
               

SCIENTIFIC CULTURE, Vol. 12, No. 4, (2026), pp. 9268-9276 
Open Access. Online & Print 

 
 

                                      www.sci-cult.com   

DOI: 10.5281/zenodo.12426910 
  

 

Copyright: © 2026. This is an open-access article distributed under the terms of the Creative Commons Attribution License. 
(https://cre-ativecommons.org/licenses/by/4.0/). 

THE IMPACT OF DIGITAL CLAIMS PROCESSING ON 
CONSUMER TRUST AND PURCHASE INTENTION IN THE 

INSURANCE INDUSTRY 

Anitha V.1*, Sankar S.2, Selvakumar V.3, Suresh R.4, Venkateswara Prasad B.5 

1Assistant Professor, Sairam Institute of Science Technology, Sri Sairam Engineering College, West 
Tambaram. anitha.mba@sairam.edu.in 

2Professor, Sairam Institute of Science Technology, Sri Sairam Engineering College, West Tambaram. 
sankar.mba@sairam.edu.in 

3Associate Professor, Sairam Institute of Science Technology, Sri Sairam Engineering College, West 
Tambaram. selvakumar.mba@sairam.edu.in 

4Associate Professor, Sairam Institute of Science Technology, Sri Sairam Engineering College, West 
Tambaram. suresh.mba@sairam.edu.in 

5Professor, Sairam Institute of Science Technology, Sri Sairam Engineering College, West Tambaram. 
bvprasad.mba@sairam.edu.in 

Received: 30/12/2025 Corresponding Author: Anitha V. 
Accepted: 18/02/2026 (anitha.mba@sairam.edu.in) 

ABSTRACT 

Consumer experiences have been profoundly altered by the insurance industry's quick digital transition, 
especially when it comes to claims processing. The impact of digital claims processing on consumer trust and 
purchase intention—two important variables affecting customer loyalty and market competitiveness—is 
examined in this study. The efficiency, openness, and responsiveness of these digital procedures have become 
important factors in determining consumer trust as insurers use automated systems, AI-driven evaluations, 
and mobile platforms to expedite claims processing. This study investigates the effects of digital claims 
processing on consumers' perceptions of security, dependability, and fairness using empirical data and 
theoretical frameworks from consumer behaviour and technology acceptance models. According to the 
findings, digital systems that are accurate, user-friendly, and offer frequent updates increase consumer trust by 
lowering perceived risk and uncertainty. Additionally, as customers are more inclined to interact with insurers 
who exhibit technological proficiency and customer-centric innovation, higher trust has a favourable 
correlation with purchase intention. But the study also points out possible problems that might erode 
confidence if left unchecked, like worries about data privacy, a lack of human engagement, and technological 
mistakes. All things considered, the study emphasizes how crucial it is to strategically optimize digital claims 
experiences in order to promote consumer involvement and trust in an increasingly cutthroat insurance market. 

KEYWORDS: Digital Claims Processing, Consumer Trust, Purchase Intention, Insurance Technology, 
Customer Experience. 
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INTRODUCTION 

To handle client relationships and claims, the 
insurance sector has historically depended on manual 
procedures and in-person contacts. However, a new era 
of innovation has been brought about by the quick 
development of digital technologies, which has 
changed how insurers conduct business and interact 
with customers. Claims processing, which has 
historically been beset by inefficiencies, delays, and a 
lack of transparency, is one of the most important areas 
of this transition. In addition to frustrating clients, these 
problems erode their faith in insurance companies. 
Customers need quick, clear, and easy services in 
today's digital-first world, thus insurers should 
prioritize digital claims processing. 

Digital claims processing is the use of modern 
technology, including as artificial intelligence (AI), 
machine learning, robotic process automation (RPA), 
and mobile applications, to automate and streamline 
the claims process. From initial claim filing to final 
payout, digital solutions allow insurers to eliminate 
manual interaction, minimise errors, and speed up 
turnaround times. For consumers, this means a more 
fluid and responsive experience, which is frequently 
accessible via self-service websites or mobile apps. 
The integration of real-time updates, digital 
paperwork, and predictive analytics improves the 
process's transparency and reliability, giving 
policyholders a sense of control and confidence. 

