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A Study for Consumer Selection Criteria in Purchasing
Accident Insurance Products by Applying Analytic Hierarchy

Process

Student - Hsiang-I Pai Advisors : Dr. Chieh-Yow ChiangLin

Institute of Finance and Information
National Kaohsiung University of Applied Sciences

ABSTRACT

This study uses Analytic Hierarchy Process(AHP) to explore the factors of the
valuation while consumers purchasing accident insurance merchandise. This research
can help consumers purchasing accident insurance merchandise what their really needs.
Furthermore, it can reduce the false probability of the merchandise design and make a
win-win situation for consumer and insurance company.

In the research, we induce five major types and 21 classes of index. By using the
procedure of AHP, decision importance among factors can be evaluated. The
contributions of this research are as follows:

1. Factors of purchasing accident insurance merchandise.

2. Construct a standard valuation process of the accident insurance.

3. Evaluate the factor decision weight of purchasing accident insurances for general
customers, and customers with different gender and occupation.

(1) Purchasing experience, valuation and feedback from the merchandise.

(2) Business personnel, friends and relatives introductions, the guarantee of the

content, pricing, those five factors are currently used as standard evaluation.
4. Gender and occupation apply as a distinction.
Put forth a suggestion according to the result of this research, the insurance company

can target different segment for different needs, not to sell or promote the wrong
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merchandise and cause rejecting by consumer or penitence after purchasing.

Keywords: Analytic Hierarchy Process, Accident Insurance
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