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aAVEYT 24

283 A9 £RA)

o
=
| Adel A3 vl

SEESRRE LS

YgYo A n AREA ST} 2R ol st H TR
A4 2014 79 149, £F 20149 8YQ 16Y, AAETA 2014d 8¢Y 26¢¥

Sol AA1 g AW £, A
2 goll that o)7L 7 m AR
-mode Mu]z%a HolEE TARTL 2) APELBYAL o0
97 2-mode 44 W= tolHE 1-mode 24 WEAZ tlo|H 2 ARsto] AFRAAA} <
ARPA F 44 VENZY TR VYT B4 WSES Foh ML E4RT, 24 EY
71 Zeol ) AHEEAS SR B B Aol B ANt Bk BY Bl
9ol Bl g 44 MEADE vad A5 AFERLA 24 MENT SHRGLA 24 v
=9It 0s 29 94 Btk Z AYRIYAY 24 V=T 4 WeEe] LR Y
2749 2§ e R A U ARR SRS AdAS £9 SuA & Tgos 24007
J}+UTE Hole W, SHARGAEE Al FE AT Aol wet B Aekel ThE -
S1ef Z2ke) ARAS 0 ol A A LdshoF T ool B

2

.l_,

Fogo]: th/viEA g, 24 MEYI, 24 vIEYI 24

1. A&

F 2ol A4 HH| vojemo|Astet uA Y=o Wale} I RIS IUNES] aE3E
Al v AR deldE F4T W3S 7PAST 2000d o] Fofl HAh| M} RALAA S 2
< ALEFI A AEA tid ) Ade SAHE 58 AR, dEY, TV 43, Words,
SN, AR, Efgs, 2kl 5o A Ade] =qlow vgd AmjAde] 22 o
WSt sleh. BT} AEY YL 20014, TV $4BE 20031, WAREAL 20034, 5
e AL 2005, AL 2008, nlEfEAE 20099, 2ukd AE-ee 2010 S48k
53] i da} vithaagd "ol A 2o, B3 710 aH§ 188 S AAA T4 o
AdellA Aedl, FAIF (TM; telemarketing) 59 A6 L&-&2] A Dol o3 FHH 2L
A Aujz] djz At B30 25e Wil it

LIMRA (2005)°] ojstd nitjzde] A2 vd fejuetet gl vx, 9=, 42 59 A
AZANE F43] st ok u=o 49 2004d ZFE 71F 200 IAblA 137 3AA}

o] w82 20124 ARAY (RS2 R ARAS AT A FFSAQH) 0 2 FF AP A o] 29

vtol ATE S (FAWME: 201251A5A8024140).
1 (136-714) A&A ABT 337 132, TPy en @iiﬁlﬂh, I

2 I A AR} ;LALMOM] AT S 48502 65, Fak) ol sty A GER, w4
E-mail: bhleem@bufs.ac.kr

td r]o
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AN g S 8okl i, =9 730—5 971'd A EFSARENA RithdA ol &3t nl&o]
10~14%F AAstaL ok d2ollM= A EPolAe] vt de] w&-2 2003 5.7%¢°l14 20061
9.2% 2 Z7}st1 9on, SBI, AXA, Lifenet 5 2210l AHH A3 A7} A7 o] nifdxidel A4S
U5 Adsta ok sviele AXATheldlE, Ffsto]7}, oly7ittoldE 5o tholdE AEatH
A 2ol At d s 2 drAde Oq?f}‘— E@/‘]—“O] AR-2EE I itk 53] AFE AR
olA 2009 =W AFEAEE AR DY A A& 20% oS AAste] HItHAA D 7 FA
= ASEe Hola ot

HY AES 1SS thddt Y=g whgste] REAR uARFN DAFAS AT 54 St
A2} vt 5o ohdet H%a—% gk wAE Ad deke] dasH it =
Sol A4 ABUl AntEZS 283 §) Al Aldo] HFAG] M A
£3] 20109 °]& o= SNS (social network service)®] F43F &ata} ~ulZo] FH L5
A F40 24 ujtjojo] 5t FEANAY MEE EREE B A 2d7
nEd Aoz oAAETE (Chuni} Oh, 2011).