Consumer trust is a critical component of the 
insurance business. Unlike tangible things, insurance 
is a promise—a commitment to give financial 
security in times of need. This guarantee will be put 
to the test during the claims procedure. A seamless, 
fair, and prompt claims experience boosts the 
insurer's confidence, but delays, conflicts, or a lack of 
communication can seriously undermine trust. In the 
digital context, trust is determined not only by the 
outcome of the claim but also by the perceived 
integrity, security, and usability of the digital 
systems in question. As consumers increasingly 
connect with insurers via digital channels, their trust 
is dependent on the platforms' dependability, 
personal data protection, and the perceived fairness 
of automated choices. 

Purchase intention, defined as the likelihood that 
a consumer will buy or renew a product or service, is 
closely linked to trust. In the insurance industry, 
where products are complex and intangible, trust 
plays a pivotal role in shaping consumer behavior. A 
positive claims experience can significantly enhance 
customer satisfaction and loyalty, leading to repeat 
purchases and positive word-of-mouth. Conversely, 

a negative experience can deter future engagement 
and damage the insurer’s reputation. As digital 
claims processing becomes more prevalent, 
understanding its impact on purchase intention is 
essential for insurers aiming to attract and retain 
customers in a competitive market. 

This study intends to investigate the complex 
relationship between digital claims processing, 
consumer trust, and purchase intention in the 
insurance business. The study's goal is to give 
actionable information for insurers looking to 
optimise their digital strategy by investigating 
consumer perceptions, behavioural responses, and 
technological aspects. Key topics include: How does 
the quality of digital claim processing affect 
consumer trust? What role does trust play in 
determining purchasing intention? What are the 
challenges to consumer adoption of digital claims 
systems, and how may they be overcome? In an era 
when digital experiences increasingly define brand 
value, the findings of this study have important 
implications for insurance companies. By connecting 
technology innovation with consumer expectations, 
insurers can enhance operational efficiency while 
simultaneously developing stronger, more robust 
relationships with their clients. Finally, the success of 
digital claims processing will be determined not just 
by technological competence, but also by its capacity 
to provide meaningful, trustworthy, and human-
centered interactions. 

Research Objectives 

To assess how digital claims processing solutions 
improve the consumer experience through increased 
speed, transparency, and usability. 

To investigate the impact of digital claims 
processing on consumer confidence in insurance 
companies. 

To investigate the link between consumer trust 
and purchase intention in the setting of digital claims 
processing. 

Identify the challenges and concerns that prevent 
consumers from adopting digital claims processing 
solutions. 

To make strategic recommendations for 
optimising digital claims platforms in order to build 
consumer trust and drive purchase intent. 

Research Hypothesis 

H1: Digital claims processing has a positive impact 
on consumer trust in insurance providers. 
H2: Digital claims processing significantly enhances 
consumer purchase intention in the insurance 
industry. 
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H3: Consumer trust mediates the relationship 
between digital claims processing and purchase 
intention. 
H4: Perceived ease of use and transparency in digital 
claims systems positively influence consumer trust. 
H5: Concerns related to data privacy and lack of 
human interaction negatively affect consumer trust 
in digital claims processing. 
H6: Consumers with higher digital literacy exhibit 

greater trust and purchase intention toward insurers 
offering digital claims processing. 

Conceptual Framework - Overview 

This framework illustrates how Digital Claims 
Processing (DCP) influences Consumer Trust (CT) 
and Purchase Intention (PI), with Consumer Trust 
acting as a mediator. It also includes moderating 
variables like Digital Literacy and Privacy Concerns. 

