
 FACTORS POSITIVELY AFFECTING CHINESE STUDENTS’ LOYALTY 

TOWARDS THAI UNIVERSITIES IN BANGKOK 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



FACTORS POSITIVELY AFFECTING CHINESE STUDENTS’ LOYALTY 

TOWARDS THAI UNIVERSITIES IN BANGKOK 

 

Xiaoyun Luo 

 

 

This Independent Study Manuscript Presented to 

The Graduate School of Bangkok University 

in Partial Fulfillment 

of the Requirements for the Degree 

Master of Business Administration 

 

2016



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

©2016 

Xiaoyun Luo 

All Right Reserved 

 





Xiaoyun, L. M.B.A., July 2016, Graduate School, Bangkok University.  

Factors Positively Affecting Chinese Students’ Loyalty towards Universities in 

Bangkok. (93 pp.) 

Advisor: Penjira Kanthawongs.  

ABSTRACT 

 The research was the study of the factors positively affecting Chinese 

students’ loyalty towards universities in Bangkok, with independent variables of 

financial and job-market factors, intrinsic factors, referents, facilities and services 

factor, ways of communication, advertising, the satisfaction factor, price, and loyalty. 

The researcher targeted Chinese students who had used to study or were studying in 

Bangkok as university students. The 300 usable questionnaires were received from the 

Chinese students. The researcher found that facilities and services factor (ß=0.434), 

advertising (ß=0.245), the satisfaction factor (ß=0.226), the referents (ß=0.174) were 

tested to be positively affected the Chinese students’ loyalty at 0.01 level of 

significance, explaining 91.30% of influence toward the loyalty. 

 

Keywords: Chinese students, students’ loyalty, universities in Bangkok. 
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CHAPTER 1 

INTRODUCTION  

Factors positively affecting Chinese students’ loyalty towards universities in 

Bangkok will be mainly introduced in this chapter. First all, the whole study will be 

introduced by researcher, focused on Chinese students in universities in Bangkok, and 

then, followed by the statement of problem and research objectives. At finally, 

researcher will discuss about the scope and the limitation of this study. 

 

1.1 Background   

         Rapid economic growth in Asia has been a main cause of the growth of trade in 

education as Asian countries have proved the importance of education in accelerating 

economic growth (Education in Thailand, 2016). Development continues to fuel 

Asia’s demand for education. The demand for higher education will continue to grow. 

Governments across the region welcome trade in education intended for higher 

quality education and greater choice of studies. It's well known to the world that the 

Chinese economy is growing by leaps and bounds. One by-product of this financial 

success has been the recent long march of Chinese students towards international 

educational (Education in Thailand, 2016). 

         According to China’s one-child policy, it has drastically increased the spending 

power of the average household affording to pay for their children education. Sending 

a child to study abroad is a popular trend for Chinese families and the demand of 

Chinese students studying abroad has been consequently driven by rising incomes for 

their families. 

         Statistics show that year 2015, most Chinese students studying abroad who 

finished their studies chose to return home to pursue their career goals. In 2007, 

among all Chinese students who studied abroad (over 144,000), about 44,000 returned 

home after they finished their studies (Education in Thailand, 2016). However, at 

least 400,000 of the about 523,700 overseas students who graduated by 2015 have 
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returned to China. The fact that not all Chinese graduates can guarantee a decent job 

does not necessarily mean overseas higher education is not worth pursuing. Many 

Chinese students are still inclined to apply for overseas universities for further 

education, because they believe that studying abroad is a worthwhile investment that 

will benefit them greatly in the near future (Education in Thailand, 2016). Apart from 

the unbalanced allocation of quality educational resources, students' higher 

expectations of college education as a springboard for their future have also fueled the 

studying-abroad fervor in the country. They pursue not only good jobs and decent 

salaries after graduation, but also opportunities to improve their English and way of 

thinking, as well as expanding their academic horizons while in college (Education in 

Thailand, 2016). In this sense, overseas education's attraction to Chinese students 

should prompt the country to make concrete efforts to expedite education reform. 

        The world’s leading study abroad market registered another year of strong 

growth in 2014. The number of Chinese students abroad was up sharply over 2013, 

and the enrolment of overseas students in China grew as well, albeit not as quickly 

(Education in Thailand, 2016). Of particular note, the trend towards younger Chinese 

students going abroad continued through 2014 with strong growth indicators for 

secondary school enrolment abroad. 

         New data from the Chinese Ministry of Education reveals that both the total 

number of outbound students as well as the number of returnees from study abroad 

reached record levels in 2015. However, growth has slowed over the last two years 

and is notably below the average annual growth of recent decades. Government 

report, published by the Ministry on 25 March 2016 indicates that 523,700 Chinese 

students headed abroad to study in 2015 (Education in Thailand, 2016). This 

represents a 13.9% increase over 2014 levels but marks the second consecutive year – 

after 11.1% growth in 2014 – of growth levels below the 19.1% average annual 

growth over the past four decades (Education in Thailand, 2016). 

        The China reported 377,054 international students studying in China in 2014, a 

5.8% increase on 2013. The top 3 student source countries in 2014 were the Republic 
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of Korea (16.7% of total), the USA (6.4%) and Thailand (5.6%) (Education in 

Thailand, 2016). 

 

        As Chinese student is a majority and the main source of international students in 

Thailand, thus, it seems to be the most critical target group and is one of Thai’s 

prominent export markets for education services. International education industry is 

growing and having intense competition (Education in Thailand, 2016). In order to 

attract more potential Chinese students to come and study in Thailand, word-of-mouth 

or buzz marketing will pay an important role. 

        In general, the flow of international students to Thailand increased from 4,343 in 

2002 to 19,052 by 2009. However, since then the numbers have shown just a small 

increase to 20,309 by 2012 (Education in Thailand, 2016). The Kingdom of Thailand 

has always been a China’s very friendly partner. Since Thailand is located in the 

center of Southeast Asia, it is geographically close to China. The education costing 

Thailand is considered low for Chinese. With Thai Government’s open policies and 

the coming ASEAN Economic Community (AEC) in 2015 that brings more 

opportunities to this region, Thailand has advantages in offering business opportunity, 

including international educational business (Education in Thailand, 2016). 

         Many scholars and researchers have studied the concept of “student loyalty”; it 

is an issue that is important for higher institutions facing the budget constrains (Nesset 

and Helgesen, 2009), commoditisation and increasing competition (Bergamo, 

Giuliani, Camargo, Zambaldi and Ponchio, 2012), and reduction in student enrolment 

(Lin and Tsai, 2009). According to Mendez, Vasquez-Parraga, Kara and Cerda-

Urrutia (2009), student loyalty “is a critical measure in the success of higher 

education institutions that aim at retaining students until graduation and then 

attracting them back”. Loyal students can also increase the number of new students by 

promoting the university through the word-of-mouth behavior (Hennig-Thurau, 

Langer and Hansen, 2001). Making students loyalty will be good and effective 

advertisers for promoting Thai education for services. Thus, it is vital to recognize 

crucial factors that influence Chinese students’ loyalty toward Thai higher education. 
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1.2 SWOT Analysis of Chinese students studying in Bangkok 

Table 1.1: SWOT analysis 

 ABAC BU University of Thai 

Chamber of Commerce 

Strength 1. multinational 

students 

2.Better quality of 

teaching from 

university 

3. multinational 

teachers 

1. language benefit as 

Thai is minority 

language 

2. good reputation 

3.high quality of 

education facilities 

 

1. Low living cost and 

tuition fee of university  

2. major in commerce is 

famous 

 

Weakness 1. little opportunities 

in Thai language of 

education 

2. high cost compare 

to other universities 

1. low skill of 

language of Thai and 

English from Chinese 

students 

1. Little work 

opportunities 

 

Opportunity 1. high promotion  

government from 

education institutions  

2. location of Thailand 

and China is close 

3. no or less 

requirement from 

Chinese students 

1. high promotion  

government from 

education institutions  

2. location of 

Thailand and China is 

close 

3. no or less 

requirement from 

Chinese students 

1. high promotion  

government from 

education institutions  

2. location of Thailand 

and China is close 

3. no or less requirement 

from Chinese students 

Threat 1. instable policy from 

government 

2. The flood threat 

3.culture differences  

1. instable policy 

from government 

2. The flood threat 

3.culture differences  

1. instable policy from 

government 

2. The flood threat 

3.culture differences  
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Source: Education in Thailand (2016). Retrieved from        

            http://dx.doi.org/10.1787/9789264259119-en 

 

1.3 Statement of the Problems     

          As Chinese student is a majority and the main source of international students 

in Bangkok, thus, it seems to be the most critical target group and is one of Thai’s 

prominent export markets for education services (Thai Ministry of Education 2016). 

International education industry is growing and having intense competition. In order 

to attract more potential Chinese students to come and study in Bangkok, word-of 

mouth or buzz marketing will pay an important role. Satisfying students will be good 

and effective advertisers for promoting Thai education for services.  

           Chaisamran, and Kanthawongs, (2015) mentioned that higher education (HE) 

has become an increasingly competitive sector. The number of countries that are 

actively involved in international student recruitment has grown considerably. Given 

the growing international competition between countries for international students, it 

has become increasingly important to gain a better understanding of the factors that 

influence international students’ decision on study destination. Therefore, in order to 

gain more Chinese students, realizing how students seek information of overseas 

higher education institutions and what influenced their final decisions to go on further 

study are crucial (Hongzhi, et al., 2015). 

         Higher education has become an increasingly competitive sector. The number of 

countries that are actively involved in international student recruitment has grown 

considerably (Thai Ministry of Education 2016). Given the growing international 

competition between countries for international students, it has become increasingly 

important to gain a better understanding of the factors that influence international 

students’ decision on study destination (Thai Ministry of Education, 2016). Therefore, 

in order to gain more Chinese students, realizing how students seek information of 

overseas higher education institutions and what influenced their final decisions to go 

on further study are crucial (Education in Thailand, 2016).  
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        The study focuses on factors positively affecting Chinese students’ loyalty 

towards universities in Bangkok. The dependent variable is Chinese loyalty towards 

universities in Bangkok. And the independent variable is academic and education 

quality, image and prestige of the university, university infrastructure, environment 

and safety, financial consideration, future career prospects, Chinese students’ 

satisfaction, Chinese students’ loyalty. 

