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Abstract

The study aimed (1) to compare personal factors affecting decision-making for casualty insurance
agents (2) to study the relationship between internal factors and decision-making for casualty insurance
agents, and 3) to study internal factors affecting decision-making for casualty insurance agents.
The sample consisted of 120 casualty insurance agents from 4 groups in Ubon Ratchathani province
such as (1) 20 casualty insurance agent managers (2) 40 car dealers (3) 50 managers of smog emission
check stations, and (4) 10 local financial brokers. A questionnaire was the instrument for collecting
data. The statistics were percentage, mean, standard deviation, independence two sample t-test,
the Analysis of Variance (ANOVA) - F-test, Pearson’s Product Moment Correlation Coefficient, and
Multiple Regression Analysis. The results reveal that most of the participants are female, between
31-40 years old, single, hold a bachelor’s degree or higher, are career employees, and have an
average monthly income of between 10,001 and 20,000 Thai Baht. They also have work experience
as a non-life insurance representative. The results of hypothesis test shows that personal factors
do not affect decision-making for casualty insurance agents in the same way. All internal factors
are significantly related to decision-making of being casualty insurance agents at the statistical level
of 0.01. Moreover, internal factors such as product, brand value, sales promotion and team reliability
significantly affect decision-making of casualty insurance agents at the statistical level of 0.05,

but casualty insurance prices do not affect decision-making for casualty insurance agents.

Keywords: internal factors, decision, insurance
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