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Abstract This study tries to understand the relationship between brand direct, oral communication,
competence and insurance service’'s impact on the resale of insurance products and to suggest ways to
efficiently repurchase insurance products. The data collected verified the suitability of the structured model
and the causality of each concept, First of all, it is important to give customers an awareness that they are
receiving special services for themselves that are differentiated from orthers. Second, customers want to
enjoy the benefits of insurance services together by spreading the benefits of insuuance servics to people
around them through oral communication. Third,the customer thinks insurance service is the competence of
the insurance planner. Therefore, the professionalism of isurance services should be increased. Fourgh,
insurance planners should provide customers with quilting information. Finally, an insurance company should
develop insurance services that can create a mind that customers receive special services through
diversification of insurance services.

Key Words : Insurance products, repurchases, customers, insurance services, oral communication
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Table 1. Variables Validity and Reliability Verification

Ingredient
Questionnaire of Questionnaire i
1 5 3 4 5 6 Cronbach
s Alpha
| feel a special feeling not felt by other insurance company brands at
. 765 854
the momentarily
| feel warmwhen | think of the brand of the insurance conpany | use now. | 919 850
| can get a good idea of the product characteristics when | sign up
S 787 865
for direct insurance.
| think when | chose the direct products, it was helpful to be given 873 862
the knowledge and information of direct products. ' '
| sign up when the insurance planner tells me the type of insurance. 187 865
I think the help of an insurance designer affects overall insurance
. . 873 862
purchasing decisions.
My insurance planner solves problems related to accidents with
; 815 849
professional knowledge.
My insurance planner has professional financial and insurance 77 856
knowledge for the products. ' )
My insurance planner quickly includes my requirements, etc. 802 863
My insurance planner provides information about new financial and
) 856 859
insurance products.
My insurance planner provides good service. 852 857
When | choose an insurance company from now on, | will choose the
. - 815 848
insurance company that | joined first.
I'm willing to contract with this insurance company again after my
) . 845 848
Insurance contract expires.
| will choose the insurance company that | currently have. 892 848
Eigen value 8179 | 2680 | 2139 | 1561 | 1364 | 1.057
Variance Extracted(%) 4049 | 3640 | 3038 | 2422 | 1929 | 1.901
Table 2. Results of confirmatory factor analysis
. Questionnaire of Std. Error
Configuration Questionnaire ol Variance t-value p-value R AVE
Brand 1 765 384 12.345 ***(001)
Brand 0845 | 0733
Brand 2 919 138 - -
' Direct 1 787 354 8899 *%(001)
Direct Direct 2 &3 517 i - 0828 | 0708
- Oral communication 1 801 349 6.529 **%(.001)
Oral communication Oral communication 2 202 467 - - 0735 | 0582
i Capabilities 1 815 262 - -
Capabiltes Capabilities 2 bt 29 11.880 ooy | 081 | 06%
Insurance service 1 802 227 18.691 *+(001)
Insurance service Insurance service 2 856 209 20.198 **%(001) 0902 | 0754
Insurance service 3 852 249 - -
insurance product repurchase 1 815 304 - -
Repurchase of ; .
insurance products insurance product repurchase 2 845 234 19.294 (.001) 0902 | 0754
insurance product repurchase 3 892 170 20259 +*(001)
431 TEUHA Y YA W, g3 BN AR s WS, 1o
Iz BEs BEAEls] 9s Bal= tholg I BEAFE ATE HARSE 77 s
E A ARUACIAS A SR AFsae B Aol ANG myel Autdel 4P A%
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Table 3. Correlation of matrix

Insurance Repurchase of
Configuration Brand Direct Oral communication Capabilities 3 insurance
service
products
Brand 1.000
' A58
Direct (045) 1.000
. 366 079
Oral communication (042 (039) 1.000
e A09 280 276%
Capabilities (040) (037) (036 1.000
Insurance service 397 ol 346 606 1.000
(.040) (038) (038) (040) )
Repurchase of 579* 231* 324* A65* 609* 1000
insurance products (.044) (037 (.038) (.038) (.041) ’
Notice) *p<.01
= X*?=125304, df=63, p=.000, X2/df=1989, o2 Vel 7H 38 74T skA e A B 2A9te]

RMR=.050, RMSEA=.049, GFI=.958, AGFI=931,
NFI=957, CFI=978, [FI=978Z 7|& # oo =
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