e RS AR iR AT oA ol el 5 Adel of£sy) meke s
Z, BEH Azl thek Ad 9o 284 T2 aElste] Z Ao SA4e WEE &
(multi-channel strategy)©o] &z Zloz AZtAc) o]l A" Ad 94 A= B

H| 2, —’7"«] Uz, Ade] 4 2 28, A0 54 55 WEste] 4 Apdol ste 2&4<l v
AN Ake P45 2ol L5t

HP oA v d2 2001d o] = Aol BAACR FEglo O F npAR A
o 3t AT FE YHEALS F4HoE o|RoAYTE Kim (2007), KimT} Son (2008), Jungz}t
Song (2008)= W7kr#zol thsl Attt ol EFe thaddol et Aol &Hark & 2o
oh v o] Higt d3e FE udEAgd =9 27 =9t &8l tE A F2RE
o=t A2 Sol 4] vtk dol| thet A= vt A d ] FAE T 843 et B &
‘9“/“*‘4'7]’ FE o]F1 9t} F8 AFE HW, Oh (2009)2 $ejvet AHEY dujxde] nAd -4

Holl whE Ao st ASATE 3F3AL, Ahn (2010)-2 vt A A S HEsuje] H2 5
“k-q’ A S AASFA 1:]—, = AEEY APolA vithdx e FIHEA (Jung 5, 2010)7 HA S
g EAEAE S ZLEF (Ahn3} Jung, 2010) 5ol &s A 5] ATt

A7k 8] ot ol et A+ 2 vARASEY dder thFH e 24 vE
Pl S48 TH 94 ek, HYIAN S 8 AEAE o] el el AAE 4
Zgoll ek A2 Eelo] &3k 3|Ake] 54, 7HS1e] SHAd%et opdel 7l ko] Fxeh A Ao
WAE Uetle 24 dEYa $400 ABM FF= L = Zeolth. Bloch 5 (2005)2 Kol
A A HENTY F8-S AU8193, Bisker 5 (2008)2 &4 HESZ B4 B A HPA]
&3kl Chun (2011)2 o5 &AL S EYIS 7L AV EYT A4S E-8ste] 14
=9 AB A 8RS E88¢e AlAIeAAL, Crosset Cummings(2004)2 24 VIEHN I £4E3
71999 47e} AASATE Choi 5 (2011)2 &4 WEYZ 242 o83 FF471E £4& s
Cho (2012)= &4 Y E °Jﬂ A o]gste] thate] By fde H‘qﬁ}dﬂ'

E A7 BAR2 1) BEPAC 2F s REARTES] B3 A AAQDES Wde R a5 7}
A% 90 A4S 59, AN 95, 55 FEA By A 2L AL 4 2] AT A
St O AEL AHEIYAL ¢HRIYA E2 ko] zZHzhe] HEA AADE 98t 2-mode &4
HEHIE 74431, 2) 2-mode WEH T HoJEE 1-mode U EH T Ho|HZ vlto] TAE AR
HAA G SHEFIA 2 VMEY T 72 S4S 2 VM EHA 54 HeES S8l vlu-EA45a %}

3t}

0:

0]



Face/non-face channel fit comparison of life insurance company and non-life insurance company 1209

2. o] 27 w73

2.1. 24 vEYa £49] on|

a4 MESD 2L AHT2E BAE dRo2A AHTEE AF Aol AE Ei A5 EA
o el w3 24 el dAISE A SNtk B4 08 Aole) 4ERee) BAE ]
ool B4k o)A FEAE] WI G AR BALE olshFHAA oW T2 Sol A 159 B9
7 #Aslo] Yeske BASH PHS AW £ A (Lee, 2005). F, A8 A9IAe] Aeo] the
Bl ol JFL 1 AUA Teln 2 A AA VEYAS o BA ABH B & o]@A o
e A, ThAl ol Ze] A ASAe] A Aol oW JFL MALA 5 BASHE ZAelth

(Son, 2007).

