d a a a [ £y e‘a" 1 1
FoFoamduadase BVBNATDINAYNTNITAAIALAL NN NWAITIAHARDNTS

Andulateussiuiinvesnguiiauidealuimindese

¥ o =P a
ofjideu A3u1 ledy
NANgMs UIMSTINUMTUAR (UIM555AR)
¢ LN 4 v U a
9191583 HYI8MEansa15e aTinveud Jeila

[V
v A

N15IUASINI

'
v a a 1

nnUszasd (1) wednwdaduaunagnsnisnainiinason1sae

a a

Useiudinlunquiaawiea uaz (2) WeAnwinmanuwaluseiudinNinasnen1sie
UsgiuBinlunguiaiawilea lnemsnudeyaainnguitegrsfiaauiuaniivse fudialy
i@y 910U 394 au a3 esdef ldsiumudeyaiiuwuuasuniug alivin

A153LAS1EUTUA F9AATIZYoUAlAelT AR INTTUUWNDBSUNE ANAIUD Seuay

Y kY

Anadey drudsavuiasgiulunisdnaueranisidouaslinisiinssianasenauly

NSVAFRUALLAFIUNNTIVY

HANTILNUT BvEnavetnagnsnIsataiidmarensanaulateuseiudinves

naudaauillea LA ANudeInIsveuslnAwazAIUNsaoas deranan1s¥euseiu

o w

Na I a ~ Y] aad Y] d' Y cal 1
SU'JWIUﬂQllllaLaULuUa@ﬂqﬂﬂiugaqﬂ@lwqﬂﬁﬂmw U 0.01 Iu%mzwmwaﬂwmmmmama

Y
U a dgj U aa U a = ¥ U ¥ L 14 a 4
nsAnduladeusyAua ATDNNGRUUALAULUYR Toun aulinada LazNIITUIAINEUAN

Y LY

1 ! dy v aa A IS i IS o w aada
aqwamami%ﬂizﬂumﬂuﬂqmaLauLuEJaaEmquJm unsananIzay 0.01

(J U v aa (3 v § a ]
ﬂ']é"lﬂful U3enuie, NAYNTNIINGN, NTNANTI, UALAUIULS



Independent Study Title Influence of Marketing Strategies and Images on

Millennials’ Purchase Decisions of Life Insurance

in Chiang Rai
Author Karina Aizawa
Degree Master of Business Administration

(Business Administration)

Advisor Asst. Prof. Dej-anan Bungkilo, Ph. D.

ABSTRACT

The purposes of the research were twofold: (1) to study the factors of
marketing strategies that affect the purchase decisions of life insurance among
Millennials, and (2) to examine the image of life insurance that influences these
purchase decisions. Data were collected through an online questionnaire from 396
respondents. The tool used in the research was an online questionnaire. The data
were analyzed using descriptive statistics such as frequencies, averages, and
standard deviation to present the research results, and multiple regression analysis

to test the hypotheses.

The results indicate that the influence of marketing strategies on Millennials
decisions to purchase life insurance includes consumer needs and communication.
These two factors affect the purchase of life insurance among Millennials with
statistical significance at the 0.01 level. Additionally, the image factors that affect

the decision to purchase life insurance among Millennials include trust and



perception of the brand, and these factors also affect the purchase with statistical

significance at the 0.01 level.

Keyword: Life Insurance, Marketing Strategy, Image, Millennia

(6)



