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ABSTRACT
Relates in the marketing research to today the relations mostly to refer to the transaction relations, after refers to the transaction to
be established, study this kind of relational the establishment and the maintenance between the merchant and customer"'s relations,
which very little studies "in already to have the society to relate transaction™ the phenomenon. Therefore, this research is enters from
"in already to have the society to relate transaction" to research life insurance purchase behavior. In the Chinese community,
"already related is" refers fords the "relations” and "guanxi* which the Chinese people said, this research discusses the consumer
"relations"” and "guanxi” to the life insurance purchase decision-making influence. O [0 The objects of this study are those life
insurance policyholders of middle Chang Hua area, the use in-depth interviews collection primary material, effectively visits the
population is ten people, will visit the content to perform to classify collects entire, also carries on the analysis, finally will obtain the
knot to concern the suggestion. The major findings and conclusion are: 1. The life insurance purchase behavior carries on in the
relations social basis. 2. The function of guanxi which finalizes a deal in the life insurance. 3. The life insurance transaction finalizes a
deal the multi- factors: Trust, Guanxi pressure, Guanxi repayment and exchange etc. 4. Policyholders simultaneously to consider the
rational demand and the guanxi in the life insurance purchase process, is not purely depends on the commodity and the commodity
demand decision-making. 0 O This research constructs according to the research discovery constructs a life insurance purchase
conformity pattern, will continue for the future to study the development, and will be able to supply the life insurance relations
marketing the operation management reference.
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