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Abstract of Thesis

The number of individuals who buy insurance online is steadily increasing. Customer satisfaction is crucial to a
company's bottom line especially in the service industry, which increasingly embraces online services. Many
businesses are turning to virtual interfaces as a primary point of interaction with their customers. Some
traditional service quality elements that influence customer satisfaction are not visible in the online sector.
Service providers must use both online and physical purchase channels strategically to satisfy clients and survive
in the marketplace. By constructing a marketing strategy, this dissertation adds to a deeper understanding of
how consumer satisfaction develops in online or offline settings in the insurance business. To begin, we look at
how customer attributes, product characteristics, and marketing activities affect three dimensions of online
insurance adoption: the number of products adopted, the timing of adoption, and the pattern of adoption. Using
data acquired from 509 customers in an online poll, we empirically investigated the correlations between these
factors and the dimensions of online insurance adoption. According to the findings of three statistical
investigations, consumers who have low social needs, are price-conscious, and perceive fewer dangers when
buying on the Internet prefer to buy more insurance goods online. Furthermore, products that are advertised on
television and the Internet and are believed to have a high price fluctuation are accepted more quickly than other
products. Moreover, the adoption of an insurance product appears to be dependent on the type of insurance
previously used and the discrepancy in the product's characteristics. Second, by comparing performance quality
when consumers buy online versus in offline stores, this study seeks to address the gap in knowledge about what
drives customer contentment and, hence, customer expectations. We investigate the moderating effect of online
and offline environments on effect of brand prominence on consumer satisfaction. After gathering 8,533 valid
replies, hypotheses were empirically confirmed using structural equation modeling. According to findings, both
direct and indirect channel-induced expectations favorably enhance satisfaction. The findings add to the
literature by providing empirical evidence of the effects of expectations and performance quality on consumer
satisfaction and expanding the expectation—confirmation theory by considering brand prominence as a
component. We discuss the managerial implications of our findings to support the improvement of the impact of

the marketing effort.
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