24 Y= dolgs AutE el HlolE Yeje) B4 dojeohe the mrgl =) A4S Yeh)
£ WAt olE e FeiE 7Tk a4 vEYIA B0 A E WEYT tojEe] F2E =E9)
==L FAAA BAZ AR AAF] e} F =T 5AT AT 2L 4L A A A
A5 o] Aol e} 1-mode HEH T Blo]El} 2-mode WEHA F 744 Fej& 7tk

Figure 2.1& & =7} 593 thle] $202 I79 #AE 2 /MAE 29 FAF vehyo
o1 l-mode WES e} ). Figure 2.2 F Fujzp7} 2 AS Fujgtoan 17347} o 2o
AA Hol F =B} e LAof 25 AAHE WEYS t)o]HE 2-mode VIEY I dlo|E] e} B},

friend

Figure 2.1 1-mode network

Purchose

Figure 2.2 2-mode network

24 VEAT 242 24 £30 wet vz 729 £ ok A, vEYa +F 24ez 2
% (density), A (inclusweness), 5% (centralization) 5] JFH M, YEHI 7|22 EA
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gpoto] 7hssltt. B4, L= & BAo g AF 7 g (distance), A7 (diameter), AZ A= (degree),
AZZE (strength) Fo] iFHT. AR, HEHI /=& £F Z4 02 sto]BYE (hybrid) &5
o] BEXzxZ F4A (centrality) A&7} 9J=t], 9J7]o|= Freedman (1979)0] A|otst AZAE, 2
A, WA S 7P 7R ol FAA AxE WESI A B A, AA vEH=
o 44 AFEM, EYA WA Z+ =59 4FY a7|E ¢d3lete o stk dA, Jd
(group) =& BAoz o] FAAS VFo 2 HEYI 39 IS EFsla sld Jde] 54
S 5= AxZ FA (clustering) 4], 722 594 (structural equivalence) 4, HAXJIE
(component) &4, 3 (clique) 4] Fo] At &4 VEHT &4 oA vERZ F2E 3o
317] §13F 7P Wol AR == 7oz = A4 (centrality), %= (density), 724 S (structural
hole), /5% (centralization) 5°] At} (Kim, 2007; Son, 2007; Bonacich, 1972).

2.2. 24 YEYT EA BA

HEYT 27 vEAZ W] =29 F39 & Eotn vEHI dxe) A e 2] 54
ghetalr] A 7P 71 A9 Axoltt. == A7) (node size)E WIEHI W AA ==2f Foln,
= A7) (link size)= VIEFZ W] AA F3 & Lt Y& T VEYIAAN =5 Abod
29 AL Totn, A ==50] 444 ier 235y, JEYIE FYske A7 Eris
Aol eAE ettt Bt 2 vEHIE =29 A2 A7 29F wWrke Aela, Az 2
Gt 2= o] B2 EZolv wR7F oAl "Ark. s 004 19 WS iellA gt 7HAIH,
Addo] stte Qe UEHIL, 12 BE HERIS] 425 ke 9
vjojtt. e WFdol flv VENZY B¢ tha3t 2ol Axddrh

k
n(n—1)/2"

oo 2 ot flo

=}
bt
N
N
(e}
o
rlr
pay
rlo
QY

VEYI 4% =

A71H nE =E9 Foln ki P39 Fo|th. Coleman (1988)0] 2w, W7t =& YEYI YIS
£ 2 UEYT 74 A& b AF 9} o AEE Y% Ak St
AZAE (degree)= SAT & =9 AAH SAolH, 3 o 2

5 = A% 2= o
M (e A2 7ie)E 2ok, 54 =29 938 Ex 592 A8k ARE vEHI W
AN ZH exo] 5SS ART o) F&ste 7P 712 A A Amolrt. dEAET oW, I == A
A VEHAIZANN dFHo] stk Ae

AZA A2 (distance
St AZAZ Fo|A 7

-

FARE BE =T 4 BT ADADE derdth. F#8 LS et 2o] FoHt

2
L= n(n — I)Z;dij’
q7IA ne LB FolH, di;E RT oA joll ol2 7Y B AR st P39 Folr). AL
UEYZL Z7E 3teelr] 38t X222 VEHNZ U =25 7] Ag] SolA 73 71 Aol vt
HE=XE YERAT

=

AEXYE (component)®] & 3 24 UEYT oA At FEUES] +5 W], 24
(inclusiveness) 2 HAEXHE E3IF o] 9l Lol HEE A AA L= FA 1HH ==& A3t
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A9 WS BT o) 4hA TBHoluE Ik AYA TBHL AAwE SN 1YW
o] 8 W A Bk
2.3. 44 24

