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This thesis investigates how differences in the demographical
characteristics of selected Bangkok Metropolis viewers of Thai Life Insurance
Company Limited advertising movies affect purchasing decisions regarding
life insurance policies. Also considered are the content and the presentation
techniques of these movies insofar as they affect these purchasing decisions.
Finally, taken into account are the relationships between these movies and the
purchasing decisions made by viewers in regard to life insurance.

The sample population consisted of 400 holders of life insurance policies
who had viewed the advertising movies of Thai Life Insurance Company Limited.

The members of the sample population were all twenty years of age or older
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and were domiciled in Pathum Wan district, Bangkok Metropolis. A survey
in this connection was conducted at Ma Boon Krong Shopping Center, Siam
Square, Siam Paragon, Siam Discovery, and Central World.

The researcher delimited the scope of research by attending only to five
movies made by the company. These movies are entitled Everlasting Love,
My Son, Peace of Mind, My Girl, and Marry Me. These movies were selected
because the viewers well remembered the stories told in them. In addition, the
conceptual apparatus of the advertising purveyed in these movies were useful
n helping to construct a good image of life insurance company representatives.

As an instrument of research, the researcher utilized a self-administered
questionnaire.

Techniques of descriptive statistics used in the analysis, formulation
and tabulation of the data collected were frequency, percentage, mean and
standard deviation. Additionally, the techniques of t-test and one-way
analysis of variance (ANOVA) were also employed for testing purposes. The
method of least significant difference (LSD) multiple comparison was used in
cases in which differences were found to be at a statistically significant level.

Findings are as follows:

Viewers who were holders of life insurance policies and who differed
in the demographical characteristics of gender, age, educational level,
occupation, marital status, monthly income, and number of family members

also concomitantly differed in regarding to life insurance purchasing decisions.
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In addition, respondents who differed in the degree to which they liked
the advertising movies and the degree to which they liked the movies because
the stories told in the movies were easily recalled also differed in respect to
life insurance purchasing decisions. Moreover, those who differed in emotional
responses to movie contents were also differentially affected in life insurance
purchasing decisions.

Also affecting life insurance purchasing decisions were the factors of
interesting presentation techniques in the movies, presentations of accurate
content, an appropriateness in graphics used in the movies, an appropriate
length for the movies, as well as appropriate uses of lighting, color and sound.

The finding that the advertising movie My Son affected the life insurance
purchasing decisions of the viewers was congruent with the set hypothesis
postulated for this thesis.

It was also found that overall the advertising movies and the purchasing
decisions of the viewers were positively correlated. When considered in each
aspect, it was found that the advertisements in various types of media, namely,
television, radio, and newspapers, were also positively correlated with life
insurance purchasing decisions.

The roles played by performers were additionally determined to be
positively correlated with life insurance purchasing decisions. Finally, at the
statistically significant level of .05, affects of the life insurance advertising

slogan “We take care of Thai life” was found to be positively correlated with

such purchasing decisions.





