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Abstract
With the prevalence of the Internet, the vigorous development of e-commerce, the rapid changes in the financial 

environment, the fintech innovation and the popularization of mobile communications, Internet access has gradually 

replaced the services provided by traditional physical access. Internet insurance has become a trend both at home and 

abroad, and it has also brought considerable business opportunities for insurance companies. The Internet insurance market 

has become an indisputable place for military strategists. How insurance company operators grasp customer preferences, 

sustain and secure the largest channel in the insurance market is one of the most important issues for insurance companies.

This study confirms the correlation between the aspects of electronic service quality, customer satisfaction, customer 

loyalty, and customer repurchase willingness, and recommends that online insurance companies should improve the highest 

ranking aspect that affects the quality of electronic services as "fulfillment" , "Compensatory", "Privacy", it is 

recommended that insurance companies take the service quality of these three aspects as the highest priority in the initial 

planning of the website or in the future improvement plan, which has the greatest positive effect on the customer's 

willingness to repurchase . The improvement of the quality of electronic services can be improved from the aspects of 



website operation efficiency, system speed and stability, website performance and transaction privacy. The research results 

hope to provide reference for insurance companies when providing online insurance services.
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