	論文中文摘要：
	2014年台灣平均每人擁有2.3張壽險保單，保險滲透率更是世界排名第一，可見台灣保險市場的已近飽和。本研究使用壽險公司顧客關係管理之交易資料庫，藉由既有顧客的交易特性及知覺風險衡量探討顧客的購買行為，並將顧客購買行為分類為交叉購買及遞延購買行為。其中，探討交叉購買行為的影響因子可以作為公司開發既有顧客潛在購買之交叉銷售方向。而顧客遞延行為在過去文獻多是以探討人的心理因素影響為主，本研究則以探討影響遞延行為之其他刺激因素為目的。本研究主要先採用倒傳遞類神經網路方法，以反覆訓練資料分析顧客購買行為。研究結果發現業務員的行銷刺激、以解決問題為導向的銷售方式及降低顧客知覺風險的行銷策略會對顧客購買行為造成顯著影響。

	論文外文摘要：
	In 2014, average per capita has 2.3 life insurance policies in Taiwan. Taiwanese insurance market is mature that has one of the highest insurance penetration rates in the world. In insurance marketing research, few studies investigate customer buying behavior. In this study, we use the life insurance customer database and questionnaires to explore the relationship between external stimuli, perceived risk, and the customer buying behavior. Focus on the customer buying behavior which classified into cross-buying and procrastination behavior, we adopt the Artificial Neural Network method. By training and learning, the results can investigate the prediction of connection between the inputs and outputs. The results show that the solution-based marketing stimulus has significant negative effect on customer perceived risk and significant positive effect on cross-buying.


