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Abstract

This research, titled A Study of Health Insurance Purchase Decision-Making among
Generation Z, aims to examine the decision-making process of Generation Z in selecting health
insurance. The findings are intended to serve as a guideline for developing health insurance products
and marketing strategies that align with the needs of Generation Z consumers. The study employed
the Conjoint Analysis technique. The sample consisted of 100 respondents, selected using non-
probability sampling through the convenience sampling method. The results revealed that Generation
Z places importance on four key health insurance plan attributes: type of coverage, insurance
premium price, maximum coverage limit, and additional benefits. Among these attributes, the most
important factor was the type of coverage, followed by insurance premium price, maximum coverage
limit, and additional benefits, respectively. Furthermore, the most preferred health insurance plan
among the respondents was a plan with an annual premium of 10,500 baht, a maximum coverage
limit of 550,000 baht coverage for inpatient care, outpatient care, and annual health check-ups, along
with additional fitness discount coupons. The findings of this study can be applied as guidelines for
developing health insurance products and marketing strategies that effectively meet the needs of

Generation Z consumers.

Keywords: purchase decision, health insurance, Generation Z, Conjoint Analysis
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