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Abstract

This study aims to examine employees’ perceptions of life insurance agents’ sales
skills, integrated marketing communication (IMC) strategies, and their intention to purchase life
insurance. It also investigated the influence of personal factors, sales skills, and IMC on
purchase intention. A quantitative survey was conducted with 400 employees using
questionnaires. Data were analyzed using mean, percentage, standard deviation, and multiple
regression analysis. The findings indicated that both sales skills and IMC strategies were rated
at a high level. Personal factors such as age, education, income, and department did not
significantly affect purchase intention. Among sales skills, persuasive communication and
product knowledge had the most significant influence. In terms of IMC, personal selling had
the strongest effect, followed by direct marketing, event marketing, and advertising. Public
relations and sales promotion showed no significant impact. These results highlight the
importance of communication-based strategies and agent capabilities in influencing life

insurance purchasing decisions.
Keywords: Purchase Intention, Sales Skills, Integrated Marketing Communication (IMC)
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