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Abstract: This study used TAM as a theoretical basis to explore the public's attitude
towards online insurance products. This study used the people in Taiwan as the research
subject and distributed 628 questionnaires on the Internet by means of convenient
sampling. After eliminating 88 invalid questionnaires, 540 valid questionnaires, the
effective recovery rate was 85.99%. The findings of this study are as follows: 1. In the
pension financial planning model, perceived usefulness, trust, and product involvement
have a significant positive impact on attitude; perceived risk has a significant negative
impact on attitude; attitude and subjective norm have a significant positive impact on
behavioral intention Impact. 2. In the travel insurance model, perceived usefulness,
perceived ease of use, trust and product involvement have a significant positive impact on
attitudes; attitudes and subjective norms have a significant positive impact on behavioral
intentions. Finally, this study concludes that insurance belongs to high amount and long-
term products, it may not be suitable for people to buy through the Internet; the other hand,
if insurance belongs to one-time and low-priced products that can be solved conveniently,
quickly and efficiently demand is the primary consideration of the people.
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Introduction

With the rapid development of technology, many companies have adopted the Self-
Service Technology (SST) model to reduce the cost of labors, allowing people to
complete their own transactions. Self-service technology is a service process that
does not require service personnel to participate in the transaction process. In
recent years, SST has been widely used in various industries, such as self-checkout,
online banking, self-service check-in kiosks, online insurance, etc. (Chen, 2012).

Although the insurance industry has combined some products with self-service, is
it true that all insurance products are suitable for online insurance? According to
Holzheu et al. (2000), online insurance is not applicable to all insurance products,
only some insurance products with simple and easy-to-understand policies, such as
travel insurance and compulsory motor locomotive liability insurance, which are
generally familiar and acceptable, are more suitable for online insurance. However,
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insurance products that are relatively complex and require detailed time-consuming
introduction, such as pension financial planning, life insurance, medical insurance,
etc., still require a special explanation service to help the public learn more about
the contents of insurance products.

Rossanty et al. (2018) mentioned that consumer knowledge of products contributes
to the retrieval of information and affects the decision-making process and
willingness to purchase, mainly because consumers' purchasing behavior depends
on evaluating and integrating various product information or a systematic process
of buying leads. When people buy policy products that are related to their
retirement quality of life, the degree of involvement should be higher than travel
insurance. Different levels of product involvement will influence consumer
decision-making, and the relevance of products to consumers and the importance
they attach to products will result in different levels of attention, leading to
different decision-making behaviors (De Meyer and Petzer, 2014). In order to carry
out the pension financial planning, the participation of the public in such products
and the amount of information on the search information should be different from
the travel insurance, whether this difference will affect people's attitude towards
online purchase of pension financing products, and even further affecting people's
willingness to purchase online, is the subject of this research.

Although online insurance can save people's time and cost, its premise must be
built in a secure electronic environment (Yang, 2015), as long as there are some
uncertainties and potential losses, the public may stop because of the risks, and
perceived risk is probably one of the key factors that determine whether the people
are willing to carry out online insurance. In addition, trust is also seen as one of the
important factors influencing the success of online businesses, e-commerce, and
social software (Beldad et al., 2010). Trust is very important in trading if there is
a lack of trust, the perceived risk of the public will increase, which will lead to the
failure of the entire transaction (Hansen et al., 2018).

Even though online insurance has been implemented for a while, when facing some
new insurance products, the public still has a lot of uneasiness and uncertainty
about it. In order to reduce the doubts caused by these uncertain factors, public
tends to seek information and opinions about the products from trusted people
(such as elders, peers and friends), which are likely to affect the final decision of
the people, that is, the subjective norms that originate from the relatives and friends
around them are likely to affect the purchase behavior of the people (Hasbullah et
al., 2016).

Travel insurance is an extremely simple insurance product, and pension financial
planning is a relatively complex insurance product that affects people's future
retirement. When these two insurance products are introduced into the concept of
self-service technology, that is, when the people self-help insured the two products
online, the factors affecting the online insurance attitude and behavioral intentions
of the people must be different. This study is based on technology acceptance
model, according to the research purpose, modify and added the perceived risk,
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trust, product involvement and subjective norm to the original theory, to
understand the the willingness to insure online when people face different types of
insurance products.

Literature Review

Online insurance is a self-service technology; people can check any information
about various policies on the network system at any time. Therefore, the difficulty
of operation, interface fluency, and message integrity of the insurance system
maybe the key factors that affect people for willingness to conduct online
insurance. The technology acceptance model (TAM) is a set of theoretical models
used to explore user acceptance of new technology products or systems (Davis et
al., 1989), which has been used in many studies to explore networks, banks,
electronic technology, online insurance, etc.