          

1.4 Objectives of Research 

        The objective of this research is to study the factors positively relating and 

affecting Chinese students’ loyalty towards universities in Bangkok. And will test the 

significant relationship between dependent variable and independent variables. So that 

can understand the reasons that impact on Chinese students’ loyalty towards 

universities in Bangkok. The result might influence management of university and 

find the way to satisfy Chinese students.  

 

1.5 Scope of Research 

    The scope of research is to study the factors positively affecting Chinese 

students’ loyalty towards universities in Bangkok, with independent variables of 

Financial and job-market factors (FJOB), Intrinsic factors (INTR), Referents (REF), 

Facilities and services factor (Faci), Ways of communication (Com), Advertising 

(Ad), The satisfaction factor (Sati), Price (Pri), Loyalty (LOYA). The researcher 

target Chinese students who have used study or are studying in Bangkok as university 

student. The 300 questionnaire survey was distributed to Chinese student who have 

used to study or is studying in Bangkok. 

This paper has nine independent variables Financial and job-market factors 

(FJOB), Intrinsic factors (INTR), Referents (REF), Facilities and services factor 

(Faci), Ways of communication (Com), Advertising (Ad), The satisfaction factor 
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(Sati), Price (Pri), Loyalty (LOYA). And one dependent variable is Chinese students’ 

loyalty. 

 

1.6 Research Question 

   Do Financial and job-market factors (FJOB), Intrinsic factors (INTR), 

Referents (REF), Facilities and services factor (Faci), Ways of communication (Com), 

Advertising (Ad), The satisfaction factor (Sati), Price (Pri) positively affecting 

Chinese students’ loyalty towards Thai universities in Bangkok? 

 

1.7. Significant of Research 

            The benefit of this study is to find out the relationship between factors and 

Chinese students’ loyalty towards universities in Bangkok, which will be useful for 

the owner and manager of university in Bangkok. And in order to gain more Chinese 

students, and retain their loyalty to continue further study in the current university in 

Bangkok and also encourage them to introduce their relatives and friend to come 

study in the university in Bangkok. So to gain more loyalty Chinese students and new 

potential Chinese students is the marketing strategic can be getting in this research.  

             As stated above, this study should also guide reader as managers, or owner of 

universities in Bangkok to realize factors and its effectiveness with Chinese students’ 

loyalty. Also along with this, a better understanding of how a university can use 

Chinese students’ loyalty in daily marketing activities to attract new Chinese students 

come and study in Bangkok. According to this research, the universities’ owner can 

decide which market strategy they need to maintain or not to maintain that to increase 

Chinese students.  

 

1.8 Definition of terms 

Financial and job-market factors (FJOB) 
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       Financial and job-market factors are related to availability of employment, 

advancement opportunities, flexibility of career options, job security, good long-term 

earnings, and good initial earnings  

 

Intrinsic factors (INTR) 

        Intrinsic factors are related to the satisfaction that can be derived from a job 

which provides the opportunity to be creative, autonomous, and to work in an 

intellectually challenging and dynamic environment. 

 

Referents (REF) 

        Referents in making discipline choices, students may be influenced by their 

parents, teachers, career advisors, and peers.   

 

Facilities and services factor (Faci) 

      Facilities and services is the university provides to students that facilities and 

service, which might be include all library, classroom, swimming pool et al. and other 

services that university provided.  

 

Ways of communication (Com) 

       Communication is the act of conveying intended meaning to another entity 

through the use of mutually understood signs and semiotic rules. The basic steps of 

communication are the forming of communicative intent, message composition, 

message encoding, and transmission of signal, reception of signal, message decoding 

and finally interpretation of the message by the recipient. 
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Advertising (Ad) 

         Advertising is at the front of delivering the proper message to customers and 

prospective customers. The purpose of advertising is to convince customers that a 

company's services or products are the best, enhance the image of the company, point 

out and create a need for products or services, demonstrate new uses for established 

products, announce new products and programs, reinforce the salespeople's individual 

messages, draw customers to the business, and to hold existing customers. 

     

The satisfaction factor (Sati) 

       Student satisfaction as “the favorability of a student’s subjective evaluation of the 

various outcomes and experiences associated with education. Student satisfaction is 

being shaped continually by repeated experiences in campus life”. Student satisfaction 

can be seen as customer satisfaction.  

 

Price (Pri) 

        The amount a customer pays for the product. The price is very important as it 

determines the company's profit and hence, survival. Adjusting the price has a 

profound impact on the marketing strategy and, depending on the price elasticity of 

the product, often it will affect the demand and sales as well.  

Loyalty (LOYA) 

         Student loyalty is the prime subject of much research and recent ones tend to 

agree on the definition laid out that loyalty is “a deeply held commitment to re-buy or 

re-patronize a preferred product/service consistently in the future, thereby causing 

repetitive same-brand or same brand-set purchasing, despite situational influences and 

marketing efforts having the potential to cause switching behavior”. 



CHAPTER 2 

LITERATURE REVIEW 

 

            Chapter two is literature review and the topic “factors positively affecting 

Chinese students’ loyalty towards Thai Universities in Bangkok” will be mainly 

introduced. And then, the concepts of theories that in chapter 2 will be presented. And 

within the definition of factors, the theories of this chapter will be better to 

understand. A study framework is presented. The main purpose of chapter two will be 

insight in this study. 

 

2.1 Concept theories of Financial and job-market factors (FJOB) 

            Financial and job-market factors are related to availability of employment, 

advancement opportunities, flexibility of career options, job security, good long-term 

earnings, and good initial earnings (Bagozzi, and 2012).  

        

           Several prior studies suggest that “financial and job-market factors” may 

influence students’ major choice. For instance, Atay, and Yildrim,. (2010) findings in 

the USA reveal that future earnings have the strongest influence on students’ choice 

of a major. Additionally, Bagozzi, and Yi, (2012) found that New Zealand students 

place considerable importance on financial factors when choosing an accounting 

major. Similarly, the findings of Hongzhi, et al., (2015) in Canada reveal that 

accounting students place greater emphasis on job availability and good long-term 

earnings. Atay, and Yildrim, (2010) identified preferred accounting career, career 

exposure, the factors perceived to be important for job selection. The findings 

indicated that salary was one of the factors perceived important for an accountant. 

Mahony, Mondello, Hums, and Hongzhi,. et al., (2015) also reported salary as one of 

the most important factors in affecting the likelihood of accepting a new job.  
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Gulid, (2011), students’ option for university education in a specific study 

area is dependent of the aim of enhanced employability; thus, the educational choice, 

in particular related to the study area, is determining students’ preferences for future 

career paths. University learning paths and specialization are shaping the student 

career pathways (Gulid, 2011). University education in engineering, science, 

technology and business are rather employability oriented and are equipping students 

with practical skills and job related competencies (Nadler, and Simerly, 2006), while 

university education in arts, humanities and social sciences are tending to foster 

learning for its own sake. A survey conducted on Australian students enrolled in three 

main areas (business; art, design and social context; sciences and engineering 

technologies) indicated that students are selecting university study programs based on 

their values which are associated with various specific career pathways (Nadler, and 

Simerly, 2006). Thus, the prospective university students’ option for particular 

educational paths or field of study is the result of a matching process of their personal 

interest and career objectives (Lin, and Tsai, 2008); the option for a particular field of 

university studies should be considered an early predictor of students’ career 

preferences, in particular in vocational and professional fields, such as pharmacy, 

medicine, accounting, health etc.  

 

2.2 Concept theories of Intrinsic factors (INTR) 

           Intrinsic factors are related to the satisfaction that can be derived from a job 

which provides the opportunity to be creative, autonomous, and to work in an 

intellectually challenging and dynamic environment (Lin, and Tsai, 2008). 

 

           A number of studies suggest that accounting students’ discipline choice is 

strongly influenced by intrinsic factors such as job satisfaction, opportunity to be 

creative, autonomy, intellect, and a challenging and dynamic working environment. 

The review of prior literature reveals mixed results concerning the importance placed 

on intrinsic factors by students intending to choose an accounting major and those 
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who would pursue a non-accounting major. For example, Nadler, (2006) findings in 

the USA and Schee, (2011) findings in Australia reveal that accountancy students 

attach lower importance to intrinsic factors in discipline-choice decisions. In contrast, 

Teerapat, and Athapol, (2015) findings in the USA show that intrinsic factors are very 

important in accounting students’ discipline choice. On the other hand, Schee, (2011) 

found that the need for achievement and an interesting job are important motivating 

factors for choosing accounting as a career in New Zealand. 

 

Intrinsic motivation occurs when individuals engage in activity for their own 

personal satisfaction.  An example of IM is the student that goes to class because he 

or she finds it interesting and satisfying to learn more about certain subjects. In 

addition to extrinsic motivation, this study will explore the intrinsic factors that 

motivates adult learners to complete a bachelor‘s degree. Intrinsic motivation factors 

include the satisfaction of completing a personal challenge or undertaking and 

learning something new (Schee, 2011). Lin, and Tsai, (2008) concluded that 

motivation plays a crucial role in the performance of students, based on the work of 

Lin, and Tsai, (2008). 

 

2.3 Concept theories of Referents (REF) 

           Referents in making discipline choices, students may be influenced by their 

parents, teachers, career advisors, and peers (Mai, and Anthony, 2014). 