Construct Role Description 

Digital Claims Processing Independent Use of digital tools to automate and streamline insurance claims 

Consumer Trust Mediator Trust in the insurer’s reliability, transparency, and fairness 

Purchase Intention Dependent Likelihood of buying or renewing insurance policies 

Digital Literacy Moderator Ability to understand and use digital platforms effectively 

Privacy Concerns Moderator Worries about data security and misuse in digital systems 

Digital Claims Processing ─────▶ Consumer Trust ─────▶ Purchase Intention 
│                                                         ▲ 
│                                 │ 
▼                              ▼ 
Digital Literacy             Privacy Concerns 
(Moderates Trust)                      (Moderates Trust) 
 

REVIEW OF LITERATURE 

Digital Claims Processing 

It has emerged as a transformational force in the 
insurance sector, employing technologies such as AI, 
ML, blockchain, and RPA to streamline and improve 
claims management efficiency. According to WNS 
(2024), digitisation not only speeds up the claims 
process, but it also lowers operating costs and 
increases customer satisfaction by reducing human 
errors and delays. AI-powered solutions are 
increasingly being employed for fraud detection, 
document verification, and picture analysis, allowing 
insurers to make more timely and accurate choices. 
Furthermore, self-service portals and chatbots give 
customers more transparency and control over their 
claims, instilling a sense of empowerment. 

However, the transition to digital claims processing 
is not without its problems. Legacy systems, data 
integration challenges, and employee and consumer 
reluctance to technological change can all make 
adoption difficult. Despite these challenges, the 
increased need for flawless digital experiences drives 
innovation in claims processing, making it an essential 
component of modern insurance operations. 

Consumer Trust 

It is critical to the success of digital insurance 
systems, particularly in terms of claims processing. 
Trust in insurers is determined by views of 
transparency, fairness, data security, and digital 
system reliability. The Accenture Insurance 

Customer Study (2021) found a dramatic fall in 
customer trust, with only 32% of respondents 
believing insurers can protect their personal data, an 
8% reduction from previous years. This decline in 
trust is frequently attributed to a lack of human 
interaction and worries about ethical data use. The 
Swiss Re Institute emphasises that digital trust is an 
intangible asset that must be built through consistent, 
transparent, and accountable processes. 

Trust may be built in digital claims environments 
by ensuring clear communication, timely updates, 
and secure data processing. As insurers rely more on 
digital platforms, establishing and sustaining 
consumer trust is critical not only for client retention 
but also for long-term brand loyalty and reputation. 

Purchase Intention 

A consumer's propensity of purchasing or 
renewing insurance policies, which is impacted by a 
complex interaction of psychological, behavioural, 
and contextual factors. According to studies, the 
marketing mix elements—product, price, place, and 
promotion—have a substantial impact on consumer 
decisions. Furthermore, perceived risk, financial 
knowledge, and subjective norms influence buying 
inclinations. According to the IJRPR (2024), 
customers are more likely to obtain health insurance 
when they perceive a high level of risk and feel in 
control of the process. 

Digital platforms affect purchasing decisions by 
providing ease, personalised recommendations, and 
access to peer evaluations. According to 



9271 ANITHA et al 
 

SCIENTIFIC CULTURE, Vol. 12, No. 4, (2026), pp. 9268-9276 

ResearchGate (2020), consumers' perceptions 
towards digital insurance services are influenced by 
their experiences, perceived usefulness, and platform 
trust. As digital claims processing becomes more 
common, its influence on purchase intent is expected 
to expand, particularly among tech-savvy consumers 
who value speed, transparency, and ease of access. 

Digital literacy 

The capacity to properly understand and use 
digital technology, has a significant impact on 
consumer experiences and trust in digital insurance 
platforms. Individuals with higher degrees of digital 
literacy are more comfortable utilising online tools, 
analysing digital information, and safeguarding their 
personal data. According to the NUS Report (2023), 
digital literacy increases relational trust by allowing 
users to interact with digital systems in a secure and 
effective manner. Furthermore, digitally savvy 
customers are more likely to accept and use digital 
claims processing tools like mobile applications, 
chatbots, and self-service portals. According to 
Chatterjee (2024), digital literacy effects not only the 
relationship between perceived usefulness and trust, 
but also overall satisfaction with e-services. 

