Journal of the Korean Data € g o] 8 4 B 3}3] 7]
Information Science Society
2011, 22(6), 1137-1143

AT B3

o

Aol A BBA A HA ol e
Al A

A4 20119 109 249, 4 20113 119 8Y, AAEA 20113 119 13Y

Q oF
a5
2 Ao 2AL UL e Ak 14 §8L BAse MR A Bedn 449
ANEE AFET ATk A7 Ao 9 Brh ABYL BRT 5 ik ARE o83t
7] W] B4 ATe) A% 4ol Frhe AL AT Atk BAPRL o8y mAxE 5L
4 AR A7 27 34, AAY, ARAF, FEA, A4 DAl M AL SARHC
2 §o)sil Assle Aoz Uehith oHd 27 2 o dtuAde) $45E AAE 94
TAZA H2H Y B FF ol Folt FABFo) Bastth = uhAAEe SAAA
2 SaIAE AR Sl that Arieteld ZErt AL )
Fagol: WiEAY, Azt olpy 24 2Y 2R
1. A2
Ao Arrlee BAoe By 53], Bl delA et 24 BT ek 1% K o)
E49 ol wifuade) waolh. utfAg gL sz A drhe De) Aol ohlet B

A Zst] BRE A7} o]FofAE AL welth nigiAEA g ¢ SAITS UH7HErsl~c
1 (direct marketing) 2} th2]d 52 i) dol 2 H )7} Z7s o] Aoko] AAlE = A =
et 3ol e Jidolth

AR 7)< PA-L A=A v gy S S 7=
o} B &7 Sl A e 714 AR IS o]&he
t}.

gy 2 nu=e A9 LIMRA (2009a)8 A

1N o
! rz
b L ru[o

I
it

FEZAbl o, QJEUlS 83t WEo] 2006 dETh
2009 <F 2uf OE soigth. =Y A= APTulY w|Fo] /Mt Utk HEF7FA (cash
value) 7} AF (annuity) 522 Z4AEHE dAG ZA4# (decumulation)] 39, AXCO (2011)°]
o)atd ¥ ufo] HlFo] 20059 18.9% 1A 20099 25.8% = Z713tAth.

Skt A EEAGAME vt HAde] H|F-2 AGH R Frhetal vt AstaujoA] =3B S
£ 20059 1,2949 )14 20094 1,6009 22 F7Fetdtt. S FE 7| WA, ARt A7ME A%
A% S, REARE Y 71 59 2o nigiEade njes2 A SiE 2o g o JHr)

T o] ¥Ee 20115t E Fujstn AT g0 o3kl AA5 8.
1 (330.701) 3¢ AT 29§ Aokel 300, Tlhetm A, 2
E-mail: scjung@wow.hongik.ac.kr



1138 Se Chang Jung

ojF e HitiEAEe) HEE F7t A= HAZAL dvjaidd=t s 23 MEE 878kl
Ak HHEAd 2 A dst vpAE 71 ol "/‘raﬂi Hg 725 Aolsity. HtjEAd2
Hoh uZste] HE 713 S sk vHAE 7IHe g—&s}o:]o]: "éﬁ%‘ T o, o o]f= vty
Ao} viFo] w2 AL HEF, 58] AFFIALE W d& =
H]go] wWol Fdsu, A 7S AT & e H]W@/\]i%‘-‘q 5o FolETE T3
dE8leo|tt
olFA FFFI R nA TdEe g AE AT A" F5E AsME 7P AR Stejof
& do] AU (target customer)S MF3H= 740]1:} A5 YA de] 43 ©x) At 5§37
&9k, FAAA = A de] FRE olFrh By vitiEAde] HSxue] i A7 A= o]
OV]X] e AAolt
] = 04-? H]EHU*XHH s Aoske a7 H“?}E A AREF AL it A E A 1
ot 2o Hop Adde e —’F A=
< 7HAL ok AExAbel &8 7
T} %‘“4 J&“HEP LL‘} d ﬂ Tl o] % P*‘l stelow, 3 2y SjAtef] 3k 712‘”‘—?9} g BE
A EF3 ALY HlolE7F Aol AREH T O]EK} G HolHE AR AT EHAE v R ¥

