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Abstract

The research aimed to 1) examine the consumer demographic
characteristics and purchasing behavior of life saving insurance 2) analyze
the marketing mix factors and brand building factors affecting the
purchasing behavior of life saving insurance 3) analyze the consumer
behavior in purchasing life saving insurance, and 4) analyze the relationship
between marketing mix factors and brand building factors. The researcher
applied a quantitative research methodology using the questionnaire as
the research tool. Four hundred samples were chosen as the samples of
this research. The data received were analyzed using descriptive and
inferential analysis with One-way ANOVA F-test, Multiple Regression
Analysis and Pearson’s Correlation Analysis.

The results showed that: 1) The purchasing behaviour of life saving
insurance was statistically and significantly different at 0.05 depending on
the respondents’s difference in average monthly income, monthly
expenses and monthly savings. 2) The marketing mix factors affecting the

purchasing behaviour of life saving insurance were physical factors,
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distribution channel factors. Furthermore, the brand building factors
affecting the purchasing behaviour of life saving insurance were support
factors and quality factors. 3) The average level of purchasing behaviour
of life saving insurance on average was at high level. The issue that received
the highest level was the benefits received from purchasing life saving
insurance, and 4) The marketing mix factors affected the purchasing
behaviour of life saving insurance at a high level. Considering at each
factor, the factor of process received the highest mean.

Keywords : Affecting Factor; Buying Behavior; Life Saving Insurance; Thai Life

Insurance Public Company Limited; Sampanthawong District
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FUANHUZNIZLAUNNT 3.755 0.349 qn
Tnagan 3.742 0.218 an

NnHaMFIATiTEAUALRAsvesate s ST AL IRy
19 WU seduRiadsvesilidefiudulszaumisniseaaria 7 Jade d
syiuAedseglusiuin wawili dudssuunasgu (5.0) wihiu 0.218
Tnetadefuiudnuanszuiuns Tsgfuvesaiadoniigaviniy 3.755
wagfimanudsauuinnsgiu (5.0) Wiy 0.349 sesasnliun Jadesuyaaing
sefUvRIAIRAY Wiy 3.750 Adudsuuiasgiu (S.D) Wity 0.338
Tuvauzditiadesundniug dszduvesdade fe 3.744 Tnefiedrudosuy
119557 (S.0.) Wiy 0.382 sieunAe Yadesmudesmnenisdndiving dsedu
yesAnade Ao 3.742 nedadudouumasgiu (S.0) wihiu 0.323 sean
fio Jadeshudnuasynsmeonw Sssfuveseniads fe 3.739 laedmdmidouuy
1195574 (S.D.) v 0.375 uazdadermusaagiunsauaiunisnana i
sydvvesALadeiosianintu Ae 3.733 lnefldudouuumasgiu (5.0)
Wiy 0.352
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seauARagvastalelun1sad19nsIduan

fadalunnsasransfuan Mean S.D. wilana
AUATUNN 3.743 0.332 [N
FUALLANFN 3.774 0.347 1N
frunnnuseilesasinae 3.766 0.368 an
fuAdmunnng 3.736 0.357 1N
udeaiiuayu 3.726 0.331 {n
Tnagan 3.749 0.232 Hn

MnmameTetsziuiiaevesadeluntsadinsaudiniunis
Ut sefuAtaisvestiadelumsainmandudii 5 Jade Sesfudiaiveglu
seauan Tnetadefuenuunnsing Sszduvesdiadsanniigainiu 3.774
wazlAdudenuuinnsgiu (5.0) wiiu 0.347 sesawnléiun Jadeduaniu
seilosaiiane fszduvesands Wiy 3.766 fadmdsauuninigiu
(5.D.) Wiy 0.368 seanfe Jadusnunmnn lszduvesanade Wity 3.743
Adudesuuiasgiu (S.0) widu 0332 Tuwugitadeduitauins
sefuvesALadY Wiy fe 3.736 Tnefldnudenuuinnsgiu (5.0) widy
0.357 uazdadefudsativayy Iszduvosaadetosian wiifu 3.726
fiendrudeauunnsgu (5.0 wihiu 0331
audngUszasAd 3

M19199 1 : aguanuduiussenindadedndssaumenseanaiutadelunis

¥ a ¥
A3WMNINAUAN
ifada AUMN  ANULANGN AnusaLiiag Fimung Afaiuayu

WARAUH v v v v v
57A1 v v v v v
mm;vmr'ns'am v v v « v

i
WRER ST v % % v «

n9ARIA
YANINT v v v v v
ANHULNI « v % v v

nEMW
nsEUIUMS v v v v v

*P-value < 0.05
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9T 1 annsaesuielddn anadiitussenineedudiudsvay
nensaaniuladelunisasiesduieglussduuunans

