish

Shameem and Sameer Guota, 2012).

5.2.5 Customer satisfaction affects repurchase intention

Customer satisfaction also has positive relationship with repurchase intention in

motor insurance industry in Kunming, because there is significant deference at the

level of 5% which means the p-value is below 0.05 (p=***) and the β=0.558. This
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supports the study of Sayasonti (2012) who found that customer satisfaction affects

repeat purchase behavior in the Thailand car insurance market. This is also consistent

with the research by Spreng and Singh (1993), who described that the high level of

customer satisfaction results to highly repeat purchase behavior. In addition, Chinese

prefer to repeatedly buy insurance from the reliable company which provide good

service to satisfy them, but when customers begin to purchase insurance from new

company, that means they are considerably less satisfied with the current insurer and

rates.

5.3 Implication

Motor insurance is a service company and the aim of the company is to deliver

the good service to meet customer satisfaction. And the objective of this study is to

explore the factors affecting customer satisfaction and repurchase intention in motor

insurance industry in Kunming. Therefore, this part would show the service quality,

corporate image and marketing mix effects on customer satisfaction and repurchase

intention.

5.3.1 Managerial implication

Demographic factors of gender and income are two important factors that

influence customer satisfaction. From the result of the study, the majority buyers are

male. This means motor insurance company needs to pay more attention on

maintaining male customers by providing coupon about free vehicle cleanings
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service or free fuel filling if they repeat purchase insurance. But females are also a

potential market for insurance company. Therefore, insurance company can produce

some strategies to attract more female customer, such as sending small beautiful

decorations of car (perfume, tissue, saddle cover and so on) or sending coupon about

free car cleaning or some famous brands` delicious cakes or cookies.

Otherwise, basing on differences in income, motor insurance company should

produce different level of insurance portfolio to suit different level of income

customer. Besides, they can provide customization, that means customer can choose

different types of insurance depending on its own demands, and provide the lower

price or discount for the portfolio that customized.

Service quality (tangibility, reliability, responsiveness, assurance and empathy)

have positive relationship with customer satisfaction. From the results of the study,

customers are more concern about reliability than other factors and reliability is the

highest factor that affects customer satisfaction. Therefore, motor insurance company

should protect consumers` rights and interests, give them the sense of safety and

protect customer privacy. Meantime, insurance companies can research and develop

software applications for smart phone to selling and exhibiting product, helping

customer to record the claim information and tracing the claim process. In addition,

WeChat and Weibo are two popular social media in China; Chinese will spend more

time on those two applications than others. Thus insurance companies also can push

notifications about insurance knowledge and suggestion for customer by setting

official account of WeChat and Weibo, and also providing the online
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question-and-answer service which can bring a good and in timely service for

customer. Furthermore, motor insurance company should train their employees by

increasing their professional competence, asking them to be concern more about

customer value, providing useful insurance information and making claim process

efficiently. Otherwise, other four dimensions also are important, motor insurance

should focus on training employees. Employees need improve the speed of claim

payment and efficiency of solve problem with professional knowledge.

Promotion as an element of marketing mix is an essential factor that influences

customer satisfaction than other factors. Motor insurance company should pay more

attention on building a good promotion strategy. Besides sending coupon,

customizing and providing portfolio. There are has a good promotion strategy for

companies that is giving 20% or 25% discount for customers who repeat purchase the

insurance with the situation that they did not apply for insurance claims last year. And

the discount can be superposition which can impel customer pay more attention on

safety. Meanwhile, advertisement is a good way to advertise the motor insurance

service on social medium, television and radio. Motor insurance company can

advertise the good advertisement about professional employee, good service, efficient

process and safety problem that customer concerned. Otherwise, motor insurance can

exhibit their product or service at local business events, they can displaying at auto

show events that will making customer to thinking about safety and motor insurance

options. Moreover, a convenient place or purchase channel is important and efficient

for both customer and company. Meanwhile, good service with worth insurance
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product, reasonable price, efficient processing program and professional staff are

vital factors for motor insurance company.

