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Abstract

The purpose of this research were 1. To study the personal factors of people who choose
to buy life insurance. 2. To study the marketing mix factors for purchasing in life insurance. 3. To
study the purchasing decision process in life insurance. 4. To compare the personal factors that
affect the purchasing decision process for purchasing life insurance. 5. To study the marketing mix
that influences the purchasing decision process in life insurance. The sample group was those who
have purchased life insurance at least one time in the past 2 years, including cases where
premiums have been paid for renewal and also have resided in Bangkok. The research format is

quantitative research. and survey data were collected through 400 questionnaires.

The results of study showed that the majority were female, aged 20-30 years, single, with a
bachelor's degree as the highest educational level, worked as employees of a private company with
average income per month between 20,001-40,000 baht. Most people purchase life insurance as a
tool to help save money, reduce taxes, reduce risks/prevent risks. In the future when unexpected
events occur. Having life insurance also has benefits, whether it be as a reserve fund for
themselves in times of illness/retirement and for their family. Most people have only 1 life insurance
policy. The limit of life insurance funds is 100,000-500,000. The type of life insurance they
purchased will be saving life insurance as temporary coverage or lifetime coverage. Payment of

insurance premium per year between 10,001-30,000 baht.

The study of personal factors showed that gender, age, status, educational level,
occupation, and income have different effects on the purchasing decision process for purchasing

life insurance and also the 7P’s marketing mix factors such as product, price, distribution channel,



marketing promotion, personnel, physical characteristics, and process. Statistically significant at the

0.05 level.
Keywords: Life insurance, decision process, marketing mix factor
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