15ATUINSEINIYAAINNTTY
U7 3 adui 2 nsngIAY - SuAY 2564

NaYNSNITAeETIANUlYUIvRIgINAUIAUTIN
Ja¥ad ainesml*
UNAngD

msnwadeilifnguszasdied 1) Wefnwissduanudidguestiadedumsiaumagsia
Frunguntiang duunummiing dun1sius uasdumste 2) WewFeudivundusogeiinerh
Usgiufinussvazaumind fussiuiinUssiamaasndn Jsvansfeyanafiaeviuseiudinuay
arfsaglulnngunnumIuas 91uU 400 Aaege wundudvinuseiudiauuunaendnidiuaug 200
Mog1e waghviseiudiinuuvaraunswddiuau 200 Aeege AmgTsnsdudiegauuududey uay
Ainneideyafoaifriade Amdmudsauuinnsgu azadfvadeu (ttest)

nansIdenUdn seRuaudRyveanagnsnisaieassinulavanvesgsialseiudinile
FuunauUsznnveslseMuialunmsudiauwandieiy eg1ad dudduniadffiszsu 0.05 Tng
UsgAudinUszianazaunsnd ianudraglunimsinuinninusedudinussinnaaendnes 19l

v o w a

WedAyneadiinsedu 0.05 AnTUNaNITIATIERALLANANYDINAENENTETATIANUlIYAN VDY

a

g3faUsEiudInduunmuUssvvesUseiudinsenulawn aun1simuIviegsie sungutvane

e o

v

AIUUNUIMVINT MUN55U3 AunsgenuImnauianuuansivegelideddgyisedu 0.05 lay
nnauUsEiudinUssinnazaunsndlinnudAgauinninuseiudinUssinnnasndnegedl dod Ay
MeEDFANTEAY 0.05

AdnARy: N1savasIAnulava s3faUsyiudin nagns

*HAIBAIANT1ASE A1UUTINSTIRAgRavnTSLaLlaTaRAng AurUIMITEINg
1MIngaemalulainsrand mTEUATMNeINe RSB
AinusUsTauau ns.098-561-4296 Bua: nilawan.s@fba.kmutnb.ac.th

71



Strategies of Advertising Creativity for Life Insurance Business

Nilawan Sawangrat*
Abstract

The objectives of this study were as follows 1) to study business development factors.
target group role perception and purchasing 2) to compare the relationship between business
development factors target group role perception In terms of purchasing, the population
consisted of general individuals who had used life insurance services and lived in Bangkok, a
total of 400 samples, divided into 200 samples of life insurance insurers and 200 samples of
savings life insurance insurers. Standard deviation and statistical comparisons between the two
sample groups.

The results showed that the importance of the strategies of advertising creativity of life
insurance business when classified by type of life insurance in general is different. The statistical
significance was at the 0.05 level. Accumulated life insurance was more important than life
insurance at statistical significance at the 0.05 level. Classified by type of life insurance, each
aspect is business development target group role perception In terms of purchasing, it was
found that all aspects were significantly different at the .05 level. All aspects of savings life

insurance were more important than life insurance at statistical significance at 0.05 level.

Keywords: Advertising Creativity, Life Insurance Business, Strategies

*Assistant Professor of the Department of Industrial Business and Logistic Administration, Faculty of Business
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