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Abstract : In 2004, the Ministry of Foreign Affairs Taiwan launched ‘An Arrangement on Working Holiday Scheme’ with 15
countries including New Zealand, Japan, Canada, Germany, South Korea, Britain, Australia and others. The aim of the scheme
is to allow young people to work and study English or other foreign languages. Each year, there are 30,000 Taiwanese youths
applied for participating in the working holiday schemes. However, frequent accidents could cause huge medical expenses and
post-delivery fee, which are usually unaffordable for most families. Therefore, this study explored the relationship among
perceived risk toward working holiday, insurance product knowledge, brand image and insurance purchase intention for
Taiwanese youths who plan to apply for working holiday. A survey questionnaire was distributed for data collection. A total of
316 questionnaires were collected for data analyzed. Data were analyzed using descriptive statistics, independent samples T-
test, one-way ANOVA, correlation analysis, regression analysis and hierarchical regression methods of analysis and hypothesis
testing. The results of this research indicate that perceived risk has a negative influence on insurance purchase intention. On
the opposite, product knowledge has brand image has a positive influence on the insurance purchase intention. According to
the mentioned results,  practical  implications were further addressed for insurance companies when developing a future
marketing plan.
Keywords : insurance product knowledges, insurance purchase intention, perceived risk, working holiday
Conference Title : ICSSSSS 2017 : International Conference on Sport Science and Social Sciences in Sport
Conference Location : Kyoto, Japan
Conference Dates : November 16-17, 2017

World Academy of Science, Engineering and Technology
International Journal of Social and Business Sciences

Vol:11, No:11, 2017

O
pe

n 
Sc

ie
nc

e 
In

de
x,

 S
oc

ia
l a

nd
 B

us
in

es
s 

Sc
ie

nc
es

 V
ol

:1
1,

 N
o:

11
, 2

01
7 

pu
bl

ic
at

io
ns

.w
as

et
.o

rg
/a

bs
tr

ac
ts

/7
41

38
/p

df

ISNI:0000000091950263International Scholarly and Scientific Research & Innovation 11(11) 2017 1

https://publications.waset.org/abstracts/74138/pdf

