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ABSTRACT

Product core benefits analysis not only be used to segment markets, but also can help to extract valuable
design information for product development. So we want to investigate the perceived attributes of product
core benefits and the relationship of perceived attributes and post-purchase behavior for the life insurance
customers. It presents frameworks for thinking about product core benefits, perceived value, satisfaction and
loyalty that managers will need to create and imply superior product strategies.

The paper presents the results of questionnaire survey on the life insurance consumers. Through factor
analysis the product core benefits are grouped into three perceived attributes: financial factor, dignified factor
and social factor. This paper adopts LISREL test causal relationships of perceived attributes and
post-purchase behavior. Results of LISREL suggested the proposed model is borderline fit. The results
indicate that financial factor is positively related to both perceived value and loyalty, dignified factor is
positively related to satisfaction. Perceived value is positively related to both satisfaction and loyalty.
Satisfaction is positively related the loyalty.

Keywords: core benefit, perceived attribute, perceived value, satisfaction, loyalty



