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Abstract

The objectives of this article are (1) to study the level of opinions of the marketing mix influencing
to the decision to study for a Master's degree in an MBA student. Ramkhamhaeng University (2) to find the
relationship between the marketing mix that influencing to the decision to study for the Master's degree
program Ramkhamhaeng University and (3) to determine the factors of marketing mix that influencing to
the behavior in choosing to study in the Master of Business Administration of Master's degree students.
Ramkhamhaeng University The research model is a research method that combines research methods (Mix
Method Research). Ramkhamhaeng University (Bangkok area) The sample group was 361 master's degree

students in the Special Program, Master of Business Administration, Ramkhamhaeng University and 17

interviewees of insights from the interviews. (X = 3.66, SD = .651. 2) Marketing mix factor correlated with all
aspects of decision-making behavior. (R = .813, 3) The results of analysis of marketing mix factors. Influencing

decision-making behavior, including product factors Price factor Marketing promotion factor Personnel

2

factors and physical environmental factors (R® = .715). The location factor and process factors had no

influence on decision-making behavior.

Keywords: Marketing Mix, Factors influencing decision-making behavior.
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Uad81us1m1 (Price Factures) fiauduiusiunginssunisanduladendnuisendnans
UImsgsnaumyadinveatinnwuSyannuminendesuaiuns msiudanuduiusiesas 66.3
Insdianuduiusiunginssunisinaulasunissuitamiesas 47.7 sumsriuniudeyasesas
52.3 nunsUseiliunisdensesay 71.4 anunisdndulaiosas 54.9 AunISUTHEUNANEINIT
Anduladouay 57.2 JwenFuauuRgIUNITITY

Hadufuaniuil (Place Factures) fanuduiusiung@nssunisdnduladondnu b
nanansuImsgsiaumtadinvestinAnuusgainumiinedesiudiwns ansaudauduius
Seway 63.0 Wneilauduiusiunginssunisdndulasnunissuidaymsesas 56.0 A1UN1559UTW
Toyasoray 48.9 Mun1sUsuilumadensesas 51.8 Aunsandulasevas 58.0 MuUNTUTEEIUNG
nasnsdnauladouay 552 FeeusuaunfgIun1TIdL

U9dsa1un1sdeaiunisnann (Promotion Factures) inuduiusiunganssunisanaula
WenfAnwidendnansusmsgsiaumdnniavesinAnwuSyalnumInedusuaune 2wl
ANudNusTesay 70.9 Inelianuduiusiunginssunisanduladiunissuilymieeas 59.7
AIUNTTTIUTINVBYATREAY 67.0 Aun1sUsElumadeniaway 61.6 sunisandulaiesay 59.3
AunsUsEiunanasn1sindulaeay 55.8 JswousuanuAgIunTIvy

Jaduauymains (People Factures) finauduiusiunginssunisindulaidonfinw
AonangnsuIMISTINANMadinvastinAnwiUgalnumInedes A ansuilanuduiug
feway 75.4 lngllauduiusiunginssunisanduladiunissuidaymisesas 67.4 Aun1ssiusi
Joyaiouay 50.1 AunsUszllumadonsegas 66.8 Aunsandulaseuar 68.3 AunsUTEIUNG
ndansanduladoay 70.4 JweusuauNAzIUNITITY

Uad8a1unszuIung (Process Factures) inuduiusiunganssunisdnduladenfne
AonangnsuTMsssiaumUndinvesin@nwiUSy nuninedesiumiune ansaudanuduius
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Jadedudauindounianienn (Physical Evidence Factures) fianuduiusiungAngsy
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Y 9

a 1

A1319% 3 HavedevaNNAgIudITedIuUTEaNN1IIaIn INBVENadENgANTIUN SRRl

Independent B SE. Beta t Sig
Al 494 118 4.182 000
Uaduaunansdoua 128 041 143 3.101 .002
UadeausInn 131 032 164 4.070 .000
Hadeduanui 062 047 067 1.314 .190
Yadua1un1sdaasuAIun1ITnang 253 .038 287 6.726 .000
Uadesuymains 340 062 362 5.467 .000
Yadeaunszuaunis 063 052 076 1.214 226
PasduBaandouenienm -.084 041 -112 -2.049 041

R? = .715, F = 126.332, Sig of F = .000**
HaN1IVAdeUANLAgIUN1TITedadediulsraunisnatnniiansna denginssunisinaula

R? = 715, F = 126.332, Sig of F = .000** n15iidvdnavesinlsdase Jadvdiulszsaunisnana ¢e

Y

wUsungAnssunsandula wundadedmdssaunisnain wedanudadeduyrains 18nsna

a

§
aaan Anduderay 36.2 sesawnde Yadedunisduaiudiunisnainiidnsna Anluievay 28.7
Seuanude Jadesusa andudevay 16.4 arvudne Jasusundnsue andudovas 14.3 uas
Sreuinie Jadusudsnndeumsmennaniudosas - 11.2 dusaulsilifisnina fe Jasusu
anuil wazdadesunszuiuns