oZ: [‘3

eAde] &g et g vitEAd 84 FJ T Holl A= AAEE =23 A} g
2 A7 Al 18 AR olo], Al 2" H= Il vtEAde] &8 A3 ﬂﬁl 718kaL, Hidh
dAd A Aol ta) A dch Al 3EeAE HolH, EAWNY 9 24234 AXET Al

178 ARANE B =Y ATANE 2ok A S AN,

2.1. H|YAExde] &8 g

HPA e A2 ot SHolA B, HPAd2 A (Face to Face) 3} wltfipA oz 23
T Atk HZ dolaE 9 ESE E91 2dv o] B4ka AntEES tF3) %QE
tact point)o] Zoigel wet nithAgAle] Ade] vhdslE vk witiE $Ale HAspga] (Tele-
marketing), 21EJYl (Internet)S &8+ AtolH wlAIE (CM), $H 4 (Dlrec ail), TVEZxd 5
o] leu, o]F WA= ﬁﬁﬂfﬁ%h ?’SPOWE]‘:@ (Hybrid) dx= &-8= 1 glrt.

A E A v HANdY HFS ZrpEE ¥R EE u)Z, Auctks v A GA43E T 9= vt
W, 489 Ao I ol&ET W Aotk =9 AeE dEF FAE eEo FAEVe 9 ¢
Yl o] &o] F7IE T uitfuA ] E8 =7t 2ol ALR ATt A= Aee SHEFANY
A a A ge] =7 mie =

u]=2] XA FP3] 2 Direct Marketing Associations (2010)0] &3tH, ZF Aol v]&L 10%
Aroly &gt 7S B Aer A5 gltk. LIMRA (2009a)0] 94 St Ag Zo] HiFet
4E R EYFel E A2 tHAEdE ASsh, Ids s 2 A7 FEE EoklAe v

A A} 2L M EA R AEE} e JEHT A e 9)

l‘

LIMRA (2009b)°l] &Jst&d ittt A= 2 2] v)& 1 2 ARl vls) =2 AAolth A
Ut A= tig|Fov B2A 5 A5Z tidd) o] 28 Ajdo|t. it BAx 79 40% &
FOo8 AF3| w2 ot 53] HZ Yok HolA ﬁ@%UM &L =7 =4 veRta 9ok &
Ao Aoke]l A v&L 2001d] 23% (B3 11%, 23 12%) o]}, 2009d0= &

4% (B3 AL 20%, 23 21%) 2 Z713tAct



The preference for direct marketing according to the characteristics of policyholders 1139

u)=3 Aok 2o QRe] Aes AWRPARIN wEAde] BT} £ Ge Holh,
QoA AES Bae AE 54§49 Aok 27 5o As) WolEAde B AL
Az 5 Az AdzAe] BEE7 5L Aot

A9 U AGR A HRAde) e ANACR Zrlem o), o BEE 44 B )
) Aol Faso] oj2olA T A} Sal, thgate] A% uiiRAde) BEE} ule Az e AGolch

2 2.1 g E B5AF (20099 E5AF7E)
T2 B HA R H{us
ik 44,959,218 69.1%
T™ 12,828,240 19.7%
k=Rl CM 1,125,999 1.7%
oAt 2,078,297 3.2%
EIETENEN 1,581,406 2.4%
71 EF 2,476,906 2.8%
A 65,050,066 100.0%

S EAgT BAAE o] BE E 213 ¥ 229 72tk AWEY
o] MAALE Yoz FuidEE BiA et A4S AuEd, 20099 oA do] oF idSHEUJd
(69.1%) ]2, tF2o 2 TMA o] SFA3MTLA (19.7%) o8 B u|ES A2 ot Tadagd
2 29 REA (3.2%)2 AASEAL =t H 2 Al AL R 553 A FAE e Al
oz A g d3L B BE AEA iEAde vFe] Erh A HAR Y
D AAEFE P A= vitiEAgE 53], TMO| 8571 thE 5ol vls] did ez =& dolrt

