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Abstract

This research aims to investigate the demographic and marketing mix (4Ps) factors influencing
the decision to purchase fire insurance for homes and condominiums among consumers in Bangkok
and its vicinity. The study employs a quantitative approach, with data collected from 461 respondents
via questionnaires. The data were analyzed using descriptive and inferential statistics. The results
indicate that the sample comprises 51.8% female and 48.2% male respondents, primarily aged 31-35
years, working as company employees and entrepreneurs, with a monthly income exceeding THB
60,000. The respondents reside in single houses, townhouses, and condominiums in nearly equal
proportions.

Among the 4Ps factors, Price had the highest influence (Mean = 3.93), followed by Product
and Service (Mean = 3.91), Place (Mean = 3.88), and Promotion (Mean = 3.86). In addition, the
characteristics of the residence (owner vs. tenant) and financial obligations significantly influenced the
decision to purchase fire insurance (P<0.05). The findings align with demographic theory, the marketing
mix theory (4Ps), and the consumer decision-making process, providing valuable theoretical and
practical insights for insurers and stakeholders in aligning their offerings and marketing strategies with
consumer needs.

Keywords: Fire insurance, Demographic factors, Marketing mix (4Ps), Purchase decision, Bangkok

and its vicinity.
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