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Abstract

The objectives of this independent study are: 1) to study the demographic factors
influencing health insurance purchasing decision of AlA customers in Bangkok; and 2) to
study the marketing mix factors influencing health insurance purchasing decision of AlA
customers in Bangkok. The sample group was populations living in Bangkok who used to
buy or had health insurance of AlA. The research tool was the questionnaire on marketing
mix factors influencing health insurance purchasing decision of AIA customers in Bangkok
divided into 3 parts including: Part 1 — Demographic Data; Part 2 — Marketing Mix Factors;
and Part 3 — Health Insurance Purchasing Decision. Confidence interval was 0.976.
Obtained data were analyzed by using statistics including mean, percentage (%), and
Standard Deviation (S.D.). Relationship of data related to studied variables, including T-Test
and Anova, was analyzed in order to compare differences of variables by using LSD =and
Multiple Regression Analysis. Multiple regression analysis was used for analyzing marketing
mix factors influencing on health insurance purchasing decision of customers.

The results revealed that: 1) For demographic factors, most respondents were
female with the age ranged from 25 - 35 years. They were single and graduated in
Bachelor Degree. They worked as employees of private companies with average income
ranged from 20,001 — 40,000 baht per month. Different demographic factors had no
different influence on health insurance purchasing decision process with statistical

significance at 0.05 except for factors on single status and marital status which respondents



had different emphasis on problem recognition with statistical significance at 0.05; and 2)
Marketing mix factors influenced on health insurance purchasing decision of AIA customers
in Bangkok in high level. The respondents emphasized on Product and People more than
other factors.

The study found that the demographic factors are as follows: gender, status,
monthly income. They affect consumers' decisions about buying insurance in similar ways.
So the targeting of consumers applies to various sectors. There is not only old age to be
considered because it is applicable to all age groups as well as salary levels. Marketing mix
theory affects the consumer buying decision process for health insurance. The respondents
focus on product quality and salespersons more than other factors. Therefore it is important

for entrepreneurs to develop the products and salespersons more than other factors.
Keywords: Marketing Mix, Purchasing Decision, Health Insurance
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