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Abstract

The objectives of the research entitled “Marketing Mix Factors Affecting Decision
Making to Study in Private Higher Education Institutions of Students in Bangkok
Metropolitan Areas” were: 1. to study individual factors of students affecting decision
making to study in private higher education institutions in Bangkok Metropolitan Region
and 2. To study marketing mix factors affecting decision making to study in private
higher education institutions in Bangkok Metropolitan Region. The population used for
the study were 400 first year undergraduate students of the Faculty of Business
Administration enrolling in the first semester of academic year 2013 in nine private
higher education institutions in Bangkok Metropolitan Region. The institutions were
chosen by two stages selection, Firstly, selecting universities. Secondly, selecting of
students. The data were collected through questionnaires. The results of the study found that:

1. Students of the medium sized private universities were mostly women with
moderate grade point average. The most occupation of their parents was in business/
independent occupation. Most of their parents graduated under a bachelor degree,
earned 20,001-50,000 baht a month, and still had 1-2 family members studying in schools
or higher levels.

2. The significance of marketing mix factors affecting decision making to study
in private higher education institutions in Bangkok Metropolitan Region was in a high
level. When considered in 4 aspects of marketing mixed factors, they all were in a high
level, but the highest one was product, followed by distribution, price and marketing
promotion respectively.

3. In decision making to study in private higher education institutions in Bangkok
Metropolitan Region, the majority of samples were studying in Marketing and their reason
to choose this field was to improve their life-quality. The most influence in choosing the
education institutions was their own selves. Students made decision to study in
a particular institution when they were studying in Mathayom 6 or vocational certificate
level. The fields of study chosen should provide an opportunity to employment after
graduation. The location of education institutions was not a main factor in decision

making, but preference and available accommodations played an important role.
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4. From the hypothesis, individual factors of undergraduate students; parents’
or guardians’ occupation, education background, monthly income, had a relation with
decision making to study in private higher education institutions concerning education
fund. Factors concerning product, distribution and marketing promotion did not relate
to students’ decision making, but factors in marketing promotion had relation with fields

of study and influential persons in choosing education institutions.

Keywords: Marketing Mix Factors, Private Higher Education Institutions, Selection
Behavior of Institution
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