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Integrated Marketing Communication Factors that Influence the Decision Making in
Choosing English Language Institute in Bangkok Metropolitan Area.
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ABSTRACT

This research study is to investigate the factors influencing the decision
making in choosing English Language Institute in Bangkok Metropolitan Area. The
objections of this research are 1) To find out whether differences in demographic
factor influencing the decision making in choosing English Language Institution in
Bangkok Metropolitan Area. 2) To examine Integrate Marketing Communication
factors such as advertising and promotion influencing decision making process in
choosing English Language Institution in Bangkok Metropolitan Area. 3) To
examine Brand Image, Brand Loyalty and Trust factors influencing the decision
making in choosing English Language Institution in Bangkok Metropolitan Area.

The study is based in survey research using questionnaire to collect the
data from the target population of 400 people that live in Bangkok Metropolitan
Area. In order to analyze data, both descriptive statistics such as the frequency, the
percent frequency, the mean, the standard deviation and inference statistics
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particularly the t-test statistics and the F-test(One Way Anova), Multiple
Regression Analysis (MRA) are applied in this study at the significant level of 0.05.

The results from this descriptive statistics suggest that most of the
respondents are female and unmarried. The ages are 35 years old and older with
highly education level at bachelor degree. Most are working in private companies
having average income between 15,000-25,000 baht per month.

From the study, the difference in gender and education influences the
decision making in choosing English Language Institution Bangkok Metropolitan
Area. Also, the Brand Image aspect and Trust aspect are found out to be factors
influencing the decision making in choosing English Language Institution in
Bangkok Metropolitan Area.

KEYWORDS: DECISION MAKING PROCESS, ENGLISH LANGUAGE
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