Technology Acceptance Model (TAM), Product Involvement, Perceived Risk and
Trust

With the advance of science and technology, more and more industries are shifting
their products from physical channels to virtual channels, that is, to complete
transactions through the Internet. This can not only reduce costs, but also improve
efficiency, and subsequently convert data into big data. In the study of the use
behavior of information technology, the Technology Acceptance Model (TAM) is
a mature and explanatory theoretical model. The technology acceptance model was
proposed by Davis et al. in 1989. The model is mainly based on the theory of
rational action (TRA). The technology acceptance model uses perceived usefulness
and perceived ease of use to form an attitude towards technology then explains or
predicts an individual's decision-making pattern. Although TAM inherits the basic
beliefs of TRA, the TAM model does not include the aspect of subjective norms.
Instead, it asserts that attitude will affect users' behavioral intentions, and then
affect actual behavior (Alambaigi and Ahangari, 2016).

Gebert-Persson, Gidhagen, Sallis, and Lundberg (2019) found that trust has
a significant positive impact on attitudes; in addition, perceived usefulness and
perceived ease of use have a positive impact on attitudes. And, trust and attitude
have a significant positive impact on the willingness to use online insurance. Rose
et al. (2016), when discussing the behavioral intentions of apparel brands, found
that perceived risk will negatively affect attitudes. Jihan et al. (2016) research
founds that users' product involvement will positively affect their attitudes towards
products. Hasbullah et al. (2016) explored the behavioral intentions of online
shopping users and found that user attitudes and subjective norms will positively
affect their behavioral intentions. Based on the results of the previous studies, this
study proposes the following hypotheses:

H1: Perceived usefulness has significant relationship with attitude.

H2: Perceived ease of use has significant relationship with attitude.
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H3: Trust has significant relationship with attitude.

H4: Perceived risk of use has significant relationship with attitude.

H5: Profuct involvement has significant relationship with attitude.

H6: Attitude has significant relationship with behavioral intention.

H7: Subjective norm has significant relationship with behavioral intention.

Methodology

This study takes the people in Taiwan as the research subject. After considering the
autonomy of the respondents, they choose to use the people over the age of 20 as
the research scope and ask them the view and purchase intention to purchase
insurance products online (pension financial planning, travel insurance). This study
used convenient sampling method, and through Google Forms as a way of online
questionnaire, the research subjects voluntarily filled out the online questionnaire.
The questionnaire of this study was distributed from October 1, 2018, to November
30, 2018. A total of 628 copies were collected, and 540 copies valid questionnaire
and the effective rate was 85.99%.

Reliability and Validity Analysis

According to Hair et al. (1997), the criterion for C.R. is above 0.7 and, AVE value
had to be above 0.5. Overall the C.R. and AVE of this study have all reached the
standard, indicating that the overall scale of the online pension financial planning
and online travel insurance has good reliability and validity.

Online Pension Financial Planning

In overall scale of online pension financial planning, the factor loading of
“perceived usefulness” is between 0.91 to 0.95, C.R. is 0.95, AVE is 0.87;
“perceived ease of use” is between 0.84 to 0.92, C.R. is 0.91, AVE is 0.76; “trust”
is between 0.80 to 0.98, C.R. is 0.93, AVE is 0.82; “perceived risk” is between
0.92 to 0.94, C.R. is 0.95, AVE is 0.86; “product involvement” is between 0.93 to
0.95, C.R. is 0.96, AVE is 0.88; “attitude” is between 0.92 to 0.97, C.R. 0.98,
AVE, 0.91; “subjective norm” is between 0.96 to 0.98, C.R. is 0.98, AVE is 0.93
and “behavioral intention” is between 0.92 to 0.97, C.R. is 0.96, AVE is 0.90.

Online Travel Insurance

In overall scale of online travel insurance, the factor loading of “perceived
usefulness” is between 0.91 to 0.95, C.R. is 0.97, AVE is 0.92; “perceived ease of
use” is between 0.88 to 0.96, C.R. is 0.94, AVE is 0.85; “trust” is between 0.63 to
0.98, C.R. is 0.90, AVE is 0.75; “perceived risk” is between 0.89 to 0.93, C.R. is
0.93, AVE is 0.82; “product involvement” is between 0.94 to 0.96, C.R. is 0.96,
AVE is 0.90; “attitude” is between 0.96 to 0.97, C.R. 0.98, AVE, 0.94; “subjective
norm” is between 0.95 to 0.99, C.R. is 0.98, AVE is 095 and “behavioral
intention” is between 0.93 to 0.98, C.R. is 0.98, AVE is 0.93.
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Data Analysis

In this study, SPSS 21.0 and AMOS 21.0 were used to analyzed the data by
descriptive statistics, confirmatory factor analysis and structural equation
modeling.