         

        Empirical evidence regarding the influence of different referent groups (e.g. 

parents, friends, teachers, and career advisors) on students’ choice of an accounting 

discipline is inconclusive. For example, the findings of Mai, and Anthony, (2014), in 

the USA reveal that instructors have a profound influence on students’ decision to 

major in accounting.  
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       Some studies showed that familial referents influenced students by way of 

expectation. In some cases, to study abroad was planned by the parents or relatives of 

respondents from the time the students were young. Many said they were told, since 

childhood, that overseas education is better than local education. This stimulated the 

desire to pursue an overseas qualification. Furthermore, family expectation was found 

to stem from the perceived advantages of students obtaining an overseas academic 

qualification, fluency in a foreign language and life experience. Students explained 

the expectations of different family members to study abroad. Most students 

frequently requested information from peers and agents regards living and education 

standards, costs of living, and employment opportunities overseas. Information from 

peers is not the only significant factor stimulating the aggregate primary demand for 

overseas education. It acts in harmony with other factors pertaining to familial 

referents to support a student’s choice making process. 

  

      Other researches showed that the reference-group framework constructed assists 

in explaining the influence of family, peers, and agents on Thai students’ choices of 

international education. Reference groups in this study are divided into socially 

proximal and distant referents. This study indicates that family and peers can be 

classed as socially proximal referents for Thai students because the influencing 

factors pertaining to these groups operate in the student’s immediate social network, 

and provide the students with norms, attitude, and values through direct interaction. 

On the other hand, agents can be classified as socially distant referents because their 

influencing factors operate in the periphery of the students’ social domain. 

 

 

2.4 Concept theories of Facilities and services factor (Faci) 

      Facilities and services is the university provides to students that facilities and 

service, which might be include all library, classroom, swimming pool et al. and other 

services that university provided (Nadler, and Simerly. 2006).  
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     According to (Paweena et al., 2014), one of the factors of SERVQUAL scale is 

Tangibles that are related to Physical facilities, equipment and appearance of 

personnel. In this regard, (Paweena et al., 2014) emphasizes that the factors in the 

tangibles are as follows; ‘up-to-date equipment’, ‘physical facilities and materials are 

visually appealing’. For that reason, it is indispensable for universities to renew 

themselves visually, which is taken into consideration as amendments in physical 

facilities, since students opt for the universities that are up to date standard in term of 

appearance. But Nadler. and Simerly, (2006), says that “tangibles are the physical 

appearance of the educational institution is not a matter of consideration for students.” 

But, in this study, SERVQUAL scale model does not seem compatible with this study 

and not used to evaluate student satisfaction. 

 

Campus facilities are necessary to satisfy students in terms of student 

retention, because, they spend most of their time there and influenced by the physical 

facilities. So, students attach importance to physical facilities except social facilities. 

Particularly, they have the right to demonstrate attitudes to the existing facilities and 

system., satisfied students are more enthusiastic and socially integrated or get 

involved in campus life, and those students feel that they are part of their respective 

campus community, and also are more likely to continue their graduation. Nadler and 

Simerly, (2006), says that “Higher their level of satisfaction greater would be the 

quality of students.” and adds that “Level of satisfaction directly affects students’ 

performance.” 

 

2.5 Concept theories of Ways of communication (Com) 

       Communication is the act of conveying intended meaning to another entity 

through the use of mutually understood signs and semiotic rules ( Schee, 2011).  The 

basic steps of communication are the forming of communicative intent, message 

composition, message encoding, and transmission of signal, reception of signal, 
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message decoding and finally interpretation of the message by the recipient ( Schee, 

2011). 

    

       The best communication methods succeed in putting across the right message in a 

clear, unambiguous way that gets noticed by the target audience, whilst also saving on 

time and cost (Nadler, and Simerly, 2006). Good communicators succeed in choosing 

the best medium of communication for the particular purpose in mind. For external 

communications, the Inland Revenue typically uses: 

 Written communications dispatched by mail e.g. statements detailing tax 

liabilities and payment schedules. Paper-based items sent by mail have the 

advantage of providing a clear, fileable statement that is likely to reach its 

intended recipient. 

 Oral communications: customers can 'phone in' with their queries. They can 

also speak directly to the employee who is managing their account. Oral 

communication allows most misunderstandings to be resolved immediately. 

 Face-to-face communications e.g. a visit to the local office by arrangement. 

This can save time and subsequent communications. 

 Online communications. Today consumers can complete their Tax Return, 

claim tax credits and do a variety of other business with the Inland Revenue 

directly online, thereby saving a great deal of time. An important advantage of 

this method is that ongoing 'help' is provided by pop-up help facilities. This is 

a cheap, quick and efficient means of communication. 

 

 

2.6 Concept theories of Advertising (Ad) 

         Advertising is at the front of delivering the proper message to customers and 

prospective customers ( Teerapat, and Athapol. 2015). The purpose of advertising is 

to convince customers that a company's services or products are the best, enhance the 

image of the company, point out and create a need for products or services, 
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demonstrate new uses for established products, announce new products and programs, 

reinforce the salespeople's individual messages, draw customers to the business, and 

to hold existing customers ( Teerapat, and Athapol, 2015).  Advertising is defined as 

any form of communication to current or potential clients in which a registrant is 

promoting her/his dental hygiene practice/business. This includes, but is not limited 

to, information posted on websites, pamphlets, promotional signs, flyers, newspaper 

articles or advertisements and the use of social media sites such as Facebook and 

Twitter ( Teerapat, and Athapol, 2015). It is professional misconduct to advertise or to 

permit advertising with respect to a registrant’s practice that is in contravention of the 

regulations. Advertising is an audio or visual form of marketing communication that 

employs an openly sponsored, no personal message to promote or sell a product, 

service or idea. 

     

2.7 Concept theories of the satisfaction factor (Sati) 

           Student satisfaction as “the favorability of a student’s subjective evaluation of 

the various outcomes and experiences associated with education. Student satisfaction 

is being shaped continually by repeated experiences in campus life”  Thor-Erik., and 

Gisle. (2015). Student satisfaction can be seen as customer satisfaction. Today’s rapid 

expansion of colleges and universities forces them to think differently about the role 

of student satisfaction for their continued existence  (Thor-Erik.., and Gisle.2015). 

The focus on market-driven strategies in the international education has received 

considerable attention among universities all over the world. It requires not only to 

attract but also to retain students in this competitive environment  (Thor-Erik., and 

Gisle. 2015). Thus, they need to understand their target markets and modify their 

offerings to meet those needs. 

 

In the case of higher educational services, far fewer studies on customer’s 

satisfaction have been conducted (Ueda, and Nojima, 2012). According to Uedaand 

Nojima, (2012), numerous attempts have been made by researchers to define the 
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concept of satisfaction in relation to services offered in higher education. They 

acknowledge that satisfaction is the final state of psychological process. Nadler, and 

Simerly, (2006) indicated that student’s satisfaction is a short-term attitude that results 

from the evaluation of their experience with the education service received. It should 

be highlighted that most of the studies on this issue were carried out within the 

context of analyzing student’s satisfaction for the main services or the core business 

offered by universities. However, Nadler and Simerly, 2006) pointed out that many 

higher educational institutions perform some evaluation on other expects of students 

experience beyond the assessment of the quality of teaching and learning. 

 

2.8 Concept theories of Price (Pri) 

            The amount a customer pays for the product. The price is very important as it 

determines the company's profit and hence, survival. Adjusting the price has a 

profound impact on the marketing strategy and, depending on the price elasticity of 

the product, often it will affect the demand and sales as well. The marketer should set 

a price that complements the other elements of the marketing mix. Nadler, and 

Simerly,. (2006) points out that from a consumer’s prospective, price are usually 

defined as what the consumer must give up to purchase a product or services. In 

addition, pricing information provided influences consumer behavior. Affordability is 

clearly a major consideration which suggests that properties advertised with no price 

details (auctions, price on application) are not meeting the needs of buyers. 

 

          Price sometimes refers to the quantity of payment requested by a seller of goods 

or services, rather than the eventual payment amount. This requested amount is often 

called the asking price or selling price, while the actual payment may be called the 

transaction price or traded price. Likewise, the bid price or buying price is the 

quantity of payment offered by a buyer of goods or services, although this meaning is 

more common in asset or financial markets than in consumer markets. Economists 

sometimes define price more generally as the ratio of the quantities of goods that are 
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exchanged for each other. Price theory Economic theory asserts that in a free market 

economy the market price reflects interaction between supply and demand: the price 

is set so as to equate the quantity being supplied and that being demanded. In turn 

these quantities are determined by the marginal utility of the asset to different buyers 

and to different sellers.  

 

2.9 Concept theories of Loyalty (LOYA) 

             Student loyalty is the prime subject of much research and recent ones tend to 

agree on the definition laid out that loyalty is “a deeply held commitment to re-buy or 

re-patronize a preferred product/service consistently in the future, thereby causing 

repetitive same-brand or same brand-set purchasing, despite situational influences and 

marketing efforts having the potential to cause switching behavior”. There are many 

keywords in this definition. Oliver focused on the “re-buy” or “re-patronize” 

commitment of a preferred product or service, which implies the behavioral intention 

in the future (Nadler and Simerly, 2006).  He also emphasized on the “same brand” 

tendency despite the situational influences and efforts trying to change the behavior. 

From the definition, it is likely that the brand, or the institution, would benefit 

immensely from loyal customers. Oliver also wrote four phases of loyalty including 

cognitive loyalty, affective loyalty, cognitive loyalty and action loyalty. Cognitive 

loyalty is the first phase indicating that the attribute information of a specific brand is 

preferable to its alternative. The affective loyalty is a liking or an attitude towards the 

brand; it is closely related to brand satisfaction. The third phase is cognitive loyalty or 

the behavioral intention stage; it involves the brand-specific commitment to 

repurchase.   

      

            Student loyalty has both short term and long term impact on the educational 

institution. Loyal students are influencing teaching quality positively through active 

participation and a committed behavior (Paweena et al., 2014). Probably they are 

good advocates, recommending the institution to others. Besides, a growing number 



19 
 

of former students are returning to higher educational institutions in order to update 

their knowledge (Paweena et al., 2014). 

