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50252307 : MAJOR : EDUCATIONAL ADMINISTRATION
KEYWORD : MARKETING STRATEGY / DECISION

NUANCHAN SOMBATMANAPOL : THE MARKETING STRATEGY INFLUENCE THE
UNDERGRADUATE STUDENTS’ DECISION TO ENROLL CHRISTIAN UNIVERSITY. THESIS
ADVISORS : SARIYA SUKHABANIJ, Ph.D., ASST. PROF. PRASERT INTARAK, Ed.D., AND

SAMRERNG ONSAMPANT, Ph.D. 119 pp.

The purposes of this research were to find : 1) the marketing strategy, 2) the influence of the
undergraduate students’ decision to enroll Christian University, and 3) the marketing strategy influence
the undergraduate students’ decision to enroll Christian University. The instrument applied in this
research was a questionnaire concerning marketing strategy based on Kotler viewpoints and decision
based on Simon. The statistics used to data analyze were frequency (f) , percentage (%) , mean X) ,

standard deviation (S.D.), and stepwise multiple regression analysis were used in data analysis.

The findings revealed as follows :

1) The overall of the marketing strategy was considered moderate. The result showed that
the product dimension was high. The marketing promotion, the place and the price were moderate. As a
result found that the most important marketing strategies are product, the price, the place, and the
promotion respectively.

2) Influence the undergraduate students’ decision to enroll Christian University was at a high
level.

3) The marketing strategies which influence the undergraduate students’ decision to enroll

Christian University were the promotion and the product of statistic significance at 0.05

Department of Educational Administration Graduate School, Silpakorn University Academic Year 2009
Student’s Signature .............ooevveiiiiniiiieneennnn..

The Advisor’s signature 1. ...........ccoceeevvennn... 2 R TR