S BulAde) 97

2.2 AZY dujag I3

2 9 - e et 7} o

A% A 4,549,185 197,465 78,078 8,783 237,067 691,389 761,967
(79.0%) (3.4%) (1.4%) (0.2%) (4.1%) (12.0%) (100.0%)
A 33,578,247 12,025,511 879,636 1,879,339 2,052,351 23,278 50,438,362
°° (66.6%) (23.8%) (1.7%) (3.7%) (4.1%) (0.0%) (100.0%)
A B 895,207 472,305 55,342 190,058 14,202 433,526 2,060,640
= (43.4%) (22.9%) (2.7%) (9.2%) (0.7%) (21.0%) (100.0%)
Wo 5,936,579 132,959 112,943 117 173,286 433,213 6,789,097
= (87.4%) (2.0%) (1.7%) (0.0%) (2.6%) (6.4%) (100.0%)
- 44,952,218 12,828,240 1,125,999 2,078,297 2,476,906 1,581,406 65,050,066
(69.1%) (19.7%) (1.7%) (3.2%) (3.8%) (2.4%) (100.0%)

2.2. APAT

vt e gk Fefl A 9 npAE Aok AHE A Wol o]FojA gtk (AleAlT &
=241,2003; 2FE A, 2003; A=A AAA, 2009; 2EA 5, 2009; BA3 5 2011; Data Monitor,
1999a, 1999b, 2000, 2001; Larry®} Fenton, 2001; Kaiser, 2002). o]of ®]a} v]ci=ld z}x)of &3t
AT gol o]FAA] Ed AA ot

A E} ddd s A2 ZA% (2003), 2714 (2010), A 5 (2010)°] Avk. A
2 (2003)2 Wt HaAES] EHoR BREIALY] AEEA o] dLA DA e dR A=
e AI-HAA A AIFFEE d&tal, AN AR MEL Q1S A5t HEI| A

Al
9)



1140 Se Chang Jung

T

N
X

O:

dAzk o] Fo3 ARE ﬂl%ﬂ%‘iv} E23 Ao Al
7174 oFo| A 10%th o] A+

TwopllAe HRrgol we

oy
>,
f
o -
r{m
)

Elorlr o s o«

L Ho

A 1 F%ii}.

9714 (2010)2 TR R A Aol gEe APRALEY fAZHA FHE AZ
Aoz BAsth Fauge AR, FASWA v Buae) Age] pes 244
F3} on), olelet AREI} tehbe o) FA AL AEsk=t] glolA HTE DAl
2 470 $23 AV s A0 UERTh £, 1AM QT BAAE Andos 347
9 AFET} VEko AR AFEFI QAL esle] B4R AREIA YEhte 5 A4
548 BAAT} ehte

AAZ S (2010)2 200495 2008714 OB 2 o] gale] SR RA LGN wTiEAY
o) 4TE EAsiy. E4247) vldEA YT AR R A A 4T Ae) BAS Yepfo) Ay mE
2o Ao gAY $84S HolZglr,. =3 wjEAdo] AT 4Tow wARYL
AN ST ATk

A719) vl A YT BE Are JEue oozt g vdEAd Ak s9ol 71 7]8o)
BAE 2% BET7 B4 Zoigo] ek wa BAo] ALH HolE7} A% o3 A EE
2 3 Abo] 230 glo] AT AT Aol A@He BAFo] ALk, olo] B AFo|A= AEdT
o) ARe Fue7) f)a) RE AYR A A0 HolHE BRejo] RAGAT)