Otherwise, emotional feeling about corporate image is the major and highest

factor that affects customer satisfaction. Motor insurance with good reputation will

give customer a sense of reliability. And more customers are willing to choose good

reputation company. Therefore, motor insurance company should build a good

reputation by delivering good claim payment service, having social responsibility and

providing good service attitude for both pre-sells and after-sales. Otherwise, company

should training employees to concern more about customer emotional feeling, and

making different plan to suit different customers` demands. And it is also can help

company to build an attracting advertisement to reach customer emotion. In a word,

customer willing to repurchase the motor insurance after satisfied with the above

perspectives.

5.3.2 Theoretical Implication

The finding of the research providing a reference to academician and researches

who are interested in the field of service quality, corporate image, marketing mix,

customer satisfaction and repurchase intention. Moreover, according to the results of

this study, the main contribution refers to the hypothesis of this study. The

demographics (gender and income), service quality (tangibility, reliability,

responsiveness, assurance and empathy), corporate image (belief, emotional feeling,

behavior intention), marketing mix (product, price, place, promotion, personnel,
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process and physical evidence) effects on customer satisfaction and repurchase

intention, It is also regarded as reference for further research to extend more

dimensions of each variables.

Otherwise, the Structural Equation Modeling (SEM) is using in this study to test

the service quality, corporate image, marketing mix affect customer satisfaction and

repurchase intention in motor insurance market in Kunming,China. Thus it is provide

a reference for researchers who want to using SEM analysis in their study.

In addition, the result of this study can be used for strategy making of foreign

motor insurance company that they want emerging Kunming, China insurance

market.

5.4 Limitation of the study

There are three limitations in this study which are showing as follow.

Firstly, the data collection only focus on four district of Kunming, those are Wu

Hua district, Xi Shan district, Pan Long district and Guan Du district. The

questionnaire could be distributed to other districts like Cheng Gong, DongChuan.

Moreover, data can be collected from both indoor and outdoor parking lot, not just

indoor in this study. The researcher will get more accurate information by addressing

the above limitation.

Secondly, the questionnaire is redundant to customer. They need more time to

fill in the questionnaire. That means the researcher got some useless information

because some customers hurriedly filled in the questionnaires.
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Finally, the study focuses on the whole motor insurance industry. It is hard to

provide specific suggestions to every insurance company.

5.5 Future research

The objective of this study is investigate the service quality, corporate image,

marketing mix effects on customer satisfaction and repurchase intention in motor

insurance industry in Kunming. There are still many variables which affect customer

satisfaction and repurchase intention, such as brand awareness, perceived value, some

of them can be considered in future research.

Future research can focus on only one company, because it can get specific

information and suggestions from research. Otherwise, this study only research

Kunming motor insurance industry. The next research can pay more attention on

other place.

This research only focuses on private car owners who are purchasers of car

insurance. Future research can focus on more customers like truck owners and

commercial car owner. They may provide more useful and worthy information.
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APPENDICES 1: English Research Questionnaire

Thank you for spending time to answer the questionnaire. Please help me by taking a
few minutes to tell me the information about the motor insurance you purchased. My
name is Xueqingyi Zhou. I am studying MBA Program in International Business at
The University of the Thai Chamber of Commerce, in Bangkok, Thailand (UTCC). I
am conducting the research as “Factors affecting customer satisfaction and
re-purchase intention in Kunming, China”. I am sincerely appreciate your giving me
the important information and you will remain anonymous. Please indicate your level
of agreement by ticking √ in the following question.

Part one General Information

1. What is your gender?

Male Female

2. What is your age range?

Less than 21
21-30
31-41
41-50
51-60
Above 60

3. What is your current marital status?

Single Married Divorced or Separated

4. What is your approximate monthly income in RMB?

Less than 1999
2000-2999
3000-3999
4000-4999
5000-5999

The Factors Affecting Customer Satisfaction and

Re-purchase Intentions in Motor Insurance

Market in Kunming, China
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Above 6000

5. What is your level of education?

Under bachelor Bachelor Master PhD

6. Which motor insurance company you purchased now?

Ping An PICC China Pacific China Union Yong An

An Bang Hua An Yang Guang Hua Tai Da Zhong

Min An Other(Please specify_____)

7. What kind of motor insurance you purchase?

Traffic compulsory insurance
Third-party liability
Car Damage Insurance
Car Theft Protection Insurance
Breakage of Glass insurance
Other(Please specify_____)

Part two--five

Please indicate your level of agreement by ticking √ in the following question.
( 5=strongly agree; 4=agree; 3=neutral; 2=disagree; 1= strongly disagree )

Part Two Service Quality

Tangible
Agreement Level
5 4 3 2 1

8 Service staffs appear neat and appropriately dressed.
9 Service provider has up-to-date videos,magazines and

information efficiently.
10 Distribution channel is diversification and convenience for

customer to buy.

