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ABSTRACT

This research aimed to examine the marketing mix factors influencing the intention to purchase
life insurance among civil servants under the Ministry of Education in Songkhla Province. The sample
consisted of 423 civil servants under the Ministry of Education in Songkhla Province. Data were collected
using a structured questionnaire. The questionnaire was designed and pilot-tested with 40 respondents,
yielding reliability coefficients exceeding 0.70 in all dimensions. Subsequently, the questionnaires were
distributed via the Line Application and QR codes. The statistical techniques employed for data analysis
included Independent Samples t-test, One-way ANOVA, and Multiple Regression Analysis.

The findings revealed that the majority of respondents were female (72.6%), aged between 30—
39 years, held a bachelor's degree, were married, and had an average monthly income of 20,001-30,000
Baht. Overall, respondents rated the seven components of the marketing mix at the highest level, and their
overall intention to purchase life insurance was also at the highest level.

The comparative analysis indicated that differences in personal factors—namely gender, age,
educational level, marital status, and average monthly income—resulted in statistically significant
differences in life insurance purchase intention at the 0.05 level. However, having children did not lead to
significant differences in purchase intention. This may be explained by the fact that families with children
tend to face higher regular expenses, such as childcare, education, and living costs, leading some
households to prefer retaining cash flow rather than allocating funds to insurance premiums.

The hypothesis testing results demonstrated that the marketing mix factors could explain 62.7%
of the variance in life insurance purchase intention. Among these factors, promotion had the strongest
statistically significant influence (B = 0.390, Sig. = .000*). The findings suggest that clear marketing
communication, promotional campaigns, and special privileges play a crucial role in enhancing civil
servants’ intention to purchase life insurance. Meanwhile, the People (B = —.153, Sig. = .008) exhibited
a statistically significant negative relationship with life insurance purchase intention. This finding can be
explained by the Perceived Sales Pressure theory, which posits that when consumers perceive a high level
of selling effort, they may experience a perceived threat to their freedom of choice. Such perceptions can
trigger psychological reactance, ultimately leading to less favorable attitudes and a reduction in purchase

intention.
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