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Abstract

This qualitative research aimed to; 1) To study the factors influencing the
acceptance of innovations on the intention to purchase life insurance, 2) To study the
factors influencing purchase satisfaction on life insurance online, 3) To study the factors
influencing satisfaction of innovation service affecting the intention to purchasing life
insurance online. The statistics adopted were Structural Equation Model (SEM). The
participants were consumers from Bangkok, who had used the services of life insurance
in Bangkok. Using the purposive method, the researcher utilized Rule Of Thumb sample
size calculator to choose an initial sample size of 210 participants, and later added an
additional 190 participants, totaling 400, to account for losses. The tool used for data
collection was a questionnaire. Statistics used to analyze the data consisted of
frequency, percentage, mean, standard deviation, and Structural Equation Modeling.

The research revealed that consumers accepted the innovation directly affecting
their insurance online purchase intention. The main factors affecting the satisfied the
completeness of information, and interesting. The purchase satisfaction on Life Insurance
online is ease of use, perceived advantages, and the accurate and reliable product
information. With a statistical level of significance of 0.05.

Keywords: Structural Equation Modeling, Innovation Acceptance, Satisfaction,

Purchase Intention, Life Insurance, Technology Information
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Table 1 Mean and Standard Deviation of Variables

Variable Mean Standard Deviation
Innovation acceptance 3.13 1.05
Service recipient satisfaction 3.63 1.07
Purchase intention 2.99 1.19
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* Significant at p < 0.05

Figure 2 Innovation Acceptance Path Towards Life Insurance Purchase Intention
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Table 2 Measurement Statistics of Discriminant Validity and Reliability

Construct Composite R Square AVE Construct
Reliability Innovation Service Purchase
acceptance recipient intention

satisfaction

Innovation 0.886 - 0.402 0.634

acceptance

Service 0.905 0.576 0.706 0.759 0.840
recipient

satisfaction
Purchase 0.912 0.1925 0.726 0.438 0.339 0.852

intention

Remark: Refer to Evaluating structural equation models with unobservable variables and
measurement error, by Fornell and D. F. Larcker, Journal of marketing research. The criteria: AVE >
0.5, Composite Reliability > 0.6 and PLS-SEM: Indeed a Silver Bullet, by Hair, Joe F., Ringle, C. M., &
Sarstedt, M. (2011), The Journal of Marketing Theory and Practice. The criteria: AVE > 0.5,
Composite Reliability > 0.7, R Square > 0.02

Table 3 Measurement Model of Reflective Model

Construct AVE Cronbach's alpha(Ql)
Innovation acceptance 0.5 0.8
Service recipient satisfaction 0.7 0.9
Purchase intention 0.7 0.9

Remark. Refer to PLS-SEM: Indeed a Silver Bullet, by Hair, Joe F., Ringle, C. M., & Sarstedt, M. (2011),
The Journal of Marketing Theory and Practice. The criteria: AVE > 0.5, Cronbach's alpha > 0.7

Table 4 Overall Model Validity Index of Structural Equations and Measurements

Criterion Statistical results Study results
Goodness of Fit (GoF) >=0.1 0.67 Passed

Remark. Refer to PLS-SEM: Indeed a Silver Bullet, by Hair, Joe F., Ringle, C. M., & Sarstedt, M. (2011),
The Journal of Marketing Theory and Practice. The criteria: GoF >= 0.1
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Table 5 The Analysis of Direct and Indirect Paths of Innovation Acceptance Towards Life Insurance

Purchase Intention.

Dependent R square Effect Innovation Service Purchase Test
Variable acceptance recipient intention  results

satisfaction

Innovation Direct - 0.41% 0.69* Accept
acceptance
Indirect - - 0.01 Reject
Total - 0.41 0.70 -
Service recipient 0.19 Direct - - 0.03 Reject
satisfaction
Indirect - - - -
Total - - 0.03 -
Purchase 0.58 Direct - - - -
intention
Indirect - - - -
Total - - - -

* Significant at p < 0.05

Table 6 The Hypothesis Test Results Analysis
Hypothesis Weight P-Value t-stat S.D. Hypothesis

factor test results

1 Innovation acceptance
influences life insurance
, o 0.685% 0.000*  22.558 0.029 Accept
purchase intention in
Bangkok
2 The acceptance of
innovation influences 0.408* 0.000%* 6.344 0.064 Accept
customer satisfaction
3 Satisfaction of innovative
service users affects life )
. 0.034 0.396 0.849 0.040 Reject
insurance purchase

intention in Bangkok

* Significant at p < 0.05
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