Reliability
Agreement Level
5 4 3 2 1

11 When service providers promise to do something by a certain
time, they do it.

12 This insurance company`s staffs are able to give a service to
you on time.
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13 A service provider keeps its records accurately
Responsiveness Agreement Level

5 4 3 2 1
14 Employees are always willing to help customers.
15 Staffs give prompt services to customers.
16 I receive quickly service from customer service staffs.

Assurance Agreement Level
5 4 3 2 1

17 Employees of motor insurance company have knowledge to
answer customers’ questions.

18 Customers feel safe in their transactions with the employees.
19 I can trust customer service staffs of this motor insurance

company.
Empathy Agreement Level

5 4 3 2 1
20 When customer has problem, the insurance staff show

sincere interest in solving problem.
21 Employees of motor insurance company give customers

personal service.
22 Service provider explains information to me clearly

Part Three Corporate Image

Belief
Agreement Level
5 4 3 2 1

23 I believe the service quality of this motor insurance company
is highly than others.

24 The motor insurance company that I am purchasing is a well
known brands in this market.

25 The insurance company which i purchased is successful in
this field.

Emotional Feelings
Agreement Level
5 4 3 2 1

26 It can be trusted in what it says and dose.
27 The company is one of my favorite company.
28 The company`s product or service match my demand of

vehicle safety.
Behavior Intention Agreement Level

5 4 3 2 1
29 I intend to purchase motor insurance from this company.
30 I would consider to buy other product or service from this

company in the future.
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Part Four Marketing Mix

Product
Agreement Level
5 4 3 2 1

31 This motor insurance company has a variety of insurances.
32 The service of claim is very efficient.
33 The motor insurance portfolio meet my demand.

Price Agreement Level
5 4 3 2 1

34 This company provides a reasonable price.
35 This company has a clearly information about the claim fee

and compensation.

Place
Agreement Level
5 4 3 2 1

36 The company provides many channels to selling product in
which customer can purchase it conveniently.

37 There are many stores to serve consumers.
38 The store is close to my home and work place.

Promotion Agreement Level
5 4 3 2 1

39 Sale promotion is very attractive me.
40 There are many promotion channels to sell (call, magazine,

email)
41 The adverting persuades me to by the insurance.

Personnel Agreement Level
5 4 3 2 1

42 Service staffs are very patient to answer my question.
43 The staffs always willing to help me when i have problem.
44 The staffs understand my special need.

Process Agreement Level
5 4 3 2 1

45 The claim process is very efficient.
46 The after-purchase service provided by this company is very

well.
47 I can got claim insurance very fast.

Physical Evidence Agreement Level
5 4 3 2 1

48 The environment of the store has a good image of safety..
49 The decoration of the store is very good.
50 The dress of staff is very professionally.
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Part Five Customer Satisfaction
Agreement Level
5 4 3 2 1

51 The service of claim is very efficient.
52 The company has good reputation and image in this industry
53 The company provides many channels to selling product in

which customer can purchase it conveniently.
54 The insurance company provides good service.
55 The after-purchase service provided by this company is very

well.

Part Six Re-purchase Intention
Agreement Level
5 4 3 2 1

56 I will not switch into other insurance company.
57 I will recommend others to purchase the company insurance.
58 I will to talk about this company with positive word of

mouth.
59 I willing to purchase the insurance that provided by this

company next time.
60 I willing to pay more to get other services in this company

Thank you for your participation!
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APPENDICES 2: Chinese Research Questionnaire

