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Abstract

Research Title: The Influence of Brand Image on the Insurance Customer’s Loyalty to MJ
Broker Insurance Co., Ltd.

Researcher: Mr. Sornthanat Phonsuwan Sabyeroop Student ID 6314122032

Degree: Master of Executive Business Management

Research Advisor Poramet Boonnumsiri Ph.D.

Academic Year: 2021

The objective of this independent study is to analyze whether 1) personal factor of the
Insurance Customer has influence on loyalty to MJ Broker Insurance Co., Ltd. and 2) brand
image has influence on the insurance customer’s loyalty to MJ Broker Insurance Co., Ltd.
The total number of respondents are 385 insurance customers. The statistics used for data
analysis consist of frequency, percentage, mean, standard deviation, t-test, F-test (Analysis
of Variance: ANOVA) and multiple linear regression.

The study shows that most insurance customers are male aged 31-40 years old at 50.7 %,
Single at 40.7%, bachelor's degree or equivalent at 56.7%, Profession of Businessmen at

32.7%, and average earnings of 30,001-50,000 Baht at 43.3%

The study, in terms of influences from personal factors, shows that main factors are gender,

age, education level, and earnings.

The study, in terms of influences from brand image, shows that main factors are meaning,

response, and resonance.

Keywords: Brand Image, Loyalty to the Company, and Mandatory and Non-Mandatory Car

Insurances.
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