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ABSTRACT

This independent study aimed at studying the of importance of service marketing mix
factors affecting customer decision towards purchasing life insurance via Bangkok Bank Public
Company Limited in Mueang Chiang Mai District. Samples of the study were 250 customers who
purchased life insurance via Bangkok Bank Public Company Limited. Questionnaires were used as
the tool to collect data and then the data were analyzed by applying descriptive statistics including
frequency, percentage, and mean.

The findings showed that most respondents were single females in the ages of 30
years old and below with Bachelor’s degree. They were employees of private companies with
monthly income of 10,000-20,000 baht. The majority of the respondents purchased life insurance
via Bangkok Bank in the saving category and currently carried only one insurance. The information
they learned about life insurance Bangkok Bank Public Company Limited offered was from the
bank officers. The purpose of purchasing life insurance was for saving purpose.

The results of the study on service marketing mix factors affecting customer decision
towards purchasing life insurance via Bangkok Bank Public Company Limited in Mueang Chiang

Mai District revealed that the respondents ranked servicing process factor at highest level and



ranked people, place physical evidence, product, price and promotion at high level, respectively.
Noted that they ranked place and physical evidence equally.

For product factor, the respondents gave the highest level to the top three sub-factors
as follows: bank stability, fame, and plenty of benefits from insurance, respectively.

For price, the respondents gave the highest level to the top three sub-factors as
follows: acceptance of credit card payment, appropriate insurance premium, and short period of
payment, respectively.

For place, the respondents gave the highest level to the top three sub-factors as
follows: accessible officer as well as convenient working days and hours, various payment
channels, for examples, bank counters, ATM machines, counters at Bangkok Insurance Co., Ltd.,
post offices, any counter services, and credit card, and the convenient location of the bank as well
as convenient and adequate parking spaces, respectively.

For promotion, the respondents gave the highest level to the top three sub-factors as
follows: call center services available, complete and easy to understand information, and useful
souvenirs, respectively.

For people, the respondents gave the highest level to the top three sub-factors as
follows: officers who always concerned about benefits to customers, officers with good and
pleasant personality, officers who always came up with advices and assistance when the customers
were in troubles, responsible officers and officers who always took care of customers, and
enthusiastic officers to provide service respectively.

For physical evidence, the respondents gave the highest level to the top three
sub-factors as follows: neat and clean place, pleasant atmosphere with modern, beautiful and grand
interior decoration and clean exterior.

For service process, the respondents gave the highest level to the top three sub-factors
as follows: correct, accurate and reliable operation system, sufficient number of officers to serve
customers, uncomplicated steps in purchasing life insurance, and quick solutions to customers’

problems.