FH4L B AN A MEAZIN Sl AR B AER, AAAE (de-

N T
—

gree), =3 (closeness), U7l (betweenness) FAAHoz EAT 5 9l
conralit) 2 T AL L BAHES, AokEsl BAS 2 ST B 3 3947} A2
Z

o] F4o] A5 =S ARSI A2 (Bonacich, 1987), 3 B ) 4P H oz dAdso] 9)
£ WSS Gow o) Atk £ L AAREE AL BN MEN2AA S44Y 4TS 3
39S uEth AARE A4 thest 2L Ao o8 ZRHrh,

A 71A ne A (actor) ] 5, d(ps, pj) = BAR}F pi2} p; 7 BRI AR Foln,
L, prk pi7t AAH] Jlow

d(pr,pi) = i
0, 13X ko
Z AHoldtt. 28 544 (closeness centrality) 2 2% JH AR op e} A2 U ZHHF oz o
2% BE P93 7 ﬂﬂ% ARt S-S S48t o|2A MEYINA 71 T4 HE &
& Ap4le] 713 A g 7 “HPEHI A MEYZA F A Z £ e Aotk 2 AL S =
o} e s QulE A RS HE A0 S Lt Aols] AdE SHeeh olele 24
AL o2 2ol F FAXE v M FH2 ARARE BF g Ao d4-E A oz ALt
ey
n—1
Colpi) = 7
>~ d(pi,p;)
j=1
m7NEA 4 (betweenness centrality)2 A2 oA 3t A7 Gl wix £ SAAF 35

o AxeA TS SR @ AR A2FY THAS A FAGRe Fa4o] 24E,
YALES AT & I BAYL 1 UF AT wetd TANEL WA B FAL 5 I 9
Aol gl WA AAPel N F o FANAe] Arka B 5 vk WAFTAAL TheT} 2L Aol

of3) Axtgit.

)

" 9i5(Pk)
Colpr) = >,
=1 i

AZNA gt BARE pish p; 7 AW AR 2, g (o) BAR pish p; 2 pu B BRI B2
SENEN

it

2.4. A+

B Aol ANSILA S BES SA, HEAY] HPARI FU HPANSY A5
A AREFAALS SHRGAAR TR0l Z2e] HPARAFE ] vl ASHE (BAM), W
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HALHA (general agent; GA), W7kpahs, Hithd (A2, F49)7 vkl (vEwES 5)9 2
g e Fagoll thste] AEH7E FEA AEA A, HA7HY AElA, 7HY F AR e, deiat
o AFd, RARE ALA, Adulg (FrE4+aSH] 5), AP A 1A AT E 7
I HYPSA dAEEe] 2 e A Jled dAVE 49 EAIE F5E 5 Utk ol o
T4 A 3t 7E2 HEIAL QAQDEZ AABA Al dAsiA AR = ATt o|FA B4

H VEYHIZE FAIESH I (quasi-network) 2} SHch.

o] FAHIEYIE 7 AHEFAA L SHEFAA 91959 248 dEHI 54 gdsta
B e R R X ' CEE P FERE RS EREEE
Qo) 54E B ¢ Hes RuA Utk 1) 4EuBAAS £H YA del 2mode vE
3 dlolHE A st 2) Netminer 4.0& 8319 2-mode U EH I Hlo]E| & 1-mode W ES 3 ¢
olel & Wt FHHFFA L SHEFGA 24 A HEHZE FASTE 3) AHEIAAS
LA EAAA AL ALY 7, ALHUL FE, B AR IR A e7HE AEEL T
o] A3, Ffste FEeol U SAd #F JAdES 7L A" FAFVENZE A &4
UESZ 54 "5SS A4 5290t 4) ABEFIAL SHEAGA L= A7} vy
HAd A3 tigt AAEE A4 HESN T A4S 53 ¥4 3}

3.1. 24 YEYZ dolg 74

AEEAGAS} EHEAGAL dHdEo] AAE ol thafl olgA AZsta =7l e F
U3 7 Ao 22 vlEANA HolEE #4357 1 skl AP EFSIAL 14704, S EAZ AL 1270412
929 7h7h 14094 280%e] HERALE o= 35tk Table 3.1 AEriael AHH AT} &3
uE QAQE) ER S40)T)

