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ABSTRACT

The objectives of this research are (1) to study the decision-making behaviors in choosing to study
the MBA program of master’s degree students of Ramkhamhaeng University (2) to compare
between the personal factors and the decision-making in choosing to study the MBA program of
master’s degree students of Ramkhamhaeng University. The research applied the Mix Method
Research, which are the Quantitative Research approach combines with the Qualitative Research,
by studying 361 samples in Quantitative Research, and studying 17 samples in Qualitative
Research. The samples are students of the master’s degree students program of Ramkhamhaeng
University and those who are graduated. For the 361 samples were used the questionnaires to
collect data and analyzed by SPSS program. Descriptive statistics were frequency, percentage,
mean, standard deviation. The inferential statistics were t-test (Independent), One Way ANOVA,
Pearson Correlation, and regression. Descriptive statistics were frequency, percentage, mean,
standard deviation. The inferential statistics were t-test (Independent), One Way ANOVA, Pearson
Correlation and Regression. The information obtained from in-depth interviews in the Quantitative

Research, were used to discuss the results of the research findings.

The results show that (1) the opinion level of the overall marketing mix factor was at a
high level. X =3.66, S.D. = .651 (2) The difference between personal factors and the decision-
making behaviors in choosing to study for MBA program of master’s degree student of
Ramkhamhaeng University, the personal factors of gender, level of job grade and average
income/month are different. And there are 2 personal factors, which are the personal factor of Sex

and Education Level, are not different.

Key words: Marketing Mix (7Ps), Making Decision
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