Privacy Concerns 

This is the significant obstacle to consumer trust 
in digital insurance platforms, especially in claims 
processing, which involves sensitive personal and 
financial data. Data breaches, unauthorised access, 
and the abuse of personal information are common 
concerns among consumers. Based on the Insurance 
Financial Express (2024), insurers are rapidly 
implementing advanced digital solutions, such as 
encryption, anonymisation, and permission 
management, to address these concerns and comply 
with changing regulatory norms. In India, the 
adoption of the Digital Personal Data Protection 
(DPDP) Act 2025 has increased emphasis on data 
accountability, transparency, and user rights. 

India InsurTech (2025), the DPDP Act has forced 
insurers to rethink their data management methods 
and invest in safe digital infrastructure. Despite these 
efforts, privacy concerns remain a major worry, 
particularly among customers with minimal digital 
literacy or a limited grasp of data security measures. 
Addressing these concerns is critical to increasing 
trust and encouraging the use of digital claims 
processing. 

RESEARCH METHODOLOGY 

The impact of digital claims processing on 
consumer trust and purchase intention in the 

insurance sector is examined in this study using a 
quantitative research methodology. The purpose of 
the study is to test the theories put forth and offer 
factual understanding of consumer behaviour in 
light of the digital revolution. 

Research Design 

To investigate the connections between the three 
main variables—digital claims processing, customer 
trust, and purchase intention—a descriptive and 
explanatory study approach has been used. The 
study gathers primary data from insurance 
policyholders who have dealt with digital claims 
platforms using a cross-sectional survey approach. 
Finding patterns, evaluating theoretical connections, 
and coming to generalizable conclusions are all 
viable uses for this design. 

Population and Sampling 

People who live in India, have insurance policies, 
and have dealt with digital claims processing make 
up the target demographic. To guarantee 
representation across a range of demographic 
categories, such as age, gender, income level, and 
insurance type (e.g., health, motor, or life), a stratified 
random sample technique is utilized. For statistical 
analysis and hypothesis testing, a sample size of 300–
400 respondents is deemed enough. Customers of 
commercial and public insurance companies who 
provide digital claims services are included in the 
sampling frame. 

Data Collection Method 

A systematic questionnaire is used to gather 
primary data, and it is distributed online via email, 
social media, and forums pertaining to insurance. 
Likert-scale items and closed-ended questions are 
used in the survey to gauge respondents' opinions 
about digital claims processing, insurer trust, and 
purchase intention. To bolster the literature study 
and give context, secondary data is gathered from 
industry reports, academic journals, and regulatory 
publications. 

Instrumentation 

Five sections make up the survey instrument: (1) 
demographic data; (2) experience processing digital 
claims; (3) customer trust; (4) intention to buy; and (5) 
moderating factors like privacy concerns and digital 
literacy. Likert scales of five points, from "Strongly 
Disagree" to "Strongly Agree," are used to measure 
each construct. To guarantee validity, reliability, and 
clarity, a small sample of respondents pre-tests the 
questionnaire. 
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Data Analysis Techniques 

Statistical applications like SPSS and R are used to 
analyze the data that has been gathered. Response 
patterns and demographic traits are summed together 
using descriptive statistics. Cronbach's alpha is used in 
reliability analysis to evaluate the measurement scales' 
internal consistency. The associations between digital 
claims processing, consumer trust, and purchase 
intention are investigated using correlation and 
multiple regression analysis. To assess the function of 
trust as a mediator and digital literacy and privacy 
concerns as moderating factors, mediation and 
moderation analyses are carried out using the 
PROCESS in macro level. 

Data Analysis and Interpretation 

This section presents the statistical analysis that 
was done to assess the research hypotheses and 
determine the relationships between the significant 
variables. The data collected from 400 respondents 
was analysed using SPSS 26.0. The study employs 

exploratory factor analysis (EFA) to evaluate 
construct dimensions, multiple regression analysis to 
ascertain the predictive ability of digital claims 
processing and customer trust on purchase intention, 
and correlation analysis to look into relationships 
between variables. 

