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Abstract

This research aims to: (1) study the demographic factors influencing the decision to
purchase health insurance from AIA Company Limited in Bangkok and its metropolitan area,
and (2) examine the impact of marketing mix factors on the decision to purchase health
insurance from AIA Company Limited in the same region. The sample group consists of
individuals who have purchased or are considering purchasing health insurance in Bangkok
and its surrounding areas. This study employs a quantitative research methodology with a
sample size of 400 respondents, using a questionnaire as the data collection tool. The
statistical methods used for data analysis include frequency, percentage, mean, standard

deviation, and multiple regression analysis.

The research findings reveal that: (1) demographic factors, including age, occupation,
and income level, significantly influence the decision to purchase health insurance from AIA
Company Limited at a statistical significance level of 0.05; and (2) marketing mix factors—
product, price, place, and promotion—also significantly affect the decision to purchase health

insurance from AIA Company Limited at a statistical significance level of 0.05.

Keywords: Health Insurance, Marketing Mix, Purchase Decision
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