3. dlolel, £AWY W £4A%

i gdS &85 Byl 2005382 FE53 Sk, Addegs TR 71557
A Zetgitt. olo HEAALAo] B35 AdxE (20099 7]8) 65,050,066 7014, 20051 o] % Ak
B2 ez itk o] & 2E7IRlo) 753 A8 (204 ~594)S &R, T3 B 7|00 &
Z1Zkol . Al E o] RIS AlFAES ALt £ 21,809,690 iR AL 24
Wb A glado]l £ A Aol AT £ 9l o] (binary) ZA|AE S AEAE o] E3ATH
2A2Y B4S AL OZFH A7z 234 (2011)0] It} o|EY ZR|AH IJAEAL F4H
< 2z

o
S7h % el A9l ASH Y, mebd E4Us7lels BAA0R Mk (mutually exclusive

event)o] BTk, %, Hy4uAe] ATEATA ol mek e e AL v wx g
Az FEsel BANAT. SYASE A, 49, JBAE, A9, HYSA §9S e 2
Amge 4 (3.1)3 2ok
p

log _p:a+BXi+Ei (3.1)

p: SHAFS A vt A2 S 0|8 FE

Xi: %@

€ L7

ABAFe HPAYY AetelPol AgHE A, B, C, D, Bel 5709 Aoz BRsge
o2 BB, EAwe] /14 988 4otk Age 7



The preference for direct marketing according to the characteristics of policyholders 1141

g, Ak, 2 3 SR SRt HAR Ak 732 tiY 3Aket SAL SSAkR SRt

1% ol FAT
Q) ,q FAL oA
S Aol Fdstehd FAd2 o el sl vt
1% o] 1 261 [exp(() 2319)=1.261") &2 &
ToA, F2IF (A9™)e] vithd Hbg &
iH%:j; AEsl n)go] 0.9758) WolA= Aoz vpehgtch
tEog AFdr AoEd ZE ATt & ()9 %d—io:w, FzIE (AEAS E)o vivddd &
SEFEEE & 5 Atk H?@&‘%— (A€ At d S deste 2ol #2215 (945 E)Eth
0.58281 24, ol RIFIFAF (A)7F ARAF (B) Hoh i ds A8 7hsA o] v ke 2=
Jujgitt. dAHos B o 9P AFL-S vt de] &8
AN E BE AL7E & (1) = 7L Qlol F2IF (F=d)0dA vitidald &-873¢] 7+

re
o,
rlo
|
rE L

A Eee ¢4 ok o AR BF 5 BN AL D JAHUT 2L WYugYe 283
4 9T Qze) A 2Rol $EAS] 54 dEol e A0z HeL. TR AdAE Ay
o) e} ghol 851, erle] YA B0l gelA0 H A e Aok

A gto 2 AR FE ATE BE AR gol & (o=, FEIF (FAA uhEAd
2 ol ﬁa@% &% ek HPA R FPAE DEALS A9 SE o] wEAEe deg
Sgo) wlgo] F2TF (AR 212 0.0389, 0.5040) Roba, A L FHA 4 YL
EELEE Ma o Y Wl BEBE T 4 ek

3 3.1 374 23

T FAA (B)  EFE2A  exp (B)
el 5.5203%%* 0.0092 -

4 (A 0.2319%** 0.0011 1.261
EENEEE)) -0.0256%**  0.00005 0.975

WS FAE (A)  -0.5420%**  0.00226 0.582

- A24%F (B) -0.5141%**  0.00300 0.598
e A¥3A%F (O) -0.2578%**  0.00251 0.773
AP2F (D) -0.0017 0.00518 0.998

2 (343d) -0.0093***  0.00127 0.914

2 3 (Agd) -0.1288***  0.00183 0.882
4 (A9 9 &%) -0.0922%  0.00190 0.915

9 ew 1 (tﬂ?irg»\}) -3.2642%**%  0.00176 0.038
2 (532 -0.5207**%*  0.00114 0.594

F FHEE p<0.019S 9], J4AFE (D)) FdFEL 0.7359

24 AnE oz ANES BE A, vt Aveteldst Beiste] BB tha Aok
A 715 ART Bak Ak @7 A% AP AFA5F wfEAdel] the 457} 24 teht
7) wel o)l et Ak 3el 7t Basiet.