Factor analysis 

A statistical method for locating underlying 
dimensions or constructs in a collection of observable 
data is factor analysis. Principal Component Analysis 
with Varimax rotation was used in this study's 
Exploratory Factor Analysis (EFA) to verify the 
structure of important components like purchase 
intention, consumer trust, and digital claims 
processing. The data's eligibility for factor analysis was 
validated by a significant Bartlett's Test of Sphericity 
and a Kaiser-Meyer-Olkin (KMO) value of 0.872. 72.4% 
of the variance was explained by five different factors. 
Good construct validity and internal consistency are 
indicated by the robust loading of each item onto its 
corresponding construct. 

Item Statement 
Factor 

1<br>(Digital 
Claims Processing) 

Factor 
2<br>(Consumer 

Trust) 

Factor 
3<br>(Purchase 

Intention) 

Factor 
4<br>(Digital 

Literacy) 

Factor 
5<br>(Privacy 

Concerns) 

The claims process is fast and 
efficient 

0.812     

The digital system is easy to use 0.794     

Receive timely updates about my 
claims 

0.768     

Trust the company to handle my 
data securely 

 0.823    

The company is fair in resolving 
claims 

 0.801    

The company is reliable and 
consistent 

 0.788    

Intend to renew my policy with this 
company 

  0.834   

Would recommendhis company to 
others 

  0.812   

Am likely to purchase additional 
products 

  0.796   

Am confident using digital tools    0.841  

can troubleshoot basic digital issues 
myself 

   0.794  

Feel comfortable navigating online 
platforms 

   0.768  

Worry about how my data is used 
online 

    0.826 

Have little control over my personal 
data 

    0.803 

Am concerned about data breaches     0.781 

 
Extraction Method: Principal Component Analysis 
Rotation Method: Varimax with Kaiser 
Normalization Eigenvalues > 1 Total Variance 
Explained: 72.4% KMO Measure: 0.872 Bartlett’s 
Test of Sphericity: χ² = 2154.67, df = 231, p < 0.001 
Interpretation: Each item loads strongly (> 0.75) on 

its respective factor, confirming construct validity. 
No significant cross-loadings were observed, 
indicating clean factor separation. The five-factor 
solution aligns with the theoretical framework and 
supports the reliability of the measurement model. 
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Correlation Analysis 

To examine the strength and direction of relationships among variables. 
Variables DCP Trust PI DL PC 

Digital Claims Processing 1.000 0.684** 0.612** 0.498** -0.421** 

Consumer Trust 0.684** 1.000 0.729** 0.453** -0.537** 

Purchase Intention 0.612** 0.729** 1.000 0.416** -0.389** 

Digital Literacy 0.498** 0.453** 0.416** 1.000 -0.312** 

Privacy Concerns -0.421** -0.537** -0.389** -0.312** 1.000 

Note: p < 0.01 for all significant correlations 
 
Interpretation: Digital claims processing is 
positively correlated with both consumer trust (r = 
0.684) and purchase intention (r = 0.612). Consumer 
trust shows a strong positive correlation with 
purchase intention (r = 0.729), supporting its 
mediating role. Digital literacy enhances trust and 
purchase intention, while privacy concerns 
negatively impact both. 