Table 3.1 Characteristics of sample
variable N %
life insurance 140 50.0
company non-life insurance 140 50.0
large 61 43.6
life insurance middle & small 49 35.0
company type foreign 30 21.4
large 90 64.3
non-life insurance middle & small 31 22.1
foreign 19 13.6
business planning 37 26.4
life insurance channel management 79 56.5
sales 24 17.1
department - -
business planning 43 30.7
non-life insurance channel management 60 42.9
sales 37 26.4
< b years 16 114
life insurance < 10 years 32 22.9
< 15 years 59 42.1
L 15 years 33 23.6
career with insurance
< 5 years 12 8.6
non-lifeinsurance < 10 years 25 17.9
< 15 years 52 37.1

15 years 51 36.4
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Table 3.2 Sales channel type evaluation

evaluation item sales channel type life insurance non-life insurance
mean s.d. mean s.d.
exclusive face 4.33 0.77 4.29 0.82
free face 3.68 0.76 3.51 0.86
specialconsulting bancasurance 2.83 0.91 2.62 0.86
non-face 2.41 0.91 2.52 0.96
alternative 2.14 0.93 2.36 1.00
exclusive face 3.34 1.02 3.41 0.91
free face 3.27 0.97 3.27 0.80
convenience bancasurance 3.69 0.81 3.41 0.90
non-face 3.96 0.98 4.20 0.93
alternative 3.37 1.02 3.34 1.06
exclusive face 4.33 0.77 4.44 0.82
free face 3.26 0.92 3.08 0.90
policyholder management bancasurance 2.37 0.95 2.24 0.88
non-face 2.21 0.88 2.28 0.98
alternative 2.08 0.82 2.21 1.02
exclusive face 4.24 0.77 4.14 0.89
free face 3.20 0.90 3.12 0.91
sellers’ reliability bancasurance 3.39 1.07 3.28 0.95
non-face 2.63 0.94 2.94 1.02
alternative 2.31 0.89 2.62 1.07
exclusive face 4.26 0.71 4.16 0.93
free face 3.58 0.81 3.31 0.93
information communicability bancasurance 2.83 0.87 2.74 0.92
non-face 2.60 0.90 2.90 0.98
alternative 2.32 0.92 2.44 1.03
exclusive face 4.11 0.86 4.04 0.92
free face 3.29 0.94 3.07 0.90
customer oriented bancasurance 2.86 0.86 2.68 0.98
non-face 2.81 0.97 3.15 1.01
alternative 2.59 0.99 2.71 1.04
exclusive face 3.97 0.85 3.91 0.76
free face 3.31 0.82 3.04 0.90
general preference bancasurance 3.27 0.91 2.81 0.83
non-face 3.03 0.86 3.33 0.96
alternative 2.41 1.00 2.48 0.97

Table 3.2 AWEAN Sl AdE2] AL FIA AAA T2 A5, GAS] A5
9, ks, A9, Fage] viudAd, ntEgEs 5o tikAde) 570 Aol s, A=A A
=, 6‘47]—%] ﬁ%g]/d 7+ & Akzp 34-,3] ghujj z}e] A1F] A ESJ@E ;(41:1—/&4 jHL‘h:]]_Q_ _,—_77ﬂx]6'b\4
WA 34T 87 BAAY PHo2 threl BAYR 2L P WS (AT 1401
W == (7%4%‘)4 54 2IAE HE2 g3 Aot}

Table 325 e APUBLA, cHLBLAL 8742 ALH7} P2l we dAgd 43 A7

Wrhe thest 2ol fokg 4 Utk 1) ABHBA, SHRHA BE ARH AR, A T 741% 2
w2, djare] AEA, HEAE A, Adug, DA, Avby 1AdT = 77HA] 7
AAA S ASHE Ade] ARt 7P = 2) VA 37t FEwke] HWEEXH 4]
A=t APEAAL, SHEFA 25 7P A B7HE At 3) AR EIAL SEAA B z

r&

—{n
2
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P
R
2
2
w
=2

o
fu)
rO
=
o

L AERET 2AuE 9AASe) V=YD 5wz

570 el ad f-3oll thel 870 2d BV &5 407) BFE 7R AR SR A AEY
HEBAL N FAE A7 AEE TANFE 2mode 24 MEAD WO FARGG. T
A= 2-mode 24 Y EYA to]E]E AA 407) E3}o] 3t ABAS 0.7 7]ZCE 1-mode 24 Y

=93 Holg 2 Asar).