 

2.10 Related document and previous research 

         Chaisamran and Kanthawongs (2015) studied that Factors Positively Affecting 

Purchase Intention of Automobile Consumers at Thailand International Motor Expo 

2015 in Bangkok. The researchers studied the positive influence of car attributes, 

emotional connection, accessibility, external Influence, brand-loving tendency, 

support environmental protection, drive for environmental responsibility, and vivacity 

towards purchase intention of automobile consumers at Thailand International Motor 

Expo 2015 in Bangkok. The 258 usable survey questionnaires were received from the 

attendants of Thailand International Motor Expo 2015 at IMPACT Muang Thong 

Thani Convention Centre between 5 to 13 December in 2015. The data were analyzed 

using Multiple Regression Analysis found that vivacity (β = 0.361) and accessibility 

(β = 0.141) were positively affected purchase intention of the potential automobile 

consumers in the Expo at .05 level of significant, explaining 57% of the influence 

towards purchase intention of the consumers. However, car attribute, emotional 

connection, brand-loving tendency, supporting environmental protection, and drive 

for environmental responsibility were not found to be significantly affected purchase 

intention of working people in Bangkok. The factor of external Influence in the 

research of Chaisamran and Kanthawongs (2015) might be used in the study of 

Chinese students’ loyalty.  

 

            Dalcı et al (2015) had research about Factors that influence Iranian students’ 

decision to choose accounting major. The aim of this study is to explore whether there 

are statistically significant differences in the influence that various career-choice 

factors may have on a decision to choose accounting and non-accounting majors in 

Iran. The findings derived from this study could assist accounting educators and 

professional accounting bodies to understand the reasons why students may want to 
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choose an accounting major. In this regard, the findings could help accounting 

academics and the policy makers in the accounting sector in Iran and in other similar 

countries develop appropriate strategies to attract proper students into the accounting 

programs and to recruit bright accounting graduates into the accounting profession. 

The results reveal that the accounting students attach profound importance to financial 

and job-market factors and opinions of referents. Intrinsic factors, aptitude for and 

genuine interest in the subject, perception of the accounting course, and perception of 

the accounting profession are not found to have significant influence on students’ 

decision to major in accounting. 

 

            Hanssen and Solvoll (2015) explain that the importance of university facilities 

for student satisfaction at a Norwegian University. This paper aims to explore the 

influence of higher education institution (HEI) facilities on overall student 

satisfaction, and to identify the distinct facilities that most strongly influence student 

overall satisfaction with HEI facilities. The factor that most strongly influences 

student satisfaction with university facilities is the quality of its social areas, 

auditoriums and libraries. Conversely, it is determined that computer access on 

campus does not influence student satisfaction. 

 

              Mai (2015) presented that What factors influence Vietnamese students’ 

choice of university?  The purpose of this paper is to report the factors that influence 

Vietnamese students’ choice of university in a little researched context where the 

effects of globalization and education reform are changing higher education. A 

quantitative survey was completed by 1,124 current or recently completed university 

students in Vietnam. Marketing approaches are drawn upon to inform the exploration 

and understanding of student choice and decision making. The factor analyzed data 

showed the nine key factors influencing student decisions, in order of significance, as 

facilities and services, program, price, offline information, opinions, online 

information, ways of communication, program additions, and advertising. There are 

significant correlations in the Vietnamese context between the factors of price and 
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facilities, and services and program, and differences between genders and types of 

students in choosing a university. Whilst this paper is a starting point, more research 

is needed in the Vietnamese context with deeper levels of analysis including the 

differences between types of universities and fields/disciplines, in addition to wider 

sampling. A greater understanding of the Vietnamese context helps to inform 

marketing practices in a country experiencing increasing competition in higher 

education. Findings from studies in other contexts many not be directly transferrable 

to Vietnamese universities suggesting the need for a contextual understanding of these 

factors and a suitably nuanced marketing response. This paper identifies the need for 

cultural understanding of little researched contexts and calls for further research 

which does not assume all cultures and contexts will have the same underlying 

Vietnamese model of university choice. 

 

         Teerapat and Athapol (2015) made research about Factors Influencing Foreign 

Students’ Satisfaction toward International Program in Thai Universities. The 

objectives of this study were: 1) to explore factors that influence international students 

on their decision making process on selecting Thai universities as their preferred 

institution; 2) to identify the international students’ satisfaction factors towards the 

international programs in Thai universities; 3) to identify and compare satisfaction 

factors between public and private universities; 4) to propose the improvement on 

increasing satisfaction of the international students who are studying in the 

international program at Thai universities, and to attract more potential international 

students in the future. This study is quantitative research using satisfaction 

questionnaire with five-point Likert scale as a tool to measure the satisfaction level 

and primary data was collected from 271 foreign students studying in international 

programs in Thai universities. Eight key factors were incorporated and formulated in 

a conceptual model tested in this study. Data analysis and hypothesis testing were 

performed by using Pearson’s product moment correlation, stepwise multiple 

regressions, and cross tabulation. The findings indicated that only four factors had 

significant positive influence on overall foreign students’ satisfaction toward 

international program in Thai higher education. These four factors were academic and 
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education quality, financial and economic consideration, administrative and staff 

support, and image and prestige of the university. The multiple regression model with 

these four factors could predict 51.3% of the variance in the overall student 

satisfaction and the respondents’ results’ regarding overall satisfaction rating was in 

satisfied level. 

 

         Hongzhi et al (2015) studied Factors Affecting Chinese Students' Decision 

Making toward Thai Universities. Thailand has been becoming a more favorable 

destination for Chinese students to continue their further study. In year 2012, there 

were 9329 Chinese students enrolled in a Thai Higher Education Institution (46.4% of 

total foreign student population). Knowing why they decided to come and what 

affected their decision making are crucial for institutions to recruit more Chinese 

students, as well as for related authorizations to brain gain for further development of 

the country. Therefore, there were three main objects of this study: 1) to summarize 

main information channels which Chinese students were seeking for overseas higher 

education institutions, 2) to analyze the main factors those have either positive or 

negative effects on Chinese students’ decision making toward Thai universities, and 

3) to provide recommendations for both Thai higher education institutions and related 

authorizations. This study is both qualitative and quantitative research. The findings 

indicate that all factors could predict 58.9% of variance in the correctness of a 

student’s decision, and all those factors were positively related to students’ decision 

making. 

 

            Dao and Thorpe (2014) studied What factors influence Vietnamese students’ 

choice of university? The purpose of this paper is to report the factors that influence 

Vietnamese students’ choice of university in a little researched context where the 

effects of globalization and education reform are changing higher education. The 

factor analyzed data showed the nine key factors influencing student decisions, in 

order of significance, as facilities and services, programme, price, offline information, 

opinions, online information, ways of communication, programme additions, and 
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advertising. There are significant correlations in the Vietnamese context between the 

factors of price and facilities, and services and programme, and differences between 

genders and types of students in choosing a university. 

 

Paweena et al (2014) studied A Study of Factors Influencing Chinese 

Students’ Satisfaction toward Thai Universities. Given an intense competition in 

international education business these days, understanding the factors influencing 

Chinese students’ satisfaction could facilitate Thai education providers and the 

government to improve and develop their programs to better satisfy potential Chinese 

customers in order to attract more Chinese students to Thailand. Therefore, the main 

objectives of this study were (1) to realize influential factors that have positive effect 

on Chinese students’ satisfaction toward Thai higher education, (2) to examine level 

of Chinese students’ satisfaction toward Thai higher education, and (3) to provide 

recommendations for both Thai higher education institutions and the government. 

This study is quantitative research using satisfaction questionnaire as a tool to collect 

primary data, from the sample size of 215 Chinese students studying in universities in 

Bangkok. Seven key factors were comprised and formulated as a conceptual model 

tested in this study. Data analysis and hypothesis testing were performed by using 

Pearson’s product moment correlation and multiple regressions. The findings 

indicated that only four factors have significant positive influence on overall Chinese 

students’ satisfaction toward Thai higher education. These four factors are education, 

safety, image and prestige of institution, and student’s preparation before going 

abroad. The multiple regression models with these four factors could predict 60.8% of 

the variance in the overall student satisfaction. 

 

        Sam (2011) studied that What Drives Student Loyalty in Universities: An 

Empirical Model from India. Student loyalty is one of the major goals of educational 

institutions. A loyal student population is a source of competitive advantage. The 

specific objective of this research was to develop an empirical model linking student 

loyalty to student satisfaction and student perception of the reputation of the 
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institution. Based on the data collected from students with leading universities in 

India, a structural model was developed explaining 57.7% of the variance in the 

student loyalty. The student satisfaction was seen to be a major driver of student’s 

loyalty. The reputation of the institution also had a positive impact on student loyalty 

through the mediating variable student satisfaction. The research also validated a 

measurement model for student satisfaction and prioritized various dimensions of the 

satisfaction construct. 

 

         Jose (2009) studied Determinants of Student Loyalty in Higher Education: A 

Tested Relationship Approach in Latin America. Student loyalty is a critical measure 

in the success of higher education institutions that aim at retaining students until 

graduation and then attracting them back. This study examines the relative importance 

of relationship pathways among key factors affecting student loyalty in the following 

order: perceived service quality, satisfaction, trust, and commitment. The findings 

reveal that perceived service quality and student satisfaction do not translate directly 

into student loyalty, but, rather, indirectly through the mediation of trust and 

commitment. Implications of the findings are discussed. 

 

2.11 Hypothesis  

       From related literature, related theories, theories framework, and previous studies 

can be hypothesized as follows. 

