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Abstract

The research aimed at studying rights’ protection and marketing commmunication on Thai consumers’
life insurance purchasing decision behavior has immanent objectives on (1) the fundamental characteristics of
life insurance policy holders in Thailand and (2) the opinion levels of consumer rights’ protection and
marketing communication that effect on all regional Thai consumers’ life insurance purchase decision behavior
through branch office representatives. The questionnaires were constructed as a research methodology
collected from 1,213 life insurance Thai policy holders. The data was statistically analyzed by SPSS version 14.0
software package. The statistical values of frequency distribution, percentage, arithmetic means, standard
deviation, skewness and kurtosis.

The responded samples of Thai policy holders are mostly females (56.7%) aged 31-40 years old

(41.1%) single status (57.3%) with bachelor degree (37.2%) working at private organization as professional
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personnels (32.9%) and 15,001-30,000 baht (42.0%) averaged income eaming per month. The research result
indicated that overall the sampled group has agreeable toward consumers’ right protection on insurance (X
=3.81). The exposition of market communication channel of insurance was at moderate level (X =2.56).

Consumers’ purchase decision behavior on insurance was at high level (X =3.72).

Keywords: Consumer Rights Protection, Marketing Communication, Purchased Decision Behavior,

Life Insurance
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TN 2 AienaeA A BB PRI NS e 1 LN A IARLN T R eAVE AN US TneannUseiuT e
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anuAniuifideavsduasesduslnaannusziu®dn | ¢ | SD. | wawa
avsTiglesumnuasnste 3.99 | 0.55 | u1n
AvsTizlasu Teyau1Ians 3.96 | 0.62 | wn
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wagmsfyARaE B NNanMAd ouTiwAne ety i lEviaund Aden mnuide waryadna AR sTuAINMS
thiauaidiovlaaniulantlesiuruide: Tedes anudien mdodndvominnaneaonndosivrmidees daem

yssng (2558) lnfnwieanmeunslavanuseiudismansriaininad onsidenteuseiutinvesis Tuwaun
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n=d nyamannues TulssnuinuneaiunguitegwanivgaumsfinunssaulSaans Sovas 66.75 Ustneuen@n

¥

NINNUUSEY Seeay 43.50 way A5elrmassaiay 15,001-20,000 U3 S eeay 28.50
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avBAunsesuslna wuinquiegwuslnelneliamuAniudairuafiiuieindednsunsesusln
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o w a

AMNUsALTIN (X =3.81) muaisiu Inewiugleunndenfuansnaglasuanulaonsde (X =3.99) avsnazlasu

'
aa o

Foyat1ans (X =3.96) dvsiiazldsumsiarsanvaeaudens (X =3.73) avsnagldsuanudusssdlunisyi

a

dyan (X =3.70) uarAvisiiasiidaslunsdont (X =3.67) mud iy Ssaenndostuwnfndviduasesuslanny
nQvEe 5 UsemsteiuresdinnunnenssunmInunsesuslaa (2558) wardaannaosudnsHusinaveansunis
fnelu (2560) lugesuszdiuioafuavsiiesldsuimmsdeyaifteussnounsiadulateduduasuing dvslums
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Aeduavsitldsuamudaendts Avisfialdsuimans Avifivndendeduiuazying Avisfiarldfuilmdodoasou
Fnufedwrwamernudomne

msdeansmsnann nuingusesnsuslaalneinsdesusesmamsiemsmsanauseiudin lussduties
(X =256) neiimsidnsuszdvtfosseguuvumsdoasifiedndanguidmnessiuniig (X =257) uagguuuums
domadtaddanguimnelnsamznszdumstelusserdu (X =2.55) aud iy Seaenndostuuneunesging
wiada (2558) Sesdoansed1msndsan Below the line 83 Through the line WU Below the line 18un1sld
sUwuumsAeansgruslaemaussamiiuenmiionnnsdeansiiudeinau Januiduideusssgs (Above the line)
Tnsmevirlarsansindevan lsun sviemd Iny oAt easremssuilunsaudunguilnalusniumeluszes
un sgemndwafimautsdudeudsgs Afldaregedagiuliunldzuuuy Below the line Fuddsngudmung
lRINELNEas AseUARNMS D uarAanssumsnana famsAemsussiameingg fiessiangadmine enii luswdld
TPBmss MIRAARUUAS MFITEman MIUsznduius 81w msnaeduius nsnaialediza nMsranauiladsa waz
MIueNme

wofnssumsdulateussiudinvesiiilanlne wuinguiesafuslnalmednginssunsindulade
Usefuisuszauinn (X =3.72) Tnenginssumsinaulaeussiudiasesumnnludunisasemindennudens (X
~4.00) maUszdiumaden (X =3.90) mskannd13ens (X =3.66) msdindulade (X =3.58) WA nssUndsde (X
=3.42) gty FsrenndosiuuinAcmgfinssuns #adlade (Purchasing Decision Behavior: PDB) To30nas a9

I3

Ana (2550) FadumsufiRnulunsdndulademudidudunsuresmsindula AivszandunanuuAnues Kotler

q

v
] .

(2003) Sumeunssadulete (Buying Decision Process) vﬁaé’wé’usﬂgumaﬂumﬁﬁm%uhsnaLLaxmmgﬁmﬁm%umwé’q

mte L%M%ﬂLLGiﬂ’ﬁ%UﬁﬂﬂgW (PNUFBINT) > MIAUNTEYA -> MIUTEEUNG -> MFRFUl > weAnITuMenans

B0 Fuuilfnnaiaddlusasdurounnianmsidedirnalndifestuiemsdnegssiunniay
Avibiayld¥uamanann uaonadoatunuideres Kardes et al, (2011) AemsinAulavesiuslnetiug fu

mssraula 5 Tumau 53UD9 Henderson & Rank-Christman (2016) 131890 811895 83 8919NI5INIAUNLAILNTH

v & 9 ' =

asenumanvagensuaiveUslnaladsdwaliineuliduiusserindnsauasndeuasdomianisdens

a v 6

MInanTIRdvssidaslumadendanisussiuiin nsdldvsnasiidasslunsifenye dduiussenginsunis

FovewuilnalveaenndasiuamAdeves Blythe (2008) 191 msidenadeuseiuie®in NaNandmsvansnay

a

lasupnuiusssulunmsvindgay wuiaenndesiuvnuidenld naaguindiendseiutinladulddnundeyauasd

dausulumslasuiinwuarannsogeuaudionundn Ao aeununruAamiuves]biloUsyiuasnainadsly
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masindule Haillemarudisaliinniewetiiels (Shepherd et al, 2016) vinegndvsnazlasunsinsanuaeniy
demnedenadeiuniiTeue Xie et al, (2015) Milavanviudedwanovirunfsusinauay unsuseivtindmali

MARTIHUIeT BluaenE U AT psAIUUMEW TIENT (Shang et al,, 2017)

URIGRIRIE

MnuanATeldiausuumsduaiugRUss fuindmivesdnaidoaded
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a a Y v v aa [

2. padnsgsRafiAetestulseiudin manfudonemsunnedemanmsdeasmnainedseiiles Tne
aonunsnansrddnsuiomvedvsusrloninldsunstunses dedrinuazidouls vesnsusssiTiiunIUTUUss
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Tnsamensfumdelusverdu (Below the line) InerutamINMIAIATIMIAAIAIZATE MIAUAINNITUTY 113
Usymnduiusuasn1simeunsy msnelaeynas wilifosmnuansifenuidemamsdioasmnaauseiuiing
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