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A Sudy on the Consumer Behavior of Pre-need Funeral Arrangementsin
Metropolitan of Taiwan
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Abstract

As the society of Taiwan is urbanized, citizens are more positive to organize their
postmortem process while there are alive. Under the circumstances, the pre-need funeral
arrangements are booming in Taiwan. Many companies engaged in the business for the large
and growing market of the product. However, there are few literatures in the field for the
traditional Chinese forbidden-ground that death and funeral are ineffable.

This study probes the consumer behavior of the pre-need funeral arrangements. The
people who live in the metropolitans of Taiwan are selected as the sample, and we apply
statistic method to divide the market into anticipating, independent, and rejecting segments.
Each segment is profiled by the demographic characteristic as well as the customer behavior
of customer in them. We find that consumer behavior is affected by consumers’ personal
backgrounds, recognitions and attitudes toward the product. Finally, we propose the market
mix of each segment for the business. The result is also provided for government as a

reference for enacting related policy.
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0.812 0.711 0.84 3.072 19.201 51.698

0.774 0.649

0.507 0.518

0.841 0.796
0.73 1.557 9.731 61.429

0.801 0.782

80




ANOVA

2
(1) 64%
(2) 14%
3) 22%
2
1 2 3 F p Scheffe
/ 457/ 64% 102/ 14% 154 /22%
( ) 3.92 4.38 2.73 710.27 | 0.000%** | 2>]>3
( ) 4.41 2.98 3.92 184.85 | 0.000%** | 1>3>2
( ) 2.90 3.95 2.54 127.31 0.000%** | 2>1>3
1>2,
( ) 3.60 2.82 3.42 25.25 | 0.000%**
3>2
ok p<0.001
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