1142 Se Chang Jung

A, avlA7h REAWA LS Adshn] gloA A 2 S A Tl AL thEAd, o5t
sl AE W RA G e A s Ae] BTk oleld Ak, DoAY EEZele SHold, v
HES DAL wiEA L] ARS AN ek wtEAdY ATt 9] drigow
2 e, A B3 52 Fe 0ue 4ES DU 9t A 2s 2w olele A

A =
[e] = 5 [e)
e 52T 5 e Aotk

HEol JFe WAL 89 BA. <BIolE A

253, BA% (2009). AHEAZ AL R AEE, A=, S

B es] x>, 20, 713-718.

574, olAd, 34 (2009). HHEFIAL DAuiAY BEA Aol B A7 <TFFu| oA HALE| A >,

20, 673-684.

24, 8EA (2003). <HASAL Aol ubAIR o] S8 >, HANTY, AL

SHE73 (2003). 7HARNZAE BAS S5 2ERIEAA 7M. <HPFIF>, 25, 1-16.

2714 (2010). thd-vthd sl Agadte] the A@H AF-YPEGYES] FA R vAe 9TFS
THOE-. <BFEEI] 2] >, 87, 135-166.

A% (2003). AAE B 53 202 AEE 9 AT d E4e T HIAMAE A <2 N
AL> 14, 27-65.

ANE, 253, 452 (2011). AYEIAGNN AE
<F=uolH AR ] >, 22, 73-80.

A%, 3, FEE (2010). AHEIAGNA HitiEAde] AR, <HFEE] A >, 85, 79-108.

274 (2011). SAAHRE o] thE F ol vlA= T £4. <T=vlolH P EA3}3] 2] >, 22, 849-856.

AXCO (2011). Insurance market information: Life & benefits-United Kingdom, AXCO, London.

Data Monitor (1999a). UK tele-insurance, Data Monitor, London.

Data Monitor (1999b). Best practices in direct response, Data Monitor, London.

Data Monitor (2000). Consumer trends in US E-insurance, Data Monitor, London.

Data Monitor (2001). E-insurance strategies in Europe, Data Monitor, London.

Direct Marketing Associations (2009). Power of direct marketing, 2008-2009 edition, DMA, New York.

Kaiser, T. (2002). The customer shall lead: E-business solutions for the new insurance industry. The
Geneva Paper on Risk and Insurance, 27, 134-145.

LIMRA (2009a). Trends in consumer internet use for insurance, Life Insurance Marketing and Research
Association, Windsor.

LIMRA (2009b). Market trends LIMRA’s factbook, 2009 trends in Canada, Life Insurance Marketing and
Research Association, Ontario.

Stern N. L. and John M. F (2001). Life online, best’s review, A. M. Best, New York.

A E Fe27h s FEel vAe Gl BT A+



Journal of the Korean Data & St o] 8 B 3}3] 7]
Information Science Society
2011, 22(6), 11371143

The preference for direct marketing
according to the characteristics of policyholders

in the life insurance industryT

Se Chang Jung'

!Department of Finance and Insurance, Hongik University

Received 24 October 2011, revised 8 November 2011, accepted 13 November 2011

Abstract

The purpose of this paper is to analyse the preference for direct marketing according
to the characteristics of policyholders and suggest implications for marketing strategies
with regard to direct marketing. A marked characteristic of this paper is a good quality
of data and the results gained from analysing the data can be trusted very much. Binary
logistic regression is employed. A statistically significant preference is shown in the
group such as male, a younger generation, a hazardous occupation, the metropolitan
area, and the customer of foreign company. The results suggest that promotion for
female is needed to revitalize direct marketing. A tight underwriting for a hazardous

occupation is also required.
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