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Abstract: With the opening of the insurance market, foreign insurance companies have entered the
domestic insurance market, and increasingly traditional insurance demand has reached saturation. In the
domestic insurance market, competition between domestic and foreign insurance companies is
intensifying, and growth is also slowing down. Therefore, this study was conducted to make suggestions
for the future development and growth of domestic and foreign life insurance companies. In particular,
the SERVPERF model was used to evaluate the service quality of insurance companies only for life
insurance subscribers of domestic and foreign life insurers, and a path analysis was conducted to
determine how this service quality affects customer satisfaction and repurchase intention. As a result of
the analysis, in the case of domestic life insurance companies, it was confirmed that empathy,
responsiveness, and competence had a significant impact on customer satisfaction, and empathy and
responsiveness had a significant impact on repurchase intention. In the case of foreign life insurance
companies, it was confirmed that certainty and tangibility among the sub-factors of service quality had
a significant effect on customer satisfaction, and finally, customer satisfaction had a significant effect
on repurchase intention. Through the results of these studies, sub-factors of service quality to be
managed by domestic and foreign life insurance companies were identified to improve customer
satisfaction and repurchase intention. In the future, it is expected that these research results will be used
to establish strategies for domestic and foreign life insurance companies to develop and grow by
referring to the path between these variables in this study.
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[Table 1] Status of Life Insurance Companies[1]
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[Table 2] Life Insurance Household Subscription Rate and Number of Subscriptions
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[Fig. 1] A Research Model
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[Table 4] Characteristics of Survey Respondents
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Rl 3} A= A
(Cronbach” s a)
g 78} AW RFAL A, Anlzast Alzkel tia A2, M1 H HEe
e Weralal, Fu Sol vk A2, 719 olmAe] ek Az 0885
. AR RAL AL AEA, AERAAL Ao A8, AN FEYRA T
ehalAg l:l:’ﬂ}\ o s A Al o ' 0.900
}\_1 =1 ]‘ oﬂ ‘:th' q s o
W | sy | M Al W@ A E WFe] ), o] Selrh] 418 o 0500
N 99, BEAE 5 715 AR 5 4ol '
B g | 2 0l S, S 54 8 27 I sk, Sko] U3k ATkl 0,884
Aulzs A, Chet Arel Rubau s AT
574 AFe] Be FPR AT, 12 ek ma A% g,
034 AR5 75 AwUEe 43 AdFAgY 1 - Al A, Zurd 0.889
Wt ESA AT B A AF

- ket AENE o vk mA Gl eh B FF =, BRI AT
AN e _ _ - 0.864
I RAgFNRIEFY) oin] BYE v
A A o] AYBHAL Aol g, & A AFE F771Y 44 T7} 7FI AL 0.905
o)1z & BEAL $A o] &, BT} v A MeloAl, FH AHFH) At '

QRS =3 gIAHE HFI FEE g AFxE BAE A3y 7

o tigk A% A9 (Cronbach’ s a AlF)E AFESA <=, A% Al4= 0.8-09
Aol mperdE Ao wrolxth BA Azl Au]AEAS] a9 el A A(0.885),
3F2144(0.900), +34(0.809), F714(0.884), o1-3-73(0.889), a7
ATl =(0.905) T AHFE AT ko]l BT 0.8 ooz upghZ
UERRL T

TH=E(0.864),
b pEoR

1=

off

¢

32 AEzA) 7164 B

woATtE g8 QA ArmAe AnE g ww e gvh ARl A

$HA F @A 9T AEEE I CFTWE 9 A9 °
o
o

65.1%, ‘Y=A’ o
7F 34.9%=2 YERGTE WA AERE AMu|AEFAo] g9 Qe HAExAF A

A

=

2 7 B3 A5t e sk 2919 HE Mg oo ygith

222 Copyright © 2023 KCTRS



Effect of Service Quality of Domestic and Foreign Life Insurance Companies on Customer Satisfaction and Repurchase

Intention
[3E 6] AMH]=FA ¥ sh9] a9l AiLAl 23
[Table 6] Results of Survey on Sub-Factors Related to Service Quality

22l w3 A | el g Azt

7FS) A R AL A 3.57 7o) ole} -4 3.04

Au] =gt Akl oigk Al 3.64 . ae] 54 - A a7 & et | 309

a | e wEel deaE | sa | g Askz Aol Aus AT | 331

= B3 So #gk Ag 3.26 A

€ ok gmsh Rapquls AE | 321
7190 olm Aol gk Al=] 3.54

574 el oigk SR AlE 3.57

AR 90 AT 3.67 . 37 oA el A& g 3.62

I L EX Adel 4y 3.66 & | Auas b ARG 293 | 33s

) AT FEREAE 353 ° Al A - Ald Ag 3.54

ALl gk Ak w 3.51 Hupd ot Falo]A] Ml AlE | 3.68
S Ak A gl vjEe] M) 3.39
& aMe] 2b7] H& el 914 3.18
& A5rRpasel Ay 333

T 2 B Aae 135 H sE7A oI, s-el JPhEaE AEAde] 158 ond

Arlz=Fd e s akel a9 T FadAel s WA F 3s59dew MY EgA,
0% =

3.

arhges fgdel 3ssdom A it o wal Bge) si0gew nk
Fow vehguh ARHom Svnd, Aye] FS Fu; Fol w A s
3268, FHAS) AE wAel ) A sl AR b 318y wHAe] A

nae] ole] S4' ol 304HoR aeld BY F b we 45T ws
[E 7)e AERgel e nAunZt AToeEd] P ARz Ang I
Aoty TAME B AF Take BEE 3309, APuoE B AF Eao Fwe
30070 ekl ARHoR SV, WS 49 BARDYT B ol
3202 MY wgtor], ng FOndEel) oyl REE WE o 307HCE 71
ggith AT el A3 @A olF AYRGA AolE o] 34080 713

sEekon, ‘HARTE uME AdE AL TE 2783 o2 T B dERt

AR 7H1E BAALE S - o SAR FEste] oM 24 AR £FEl
oA 3 oaels 243 w4 Ade (% 81 2ok A, Ul - o=
IAPE MulaEA, DRSS Aol b atel= SAISA R Folugh xpol7t
Aox uEged, =l AEEIARY o= AWEIA] MR AEE,
=, Aoz So] EF ¥ Aoz yeist 4, =ul - oA R R

249 #3 AolS AT An AvsEd seadel Ay, 34, 394,
[e]

2 l
1= rlr 1’]0" %

e N

Z

E'_]__
,)_\_ 1
BN EASHCR  feoud Aot i Aom ek )
BPART ST AREPAe Au2ED S AP, FAH, T,
ool ¥ w2 AoR YEs

olo oF oo I,

2 oox 2 X KoY

[3£ 7] AATS 5 AT o e AL A

[Table 7] Results of Surveys Related to Customer Satisfaction and Repurchase Intention
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