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ABSTRACT

Along with the investment chit city occupying rate promotion, the dispute keeps pouring in addition, how to reduce the transaction

dispute, after the promotion buys the degree of satisfaction, becomes question which this commodity most is worth discussing, review

formerly research of about in the investment chit, after few mentions affects this commodity buys, factor of the degree of satisfaction,

therefore after this research take affects the investment chit buys, factor of the degree of satisfaction as the research key. This research

mainly in discussion transnational Insurance company servicers specialized ability, the relational quality purchase the investment chit

buys the degree of satisfaction influence after the consumer, and discusses various countries to leave Insurance company's cultural

context buys after the consumer the degree of satisfaction influence effect. This research total sends out questionnaire 520, recycles

480, effective questionnaire 242, the findings discovered that specialized ability, relational quality after buying the degree of

satisfaction has the forward influence. But leaves Insurance company's disturbance effect in various countries saying that not

remarkable effect, in brief, when the servicers have the specialized ability and the relational quality are good, the customer degree of

satisfaction will not receive the Insurance company nationality to affect.
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