MnuamM e aunsadeudusunisiBadunsddaeil

Y = a+bl+x1l + b2+x2 + b3+x3 + bd+x42 + b5+x5 + b6+x6+ b7+x7

Y = fudsnnn (Wednssunsiindula), a = AR (ARAALNU y VBdUaINTS) = 494

bl = AduUsEavEanduUS = 128, x1 = fuUsdasy Jadosunansun

b2 = AduUsEANSANSURLS = 131, x2 = fuUsdase Jadudusien

b3 = ANduUsEANBANAUWLS = 062, X3 = FuUsdase Jasesuanui

bd = AduUsEAvEandUWUS = 253, x4 = FuUsdasy Jadesunisduasunisnain
b5 = AduUsTANSANSURUS = 340, x5 = fuUsdase Uadesuymains

b5 = ANduUsEANBANAUWLS = 063, x6 = FuUsdasy Jadesunsrurunis

v 6

b7 = ANEUUSLENTANEUNUS = -.084, x7 = AwUIDATE UITUAUFILINADUNIINIAN
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Pndumsatinaans aunsaldeuluaunisidunselaaed
Y (ngfinssunissindula) = .494 +.128 (Jaduaundnsdnet) + .131 (Jaduaundnsue)
+.062 (Jadunuaniui) + .253 (Yadearunisduasunisnaia) + .340 (Jdeauyaaing) + .063

(Ua38a1unsEUINNNT) -.084 (Y78 UAILINADUNINILATN)

aAUT1INANITIVY
J93druUszaNn15na1n Usenaunie Jadsnunaniue Jaseniusian Jaseniuaniud

a

Jaduaunisdaaiunisnain Jadeauymains Jadearunszuiunis wastadenudainaaunis

menm dulvgifisziumnudndiuveglussauuin (X = 3.66, S.D. = .615) Fadenndostunguives
55357 S3Tnylsaul (2546) N1l drulsgaunnanisnaind niugsnauinig (Service Marketing Mix)
Usgnause 7Ps liuA wandum 511 dosmnadadiming msduaiunismain yaains danndeung
MEAN waznIzUUNSU3NTS duluasdadlddulsyaunisnain 7Ps lunsivunnagnsnisnain
wazdaaenndasiuauiseves Purashraf Yasanallah, Bidram Vahid (2017) #nwni3es The Impact of
Marketing Mix Elements on Customer Loyalty for an Algerian Telecommunication Company
nande dauvszaumsnann 7Ps Wumuusddafiannsoneuausinuifeanisvesgnilsffigauas
dieidunsaiimnufianelasgnsdstuile TiussgausnivesgnAnidsensdnsg
ANuduRusTEieladedinlszaunisnainiungAnssunisdndula dnnuduius R= 813
A1 Sig.= .000** Jadudrulszaunisnaindunginssunisdndulatianuduiusedielidedfgnis
afAfsyu 0.01 aonndastunguiveaningn ssuuszana (2563) linanfunanfeifudiu
Uszaunisnarnindundesdioneniseaiaiisdes@aiunasiu faruddalidesluniitu was
Duinsedulunisadennudeanislundnsue vl ioliarunsonevaussanudosnisves
Whmnevnanisnanaldegnstaau uazaenndosiuauidoues nqwl] susde (2561) Anwiides
Yafodrulszaunienisnaiaiifinadonisinduladondnsueiavdiesasataainlutaun ve
fuslnAluAnsaymamuAs NnanThdLsEaLTINInaTn Foladasilefugiufitingsho iy
ussving1ulunisyiniseaialviugsia nedandannagnsnisnain 7Ps Usenausiy (1) nansie
AuAmEeuinig (2) AAuiuazuing (3) anuiidndming (4) Anssudaaiunisuie (5) yaains
VIBNTINAU (6) ANBAUENNNIEAMN Uag (7) NT2UIUNTIUAIUNITIANTS
JadsdusraunenmmainiidvinadsengAnssunsdnaula fudsidninadenginsu
nsiadula e 5§ eruildviwavesuusdase (R2= .715) Tnedadeduyaains T8vdna

AYARSPUAY 36.2 5998911 AB UaT8AUNISALESUAIUNITHANe JBNSwasosay 28.7 UJadusausian

Y 9

a ¥

aa YY) a o ¢ da a o v Y a Y a
J9nonasesay 16.4 Uaduaunaniae 48v5nasosas 14.3 warUadunudulinasun1eanignIn i
dSNaSeray 11.2 #8AAARINUIILITYVDY @BAAABINUINUIFLYBY Purashraf Yasanallah, Bidram
Vahid (2017) Anw1398t399 The Impact of Marketing Mix Elements on Customer Loyalty for an

Algerian Telecommunication Company Kan1539enui d@ulsvaunisnatn 7P's Wuduwusdfny
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