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This is a comparative study between AIA international insurance company and Thai 

insurance companies operating in Chiang Mai Province concerning their clients’ 1) life insurance 

policy buying behavior, 2) determining factors for such buying decision, and 3) satisfaction. 

Primary data and information were collected by questionnaires targeted at 400 samples of 

insurers indentified by simple random sampling technique to cover 200 samples each of the AIA 

and Thai insurance companies’ clients under the condition that the AIA’s clients did not purchase 

additional life insurance policies from the Thai companies. Analysis was based on the results of 

descriptive statistics and Chi-square test. 

On buying decision, the study found the majority of questionnaire respondents would buy 

life insurance policies from AIA and Thai insurance companies upon the advice of brokers or sale 

agents, for the objective of making saving for education, with the corporate business stability 

being the main reason for the choice of buying life insurance policies from a company. The most 

popular line of insurance policies appeared to be the saving plan, with 300,001-500,000 baht 



 � 

coverage, paying premium under 10,000 baht per year. Most respondents indicated they had no 

desire to purchase additional life insurance policies. 

The determining factors for life insurance policy buying decision were revealed to be 

both identical and different in feature between the client groups of AIA and Thai insurance 

companies. Those determining factors with the same features were product which answered the 

needs of clients, price measured by low premium but high coverage, and place for having 

branches nationwide. Those with different features were promotion which had to be the 

possibility to pay premium through commercial banks among the AIA clients and which provided 

reward or prize incentives among the clients of Thai insurance companies, the service and 

personnel factor which was featured by politeness and sincerity of sale agents in the idea of AIA 

clients and by the speedy insurance claim procedures in the thought of the otherwise group. 

On the issue that consumer satisfaction on marketing mix might affect the life insurance 

buying, this study found that the AIA clients placed primary importance on services and 

personnel factor and secondary importance on place factor while the clients of Thai insurance 

companies addressed product first and then services and personnel factor. The satisfaction on the 

above elements of marketing mix was revealed to be at moderate level in all cases.   
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