Research Analysis

In this study women were slightly more (54.1%), mainly aged 31-40 years old
(41.7%), mainly work in business (34.8%) and service industry (33.5%), family
income of NTD 710,000- NTD 1.2 million (35.0%), Taiwan central region
(57.0%), married and children still attending school (52.6%).

Confirmatory Factor Analysis of the Apple Watch User behaviour model

Normality Test

Accoding to West et al. (1995), in accordance with normality distribution, the
skewness coefficient should less than 2; kurtosis coefficient shouldn’t more than 7.
From the results, the skewness coefficient was between -1.34 to 0.17, kurtosis
coefficient between -1.15 to 1.36, indicating that the sample of this study was
qualified with the normality test.

Structural Equation Model Analysis of the behaviour model of Apple Watch
User

Although the sample data of this study were qualified with the normality test but
the c.r. of Multivariate kurtosis is 236.579, failure to meet multivariate normal
distribution, therefore Bollen and Stine (1992) Bootstrap was used to modify the
overall model. In the overall model fit analysis, all values have reached the
standard, pension financial planning behavior model are RMSEA=.03, GFI=.98,
AGFI=.97, NFI=.98, RFI=.98, CFI=.99, CN=349.842, »2/DF=1.546; Travel
insurance model fitted are RMSEA=.03, GFI=.98, AGFI=.98, NFI=.98, RFI=.98,
CF1=.99, CN=349.842, y2/DF=1.613.

From the results of figure 1, it’s found that perceived usefulness, trust and product
involvement have positive influence on attitudes, perceived risk has negative
influence on attitude, in which the trust has the greatest influence on attitude (.56),
followed by perceived usefulness (.42) and product involvement (.42), but
perceived ease of use has no significant influence on attitude, indicating that trust,
product involvement and perceived usefulness are important factors to form
attitude of pension financial planning, and perceived ease of use is not the main
consideration. Attitude has the greatest influence on behavior intention (.86), while
subjective norm has positive influence on behavior intention (.20).

According to the path analysis results of the pension financial planning behavior
model, the explanatory power of perceived usefulness, perceived ease of use, trust,
perceived risk and product involvement to attitude is 67%, the explanatory power
of attitude and subjective norm to behavior intention is 78%.
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Figure 1: Path analysis of pension financial planning behavior model
Noted: PU=Perceived usefulness, PE= Perceived ease of use, TR= Trust, PR= Perceived risk, Pl=
Product involvement, ATT=Attitude, SN= Subjective norm, Bl= Behavioral intention
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From the results of Figure 2, it’s found that perceived usefulness, perceived ease of
use, trust and product involvement have positive influence on attitudes, in which
the perceived usefulness has the greatest influence on attitude (.54), followed by
trust (.44), but perceived risk have no significant influence on attitude, indicating
that perceived usefulness and trust are important factor to form attitude of travel
insurance, and perceived risk is not the main consideration. Attitude has the
greatest influence on behavior intention (.84), while subjective norm has positive
influence on behavior intention (.12).

According to the path analysis results of the travel insurance behavior model, the
explanatory power of perceived usefulness, perceived ease of use, trust, perceived
risk and product involvement to attitude is 62%, the explanatory power of attitude
and subjective norm to behavior intention is 72%.

Discussion

In previous study, most scholars argue that perceived ease of use affects consumer
attitudes. However, for the two insurance products discussed in this research, it is
found that no matter how convenient the internet becomes, if the insurance amount
is high and the insurance products are long-term, such as pension financial
planning, it may not be suitable for the public to purchase them online.

Kim and Shin (2015) believed that attitude will positively affect behavioral
intentions. According to the theory of consumer attitudes, there is "consistency"
between attitudes and behavioral intentions, that is, attitudes will positively affect
consumers' behavioral intentions. Although there are several risks in online, online
shopping is indeed a major trend for modern people. If the general public has
a positive attitude towards the "online purchase" insurance product model, it will
eventually affect their purchases intentions. Kim et al. (2011) pointed out that trust
is a key factor in consumers' decision to purchase products through the Internet.
Therefore, while people pay attention to insurance products, they will know more
clearly the characteristics of each insurance product, which will affect their attitude
towards online purchase of insurance products. However, for those one-time, low-
priced insurance products, people will have low level of risk perception which
leads to insignificant relationship to perceived risk. Subjective norms represent a
decisive role in the performance of certain people's social behavior (including
purchases and consumer behavior), whether by friends, family members, peers, or
other important individuals (Méndez-Aparicio et al., 2017). The convenience and
efficient of online insurance create positive response and urge the people to be
willing to take this action.

