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ABSTRACT

The purposes of this research are to study 1) Influence of service marketing mix factors affecting pet
humanization on purchasing decisions for pet insurance in Bangkok and 2) attitudes affecting pet humanization
on purchasing decisions for pet insurance in Bangkok. This study uses a questionnaire to collect information
from the group of pet owners (A case study on dogs and cats) comprising 384 people reside in Bangkok. The
statistics applied in data analysis include analyzed percentage, mean, standard deviation and multiple
regression analysis at 0.05 level of significance. The research finds that the overall level of service marketing
mix factors, attitudes and purchasing decisions for pet insurance in Bangkok is high. Hypothesis results reveal
service marketing mix factors including product, price, promotion, people, physical, and presentation that have
a statistically significant influence on the pet insurance purchasing decision process. Attitudes factors including
affective, cognition, and behavior that have a statistically significant influence on the pet insurance purchasing
decision process.
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AUTDINWNITIATINUNY (Xs) 0.057 0.069 0.060 0.819 0.413
AWNITRILRINNITANG (X,) 0.255 0.076 0.219 3.373 0.001*
AUYAAR (Xs) -0.326 0.092 -0.292 -3.543 0.001*
MWNLATWUAZNIITNLEWD (Xg) 0.236 0.085 0.212 2.785 0.006*
MWNIZUIBMT (X,) 0.051 0.094 0.048 0.537 0.592

R = .423, R? = 179, Adjusted R? = .164, SEg, = 0.781

*p<.05
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M1379N 2 LLﬁ@lGNﬂﬂ'ﬁ?Lﬂi’]Z%ﬂ%"ﬂUﬂﬂ%ﬂ@]‘ﬂllE]“/l'ﬁWﬂ@]aﬂiZ:‘]J’Juﬂ']i@]@l@%l’ﬂ‘]jﬂ
b

NAKAG SE B t Sig.
dnsil 0.888 0.185 4.808 0.001*
FUANNIEN (X,) 0.229 0.059 0.197 3.857 0.001*
duanag anudila (X)) 0.223 0.058 0.216 3.819 0.001*
MWW ANTIN (X3) 0.308 0.042 0.373 7.424 0.001*
R = .681, R? = .464, Adjusted R? = .460, SE = 0.627

*p<.05
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