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FACTORS AFFECTING THE DECISION TO BE INSURED SECTION 40 OF SELF-EMPLOYED PEOPLE
IN THE NONG KHAE DISTRICT SARABURI PROVINCE
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Abstract

The objectives of this research study are to 1) study the decision-making behavior of
becoming insured under Section 40 of self-employed people; In the Nong Khae District area
Saraburi Province 2) study personal factors of section 40 insured persons who are self-employed.
In the Nong Khae District area Saraburi Province 3) study the marketing mix factors of Social
Security Section 40 in the Nong Khae District area. Saraburi Province 4) study the marketing mix

that affects self-employed people's decision to become section 40 insured.
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In the Nong Khae District area Saraburi Province This research is a quantitative research. Using a
questionnaire as a tool to collect data. The sample group was Section 40 insured persons in the
Nong Khae District area. Saraburi Province, 386 cases. Descriptive statistics were used to analyze
the data, including percentage, mean, and standard deviation. Test the hypothesis and report
results with inferential statistics. Using Peirson's correlation coefficient formula. and multiple
regression analysis. The research results found that 1) decision-making behavior to become a
Section 40 insured overall was at a very high level. The side with the highest mean value was the
purchasing decision side. 2) Demographic factors were not related to the decision to become a
Section 40 insured. 3) The overall market mix of Social Security Section 40 is at a very high level.
The area with the highest average value is the distribution side. 4) A study of marketing mix factors
affecting the decision to become a Section 40 insured found that all 7 aspects of the marketing
mix have a positive relationship with decision making. is insured under Section 40 with a correlation
value of .621 There are 4 aspects that are related to decision making: price, product Process and
personnel aspects And the relationship between the marketing mix that affects the decision to
become a Section 40 insured was found to have a positive relationship with statistical significance
of .05, indicating that there is at least one independent variable that is accurate. In predicting or
influencing the dependent variable 60.4%, the remaining 39.6% was due to the influence of other

variables.
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