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Abstract

This independent study aimed at understanding the decision marking process of consumers
towards selecting Chinese language programs in Bangkok. Sample of this study were specified to 420
students in the age of 15 years old or older studying Chinese language in private Chinese language
institutes in Bangkok. Questionnaires were used as the tool to collect data and data analysis was
conducted by the use of descriptive statistics: frequency, percentage and mean, Chi-square Test for
different age groups, and the Analysis of Variance: ANOVA determining the confidence intervals at
95%.

The findings presented that most respondents were female undergraduate students in the age
of 21-25 years old. Their budget to be spent for Chinese language program was found between 5,000-
10,000 Baht.

The results of the study on decision making process of consumers towards selecting Chinese
language programs in Bangkok were shown as follows.

In the stage of Problem recognition, the respondents decided to study Chinese language
because they believed that in the near future, Chinese language would be important language
comparable to English. They spent 1-3 months to make the decision to study Chinese language

program. Their reason in studying the Chinese language was mentioned to the necessity to use it.



In the stage of Information search, it was found that the first channel where the respondents
search for the information of Chinese language schools was Internet; followed by personal channel
like friends or relatives. They spent 3-6 months in searching for information of the schools.

In the stage of Evaluation of alternative, most respondents evaluated all alternative factors of
Chinese language programs at high level. Hereafter were shown the top elements of each factor being
evaluated at the high level. In product factor, the top element was for the good textbook. In price
factor, the top element was for the appropriate tuition fee comparing to the course of study. In place
factor, the top element was for the location near accommodation or workplace. In promotion factor,
the top element was for the free-trial session. In registration process factor, the top element was for
the availability of website for customers to search for information. In people factor, the top element
that the respondents ranked the highest level of importance on was the teacher with the good teaching
technique. In physical evidence factor, the top element that the respondents ranked the highest level
of importance on was the classroom atmosphere that was wide, airy and clean.

In the stage of Purchase decision, the majority decided to select Chinese language institute by
considering the course of study and its tuition fee between 5,001-8,000 Baht.

In the stage of Post-purchase behavior, the respondents satisfied with the following
marketing mix factors of the selected Chinese language institute at high level: people (teacher),
product (course of study), place, price (worthiness of the tuition fee), physical evidence (atmosphere
of the institute), promotion, and process of course application.

Regarding the recommendation of the selected institute to fellows or other interested people,
the respondents would certainly recommend it to others.

In addition, the findings presented that the decision making towards Chinese language
programs in the following stages: Problem recognition, Information search and Purchase decision did
not have difference in statistical significance according to age groups; but the Evaluation of

alternative stage did.