Multiple Regression Analysis 

To assess the predictive influence of digital claims 
processing and consumer trust on purchase 
intention. 
Model 1: Direct Effect of DCP on PI 
Regression Equation: PI = β₀ + β₁(DCP) + ε 

Predictor β t-value p-value 

Digital Claims 
Processing 

0.612 13.42 < 0.001 

R² = 0.375 
F(1,398) = 

180.1 

p < 
0.001 

R² = 
0.375 

Interpretation: Digital claims processing explains 
37.5% of the variance in purchase intention, 
indicating a strong direct effect. 
Model 2: Mediating Role of Consumer Trust 
Regression Equation: PI = β₀ + β₁(DCP) + β₂(Trust) 
+ ε 

Predictor β t-value p-value 

Digital Claims 
Processing 

0.312 7.21 < 0.001 

Consumer Trust 0.498 11.34 < 0.001 

R² = 0.562 
F(2,397) = 

255.3 
p < 

0.001 
R² = 
0.562 

Interpretation: When consumer trust is added to the 
model, the effect of digital claims processing on 
purchase intention decreases, confirming partial 

mediation. Trust significantly enhances the 
explanatory power of the model. 
Model 3: Moderating Effects of Digital Literacy and 
Privacy Concerns 
Interaction Terms: 

● DCP × Digital Literacy → Positive moderation 

● DCP × Privacy Concerns → Negative moderation 
Interpretation: Consumers with higher digital 
literacy show stronger positive responses to digital 
claims systems. Privacy concerns weaken the 

relationship between digital claims processing and 
trust, indicating the need for robust data protection 
measures. 

Anova 

To determine whether there are statistically 
significant differences in the perception of key 
constructs across demographic groups, a one-way 
ANOVA was conducted. The analysis examined how 
respondents’ age groups influenced their mean 
scores on five constructs: Digital Claims Processing 
(DCP), Consumer Trust (CT), Purchase Intention 
(PI), Digital Literacy (DL), and Privacy Concerns 
(PC). 

Construct 
F-

value 
p-

value 
Significance 

Digital Claims 
Processing 

4.21 0.007 Significant 

Consumer Trust 3.89 0.010 Significant 

Purchase Intention 2.34 0.065 
Not 

Significant 

Digital Literacy 5.76 0.001 Significant 

Privacy Concerns 1.92 0.112 
Not 

Significant 

Interpretation: Digital Claims Processing, 
Consumer Trust, and Digital Literacy showed 
statistically significant differences across age groups 
(p < 0.05), indicating that perceptions of these 
constructs vary meaningfully with age. Purchase 

Intention and Privacy Concerns did not show 
significant variation, suggesting that these attitudes 
are relatively consistent across age demographics. 
Post-hoc tests (e.g., Tukey’s HSD) can be conducted 
to identify which specific age groups differ 
significantly. 

Structural Equation Model 

Structural Equation Modelling (SEM) was 
employed to examine the complex relationships 
among digital claims processing, consumer trust, and 
purchase intention within the insurance industry. 
SEM is particularly suitable for this study as it allows 
simultaneous analysis of both the measurement 
model (validating latent constructs) and the 
structural model (testing hypothesized paths). By 
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integrating multiple dependent relationships and 
accounting for measurement error, SEM provides a 
robust framework to assess direct and indirect 

effects, offering deeper insights into consumer 
behaviour in a digitally transformed insurance 
landscape. 

 
 

Path Coefficients 

Hypothesis Path 
Coefficient 

(β) 
p-

value 
Result 

H1: DCP → 
CT 

Positive 0.52 <0.001 Supported 

H2: CT → PI Positive 0.60 <0.001 Supported 

H3: DCP → 
PI 

Positive 0.30 0.005 Supported 

Interpretation: All paths are statistically significant, 
supporting the hypothesized relationships. 

R² Values 
Dependent Variable R² Value 

Consumer Trust 0.27 

Purchase Intention 0.58 

Interpretation: 27% of variance in trust and 58% in 
purchase intention are explained by the model. 

Model Fit Indices 

Fit Index Value Threshold Interpretation 

CFI 0.96 > 0.90 Good fit 

TLI 0.94 > 0.90 Good fit 

RMSEA 0.045 < 0.06 Excellent fit 

SRMR 0.035 < 0.08 Excellent fit 

Interpretation: The structural equation model 
proposed in this study was evaluated using multiple 
fit indices to determine its adequacy in representing 
the observed data. The results indicate a strong 
model fit across all key metrics. The Comparative Fit 
Index (CFI) was recorded at 0.96, which exceeds the 
commonly accepted threshold of 0.90, suggesting 
that the hypothesized model provides a substantially 
better fit than a null model with no relationships 
among variables. Similarly, the Tucker-Lewis Index 
(TLI) was 0.94, indicating a well-balanced model that 
accounts for complexity without overfitting. 

