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ABSTRACT

This quantitative study primarily aimed to analyze the factors influencing life insurance
purchase decisions among Generation Y consumers in Bangkok. The research focused on both
demographic factors and the 7Ps marketing mix. Specific objectives included (1) examining the relationship
between demographic factors (gender, age, occupation, income, education level, and marital status) and
life insurance purchase decisions among Generation Y in Bangkok, and (2) investigating the relationship
between the marketing mix and life insurance purchase decisions among Generation Y consumers
in Bangkok.

This research employed a survey research methodology, collecting data from a sample of 395
Generation Y consumers aged 28 - 47 years residing in Bangkok in 2025. The primary data collection
instrument was a carefully developed 5-point Likert scale questionnaire, designed to measure attitudes and
opinions regarding life insurance. Data analysis involved both descriptive statistics (frequencies,
percentages, means, and standard deviations) to describe the general characteristics of the sample and

study variables, and inferential statistics for hypothesis testing. ANOVA (Analysis of Variance) was used



to compare the means of quantitative dependent variables across groups, while Multiple Regression
Analysis was applied to identify factors influencing life insurance purchase decisions.

The study found that the majority of the demographic sample were female, aged 28-34 years,
employed as private sector employees, with an income of 15,001-30,000 Baht per month, holding
a bachelor's degree, and single. A key hypothesis test revealed that Generation Y consumers in Bangkok
with differing demographic factors showed no statistically significant difference in their opinions
regarding life insurance purchase decisions. This finding can be attributed to several shared characteristics
of Generation Y, such as similar cognitive and behavioral development, high access to digital information
leading to comparable awareness and value assessment of life insurance, and shared experiences within
the Thai social context, particularly facing economic uncertainties during the COVID-19 pandemic

Furthermore, Multiple Regression Analysis confirmed that, overall, the marketing mix
significantly impacted life insurance purchase decisions among Generation Y consumers in Bangkok at
the .05 statistical level. Specifically, the People and Process factors were given the highest importance.
This finding clearly indicates that these consumers prioritize the value of service received directly from
life insurance agents, the trust they place in their advisors, and transparent, convenient processes over
mere promotions or marketing incentives. This study offers significant implications for life insurance
companies and agents to develop and refine their strategies, enabling them to design products,
communications, and services that effectively meet the needs and expectations of the target group,
ultimately increasing sales opportunities and long-term customer satisfaction.

Keyword: Life insurance purchase decision, Marketing mix, Generation Y
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