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AROON WISUTPHIPHATSAKUL : FACTORS AFFECTING
BANCASSURANCE PURCHASING DECISION IN THAILAND.

THESIS ADVISOR : MULLIKA SUNGSANIT, Ph.D., 117 PP.

BANCASSURANCE/PURCHASING DECISION /PERSONAL FACTORS/

MARKETING MIXED/ORGANIZATIONAL IMAGE

The purpose of this research was to study (1) bancassurance purchasing
behaviour of the consumers in 4 regions of Thailand, (2) the relationships between
personal factors, mixed marketing factors, organizational image of commercial banks
and assurance companies towards decision making of those who purchase and who do
not purchase an assurance policy, and (3) the relationships between personal factors,
mixed marketing factors, organizational image of commercial banks and assurance
companies towards decision making of those who purchase an assurance policy via
commercial banks compared with those who purchase an assurance policy via other
channels. This research was conducted by studying samples from Bangkok
Metropolitan, Muang District of Nakhon Ratchasima, Muang District of Chiang Mai,
Hat Yai District of Songkhla. Four hundred sets of questionnaires were administered,
and the data was analyzed by Percentages, Mean, Standard Deviation, and Logit
Model.

Results of the study of the respondents’ life insurance purchasing behaviors
showed that a majority of the respondents purchased an insurance policy through
agents because they considered it a guarantee for their family; that the insurance type

of their choice was life insurance (income) with the range of investment capital



between 100, 000 and 500,000 Baht, the reason being that they could play the most
part in decision making; and that most of the respondents received the information on
insurance from the bank staffs and insurance agents, which expectedly took them
more than a year to make a decision to purchase the insurance policy.

As for the results of personal factors analysis, it was found that the
respondents’ age, levels of education, and levels of monthly income all affected their
decisions over purchasing an insurance policy in all groups with significant statistical
differences. Regarding marketing mix factors the study showed that personnel,
products (insurance policy), and service process had significant relationship with the
respondents’ decision on purchasing an insurance policy. Service process, products
(insurance policy), and physical features showed significant relationship with decision
on purchasing an insurance policy via commercial banks. However, organizational

image was found no relationship with the respondents’ purchasing decision.
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