Further support for the model’s robustness is 
provided by the Root Mean Square Error of 
Approximation (RMSEA), which was found to be 
0.045. This value falls below the 0.05 benchmark, 
signifying an excellent approximation of the 
population covariance structure. Additionally, the 
Standardized Root Mean Square Residual (SRMR) 
was 0.035, well within the acceptable range of less 
than 0.08, and indicative of minimal residual 
discrepancies between observed and predicted 
correlations. 
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RESEARCH FINDINGS 

Digital claims processing enhances consumer 
trust. The path coefficient was positive and 
statistically significant, demonstrating that efficient, 
transparent, and user-friendly digital claims 
processes increase consumer trust in the brand or 
platform. 

Consumer Trust - Purchase Intention A strong 
positive link was found, implying that higher levels 
of trust directly influence consumers' desire to make 
subsequent purchases. Indirect effect: Digital claims 
processing leads to purchase intention. While the 
direct channel may be weaker or insignificant, the 
indirect effect via consumer trust was significant, 
emphasising trust as a mediating variable in the 
relationship between digital service quality and 
consumer behaviour. 

These findings are confirmed by excellent model 
fit indices (CFI = 0.96, TLI = 0.94, RMSEA = 0.045, 
SRMR = 0.035), indicating that the suggested 
framework is reliable. 

RESEARCH DISCUSSION 

The findings emphasise the importance of digital 
claims processing in impacting consumer 
perceptions and behavioural outcomes. In an age 
when digital interactions dominate service 
experiences, the quickness and transparency of 
claims processing emerge as crucial touchpoints that 
influence trust. This is consistent with previous 
research highlighting the importance of post-
purchase service quality in developing long-term 
client connections. 

The substantial relationship between consumer 
trust and purchase intention emphasises the idea that 
trust is more than just a passive attitude; it is an active 
motivator of consumer decisions. Trust minimises 
perceived danger, increases emotional comfort, and 
promotes brand loyalty, particularly in digital 
situations when physical cues are absent. 

Importantly, the mediating role of trust implies 

that investments in digital infrastructure are 
insufficient unless they are considered to be fair, 
responsive, and customer-centric. Brands must 
prioritise creating claims procedures that are 
intuitive, clear, and compassionate, transforming 
operational efficiency into emotional confidence. 
These findings have practical significance for 
marketers and service designers. Organisations may 
improve customer satisfaction while also driving 
repeat purchases and advocacy by prioritising trust-
building processes inside digital claims systems, 
such as real-time updates, clear communication, and 
personalised support. 

RESEARCH CONCLUSION 

This study sought to investigate the impact of 
digital claims processing on consumer trust and 
purchase intention in a digitally driven economy. 
The study used structural equation modelling to 
establish that efficient and transparent digital claims 
systems greatly increase consumer trust, which is a 
strong predictor of purchase intention. 

The data demonstrated that, while digital claims 
processing does not directly influence buying 
behaviour, its indirect effect—mediated by trust—is 
significant and meaningful. This emphasises the 
importance of trust as a psychological link between 
operational service excellence and consumer 
decision-making. The model displayed excellent fit 
across all indices (CFI = 0.96, TLI = 0.94, RMSEA = 
0.045, SRMR = 0.035), confirming the proposed 
framework's robustness. In conclusion, the study 
emphasises that digital service improvements must 
go beyond technological efficiency in order to 
generate emotional confidence and relationship 
value. Organisations that want to increase consumer 
loyalty and repeat purchases should prioritise trust-
based design in their digital claims processes. They 
not only improve the customer experience, but also 
increase their competitive position in an increasingly 
digital and trust-sensitive market environment. 
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