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ABSTRACT

This research aimed to study corporate image which has an impact on consumer’s
behavior to buy a life insurance through Bangkok Bank Public Company Limited in Pathum Thani
Province. The samples were 400 customers who bought life insurance through Bangkok Bank
Public Company Limited in Pathum Thani Province.

A questionnaire was used as a tool for data collection. Descriptive statistics used for
analysis were frequency, percentage, mean, and standard deviation. Inferential statistics used to test
independent value of two sample groups was Independent Sample t-test. One-way ANOVA was
used to analyze sample in more than 2 groups and LSD and Multiple Linear Regression were used
to analyze different pairs.

The study results were found that most respondents were female, 45-59 years old,
married, hold a Bachelor’s degree, employed in private company with a monthly income of 20,001-
35,000 baht and average saving at 10 percent per month. They agreed that the most influencing
factor of corporate image for customers to buy life insurance through the bank was interpersonal
communication. The hypothesis was tested and found that the different personal factors influencing
different decisions on buying life insurance were age, income, and saving money. When relation
was analyzed, it was revealed that corporate image had an impact on the decision to buy life

insurance through the bank.

Keywords: corporate image, decision to buy life insurance
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