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Abstract

The objectives of this stud)lr are (1) to study saving behavior in the form of
holding life insurance policy, (2) to analyse policy holders' behavior in buying more than one
insurance policy, (3) to study factors effecting policyholders' decisions to buy more insurance
policies, and (4) to analyse the problems effecting the life insurance market.

The methods of this study are conducted (1) by sending questionnaires using
purposive sampling method to 185 insurance policyholders i‘lolding more than one policy with
one insurance comp.any in Muang district of Chiang Mai, and (2) to analyse collected data to
find the behavior of policyholders according to stimulus-response theory (S-R theory) in order
to find outside stimulus, buycrs’ attituds, and responses of policyholders on buying
additional insurance policies.

The results of this study showed :

(1) Insurance policy holders are males more than females, they are in working ages
(age between 21 to 50) almost half of them engage in their own private business and trade,
more than 3/4 (76.8%) finish vocational and higher education, about 3 out of 4 of them are

married about 2/3 (69.4%) earn monthly family income more than 30,000 baht. In addition, it



is also showed that more than haif (53.1%) of policyholders are the heads of the family
and 64% of them have more than 4 dependents in the family. This indicates that income
and number of dependents are important factors influencing the policyholders to buy additional
insurance policies.

(2) Almost 3/4 (71.5%) of policyholders held 2 policies and about 1/5 (19%) held
3 policies and by average each policyholder held 2.4 policies. Most of them held whole life
insurances. In addition, the policyholders of the studied company also have average 1.5
policy each with other insurance companies. Average of sum assure is 675,180 baht per
policyholder and average premium is 42646 baht per annum per policyholder. Furthermore
about 2/3(65.3%) also held non-life policy.

(3) Marketing stimulus (i.e. products, place, and promotion) and others factors ie.
economic, technological, law and political and cultural are highly influenced the buyers'
attitudes. The buyers' characteristics and buyers's ‘decision to blIy more policies are also
highly mﬂuénced to buyers' respomses in buying more insurance policy.

(4) Considering the buyers' opinions on the problems of buying insurance
policies. They recommended that insurance cofnpanies should improve “insurance premium
and should also improve the quality of insurance agents in the aspects of insurance plan,
insurance regulations and law. In addition, the insurance buyers are indifference to buy
insurance policies from either foreign or domestic insurance companies but what they considef

most is the policy's benefits and the services from those companies.



