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Abstract

factors affecting the decision to purchase life insurance and short-term savings plans. of working age
people In the Bangkok area, the objectives are 1. To study personal factors that affect the decision to purchase
life insurance in a short-term savings plan. of working age people In the Bangkok area 2. To study the cognitive
factors affecting the decision to purchase life insurance and short-term savings plans. of working age people in
Bangkok 3. To study factors in the marketing mix that influence the decision to purchase life insurance and
short-term savings plans. of working age people In Bangkok

The sample group used in this study is working age people. In the Bangkok area, there were 400 people

using questionnaires as a tool to collect data. Using a questionnaire as a tool to collect data. Statistics used in



the analysis include frequency, mean, percentage, and standard deviation. Test the hypothesis with the Chi-
square test statistic (Chi-square: C2).

The results of the hypothesis testing found that Factors affecting the decision to purchase life insurance
and short-term savings plans of working age people In the Bangkok area Personal factors, including gender,
age, status, education level, occupation, and average income, all affect the decision to buy life insurance and
short-term savings plans. of working age people In the Bangkok area, they are different with statistical
significance at the 0.05 level. As for knowledge and understanding about life insurance, short-term savings
plans, including knowledge and understanding in choosing to buy life insurance, short-term savings plans. Time
aspect of life insurance, short-term savings plans Payment aspects of life insurance, short-term savings plans
with the decision to purchase life insurance and a short-term savings plan of working age people In the
Bangkok area There is a statistically significant relationship at the 0.05 level. and the marketing mix (7Ps)
including product, price, distribution channels Marketing promotion, people, processes, physical evidence that
have a relationship with the cumulative life insurance purchasing decision process, including products, prices,
distribution channels, promotion, marketing, has a sig. value of 0.000 in every aspect, which has a sig value
lower than 0.05, meaning that the marketing mix in every aspect All aspects are related to the decision-making

process for purchasing short-term life insurance.

Keywords: Factors affecting the decision to purchase life insurance and short-term savings plans; Knowledge
and understanding in choosing to purchase life insurance and short-term savings plans; Marketing Mix Factors

(7Ps)
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