Strategic Perspectives on Business and Marketing Management SPBI\/ﬂ'

Strategic Perspectives

Volume 12 No. 1 January - June 2025 [t

Jademsdanisminensuywdndwasauszdnsnmnisuinnuvasiauny
U3Enlneyseiuain 910n (@vnww) arviaiung

HUMAN RESOURCE MANAGEMENT PRACTICES AFFECTING PERFORMANCE
EFFICIENCY OF AGENT OF THAI LIFE INSURANCE
PUBLIC COMPANY LIMITED, LAMPANG BRANCH

N

a

NS
AUN

1 Y

YNT @OUYRYTRY!, AINT A3Tae’"
Audu’ uag Neadn AuUszaeu’

3
2

NP
U
o1

o 2
) BN
) R

, NY

. ASANA

Natthineeporn Chaichompu', Thatchakorn Sonbunruang’, Siriporn Sriwilai*
Kitti Insri*, Khongsak Tuisuep® and Phachongchit Tibprasorn®”

Received 22 February 2024
Revised 21 October 2024
Accepted 20 January 2025

unAnEe
MU - Aol nguszasd 1) WefnuusyaninmmsuiiRnuresiunuuion Tnevssiudie
$1i (wu) @199 Suunaudnvazmessnsmans was 2) ieAnwdvinavesiadonis
Fomansnensuusidnousyavs nmmsUftRmumesi Ui edssfudin $1dn Gmnw) andig
Uiz - nguieg1eTiltlunside leun dunuuiin Ineuseiudin iim @vinew) awndn S
86 AU LivTIUTIWTeyameuUUaeUaW adATlilumsiieTesideya Uszneuse Amnuiifesas Auade
drudsauunasgiu mavegeuii MmIlleneiausUTIumafen uasmsinsgimsannoswan
WAN15398 - HaMFIToNUI 1) Faunua Aine 91y aaunmnIsaNsa sefunsAnw Meldladesioley
wazszznatun1sUuRnuwandaiy Sussansamnisufuianuliduansisiy war 2) Jadenisdnnis
n3nensuyudiunsTineusIkarMsaL suneuumuasnaUstlevidy uasdunsUssiliunanis
UURu 8nSnan1auinseussansnmnisufuRauvesdiunuuisy neusedudia 9adn ()
A197181U19 AUAUNITATIIUARINTHALATUNTARLEDN HaNSHanIvausaUseansnnnsuiuRauves
Faunu egnaiifeddunisadnfisesu .05
Ta917alun15598 - mafnwiidediinnnguiiegisiinay TnsAnwifios 86 Au anavuReves
U39 Ineusziudin 91 @) Tuduns fedriamsimaluldfuanuvdsussmduifiuuamanis
u3msdansfiunnenetu uenaind mslduuuasunuiigaeunsonissenaneliiAneaiainnisneuly
wmsiifsUszasdmedsny Jeenvananuiunaauazarunindeiiovomwanisinw
Toiauauuzdmsugusng - doraueuurdmiuduivisiived 1) San1siinousuegsdeiilasdundn o
wazvinwennsNY leleduaiinwaunsaluniseuensusssitaznsgdlagndn 2) Muundire ULy
wazataRnsivzaumuanufuagsraunisel samfsUszdudy msfnuimeiuia wagAnaSeuyns

! puguImsgInakarAaumans unninerdewelulagssuseaaiuu a1une
Faculty of Business Administration and Liberal Arts, Rajamangala University of Technology Lanna Lampans.

* Corresponding Author Email: phachongchit@rmutl.ac.th



Strategic Perspectives on Business and Marketing Management

Volume 12 No. 1 January - June 2025

uag 3) famnszuulssifiunanuigfsssy ndeudaduuuinazludanunanisujtiaau iieiiiuaiy
Hanelavessiunu

aranTna/gais - nsAnwiddisiuduassorsamudladsafuaruduiusseninenisdanis
ninensuyEduazUsEansann1suuRnuluviunemgvesiunulseiudinlulssmalneg

o

AR N1TANIINSNEINTUYYE UseaninmnisufiRau Useiudin
Abstract

Purpose - The purposes of this study were 1) to study the performance efficiency of agent of
Thai Life Insurance Public Company Limited, Lampang Branch, classified by demographic
characteristics, and 2) to examine the influence of human resource management practices on the
performance efficiency of agent of Thai Life Insurance Public Company Limited, Lampang Branch.
Design/Methodology/Approach - The sample was 86 agents of Thai Life Insurance Public
Company Limited, Lampang Branch. The research instrument used in collecting data was
questionnaire. The statistical methods used to analyze the data were independent sample
t-test, one-way ANOVA and multiple regression analysis.

Findings - The results indicated that: 1) agents with different demographic characteristics-including
gender, age, marital status, educational level, average monthly income, and work experience-showed
no significant differences in performance efficiency, and 2) human resource management practices,
specifically employee training and development, compensation and benefits, and performance
evaluation, had a positive influence on the performance efficiency of agents at Thai Life Insurance
Public Company Limited, Lampang Branch. However, employee recruitment and selection
processes had a statistically significant negative influence on agent performance efficiency at
the .05 significance level.

Research Limitations - This study is limited by its narrow sample of 86 agents from a single
Thai Life Insurance Public Company Limited branch in Lampang, restricting generalizability to
other branches or companies with different management practices. Additionally, the reliance on
self-administered questionnaires may introduce social desirability bias, potentially reducing the
objectivity and reliability of the findings as participants might not have provided entirely
truthful responses.

Managerial Implications - The management recommendations include: 1) implementing
continuous training on products and sales skills to enhance policy explanation and customer
persuasion abilities, 2) establishing appropriate compensation and benefits based on knowledge
and experience, including insurance, medical coverage, and education allowances, and 3) developing
fair performance evaluation systems with seminars and performance-based bonuses to increase

agent satisfaction.
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Originality/Value - This study helps confirm and expand understanding of the relationship
between human resource management and work performance efficiency in the specific context

of life insurance agents in Thailand.

Keywords: Human Resource Management, Performance Efficiency, Life Insurance
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