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ABSTRACT

The purposes of the research “sales communications in digital age influencing
purchasing decisions of insurance through Siam Smile Broker (Thailand) Co., Ltd.” are 1)
to study demographic characteristics involving sales communications in digital age,
which affect consumer purchasing decisions of insurance through Siam Smile Broker
(Thailand) Co., Ltd., 2) to study sales communications in digital edge that influence
purchasing decisions of insurance through Siam Smile Broker (Thailand) Co., Ltd., 3) to
study the marketing mix that affects consumer purchasing decisions of insurance through
Siam Smile Broker (Thailand) Co., Ltd., and 4) to study the integrated marketing communications
that affect consumer purchasing decisions of insurance through Siam Smile Broker (Thailand)
Co,. Ltd.

According to this study, with 400 samples collected through the consumer
satisfaction surveys and analyzed by frequency, percentage, mean, and standard deviation,

and the hypothesis tested by T-test, One-Way ANOVA, and multiple regression analysis.
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It was found that the different demographic characteristics did not affect consumer
purchasing decisions of insurance through Siam Smile Broker (Thailand) Co., Ltd. However,
the consumer purchasing decisions of insurance through Siam Smile Broker (Thailand)
Co., Ltd. were influenced by sales communication and consumer in digital edge through
Line application and e-book, the marketing mix: product, price and promotion, and the

integrated marketing communications: advertising, sales promotion and event marketing.



