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Abstract

This independent research has the objective to study the factors affecting the
decision to purchase health insurance of Gen Y people in Bangkok metropolitan region.
The scope of the research and the sample is the population living in Bangkok and its
vicinity. Using an online questionnaire There were 400 samples. The statistics used
were means of means of mean and standard deviation, percentage (Percent),
independent sample T-test, one-way analysis of variance. ANOVA) and Multiple
Regression Analysis for hypotheses. Research covers personal factors including
gender, age, education level. Career and average monthly income Marketing mix
factors (4Ps) are product aspect, price, distribution channel. Sales promotion and
factors of using Integrated Marketing Communication include advertising, sales by
employees. Promotion News and public relations in direct marketing It assumes that
these factors influence the decision to purchase health insurance of Gen Y people in
Bangkok and its vicinity. The obtained data were analyzed for statistical results

according to the research objectives with a package program.

The results of this study found that Most of the respondents were female. By the
age of 28 to 32 years, of which 224 people, most of whom have a bachelor's degree.
Have a career as a private company employee and had an average monthly income of

30,001 - 50,000 baht, found that personal factors such as gender, age, education level,



occupation and monthly income did not affect the decision of buying insurance of the
Gen Y group. For the research results of marketing mix factor (4Ps), it was found that
product results and promotion aspects. It affects the decision to purchase health
insurance of different groups of Gen Y people. The results were found to be statistically
significant at level 0.05 and the research of factors of using Integrated Marketing
Communication found that sales using sales staff were Promotion News and public
relations It affects the decision to purchase health insurance of different groups of Gen

Y people. Statistically significant at a level of 0.05.

Keywords: health insurance, decision
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