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ABSTRACT
176052
The objectives of this independent study were to view marketing mix factors
affecting the consumer decision in selecting Japanese language institutes and to study consumer
behavior in selecting Japanese language institutes in Mueang District, Chiang Mai Province.

The data was collected from questionnaires completed by 210 consumers from 6
Japanese language institutes in Mueang District, Chiang Mai Province. Convenient sampling was
used and the collected data was analyzed by using the descriptive statistics: frequency, percentage
and mean. The study results were as follows:

The services marketing mix factors affecting the consumers in selecting Japanese
language institutes at the high important level were people, physical evidence, processes, product,
place, and price while promotion was at the moderate level.

Concerning service behavior of the respondents, the main reason for studying
Japanese was the realization of the importance of the Japanese language. Moreover, the most
popular course among the respondents was basic Japanese. Most respondents preferred studying
Japanese at their present Japanese language institutes and made their own decisions when they
selected their Japanese language institute.

The respondents, mostly students, tended to take the advanced Japanese course and

would like to continue studying at their current Japanese language institute.





