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The three objectives of the study were 1) to find out the attitude toward life
insurance of the students in the School of Social Development, National Institute of
Development Administration, 2) to identify the background variables related to the
student’s attitude toward life insurance, and 3) to examine the situational variables (i.e.,
knowledge and understanding about life insurance, acknowledgement of news about
life insurance, and motivation in buying a life insurance policy) that were related to their
attitude toward life insurance.

The data were collected from 150 graduate students in the weekend program
offered in Bangkok of the School of Social Deveiopment, NIDA. The questionnaire used
to gather the data consisted of § parts : 1) background of the respondents 2)
measurement of the knowledge and understanding about life insurance, 3)
measurement of acknowledgement of news about life insurance, 4) measurement of
motivation in buying a life insurance policy, and §) measurement of the attitude toward
life insurance. The content covered three dimensions : life insurance companies, life
insurance policies, and life insurance representatives. The third, forth and fifth parts
were tested for their reliability. The reliability of each was .80, .87 and .96, respectively.
The statistics for data analysis were percentage, mean, standard deviation, t-test, One-
way Analysis of Variance, and Pearson’s Product-Moment Correlation.

The findings were summed up as follows :

1. Most of the respondents (55.3%) were female. The average age was 36.7

years. About 58.0 percent were single (including those who were divorced and had no
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children). About 40.4 percent were government officials. About 38.0 percent had a
private income of 10,000-20,000 baht. About 32.9 percent had a family income of lower
than 40,000 baht. About 26.3 percent had 5 or more family members. And about 77.3
percent had an experience in buying a life insurance policy.

2. The overall attitude of the students toward life insurance was moderate. Al
the dimensions were found to receive a moderately positive attitude too. The highest
mean belonged to life insurance companies, followed by types of life insurance policies,
and life insurance representative, respectively.

3. The background variables, i.e., sex and experience in buying a life insurance
policy, were found to be significantly related to their attitude toward life insurance. That
is, the male students had a better attitude toward life insurance than the female ones. In
addition, the students who had an experibence in buying a life insurance policy had a
better attitude toward life insurance than those who had no experience.

4. The situational variables, i.e., acknowledgement of the news about life
insurance and motivation to buy a life insurance policy were significantly related to the
attitude toward life insurance. That is, the more information the students got, the better
their attitude toward life insurance. Next, the higher the motivation the students had, the
better the attitude toward life insurance.

The following recommendations were made to create a good attitude of people
toward life insurance. 1) The life insurance representatives should be trained to be
good salespersons and they should be honest to the customers. 2) A variety of life
insurance policies should be available to respond to the needs of all groups of
customers. 3) The after-sale services should be increased. Also, the service should be
speedy to impress the customers. 4) All sorts of public relations should be used to
enable people to realize the advantage of buying a life insurance policy. Especially, the
target should be women and those who have not bought any life insurance policy

before.



