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Purchasing decision behavior and marketing mix factors affecting
the decision to purchase AIA insurance of people

in Nakhon Sawan Province
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ABTRACT

This research aims to explore the decision-making behavior of consumers
in purchasing AlA insurance in the Mueang District of Nakhon Sawan Province and
to analyze the impacts of personal factors and the marketing mix (7Ps) on purchasing
decisions. Data were collected through questionnaires from a sample of 400 respondents,
selected using Taro Yamane’s formula, during August to November 2024. The sample
included individuals of diverse genders, ages, incomes, and occupations. The findings
revealed that personal factors such as age, income, and education level significantly
influenced purchasing decisions. Among the marketing mix elements, Promotion and
Product had the greatest impact, particularly special promotions and comprehensive
insurance plans. Meanwhile, Physical Evidence was found to have the least influence.
Based on these findings, it is recommended that AIA focuses on developing proactive
marketing strategies via online channels and designing insurance products tailored to low-
and middle-income groups. Furthermore, the company should invest in employee training

to enhance customer satisfaction and build trust in its brand.
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