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摘     要 

本文是以 F 投顧公司所簽約的五家主要壽險公司之壽險業務員做為研究的

對象，主要探討的方向為，銷售投資型保險商品與基金標的配置主要動機是來自

基金公司品牌、基金公司與壽險公司商品政策，或是基金公司提供之商品訓練及

支援服務所產生之效益最大，以便日後可以當做基金公司業者或壽險公司做為參

考。本文實證結果如下： 

(一)各人口統計變數對銷售前應了解金融市場概況，皆無顯著差異。 

 

(二)各人口統計變數對基金公司提供針對市場與基金商品訓練，除區域外皆無明

顯著差異，就區域而言，台南與高雄相較於屏東，差異性都來的大。 

 

(三)各人口統計變數對針對基金公司的標的報酬率之差異，對於不同的職稱有顯

著差異，其中通訊處經理與業務專員並無顯著差異，而通訊處經理與業務主任、

業務襄理、業務經理之間對於標的報酬率都有顯著差異存在，其中又已通訊處經

理與業務主任顯著差異最大。 

 

(四)各人口統計變數針對壽險公司行銷策略影響壽險業務員銷售行為，除區域外

皆無顯著差異，即不同的區域對壽險公司行銷策略因應不同，尤其屏東與高雄的

壽險業務員針對壽險公司行銷策略是有顯著差異存在。 

 

(五)各人口統計變數對基金公司支援舉辦理財講座對銷售之影響差異，皆無顯著

差異，可見基金公司支援壽險公司舉辦理財講座對於壽險業務員的銷售意願，並

無顯著差異。 
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ABSTRACT 

The studying case for this assay is based on the five major life insurance agents 

who contracted with the F investment company. 

The research is base on the following two major. The brand strategy affects the 

selling investment-oriented insurance products and allocation for investment 

insurance fund.  

Training and services providing by fund company or life insurance company 

could not only be the most efficient option but also used as a reference. The empirical 

results are as follows: 

1.The studying showed no significant difference in which the agent should be aware 

of the financial market situation on the demographic variables. 

2.There is no significant difference on marketing effect and products’ training 

providing by Fund Company toward the demographic variables, in addition to the 

region, in Tainan and Kaohsiung, is different than in Pingtung 
3.The demographic variables for the fund companies on the subject of the difference 

between return:There is significant difference on designation. Department 

managers and business communications which there was no significant difference 

between the commissioner. However, for the target rate of return, it is diversity 

among Communications Department Manager and Director of Operations, 

Business assistant manager, business manager especially the differ between 

Communications Department Manager and Director of Operations. 

4.The demographic variables affect the marketing strategy for life insurance 

companies sell life insurance agents behaviors. There is significant difference on 

region. The various marketing strategies should be performed in different areas. In 

particular, there is difference between the life insurance agents in Kaohsiung and 

Pingtung.  
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5.There is no difference in demographic variables on the funds of the company held 

talks on the sale of financial differences. In conclude,Fund financial support for life 

insurance companies held seminars for the sale of life insurance agents will, It is 

also no significant difference. 

 

Key words: brand marketing , fund company, investment-oriented insurance products 
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