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ABSTRACT

This study had the objective to forecast the total sale of group accidents insurance sold
through worksite marketing channel of AIA Co., Ltd. (Non Life Insurance) based on 69—month
secondary data during April 2001 — December 2006. The methodology involved the application of
Box-Jenkins technique to the ARTMA time series Model and included the procedures of stationary
tests of the time series, modei identification, parameter estimation, diagnostic checking, and

forecasting.

According to unit root test by Augmented Dickey — Fuller test method, the empirical
result indicated the statistical tests at level of time series data were insignificant. However, the
statistical tests at the first difference were significant at 0.01 level, implying that group accidents
sale was characterized with an I(1) process. The Correlogram results indicated AR(1) MA(2) MA(4)
model to be most appropriate model for forecasting. Meanwhile, this model was in White Noise
nature at (.10 statistically significant level and also had the lowest values of Root Mean Square
Error (RMSE) as well as the lowest Theil’s Inequality Coefficient, thus becoming the most suitable

means for forecasting the monthly volume of group accidents insurance sale. The total premiums



obtained for the months of April, May, and June 2007 were forecasted to be 3,141,719 baht,
3,296,306 baht, and 2,972,361 baht, respectively.

The results from this study could be useful for marketing operation and sirategic
planning to enhance the business efficiency as well as for making decision on resources allocation
to accommodate the market plans. Most importantly, the application of the study findings could lead

to an improved corporate performance up to the expected marketing target.

However, the forecast by Box—Jenking technique was suitable and accurate only in
relation to the short run time series. For long term forecast, up-to-date data should be applied to

refine the forecasted values to minimize the errors and to improve the predictive power.



