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ABSTRACT

This study aimed to examine the factors influencing the purchase decision of credit
insurance products among customers of the Bank for Agriculture and Agricultural Cooperatives
(BAAC), Khok Suwan Branch, Nong Bua Lamphu Province. The study focused on analyzing
the effects of demographic factors and marketing mix factors (7Ps) on the five-stage purchase
decision process, namely problem recognition, information search, evaluation of alternatives,
purchase decision, and post-purchase behavior.

A quantitative research approach was employed, using a questionnaire as the data
collection instrument. The sample consisted of 414 loan customers of BAAC, Khok Suwan
Branch, Nong Bua Lamphu Province. Data were analyzed using descriptive statistics, including
frequency, percentage, mean, and standard deviation, as well as inferential statistics, including
independent samples t-test, one-way analysis of variance (ANOVA), and multiple regression
analysis.

The results revealed that demographic factors, including age, educational level,
occupation, and monthly household income, significantly affected the purchase decision
process of credit insurance products at the 0.05 level of statistical significance. In addition,
marketing mix factors (7Ps), particularly product, price, people, process, and physical evidence,
had a positive and statistically significant influence on the purchase decision process. The
findings of this study can be utilized as guidelines for developing marketing strategies,
communication approaches, and service improvements to enhance customers’ purchase

decisions regarding credit insurance products in a more effective and sustainable manner.

Keywords: purchase decision, credit insurance, marketing mix (7Ps), Bank for

Agriculture and Agricultural Cooperatives
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