4 a L) o o a a o Yy a
Fomniinus  wgAnssumsdadulaihlsziuBlauuazaunindvesdus Innluveams

(Y

d wetuede 935819493 Ysgruamsganauidiuda mvnsaain unImMades g suys

)]

= @ LY & a = a 4
019138MTnw1 (1) seemans 19138 dnsdu avugniydi lns (2) as. Twias Jyadsums

o w

< - g =
(3) 3. thiaa Buana Umsfinbi 2549 $1uau 125 i dddy wodnssu msdadule

v Aa L4
UsgAUFIUBBTZTUNTN
w 1
Unnaeo

o 7w a

v 3 +
msfnunssiliiingUseasfiednymgdnssulunsinlsemudiauunazaunind deund
Apdudszaumsnatnvesdsziuiiauuuazauninduaznszuiunisdaduloidsefusianuy

o o Y a Yo 'ow ’ o a/ Vo
azau‘mwwm@uﬂﬂﬂ‘luwmmm IﬂUﬂTﬁLL%ﬂLLU‘Uﬂ@‘UﬂWM‘IWﬂUﬂQN@'JE)EIN’ﬂTH’Ju 400 UV ‘1ﬂi‘U

Ya v a

o A ° o a v a <y (&7 g - o
AAUAUNIIUIU 400 AUV ﬂmfluiaua: 100 1uﬂ'liilﬂ'§1§i'ﬂﬂjﬂilﬁ AP UATITHUDYAAILADUNAADS LAY

¥ LY G

]
(] =

o o aa ' 4 a
¥ lsunsudnisgiilszananansaiidmainoni fesaz nunds mdnudoavunasgm nsnagey
1 a '
Afnazmsinszianuulslsou
' a ' v o a o '

#amsinut wud1 (1 Jus Inadulnajidlumendis fiowsendne 31401 Haownmlan
nsAnusEduUTygad siwlddedeonseniig 15000 - 34,999 ym fmnFnluaseuasaz—4au
Y a A o a ot ’ P~ v a < A& a o
@) dus laniiiruaddediuszaunainisaain misTaosaweglussdunin (X = 3.53) doRosmuily
3wdu wudh fus Tnaiidrunddednnlszaunanisamialusefunnfedunaagast (X = 3.88) uas

Y - Y a P ) o v aa v ¢ A '
MUIIN (X =3.50) (3) gui Inadinszuaunsdadulainlsefuilauvvazmumindindolavswegiu
@ <~ A a < v Y a a v o o o Aa
IEAVNIN (X =3.63) tieWarsauilustedu wud duiTnafinszuaunidadulaklsymudbauny
azgunindlusefuunfeodmnisUsziiiuniauien (X =3.94) wazdwmsiuifayni (X =3.90)
(@ GuiTnaified1efufinszrounsdadulodwssiuFimuure mmindludnnsfudilaym dums

¥ ]
Usziiiumaden uazdnmndnssundantsdounndniuediiifudfiymeadafissfu 0.0s dauguilan

v a

flowgdreiu Tnszuaumsdaduleinlszfusiawvazaumindlugnduuandafu adnled 1y
afidfiszAy 0.05 fu3 Inafiflrownmearsfudnszuiumsdaduledtnlsefudauuuaz aunnglud
nsfuilym dnmsdumdoya uozdwmsdssiiumadonuandisiu edaiifuddamsadaiis g

0.05 fuFInafilinisfnuidiediu Snszuaumsdaduleinss fuiauuuas mmswd lunndmliuanda

v Y a S YA | o a ° v aa v o9 ¥ @ ¥
AU guﬂmwusw%mamaummu Nﬂi$‘lJ'J“Llfﬂiﬂﬂﬁuiﬂ‘ﬂ"l'ljizﬂl.lGIf'JﬂLL‘U'UﬁﬁﬁiJ'ﬂi‘Wf_l(lu@TLlﬂ1§5‘]J§

L1

o _ as

y
iy Aumsdumideya Aunisdsziumadon wazdmmsdafuledouandrasy GUANUITT SLLTIYRE

}
aas [ Y

anansza 0.05 uazgus Inaiilinumninluaseuaiadiedu Tnszurunsdaduleiwsefudianuy

]
aaq o

o o a @ J ' [ U @ o a
azauniwdludwmssuiPym nazdruwginssumdinisFeunnsraiu pd iRy Meatans ey

0.05 (5) fu3 Tnafilirundiifideilefvdmilszaumensamafissfuifunssuumsdagulennlss sy

' A a

Fianuuazauninduanaieiu sdreiiisddaymeadainiszd 0.05

)



Term paper title  Decision-Making Behavior of the Consumers in Sathorn District in Buying an Endowment
Life Insurance.
Researcher ~ Mrs. Thanyamai Chanyaangoon. Master of Business Administration (Marketing).
Dhonburi Rajabhat University. Term Paper advisors: (1) Assoc. Prof. Chatrachai Loirittiwuttikrai
(2) Dr. Paijit Wiboonthanasarn (3) Dr. Panadda Yimsakul. Academic Year: 2006. 125 pp.

Keywords: behavior, decision, life insurance.

Abstract

The research had purposes to study the behavior of the consumers in Sathorn District in buying an
endowment life insurance, their attitudes towards the marketing mixes of life insurance, endowment types and the
decision process in buying an endowment life insurance. Four hundred questionnaires were distributed to the
sample and the return rate was 100 percent. The data were analyzed to find frequency, percentage, average,
standard deviation, t-test and analysis of variance.

The results of the study were: (1) most consumers were female, at the age between 31 — 40 years, single
and graduated. Most of them had an income of 15,000 — 34,999 baht per month. There were 3 — 4 members in a
household; (2) the consumers had attitudes towards the marketing mixes at the overall average of high level of
3.53. Considering each aspect of the marketing mixes, it was found that the consumers had the attitudes towards the
product and the price at high level of 3.88 and 3.50 respectively. The respondents had a decision-making process
on purchasing an endowment life insurance at an overall average of 3.63. By considering each aspect of the
marketing mixes, it revealed that when deciding to buy an endowment life insurance, the consumers had high level
of 3.94 on evaluating the alternatives; and high level of 3.90 on their awareness of problems. Regarding the gender
of the consumers, males and females had a statistical difference at the significance level of 0.05 on their decision -
making process to buy an endowment life insurance in regard to problem awareness, alternative evaluation and
post-purchase behavior. There was a statistical difference at the significance level of 0.05 on consumers’ decision-
making behavior in all aspects when considering among different age groups. The consumers of different status
groups were found to have a statistical difference at 0.05 significance level on their decision-making process to buy
an endowment life insurance in terms of problem awareness, information searching and alternative evaluation. No
statistical difference at the significance level of 0.05 was found among the respondents of different educational
background on their decision-making process in all aspects. The respondents who had different incomes had a
statistical difference at the significance level of 0.05 on problems awareness, information searching, alternative
evaluation and purchasing decision to buy an endowment life insurance. The consumers who had different numbers
of members in family had a statistical difference at significance level of 0.05 on problem awareness and post-
purchase behavior. The consumers who had different attitudes towards all aspects of marketing mixes also had a

statistical difference on decision-making process to buy an endowment life insurance at the significance level of 0.05.
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