Table 3.3 Comparison of life insurance network and non-life insurance network characteristics

network characteristics life insurance non-life insurance
# of node 140 140
# of link 839 238
density 0.086 0.024
average degree 5.993 1.7
average distance 2.405 2.481
diameter 6 7
Weak 24 74
# of component
Strong 24 74
inclusiveness 0.85 0.543

Table 3.3 Bo)Ad 430l i3t Ad B2 FREL N1 PR F}
mode WEF 8] S4L LJehd ZAolth. Table 3.3 WH, P2 = AWRFAA} 839712 <9
o

A 238 20} 4 B ol AIRALA FAUEE AN T o4 A F47) 2
2 Sk A Hola . Wi AYLAYA USRS U 00809 BY LA
ME 00212 AHEAAATE S l°ﬂ 13 M=) 9k o A e sin ol

Agel thst o] Aol thsiA= %EHEEJ%‘;?%IED} APEEAA dAFEDS] Yo =585 Ho|n
ot HaAgE BE, A RIYAE 2405, I UYA = 248182 Aguﬂifﬂ%‘ﬂ] HE I} »«sﬂi
A VEHTY HB]L AHRFEAA MEQ A7 A7E 9 o 77k MEYIYE BoFa1 gl
o 1HE =TE A3 24 AFE AHEHIYAE 0.85, SHEHIAJA= 0 5438 <RI YA
o] dAYEo] AYPE =E9] Hgo] T WIS HoF Ut} o= SHEIEAA dFLE 1 A

of th3t A FH7F A ofF mm|E Aow B £ 9ty A7) AL AL s thE AMREe] 9EF
EE Vel 2RAT e ABEEAGAS) SHEIHA AY vl A et Tt o] A%E 7HA L
AANAez s B, AHEEAAY dADEC] £HRFAFA LY A AERT} FIFFE st o
WAE F3 el ot 5 E"‘ oA 9 gAY FR7F =of A Al FEISE AAE M 5 ATt

Figure 3.13%} Figure 3.2= AWEAAAY SHEAAA L 24 vEHQZ o, hPAe] HE7h=
AT TR, FUYAPARS] A7 AFAT MER, A REA] ATV ekt
28 FEste] ZASIATE olgjdt &8 U EYT I Table 3.39] &4 U EI SA4ES Y=
BAFES A1ZHQ 2802 HolRa glon, AHBEIHA VEYI7} S FA VEHNT B} A
Ao 2 E WE7F £ FPH & +2E BAFT itk
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- L - - ] L] L] 4 4 a4 4
Figure 3.1 Life insurance 1-mode network
4 4 4 4H & & & & & & & 5 & & & & B
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Figure 3.2 Non-life insurance 1-mode network

3.3. AWRYAA SRBLA 24 vEgae] S 24w

Table 3.4= APEIAAYA L} SHELFGAL 24 YES

f

& a 5t
24 VEI e AZUE 245 3 Aotk AREIYA HEHIS AXUE HNee 24, &

1215
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SiEFPA] AEUEE Talolth. APEIYA 24 VERAY] 7 2 A2dEE =59 A7]7}
1140]3 o= AA =& 9] 81.43% S AAE vhde] S AYA 28 MEIY 7P 2 A=xd
Ex =59 A7} 58 ol AA =& 49 4143%F AASte] APEAUA 24 vENATL &
SEPAA 24 vESAIRG 5 o SHH] =A Yl gloh. o2 AYEIUA 944

Sol EHEAFAY dAPAESET A Al tiek Frkeldol v dAH L =S vlshy,
Figure 3.13} Figure 3.2%& 18t d4& Itj2 HoEt)

Table 3.4 Component comparison of life insurance network and non-life insurance network

node size # of component % of node
114 1 81.43%
3 1 2.14%
life insurance 2 1 1.43%
1 21 15.0%
total 24 100%
58 1 41.43%
non-life insurance 2 o 12.86%
1 64 45.71%
total 74 100.00%