附录：中文问卷调查表

非常感谢您付出宝贵的时间参与填写这份汽车保险问卷调查表。我叫做周学情

意， 是一名泰国商会大学国际金融系的学生。 现在我正在研究 “影响中国昆

明汽车保险市场客户满意度及再次购买意向的因素”。 在这里，我非常的感谢

您提供的宝贵信息，本次问卷调查以匿名形式出现。请在符合您的选项上打

“√”。

第一部分 基本信息

1. 性别

男 女

2. 年龄

21 岁以下

21-30
31-40
41-50
51-60
60 岁以上

3. 婚姻状况

未婚 已婚 离异或分居

4. 您的月收入（人民币：元）

低于 1999
2000-2999
3000-3999
4000-4999
5000-5999
高于 6000

影响中国昆明汽车保险市场客户满意度及再次购

买意向的因素调查研究
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5. 教育程度

学士学位以下 学士学位 硕士学位 博士学位

6. 你现在购买的是哪一家车险公司？

平安 人民财产保险（人保） 太平洋（太保） 中华联合（中

联）

永安 安邦 华安 阳光 华泰 大众 民安

其他（请注明---------）

7. 您购买了哪种车险？

交强险

第三者责任险（三责险）

车辆损失险（车损险）

全车盗抢险 （盗抢险）

玻璃单独破碎险

其他（请注明------）

第二部分——第五部分

请在符合您的选项上打 “√”

( 5= 非常同意; 4= 同意; 3= 中立; 2= 不同意; 1= 非常不同意 )

第二部分 服务质量

有形性

同意程度

5 4 3 2 1
8 员工穿着得体大方

9 员工及时有效的更新视频，杂志和信息

10 销售渠道多样化，方便顾客购买

可靠性

同意程度

5 4 3 2 1
11 员工能够履行许下的承诺

12 员工能够及时地提供服务

13 员工能够准确记录信息

响应能力 同意程度

5 4 3 2 1
14 员工总是愿意帮助顾客

15 员工能够为顾客提供及时的服务

16 从员工身上，我可以得到及时的帮助
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保证 同意程度

5 4 3 2 1
17 车险公司员工有专业知识去回答我提出的问题

18 在交易当中，员工能够让顾客具有安全感

19 我能够相信这个车险公司的员工

移情作用 同意程度

5 4 3 2 1
20 员工能够清楚知道我想要的

21 当顾客有问题时，员工能够耐心解决

22 员工能够为顾客提供清晰详细的信息

第三部分 公司形象

信念

同意程度

5 4 3 2 1
23 我相信这家车险公司的服务要比其他家的好

24 我购买的车险公司是一家很出名的公司

25 这家公司是一家很成功的公司

情绪感觉

同意程度

5 4 3 2 1
26 这家公司的所作所为值得信任

27 这家公司是我喜欢的公司之一

28 这家公司的产品和需求满足我对汽车安全的需求

行为意向 同意程度

5 4 3 2 1
29 我打算去购买这家公司的车险

30 以后我会考虑购买这家公司的其他产品或服务

第四部分 营销组合

产品

同意程度

5 4 3 2 1
31 这家公司提供各种各样的险种

32 理赔有效率

33 产品组合满足我的需求

价格 同意程度

5 4 3 2 1
34 这家公司产品价格很合理

35 这家公司提供清晰的理赔单据

地点

同意程度

5 4 3 2 1
36 提供多种方便的购买渠道

37 提供很多店铺服务顾客

38 这家公司的店铺离我家或者上班地点很近
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促销 同意程度

5 4 3 2 1
39 促销险种很吸引我

40 提供多种促销渠道（电话，邮件，杂志）

41 公司的促销广告促使我想要购买本公司车险

员工 同意程度

5 4 3 2 1
42 员工回答问题时非常有耐心

43 当我遇到问题时，工作人员总是很乐意帮助

44 员工理解我的特殊需求

过程 同意程度

5 4 3 2 1
45 理赔过程很有效率

46 售后服务非常好

47 我能及时得到理赔金额

有形展示 同意程度

5 4 3 2 1
48 商店的环境给人一种安全的感觉

49 商店装饰很好

50 员工着装得体

第五部分 顾客满意度

同意程度

5 4 3 2 1
51 这家车险公司理赔过程很有效率

52 这家车险公司在这个领域有很好的声誉和形象

53 这家车险公司提供多种销售渠道，方便顾客购买

54 这家车险公司提供很好的服务

55 这家车险公司提供很好的售后服务

第六部分 再次购买意向

同意程度

5 4 3 2 1
56 我不会选择其他家车险公司

57 我会推荐别人来购买这家公司车险

58 我会很好的口头宣传这家公司

59 我下次还会在购买这家公司的车险

60 我愿意花更多的钱去购买这家公司其他产品和服务

谢谢您的参与 !