 

2.11.1: Financial and job-market factors (FJOB) has positive relationship with 

Chinese students’ loyalty towards Thai universities in Bangkok  

        2.11.2: Intrinsic factors (INTR) has positive relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok  
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       2.11.3: Referents (REF) has positive relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok  

      2.11.4: Facilities and services factor (Faci) has positive relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok  

       2.11.5: Ways of communication (Com) has positive relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok  

      2.11.6: Advertising (Ad) has positive relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok  

      2.11.7: The satisfaction factor (Sati) has positive relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok  

2.11.8: Price (Pri) has positive relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok  

2.11.9:Financial and job-market factors, Intrinsic factors ,Referents ,Facilities 

and services factor, Ways of communication ,Advertising ,The satisfaction factor, 

Price positively affecting Chinese students’ loyalty in Thai universities in Bangkok. 

 

 

2.12 Variable used in research 

2.12.1 Independent Variable categorized into 

  2.12.1.1 Financial and job-market factors (FJOB) 

  2.12.1.2 Intrinsic factors (INTR) 

  2.12.1.3 Referents (REF) 

  2.12.1.4 Facilities and services factor (Faci) 

  2.12.1.5 Ways of communication (Com) 
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  2.12.1.6 Advertising (Ad) 

  2.12.1.7 The satisfaction factor (Sati) 

  2.12.1.8 Price (Pri) 

 

 2.12.2 Dependent Variable is Chinese Students’ Loyalty 

 

2.13 Conceptual framework 

 

Figure 2.1: Framework 

 

 

 

Financial and job-market 

factors (FJOB) 

Intrinsic factors (INTR) 

Referents (REF) 

Facilities and services factor 

(Faci) 

Ways of communication (Com) 

Advertising (Ad) 

The satisfaction factor (Sati) 

Price (Pri) 

Chinese 

Students’ 

Loyalty 



CHAPTER 3  

METHODOLOGY 

 

3.1 Research Design 

The study aims to examine the relationship between the factors and Chinese 

students’ loyalty towards Thai universities in Bangkok by conducting survey research. 

A survey research is conducted to collect the data in order to investigate the 

correlation between factors and Chinese students’ loyalty towards Thai universities in 

Bangkok． 

 

Respondents were asked to accomplish the cross-sectional survey of self-

management. Surveys indicate that respondents' answers are completely anonymous, 

but other demographic information such as age, income, education. Respondents’ 

privacy is protected. All respondents are voluntary, and agree to use the data to focus 

their answers. When a large number of respondents answer the questionnaires with no 

cost and the shortest time required.  

 

3.2 Population and Sample Selection 

3.2.1 Population in Research 

The population of this study is the Chinese students who have used study or is 

studying in Bangkok as university student. The questionnaire survey was distributed 

to Chinese student who have used to study or is studying bachelor, master and doctor 

degree in university of Bangkok which include University of Bangkok Chulalongkorn 

University, Kasetsart University, Ramkhamhaeng University, Thammasat University, 

Assumption University, Bangkok University, Mahanakorn University of Technology, 

Rangsit University, Siam University, Stamford International University.  
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3.2.2 Sample Size in Research 

There were 300 sample sizes to be selected by researcher which using simple 

random sampling method to conduct the survey in the study. The 300 sample size did 

not including 40 of pre-test.( Paweena S. et al., 2014). G*power version 3.1.9.2 is 

using to calculate 40 sets of Pilot Test with the Power (1– β) of 0.70, Alpha (α) of 

0.20, Number of Test Predictor of 8, Effect Size of 0.02712219 (Calculated by Partial 

R2 of 0.026406). The result shows that the minimum of the total sample size is 267. 

Thus, researcher decides to use 300 questionnaires in Bangkok. 

 

 3.2.3 Sample Selection in Research 

Then the questionnaires were distributed to Chinese students at Bangkok, the 

questionnaires is distributed in the universities of Bangkok that have most Chinese 

students such as Bangkok University, Assumption University, Ramkhamhaeng 

University. The researcher filled up the questions independently and completed the 

survey within 10 to 15minutes during first and second weeks July, 2016. 

 

3.3 Research Instrument 

The researcher conduct research instrument in the following order 

 1.1 Research from books, documents, articles, and Journals that relate to the 

Financial and job-market factors (FJOB), Intrinsic factors (INTR), Referents (REF), 

Facilities and services factor (Faci), Ways of communication (Com), Advertising (Ad), 

The satisfaction factor (Sati), Price (Pri), Loyalty (LOYA)  from an advisor. 

 1.2 Creating a questionnaire from theory in related researches, which are 

Financial and job-market factors (FJOB), Intrinsic factors (INTR), Referents (REF), 

Facilities and services factor (Faci), Ways of communication (Com), Advertising (Ad), 

The satisfaction factor (Sati), Price (Pri), Loyalty (LOYA), with the approval of an 

advisor. 
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 1.3 After complete questionnaire form, passing content validity of the 

questionnaire by approval from the advisor, Dr. Penjira Kanthawongs, and 2 school 

experts, Mrs. Apa Yodmahawan, and Mrs. Napaporn Wanthaneeyahul, both are school 

teacher of Friendship International Services Group Co., Ltd. 

 1.4 Using comment and guidance from the advisor to remake the questionnaire. 

After that, launch 40 pilot test questionnaires and analyze the reliability of each variable 

in each factor using Cronbach's Alpha Coefficient. Value of Cronbach's Alpha is 

between 0≤α≤ 1, higher value mean higher reliability and closely related of section. 

 This research using questionnaire, which created from a related literature review, 

for collected data. The questionnaire can be divide into 3 parts: 

 Part 1: 9 Close-ended Response Question about participant demographic  and 

general information consist of Gender, Age,  Education, Which Thai university is the 

most-well known to you, Which Thai universities or universities that you attended or 

have attended? (You can check more than one choice), How many years you attended 

or have attended Thai university or universities, Where do you plan to work after you 

graduate from Thai university or universities(You can check more than one choice), 

How much money you plan to spend in studying in Thai university or universities, What 

is (are) your major(s) in the Thai university(or universities). 

 Part 2: 48 Close-ended Response Question about “factors positively affecting 

Chinese students’ loyalty towards universities in Bangkok " consist of  

  Financial and job-market factors(FJOB)  6 Questions 

  Intrinsic factors(INTR)    4 Questions 

  Referents(REF)               4 Questions 

  Facilities and services factor(Faci)   11 Questions 

  Ways of communication(Com)   4 Questions 

  Advertising(Ad)                          6 Questions 
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  The satisfaction factor(Sati)                  4 Questions 

  Price(Pri)      5 Questions 

  Loyalty(LOYA)     4 Questions 

 This part is measured in interval scale by using a five-level Likert Scale to 

measure the level of agreement. 

  Strongly Agree     5 points 

  Agree       4 points 

  Neutral      3 points 

  Disagree      2 points 

  Strongly Disagree     1 points 

 To get the result, using Class Interval formula to find the value of the class width. 

 

              = 5-1 

         5 

              = 0.8 

 In the segment that use Interval Scale, researcher uses average measurement as  

  At 4.21-5.00 mean participants' acceptance level on Financial and job-

market factors (FJOB), Intrinsic factors (INTR), Referents (REF), Facilities and 

services factor (Faci), Ways of communication (Com), Advertising (Ad), The 

satisfaction factor (Sati), Price (Pri), Loyalty (LOYA) are at the highest level. 

  At 3.41-4.20 mean participants' acceptance level on Financial and job-

market factors (FJOB), Intrinsic factors (INTR), Referents (REF), Facilities and 
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services factor (Faci), Ways of communication (Com), Advertising (Ad), The 

satisfaction factor (Sati), Price (Pri), Loyalty (LOYA) are at high level. 

  At 2.61-3.40 mean participants' acceptance level on Financial and job-

market factors (FJOB), Intrinsic factors (INTR), Referents (REF), Facilities and 

services factor (Faci), Ways of communication (Com), Advertising (Ad), The 

satisfaction factor (Sati), Price (Pri), Loyalty (LOYA) are at normal level. 

  At 1.81-2.60 mean participants' acceptance level on Financial and job-

market factors (FJOB), Intrinsic factors (INTR), Referents (REF), Facilities and 

services factor (Faci), Ways of communication (Com), Advertising (Ad), The 

satisfaction factor (Sati), Price (Pri), Loyalty (LOYA) are at low level. 

  At 1.00-1.80 mean participants' acceptance level on C Financial and job-

market factors (FJOB), Intrinsic factors (INTR), Referents (REF), Facilities and 

services factor (Faci), Ways of communication (Com), Advertising (Ad), The 

satisfaction factor (Sati), Price (Pri), Loyalty (LOYA) are at the lowest level. 

 Part 4: An Open–Ended Response Question that allows participants to leave 

some advice or comment for researcher. 

 

3.4 Testing Research Instrument 

3.4.1 Reliability test  

     The researcher apply pilot test to examine the reliability of the questionnaire. The 

reliability test for this research is processed on computer program by using 

Cronbach’s alpha coefficeient.  
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Table 3.1: Criteria of Reliability 

Cronbach’s Alpha 

Coefficient  

Reliability Level  Desirability Level  

0.80 – 1.00  Very High  Excellent  

0.70 – 0.79  High  Good  

0.50 – 0.69  Medium  Fair  

0.30 – 0.49  Low  Poor  

Less than 0.30  Very Low  Unacceptable  

According to this, data can be analyzed and can be presented below. 

Table 3.2: Result of Reliability 

Variables Cronbach Alpha 

(α-test) 

Number of sample 

Financial and job-market factors (FJOB) .884 215 

Intrinsic factors (INTR) .724 215 

Referents (REF) .834 215 

Facilities and services factor (Faci) .872 215 

Ways of communication (Com) .811 215 

Advertising (Ad) .841 215 

The satisfaction factor (Sati) .770 215 

Price (Pri) .839 215 

Chinese Students’ Loyalty .792 215 
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3.5 Data Collection  

The following procedures described data collection for the survey: 

3.5.1 In this study, the original questionnaire is in English. In order to 

investigate Chinese students’ loyalty towards Thai universities in Bangkok, researcher 

had translated questionnaire into Chinese. Later, the two versions were 

simultaneously given out among different responders. Certainly, in order to reduce 

misunderstand due to translation problem, the two version of original were constantly 

crosschecked and corrected before implement.  