4. APRAGAL} SHRFAA 248 vEHI ] FHY &4

Table 3.5= HiAd 3o theh Ad F7F G5l that HIAGA 495 e odo] A7
& ABAS 078 1E02 AT ABLAYAY £ARPAA 24 YENIE AAT 24 W=
2 5404 AL hel, 2 29 YRS AAFAR, U4, 15099 GEG D 2
24 ol-galo] AWRBAAL cHRALADS] 24 VESZ) FAE0] Hol7} Y=AE rie
Azpoltt

Table 3.5 Comparison of life insurance network and non-life insurance network centrality
. life insurance non-life insurance df t p-3k
centrality
mean s.d. mean s.d.
degree centrality 0.086 0.088 0.024 0.041 196 7.5 <.0001
closeness centrality 0.286 0.148 0.072 0.087 224 14.7 <.0001
betweenness centrality 0.007 0.011 0.002 0.005 188 4.6 <.0001
Table 3.5¢] AZFAANES A, YHEIFAL SNEAFAY 248 VEQIY AZ4FHA, 24

rsﬂ

244, AZAE0] BE 57 299 09 B BT ol7k 9l A0 vekith (4714 F
A 212 Bao] SAsA e ASw ek AREE £47). AT HE, AN EA
48 MEAD £ARGAAS 28 YEAanch BAd FE0 e A AL 2 Aol
Brhe 22 guidith 28544 WA ARREGAT SHRBYA Bk 2 Ao et
ARRYAL) GALED BRALA Th2 FLY AL 2 Ao A7k g} oA 347 2

L=<

2 8 5 ek ThAl WalA Aol e AR wel T 4 Ak oS A 5 Ak WA 4
5 2N AR EADFY AT RS BolT Ae) B A4 MEAZD FANE 7
A3 ABLUYAS SHARYAAS £4 MR vt d3h BANL K9 T2 A9

T LA Aoy Hell A AHEIARA 24 MEHIZ SINEIGA 248 dEIET § =4 Y
ERal Qlek o] 22 Figure 3.13% Figure 3.29} A3 A3b5 HojFrh
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4. A&

2 ATE B Al 2R dRAE0 Adshe g §, ALV F5, BE AEH B3
gl A 835 AdEA 7 FEA | g3l A 2-mode 2PHESY A HlolHE 7MA 1, AW
P EAEFY i g vopade] EAS 2] Y5t AYEIAA L} SAHEFIAY 1
mode 24 VEHNZE 27 A9t AHEIGA L) SR P GAY 42 A= FAE 1-mode &
A UEHITY x4 UEYIT EA HFES /XL PRI A} £ H S AL By Ao o
3 EAES B4 v nEg)

AR AAL, S EPARY 8714 A @B 7t FEof w2 FiAd §3 A= Frhe o 2ol 8
oFgh 4= Qlth. 1) AR FAL, EHEFA BF AEF A2, 7MY T AR Fe, dufxie] A4, B
HAH ADdA, Adn|g, AR, Avkd DANTE O] 671A] FEoA AAA S ALod )
do] H=rl 7P ot 2) R HEE ] Bt FE ko] vituAde] ATt AYEPAL, &3
HEA BF 7 A B2 9 3) ABEEA) S EEA BF vl ALt E s ALod A
of Aol o =A Yehstth

AR AL} EFEPAL] dAAEY Zhzt By Fdujade] ool tist &4 VEHIE vzt
A3, APEIEIA 24 VEHTZ} B IYA 24 MeYar) g& 23 d259 At
24 eI TN HLE] AYEIYAZ SHRIJA LT BF =4 e AHEIAE
AeAe &9 SA g PFoz 2077} 9T 4= Ak whH EHEFAELS AR R

| whet defxig Agko] THE 4= 9lo} 2zt /EAel BE dvf AddEE 9% I
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Abstract

In this study, 1) we compare face channel and non-face channel of life insurance
company and non-life insurance company with insurance employs’ suitability opinion
about channel type, channel property, channel evaluation items requiring when selling
insurance products, 2) we construct two social networks for life insurance companies
and non-life insurance companies and find/compare two networks’properties, and then
want to suggest any direction about sale channel strategy. As the result of comparing
social networks of life insurance company and non-life insurance company created by
insurance selling channel fit evaluation, employs of life insurance companies have more
common opinion than those of non-life insurance companies and so can have more same
directional channel strategy. However, property insurance companies need to manage

their own channel strategy based on their own circumstance.

Keywords: Centrality, face channel, non-face channel, social network, social network

analysis.
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