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ABSTRACT

This study aimed to discover the effect of marketing mix factors and integrated
marketing communication (IMC) on students’ decision making towards studying in the degree of
Master of Business Administration (MBA). The sample was Thai citizens whose residence was in
the 50 areas of Bangkok and who used to or were currently studying in an MBA program. The
sample size was 400, calculated from the Cochran (1977) formula with a precision of 95% and
an error rate of 5%. A questionnaire was applied as the research instrument for data collection.
The statistical analysis included descriptive statistics and multiple regression. The findings
revealed that 57% of total variance was explained by the students’ decision making toward
studying in MBA by marketing mix factors and integrated marketing communication (IMC). The
results demonstrated that the marketing mix included product (B = 0.294), price (B = 0.129),
physical evidence (B = 0.155) and process (B = 0.176), and that integrated marketing
communication consisted of advertising (B = 0.084). Both these factors significantly impacted
on the Bangkok students’ decision making toward studying in the degree of Master of Business

Administration (MBA).

Keywords: marketing mix factors, integrated marketing communication, IMC
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