3.5.2  Due to this survey focuses on Chinese students who have used to study 

or is studying in Bangkok as university student. To begin with, the questionnaires 

were distributed to 50 samples to be pretested. After pretesting to 40 students, there 

were no discrepancies to be found between the two visions of English and Chinese 

questionnaires. The questionnaire was proved the credibility and feasibility. 

3.5.3 Then the questionnaires were distributed to Chinese students at 

Bangkok. The researcher filled up the questions independently and completed the 

survey within 10 to 15minutes. 

3.5.4 During the process of completing questionnaires, it roughly spent seven 

days to collect data and responders were selected randomly. Finally, there were 300 

questionnaires to be returned and the raw data was entered in SPSS. 

 

3.6 Preparation and Data Analysis 

The non-probability is applied by researcher to find the sampling unit in this 

study. Pobability sample is the process of probability sampling which is randomly 

chosen and non-probability sampling is the probability of specific member of the 

population which is unknown information for the researchers. The sampling unit is an 

individual component or group of components point to the selection of the sample 

stated by Zikmund (2003). 
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The researchers in this study applied convenience sampling which is the 

sampling procedure of obtaining the people or units that are most conveniently 

available.  Convenience sampling, this kind of sampling focuses on people who are 

available to answers questions from researchers. The researchers distributed 

questionnaires to 300 respondents. 

 

3.7 Statistic Method 

Statistical analysis method in this research consist of 

 3.7.1 Reliability of the Test using Cronbach's Alpha Coefficient 

(Vanichbuncha K., 2009) 

 

        reliability value of total questionnaire 

        number of question 

        total variability of questionnaire 

        variability of total questionnaire 

 3.7.2 Descriptive Statistics Analysis 

  3.7.2.1 Percentage 

 

       P percentage 

       f   percentage frequency 

       N frequency 
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  3.7.2.2 Mean 

 

 

         

        mean 

        total group score 

        number of group score 

 

  3.7.2.3 Standard Deviation 

 

       S.D.   standard deviation 

                 X score 

                      n number of score in each group 

             ∑ Total amount 

 3.7.3 Inferential Statistics 

  3.7.3.1 Multiple Regression Analysis (MRA) is an analysis progress to find 

relationship between Dependent Variable and Independent Variable (Vanichbuncha ., 

2009). 

 

Ý = b0+b1X1+b2X2+ ··· +bkXk 

 

    Ý    predicted dependent variable 

    b0    value of Y when all of the independent variables are 

       equal to zero 
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    b1 ,..., bk  estimated regression coefficients 

    X0 ,…, Xk predictor variables 

 

  3.7.3.2 ANOVA Analysis has hypothesis that H0 : β1 = β2 =…= βk = 0 

compare to H1 : with at least 1 βi at ≠ 0 (i=1,…,k) 

 

Table 3.3: ANOVA Analysis 

Source of 

Variance 

df Sum Square: 

SS 

Mean Square: 

MS 

F–Statistics 

Regression 
k SSR 

MSR = SSR 

           K F = MSR 

      MSE Error/ Residual 
n-k-1 SSE 

MSE =    SSE 

              n-k-1 

Total n-1 SST   

Source: Vanichbuncha. (2008b) Multiple Variable Analysis 

    k   number of independent variable 

    n   number of example 

    SST  Sum Square of Total 

    SSR  Sum Square of Regression 

    SSE  Sum Square of  Error/ Sum Square of Residual 

    MSR  Mean Square of Regression 

    MSE  Mean Square of Error 

    F   F-Statistic 

 

  3.7.3.3 Pearson Product-Moment Correlation Coefficient 

 

 

 

    Rxy   Pearson Correlation Coefficient 

    x   Values in the first set of data 
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    y   Values in second set of data 

    n   Total number of value 

  The value of Pearson Correlation Coefficient is between –1≤ r ≤ 1. The 

positive and negative value of r determine the direction of relationship. 

   Positive r show that 2 variable have same direction of relationship. 

   Negative r show that 2 variable have opposite direction of relationship. 

  The size of the relationship can be determine by value of r 

   r value nearly +1 show that 2 variable have close relationship in the 

   same direction. 

   r value nearly -1 show that 2 variable have least relationship in  

   opposite direction. 

   r value equal to 0 mean there is no correlation between 2 variable. 

   r value close to 0 mean that 2 variable has few relationship. 

 

3.8 Content Validity 

The questions from questionnaires had been review by the 3 qualified experts in 

the field of higher education industries and researcher can get the content validity 

from the questionnaire. 

 

To prove the consistency of questions, the author use Index of Item - Objective 

Congruence (IOC) method to calculate the consistency between the objective and 

content or questions and objective.  

IOC =
ΣR

N
 

Where: IOC = Consistency between the objective and content or questions and 

objectives. 

              Σ R= Total assessment points given from all qualified experts. 

              N = Number of qualified experts. 
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The consistency index value must have the value of 0.5 or above to be accepted. 

 

There are 3 levels of assessment point as follow: 

- +1 means the question is certainly consistent with the objective of the 

questionnaire. 

- 0 means the question is unsure to be consistent with the objective of the 

questionnaire. 

- -1 means the question is inconsistent with the objective of the questionnaire. 

The consistency index value must have the value of 0.5 or above to be accepted. 

Index of Item - Objective Congruence (IOC) from three experts result are as 

followed; 

 

Table 3.4: Table of Content Validity 

No. Expert1 Expert2 Expert3 ΣR IOC Data 

analysis 1 0 -1  1 0 -1  1 0 -1  

FJOB 1          5 1 Accept 

FJOB 2          4 0.8 Accept 

FJOB 3          4 0.8 Accept 

FJOB 4          5 1 Accept 

FJOB 5          5 1 Accept 

FJOB 6          5 1 Accept 

INTR1          5 1 Accept 

INTR2          5 1 Accept 

INTR3          2 0.6 Accept 

INTR4          2 0.6 Accept 

   (Continued) 
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Table 3.4: (Continued) Table of Content Validity 

REF1          4 0.8 Accept 

REF2          5 1 Accept 

REF3          4 0.8 Accept 

REF4          4 0.8 Accept 

Faci1          5 1 Accept 

Faci2          5 1 Accept 

Faci3          4 0.8 Accept 

Faci4          4 0.8 Accept 

Faci5          5 1 Accept 

Faci6          5 1 Accept 

Faci7          5 1 Accept 

Faci8          5 1 Accept 

Faci9          5 1 Accept 

Faci10          4 0.8 Accept 

Faci11          4 0.8 Accept 

Com1          5 1 Accept 

Com2          4 0.8 Accept 

Com3          4 0.8 Accept 

Com4          5 1 Accept 

Ad1          5 1 Accept 

Ad2          5 1 Accept 

Ad3          5 1 Accept 

Ad4          5 1 Accept 

Sati1          2 0.6 Accept 

Sati2          5 1 Accept 

Sati3          4 0.8 Accept 

Sati4          4 0.8 Accept 

Pri1          5 1 Accept 

   (Continued) 
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Table 3.4: (Continued) Table of Content Validity 

Pri2          5 1 Accept 

Pri3          4 0.8 Accept 

Pri4          4 0.8 Accept 

Pri5          5 1 Accept 

LOYA1          5 1 Accept 

LOYA2          5 1 Accept 

LOYA3          4 0.8 Accept 

LOYA4          4 0.8 Accept 

 

Therefore,  

IOC =
41.4

46
 

                                                             = 0.90 

The index of item objective congruence (IOC) of this questionnaire is 0.90 which 

is more than 0.5; it means that the questions are all acceptable. 

 

 

 

 

 

 

 

 

 

 

 



CHAPTER 4 

DATA ANALYSIS 

 

      This chapter will analyze the result of SPSS, and give answer to the research 

questions. Collect the data total of respondents completely for the survey. 

 

4.1 Demographic data 

      The following table is that this is the ratio of the frequency and distribution of the 

defendants were described demographic analysis. The mean and standard mean and 

tables also show the 9 variables standard deviation. 

 

Table 4.1: Gender of respondents 

 

 

gender 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid male 128 42.7 42.7 42.7 

female 172 57.3 57.3 100.0 

Total 300 100.0 100.0  

 

 

Table 4.1 showed that gender of the respondent’s shows that 57.3% of the total 

gender is female. The second is male with the ratio of 42.7%.  
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Table 4.2: Age of respondents 

age 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 18-24 years old 52 17.3 17.3 17.3 

25-30 years old 108 36.0 36.0 53.3 

31-35 years old 81 27.0 27.0 80.3 

36-40 years old 24 8.0 8.0 88.3 

41-45 years old 12 4.0 4.0 92.3 

More than 46 years old 23 7.7 7.7 100.0 

Total 300 100.0 100.0  

 

 

Table 4.2 showed that age of the respondents that 36% of the total age is 25-30 

years old. The second is 31-35 years old with the ratio of 27%.  

 

Table 4.3: Education of respondents 

 

Education level 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Less than Bachelor’s 

Degree 

28 9.3 9.3 9.3 

Bachelor Degree 131 43.7 43.7 53.0 

Master Degree 127 42.3 42.3 95.3 

Doctor Degree 14 4.7 4.7 100.0 

Total 300 100.0 100.0  

 

 

Table 4.3 showed that education level of the respondents that 43.7% of the total 

education level is Bachelor Degree. The second is Master Degree with the ratio of 

42.3%.  
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Table 4.4: Which Thai university is the most-well known to you of respondents 

 

Which Thai university is the most-well known to you 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Bangkok University 25 8.3 8.3 8.3 

Siam University 45 15.0 15.0 23.3 

Assumption University 55 18.3 18.3 41.7 

University of Thai Chamber 

of Commerce 

78 26.0 26.0 67.7 

Ramkhamhaeng University 24 8.0 8.0 75.7 

Chiangmai University 73 24.3 24.3 100.0 

Total 300 100.0 100.0  

 

 

Table 4.4 showed that Which Thai university is the most-well known to you of 

the respondents that 26% is University of Thai Chamber of Commerce. The second is 

Chiangmai University with the ratio of 24.3%.  

