d‘ [ v A A &} v AaAa F) j}
POLIO ﬂﬂ%Eﬂuﬂﬁﬁﬂﬁu1*ﬂLafJﬂ“]f@ﬂigﬂu‘ﬁ’lﬁﬂlﬂﬂgﬂﬂ11Uﬂ13Gﬁﬂ

(% v IS

Y 1
Uszruaialumaiundaialnuy sl

q

d‘ S} a a
Yo-ana UNANY AU LENFATAT

¢ Y ¢ w o ¢ A
911387131 HIeMaA319138 A3.9M85TA iy
nangns UIMIFININITacng
W wa. 2568

unAnLo

[

a o g// dy =\ 4 d' =1 v Aa A dy v AAa [
M3eAsal Uiagilszasdive 1) WFeumeumsdaaduludendelsziudiamuilaseaiy
1 1 = 1 v A A dy v AaAa 9y
uaNANAINYANE taz 2) Anwidulssauniamsaaialumsaaduloudondeilsznudia vesgnm

Y
Av A

dal v Aaa dy Ao 1% = I Aauv A I YA A
lumsdoisemuaia luanundaniadyusit madvetidlumsidaraSue dsemnsdlugniaon

[

491 v AAa dal d’ 7 = té ] o d' ] ) U o/ ] 9
FoUsznuidIaluwanundedadnusil m"lummmmummu@u mmmmmﬂﬂqumamﬂ%%

q

g3 W.G. Cochran TAnguaA19619511171 400 AU TAgiAonnguAIE1aU DT UNIZI1Z9 dDAN 19

1dun Ar¥esas Aunde ANlowUIIATTIU MINATOVUDLN LazMINado UL N

Y
Han1339e WU 1) Tadedruyanauanannuiimsaaduladendgolsznudiauandiany

v
= o v aad

v b2
pgnisd Ay aaanTzaY .05 uaz 2) dulszdunmsaaandiwanomsaaauludendo

‘]J v Aaa 1 o A A I 9 1 9 a Y] 4 1 o
TNUBIN TﬂﬂﬂTWi’JNﬂQiUi%ﬂ‘UNTﬂ WANITUUTUTIAIUNDIT ATUHAANUN @Qiuigﬂ‘UNTﬂ

M99 599091179 MUTIAT AUYAAINT ATUNTLUIUMS TRLTNMT MUFDIN1INTIATINUIG ATUNS

a

guasumInaa u,as:ﬁ}mé"ﬂymzmqmﬂmw AUAIAL

o o

Y] 1 v A dy v Aaa 9 dy
mafey diulszaunemsaaia myaaauleye Usenudia gnalunisye

u

(% v IS

F v
Usziudialuwaiiundaviadnusil

q



Title Factors in Customers' Decision-Making for Purchasing Life Insurance in

Pathum Thani Province.

Name Kathin Saengsudjit

Advisor Assistant Professor Dr. Uthairat Muangsan
Degree Master of Business Administration

Year 2025

Abstract

The objectives of this research were to 1) compare life insurance purchase decision-making based on
personal differences, and 2) study the marketing mix in life insurance purchase decision-making of
customers in Pathum Thani Province. This study employed a quantitative research approach. The
population consists of individuals who have purchased life insurance in Pathum Thani Province, with an
unknown exact number. The sample size was calculated using the W.G. Cochran formula, resulting in 400
people. The sample was selected through purposive sampling. The statistics used include percentages,

averages, standard deviations, t-tests, and F-tests.

The research results revealed that 1) personal factors were found to differ significantly in life insurance
purchase decisions at the .05 statistical level, and 2) the marketing mix factors that influenced life
insurance purchase decisions were generally at a high level. When considered by aspect, the product
aspect was at the highest level, followed by price, personnel, service process, distribution channels,

marketing promotion, and physical characteristics, respectively.
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