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Abstract

This study aimed to (1) examine the demographic characteristics of consumers
purchasing voluntary motor insurance in Bangkok and its metropolitan areas, (2) investigate
consumers’ opinions toward the marketing mix factors (4Ps): product, price, place, and
promotion, and (3) analyze the factors influencing consumers’ purchasing decisions of voluntary

motor insurance.

This research employed a quantitative research approach using a questionnaire as the
data collection instrument. The sample consisted of 403 consumers who had experience in
purchasing voluntary motor insurance. Data were analyzed using descriptive statistics including
frequency, percentage, mean, and standard deviation, and inferential statistics including
Independent Samples t-test, One-Way ANOVA, Pearson’s correlation coefficient, and Multiple

Regression Analysis via SPSS software.

The results indicated that most respondents were female, of working age, held a
bachelor’s degree, were employed in the private sector, and had a moderate to high monthly
income. The hypothesis testing revealed that gender, education level, and monthly income
significantly affected purchasing decisions at the 0.05 level, whereas age and occupation

showed no significant differences.

Pearson’s correlation analysis showed that all four marketing mix factors were positively
correlated with purchasing decisions at the 0.01 significance level. Furthermore, the results of
multiple regression analysis revealed that product, promotion, place, and price significantly

influenced consumers’ purchasing decisions, with the product factor having the strongest effect.

The findings suggest that motor insurance companies should emphasize product
development, clear communication, and effective marketing strategies aligned with consumer

needs in order to enhance competitiveness and build long-term consumer trust.

Keywords: Voluntary motor insurance, Marketing mix, 4Ps and Purchasing decision
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