 

Table 4.5: Which Thai universities or universities that you attended or have attended?  

                 of respondents 

 

 Which Thai universities or universities that you attended or have attended? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Bangkok University 28 9.3 9.3 9.3 

Siam University 60 20.0 20.0 29.3 

Assumption University 66 22.0 22.0 51.3 

University of Thai Chamber 

of Commerce 

61 20.3 20.3 71.7 

Ramkhamhaeng University 57 19.0 19.0 90.7 

Chiangmai University 28 9.3 9.3 100.0 

Total 300 100.0 100.0  
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Table 4.5 showed that Which Thai universities or universities that you attended 

or have attended of the respondents that 22% is University of Thai Chamber of 

Commerce. The second is Assumption University with the ratio of 20.3%.  

 

Table 4.6: How many years you attended or have attended Thai university or  

                 universities of respondents 

 

 How many years you attended or have attended Thai university or universities? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid .Less than 1 year 52 17.3 17.3 17.3 

Between 1-4 years 70 23.3 23.3 40.7 

Between 5-7 years 84 28.0 28.0 68.7 

Between 8-10 years 49 16.3 16.3 85.0 

More than 11 years 45 15.0 15.0 100.0 

Total 300 100.0 100.0  

 

Table 4.6 showed that How many years you attended or have attended Thai 

university or universities of the respondents that 28% is Between 5-7 years. The 

second is Between 1-4 years with the ratio of 23.3%.  

 

Table 4.7: Where do you plan to work after you graduate from Thai university or  

                  universities? of respondents 

Where do you plan to work after you graduate from Thai university or universities? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid .Bangkok 161 53.7 53.7 53.7 

Chiangmai 24 8.0 8.0 61.7 

Phuket 24 8.0 8.0 69.7 

Pattaya 24 8.0 8.0 77.7 

Any provinces in Thailand 9 3.0 3.0 80.7 

None,because i plan to go 

back to China 

58 19.3 19.3 100.0 

Total 300 100.0 100.0  
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Table 4.7 showed that Where do you plan to work after you graduate from Thai 

university or universities of the respondents that 53.7% is Bangkok. The second is 

None,because i plan to go back to China with the ratio of 19.3%.  

 

 

Table 4.8: How much money you plan to spend in studying in Thai university or  

                universities of respondents 

 How much money you plan to spend in studying in Thai university or universities 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Less than 200,000baht 48 16.0 16.0 16.0 

Between 200,000-

999,999baht 

65 21.7 21.7 37.7 

Between 1million -less than 

2 million baht 

70 23.3 23.3 61.0 

Between 2million-less than 

3million baht 

63 21.0 21.0 82.0 

Between 3million-less than 

4million baht 

31 10.3 10.3 92.3 

More than 4million baht 23 7.7 7.7 100.0 

Total 300 100.0 100.0  

 

Table 4.8 showed that How much money you plan to spend in studying in Thai 

university or universities of the respondents that 23.3% is Between 1million -less than 

2 million baht. The second is Between 200,000-999,999baht with the ratio of 21%.  

 

Table 4.9: What is (are) your major(s) in the Thai university(or universities) of  

                  respondents 
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What is (are) your major(s) in the Thai university(or universities) 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Business Administration 156 52.0 52.0 52.0 

Thai language 98 32.7 32.7 84.7 

Tourism 9 3.0 3.0 87.7 

Communication 14 4.7 4.7 92.3 

Humanities 23 7.7 7.7 100.0 

Total 300 100.0 100.0  

 

Table 4.9 showed that How much money you plan to spend in studying in Thai 

university or universities of the respondents that 52% is Business Administration. The 

second is Thai language with the ratio of 32.7%.  

 

 

Table 4.10: What is the primary factor to consider when you want to study in Thailand?  

                  of respondents 

 

What is the primary factor to consider when you want to study in Thailand? 

 
Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Teaching Quality 5 1.7 1.7 1.7 

Study costs 89 29.7 29.7 31.3 

Visa Advantage 121 40.3 40.3 71.7 

Geographical advantages 85 28.3 28.3 100.0 

Total 300 100.0 100.0  

 

Table 4.10 showed that What is the primary factor to consider when you want 

to study in Thailand of the respondents that 40.3% is Visa Advantage. The second is 

Study costs with the ratio of 28.3%.  

 

4.2 Mean, Standard Deviation and Respondents perception 

Table 4.11: Mean, Standard Deviation and Respondents perception of Financial and  

                   job-market factors (FJOB) 
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 Mean Std. Deviation 

I plan to obtain good long-term earnings after I 

graduate from this university. 

3.98 1.000 

I want flexibility of my career options after i 

graduate from this university. 

4.05 1.134 

I want a job available to me after my graduation 

from this Thai university. 

4.05 1.027 

I want to secure my employment after my 

graduation from  this Thai university. 

3.72 .986 

I study in this Thai university because brothers 

and sisters’ opinions 

4.24 .851 

I study in this Thai university,because of my 

relatives’ opinion. 

3.79 1.041 

total 

3.972 
1.007 

 

Table 4.11 shown that Financial and job-market factors (FJOB) has a total 

Mean in high level (Mean = 3.927) and Standard Deviation of 1.007. This research 

found that " I study in this Thai university because brothers and sisters’ opinions 

(Mean = 4.24). Last is " I want to secure my employment after my graduation from  

this Thai university." (Mean = 3.72).  

 Table 4.11 also shown that " I want flexibility of my career options after i 

graduate from this university." has the most deviation of information among 4 

elements (S.D. = 1.134). While the least deviation of information among 4 elements is 

" I study in this Thai university because brothers and sisters’ opinions " (S.D. = 

0.851). 
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Table 4.12: Mean, Standard Deviation and Respondents perception of Intrinsic factors  

                   (INTR) 

 Mean Std. Deviation 

I want a job with self-directing after I graduate 

from this Thai university 

4.08 1.008 

I want opportunity to work in a dynamic 

atmosphere. 

4.18 .858 

I want opportunity to be creative. 3.79 .978 

I want to have my own business in Thailand after 

graduating from this Thai university. 

3.79 .949 

toatal 

3.96 
0.95 

 

Table 4.12 shown that Intrinsic factors (INTR) has a total Mean in high level 

(Mean = 3.96) and Standard Deviation of 0.95. This research found that " I want 

opportunity to work in a dynamic atmosphere. (Mean = 4.81). Last is " I want 

opportunity to be creative and I want to have my own business in Thailand after 

graduating from this Thai university.." (Mean = 3.79).  

 Table 4.12 also shown that " I want a job with self-directing after I graduate 

from this Thai university " has the most deviation of information among 4 elements 

(S.D. = 1.008). While the least deviation of information among 4 elements is " I want 

to have my own business in Thailand after graduating from this Thai university." 

(S.D. = 0.949). 

 

Table 4.13: Mean, Standard Deviation and Respondents perception of Referents (REF) 

 Mean Std. Deviation 

I choose this Thai university because my parents’ 

influence. 

3.44 .827 

I choose this Thai university because my 

teachers’ influence 

3.93 1.309 

I choose this Thai university because Peers’ 

influence. 

3.84 1.207 

I choose this university because advisers’ 

influence. 

3.67 1.209 

Total 

3.72 
1.14 
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           Table 4.13 shown that Respondents perception of Referents (REF) has a total 

Mean in high level (Mean = 3.72) and Standard Deviation of 1.14. This research 

found that " I choose this Thai university because my teachers’ influence (Mean = 

3.93). Last is " I choose this Thai university because my parents’ influence." (Mean = 

3.44).  

 Table 4.13 also shown that " I choose this Thai university because my 

teachers’ influence " has the most deviation of information among 4 elements (S.D. = 

1.309). While the least deviation of information among 4 elements is " I choose this 

Thai university because my parents’ influence." (S.D. = 0.827). 

 

Table 4.14: Mean, Standard Deviation and Respondents perception of Facilities and  

                   services factor (Faci) 

 Mean Std. Deviation 

I choose this university because of library facility. 4.04 1.030 

I choose this university because computer laboratories. 3.87 .875 

I choose this university because entertainment facilities 3.81 .893 

I choose this university because assessing to lectures through the Internet 3.84 .876 

I choose this university because of on-campus accommodations 3.70 .854 

I choose this university because of career guidance. 3.90 .897 

I choose this university because of health services. 3.52 .822 

I choose this university because of study halls. 3.65 .953 

I choose this university because of group work. 3.95 .873 

I choose this university because of auditoriums. 3.56 1.285 

I choose this university because of social areas. 3.59 .905 

total 

3.77 
0.93 

 

Table 4.13 shown that Facilities and services factor (Faci) has a total Mean in 

high level (Mean = 3.77) and Standard Deviation of 0.93. This research found that " I 

choose this university because of library facility. (Mean = 4.04). Last is " I choose this 

university because of health services." (Mean = 3.52).  

 Table 4.13 also shown that " I choose this university because of auditoriums." 

has the most deviation of information among 11 elements (S.D. = 1.285). While the 

least deviation of information among 4 elements is " I choose this university because 

of health services " (S.D. = 0.822). 
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Table 4.15: Mean, Standard Deviation and Respondents perception of Ways of  

                  communication (Com) 

 Mean Std. Deviation 

I know this university because of the E-mail from 

this university. 

3.66 1.010 

I know this university because the phone calls 

from university. 

