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ABSTRACT

This study takes the female insurance sales agents as the objects, to explore the correlation between their happiness and the

materialism, conspicuous consumption, vanity trait and personality traits. It conducts the survey by the means of simple random

sampling and snow balls method. There are 350 questionnaires distributed and 301 valid items returned, with the valid ratio as 86%.

The collected data are then verified by the means of descriptive statistics, one-way ANOVA, independent-sample T test, Person

product-moment correlation analysis and multiple regression analysis. The study results are illustrated as below. The samples mainly

have the characteristics of being married, having two children, university(college) education or above, with 2~3 years of experience

and with less than NT$ 40,000 monthly income. Those who have more than three(including) children feel happier than those who

only have one child. And those who have a monthly income of more than NT$ 60,000 feel happier than those have less than NT$

40,000. The dimensions of materialism and vanity trait have significant and positive correlation to the happiness. The personality

traits of extraversion, agreeableness and conscientiousness are significantly and positively correlated to the happiness, while the

neuroticism is negatively correlated to the happiness. The extraversion, neuroticism, conscientiousness, materialism, agreeableness

and conspicuous consumption are the most predictable sources of happiness. Finally, it makes overall discussion on the results, and

throws out suggestions for reference of the related institutions and follow-up researchers.
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