1. Yaduaiulszaunnansnatn mundndoe danuduiusiuladely
nsasIATIAUA 5 ¢ aeneTitluddnymeatin 0.05 Uszneudie fuaninm
FunILANAsTuANsEeITles FudTmunIg uasduAsTiauayy

2. Yajududszaunienisnain musen danuduiusiudadelunis
ad A 5 du egneditfeddymisada 0.05 Usgnaudae duamnm
FunruandnsiuaIsoiiles fuATaunis uasduAsiiatuayy

3. Yadgaiulszaun1anisnann AuYeInen1Ind vty IAnudunus
futiastlunsadrensdudma 4 s egeitoddmeada 0.05 Ussnaude
FununIN FuAILANAsTUALReLTleY wagiuAsiaduayy

4. Jadpaulszaunienisnain Aunsauaunisnatn dauduiug
futiadelunsadrensdudma 4 s egeifoddmeada 0.05 Ussnaude
FuRaAM FrumLLAnssTunIselos wagiuATannns

5. Yadednudszaumenisnain muyaaing danuduiusivdadelunis
asunsrAudnii 5 du egnaditfodidymneadin 0.05 Usznaudae dunmnn
FunBILANAsiUANEeITles FudTmung uasduAsTiauayy

6. Yaduaulszauniein1snain smuanyaenenIenIn danuduiusiv
Hadelumsadrensdudnim 4 du sgdideddumeada 0.05 Yssneuse
FunruanAnsiuALsoiiles fuATaunig uasduAsiiatuayy

7. Yadudulszaunien1snatn AunseuIuns denuduiusiulady
Tunsadramsiaudnin 5 fu egnediduddymeada 0.05 Usznoude §u
AN FruALLANAFLALReLdea 3TN wasdudsiaduayu
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a 4 v o g I P2 .
NANISALATISUAIUANNUSUBRIWYSIFU (Pearson Correlation)

AN AN

heee! AN , o4 UG ﬁaﬁﬂﬁuﬁgu
BANAY ABLUBY
NARAUN 0.098 0.241 0.189 0.220 0.158
(0.049) (0.000) (0.000) (0.000) (0.002)
1A 0177 0.191° 0.128' 0.119' 0.146'
(0.000) (0.000) (0.010) (0.018) (0.003)
129N19N199A 0394 0.221 0.165' 0.078 0.102
e (0.000) (0.000) (0.001) (0.119) (0.042)
nisdelaiN 0193 0.411° 0.149 0.105 0.062
mMasnfIA (0.000) (0.000) (0.003) (0.035) (0.215)
YAAING 0.112 0277 0.295 0215 0.187
(0.025) (0.000) (0.000) (0.000) (0.000)
ANHUENIY 0056 0.166 0.346 0.309 0.248
mMamwn (0.261) (0.001) (0.000) (0.000) (0.000)
nsTUIUNNG 0.449 0.190 0.228" 0.134° 0.191"
(0.000) (0.000) (0.000) (0.007) (0.000)
Jorauauu

UBLAUBUULIINKANITIY

1. 91nHanIsAnwInIuingUssasdil 1 wudn s1eldladedeifon
ededeiiey wavduseusadou Wu 3 Jady Mildnginssunisidende
UsefuTinuuuavauninduansnaty dadu fuimsuesuitn IneUseiudi
d1in duduilassesiinmsdnauazinngunieusnszdvresgniesnainduls
Fawu Tngldinamsivesseld Medreuazusesdudiun elvininny
vosuFTn Inedseiudin $1dn annsoflaznausulumsidngndnldegd
UszAnSnmanniian

2. nsansinwmsingUszasil 2 wui Jadedanuszanmisnisnans
fifladongfinssunsidentoUssiuiinuuvazaumng fo dnuamanmenm
wazdesmansdasnne fau fuisvesuie TneuseiuTin S1in azdes
Tanudfyfuamifiaiunsadudedddiugndn iiudemiamsdaus
wanAnusinavannauuagliviilvigndnandngnnaula
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v v
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$1fn ardesiatuaiianudenlosseninanisdndivineriuiSamunnsd
sndwugaaste sutiuaiumaGeusliiAntuossieiiiosiugnin
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nngnéndundn eliaansadlafannusesnmsvesgnanundn Tnenns

Anwlusunineitesiugnan e igideaunsaniazesniuukaziaue

a £ L3

HARuavTeUINIIAN 9 laeg1gnindiavininzauiuaIufeIn1svedanen

Va v
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