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ABSTRACT

This independent study investigated the services marketing mix factors influencing
employees buying decision of life insurance in Mueang Samut Sakhon District. The sample was
the employees of banks, private companies, state enterprises as well as the government’s officers
and business owners who lived in Mueang Samut Sakhon District. There were 400 respondents.
Half of them were insurance policy holders, while another half was not. The data analysis was
done by using descriptive statistics: frequency, percentage and mean.

The results showed that the majority of respondents were female, aged between 25 and
34 years old, single, were university graduates, worked for private companies, and had between
10,001 and 25,000 baht of monthy income.

The results also revealed that the services marketing mix factors influenced employees
buying decision of life insurance in average of medium to high. Personnel, process, physical
evidence and product factors were rated in high respectively, while price, place and promotion
were rated in medium level. The followings showed the most important sub-factor of each
services marketing mix factor.

In terms of product, the most important sub-factor was the beneficial interest of the

insurance policy which was higher than the deposit interest rate. In terms of price, the most



important sub-factor was the received insurance coverage worth paying the insurance premium.
In terms of place, the most important sub-factor was the network building of agents who can
provide service to every single customer. In terms of marketing promotion, the most important
sub-factor was the advertisement and publicity that contain reliable information. In terms of
personnel, the most important sub-factor was the friendliness and impressive service of the
agents. In terms of physical evidence, the most important sub-factor was that the insurance
company was awarded or accredited by international organizations. In terms of process, the most
important sub-factor was that the claim procedure was not complicated.

Both groups of policy and non-policy holders gave importance to the services marketing
mix factors similarly. There was some differce in personnel factor. Whereas policy holders’ group
paid the most attention to the agents or outlets that gave friendly and impressive service, non-
policy holders’ group paid the most attention to the agents or outlets that held honesty and

morality.



