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Will the Fund Company’s Brand Affect Life Insurance Solicitor
Selling Investment-oriented Insurance Products Behavior?
-A Case Study in F Investment Consulting Company

Name of Student: Wen-kai , Yeh Adviser: Kun-min, Hsieh

Master of Department of Finance and Institute of Finance and Information, KUAS

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.



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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