Carrier Management McGavick said that advances in technology have provided
new solutions to old problems in the past (Howard, 2019). It can be seen that in the
current era of Internet development, insure insurance products online has brought
many conveniences and efficient benefits to the public. In the future, if the
potential problems can be overcome, perhaps people will gradually accept this
purchase method.
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Conclusion

In pension financial planning behavior model, it can be found that personal security
is the most important factor for the people at present especially when people buy
insurance products through the internet, they will involve a lot of private personal
information. If the insurance industry can ensure that the people’s personal
resources will never be leaked, perhaps the public will gradually accept online
purchases for this purchase model. Furthermore, pension financing planning is
a prudent investment and financial management for the future. People's doubts and
risk considerations are relatively high. Under such circumstances, the simpler
operation of the insurance system may not bring better opinions to the public
attitude. Based on the above results, insurance products with high policy amounts
and long-term types, it may not be suitable for people to buy through the Internet.
In the travel insurance behavior model, it can be found that the charateristic of
travel insurance, the risk that the public feels about this product is lower, mainly
because the product is a short-term policy, even if it is not ideal afterward, it will
not be caused serious affection on attitude. On the contrary, just because travel
insurance is a one-time, low-priced insurance product, therefore people pay more
attention to the maximum benefit of the product, and it is convenient, fast and
efficient to solve the needs of the people are the primary consideration when
purchasing travel insurance.

Implication of Management

Since the length of time and amount involved in the pension financial planning
insurance is much higher than that of travel insurance, when people facing
insurance products with higher time and cost, the willingness to insure through the
internet is lower. It can be seen that the relative service content required for
different policy products will be different. Therefore, this study suggests that in the
case of insurance products with high policy value and long-term insurance
products, they should still be provided with professional services by the insurance
representative. The inner doubts and uneasiness of people, after all, the relationship
between people is temperature, these temperatures are cannot be done by the
machine.

Trust is one of the important factors that contribute to the success of online
insurance. According to the feedback, respondents do not trust the technical
capabilities provided by various insurance companies. Therefore, it is
recommended that each insurance company should strengthen its technical
capabilities and improve the professionalism of the insurance representative; this
will enable the public to have sufficient confidence in the insurance system but also
strengthens the deeper confidence of the people through the trust created by the
insurance representative. When the public feels perfected secure, even there is
a problem in the system, the insurance representative of insurance company can
also quickly deal with problems in the first place.
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Limitation

This study explored pension financial planning and travel insurance and learned
that the public is mostly opposed to online willingness to apply for pension
financial planning. However, there are many types of insurance products, including
investment-type, savings-type, and medical-type products. For different types of
insurance products, the public's willingness to insure through the Internet should
also be different. Therefore, it is recommended that future researchers can target
various insurance products. Make a classification to explore whether there is any
difference in the public's willingness to insure for different insurance products.
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BADANIE EMPIRYCZNE DOTYCZACE WOLNOSCI KONSUMENTOW
DO UBEZPIECZENIA ONLINE

Streszczenie: W artykule przedstawiono teoretyczng podstawe do badania postaw
spoleczenstwa wobec internetowych produktow ubezpieczeniowych. W  badaniu
wykorzystano mieszkancow Tajwanu, jako przedmiot badan i rozprowadzono 628
kwestionariuszy w Internecie Po wyeliminowaniu 88 nieprawidlowych kwestionariuszy
i 540 waznych kwestionariuszy efektywny wskaznik odzysku wyniost 85,99%. Wyniki
tego badania sg nastgpujace: 1) W modelu planowania finanséw emerytalnych postrzegana
uzyteczno$é, zaufanie i zaangazowanie produktu maja znaczacy pozytywny wplyw na
nastawienie; postrzegane ryzyko ma znaczacy negatywny wplyw na nastawienie; postawa
i subiektywna norma majg znaczacy pozytywny wplyw na intencje behawioralne. 2) W
modelu ubezpieczenia podréznego postrzegana uzyteczno$¢, postrzegana latwosé
uzytkowania, zaufanie i zaangazowanie produktu maja znaczacy pozytywny wplyw na
postawy; postawy i subiektywne normy majg znaczacy pozytywny wplyw na intencje
behawioralne. W badaniu stwierdzono, ze ubezpieczenie nalezy do produktow o duzej
wartosci 1 do produktow dlugoterminowych, moze nie by¢ odpowiednie dla osdb
kupujacych przez Internet; z drugiej strony, jesli ubezpieczenie nalezy do jednorazowych
i tanich produktow, ktoére mozna rozwigza¢ wygodnie, szybko i skutecznie, popyt jest
najwazniejszym czynnikiem, ktéry ludzie biorg pod uwagg.

Stowa kluczowe: TAM, zaufanie, postrzegane ryzyko, zaangazowanie produktu, emerytura
finansowa, ubezpieczenie podrozne
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