3.90 1.135 

I know this university because direct mail from this 

university 

4.05 1.019 

 I know this university because of the website of 

the  university 

3.65 1.034 

total 

3.82 
1.05 

 

Table 4.15 shown that Ways of communication (Com) has a total Mean in 

high level (Mean = 3.82) and Standard Deviation of 1.05. This research found that " I 

know this university because direct mail from this university (Mean = 4.05). Last is " 

I know this university because of the website of the  university " (Mean = 3.65).  

 Table 4.15 also shown that " I know this university because the phone calls 

from university." has the most deviation of information among 4 elements (S.D. = 

1.135). While the least deviation of information among 4 elements is I know this 

university because of the E-mail from this university. " (S.D. = 1.010). 

 

Table 4.16: Mean, Standard Deviation and Respondents perception of Advertising (Ad) 

 Mean Std. Deviation 

I choose this Thai university because my parents’ 

influence. 

4.12 .996 

I want to secure my employment after my 

graduation from  this Thai university. 

3.98 .991 

I study in this Thai university because brothers 

and sisters’ opinions 

3.89 1.020 

I study in this Thai university,because of my 

relatives’ opinion. 

4.09 1.011 

Valid N (listwise) 

4.02 
1.00 
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Table 4.16 shown that Advertising (Ad) has a total Mean in high level (Mean 

= 4.02) and Standard Deviation of 1.00. This research found that " I choose this Thai 

university because my parents’ influence. (Mean = 4.12). Last is " I study in this Thai 

university because brothers and sisters’ opinions " (Mean = 3.89).  

 Table 4.16 also shown that " I study in this Thai university because brothers 

and sisters’ opinions " has the most deviation of information among 4 elements (S.D. 

= 1.020). While the least deviation of information among 4 elements is I want to 

secure my employment after my graduation from  this Thai university.. " (S.D. 

= .991). 

 

Table 4.17: Mean, Standard Deviation and Respondents perception of satisfaction  

                   factor (Sati) 

 Mean Std. Deviation 

I choose this university because of the reputation. 3.78 1.011 

I know this university because direct mail from this 

university 

3.82 .945 

I study in this Thai university because brothers 

and sisters’ opinions 

3.69 .914 

 I choose this university because of the host  city. 3.65 1.317 

Total 

3.74 
1.05 

 

Table 4.17 shown that satisfaction factor (Sati) has a total Mean in high level 

(Mean = 3.74) and Standard Deviation of 1.05. This research found that " I know this 

university because direct mail from this university (Mean = 3.82). Last is " I choose 

this university because of the host  city " (Mean = 3.65).  

 Table 4.17 also shown that " I choose this university because of the host  city." 

has the most deviation of information among 4 elements (S.D. = 1.317). While the least 

deviation of information among 4 elements is I study in this Thai university because 

brothers and sisters’ opinions " (S.D. = .914). 
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Table 4.18: Mean, Standard Deviation and Respondents perception of Price (Pri), 

 Mean Std. Deviation 

I choose this university because of the flexibility of 

payment time 

3.94 1.004 

I choose this university because of  the flexibility 

tuition approach 

3.90 1.029 

I choose this university because of availability of 

financial aid 

3.77 1.004 

I choose this university because of tuition fees of 

the program. 

4.08 1.031 

I choose this university because of  scholarship 

opportunities 

3.86 1.038 

Valid N (listwise) 

3.91 
1.02 

 

Table 4.18 shown that satisfaction Price (Pri) has a total Mean in high level 

(Mean = 3.91) and Standard Deviation of 1.02. This research found that " I choose 

this university because of tuition fees of the program. (Mean = 4.08). Last is " I 

choose this university because of  scholarship opportunities " (Mean = 3.86).  

 Table 4.18 also shown that " I choose this university because of  scholarship 

opportunities " has the most deviation of information among 5 elements (S.D. = 

1.038). While the least deviation of information among 5 elements is I choose this 

university because of availability of financial aid " (S.D. = 1.004). 

 

Table 4.10: Mean, Standard Deviation and Respondents perception of Loyalty (LOYA). 

 

 Mean Std. Deviation 

I will say positive things about this university to 

other people. 

3.85 .961 

I will keep attending the university if it is held 

again in the future  

4.00 .988 

I will recommend this university to my relatives 3.83 .872 

I will recommend this university to my friends 4.08 .956 

Valid N (listwise) 

3.94 
0.94 
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Table 4.19 shown that satisfaction Loyalty (LOYA) has a total Mean in high 

level (Mean = 3.94) and Standard Deviation of 0.94. This research found that " I will 

recommend this university to my friends (Mean = 4.08). Last is " I will recommend this 

university to my relatives " (Mean = 3.83).  

 Table 4.19 also shown that " I will say positive things about this university to 

other people." has the most deviation of information among 4 elements (S.D. = .961). 

While the least deviation of information among 4 elements is I will recommend this 

university to my relatives " (S.D. = .872). 

 

4.3 Analysis of the data based on assumptions 

     In the study, researchers tested the relationship between independent and 

dependent variables. After the data collection process, the researchers manage data, 

and analyzed by SPSS software. 9 hypothesis is assumed that in this study, the 

researchers decided to use correlation analysis to test every hypothesis of relationship 

between two variables.  

 

Table 4.20: Analysis of correlation between independent variables and the dependent  

                   variable using Pearson's Correlation Coefficient of Financial and job- 

                   market factors (FJOB), Intrinsic factors (INTR), Referents (REF),  

                   Facilities and services factor (Faci), Ways of communication (Com),  

                   Advertising (Ad), The satisfaction factor (Sati), Price (Pri), Loyalty  

                   (LOYA) positively affecting Chinese students’ loyalty towards  

                  universities in Bangkok.
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Correlations 

 
sumFO

JB 

sumIN

TR 

sumB

EF 

sumFA

CI 

sumCO

M 

sumA

D 

sumSA

TI 

sumP

RI 

sumLO

YA 

sumFO

JB 

Pearson 

Correlati

on 

1 .934** .906** .893** .898** .897** .834** .906** .865** 

sumINT

R 

Pearson 

Correlati

on 

.934** 1 .859** .900** .816** .879** .889** .886** .886** 

sumBE

F 

Pearson 

Correlati

on 

.906** .859** 1 .910** .871** .899** .846** .889** .895** 

sumFA

CI 

Pearson 

Correlati

on 

.893** .900** .910** 1 .886** .937** .944** .923** .953** 

sumCO

M 

Pearson 

Correlati

on 

.898** .816** .871** .886** 1 .884** .862** .878** .855** 

sumAD Pearson 

Correlati

on 

.897** .879** .899** .937** .884** 1 .888** .879** .927** 

sumSA

TI 

Pearson 

Correlati

on 

.834** .889** .846** .944** .862** .888** 1 .891** .926** 

sumPRI Pearson 

Correlati

on 

.906** .886** .889** .923** .878** .879** .891** 1 .881** 

sumLO

YA 

Pearson 

Correlati

on 

.865** .886** .895** .953** .855** .927** .926** .881** 1 

**. Correlation is significant at the 0.01 level (2-tailed). 
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Measured by using a questionnaire to collect data as an interval scale, and used 

in this study using the Multiple Regressions. 

H1: Financial and job-market factors (FJOB) has positive relationship with 

Chinese students’ loyalty towards Thai universities in Bangkok or not. The result 

from the analysis show that Financial and job-market factors (FJOB) has positively 

relationship with Chinese students’ loyalty towards Thai universities in Bangkok 

(Pearson's Correlation = 0.865) at 0.01 significant level. 

 

  H2: Intrinsic factors (INTR) has positive relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok or not. The result from the analysis 

show that Intrinsic factors (INTR) has positively relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok (Pearson's Correlation = 0.886) at 0.01 

significant level. 

 

       H3: Referents (REF) has positive  relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok or not. The result from the analysis 

show that I Referents (REF) has positively  relationship has positively relationship 

with Chinese students’ loyalty towards Thai universities in Bangkok (Pearson's 

Correlation = 0.895) at 0.01 significant level. 

 

      H4: Facilities and services factor (Faci) has positive  relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok or not. The result from the 

analysis show that Facilities and services factor (Faci)  has positively  relationship has 

positively relationship with Chinese students’ loyalty towards Thai universities in 

Bangkok (Pearson's Correlation = 0.953) at 0.01 significant level. 

 

       H5: Ways of communication (Com) has  positive relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok or not. The result from the 
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analysis show that Ways of communication (Com) has positive relationship has 

positively relationship with Chinese students’ loyalty towards Thai universities in 

Bangkok (Pearson's Correlation = 0.855) at 0.01 significant level. 

 

      H6: Advertising (Ad) has positive  relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok or not. The result from the analysis show that 

Advertising (Ad) has positively  relationship has positively relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok (Pearson's Correlation = 

0.927) at 0.01 significant level. 

 

      H7: The satisfaction factor (Sati) has positive relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok or not. The result from the analysis 

show that satisfaction factor (Sati)  has positively  relationship has positively 

relationship with Chinese students’ loyalty towards Thai universities in Bangkok 

(Pearson's Correlation = 0.926) at 0.01 significant level. 

 

     H8: Price (Pri) has positive relationship with Chinese students’ loyalty towards 

Thai universities in Bangkok or not. The result from the analysis show that Price (Pri)  

has positively  relationship has positively relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok (Pearson's Correlation = 0.881) at 0.01 

significant level. 

 

Table 4.21: Analysis of variance using ANOVA of Financial and job-market factors  

                   (FJOB), Intrinsic factors (INTR), Referents (REF), Facilities and services  

                   factor (Faci), Ways of communication (Com), Advertising (Ad), The  

                satisfaction factor (Sati), Price (Pri), Loyalty (LOYA) positively affecting  
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               Chinese students’ loyalty towards universities in Bangkok. 

ANOVAb 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 96.916 8 12.115 269.797 .000a 

Residual 7.454 166 .045   

Total 104.370 174    

a. Predictors: (Constant), sumPRI, sumCOM, sumINTR, sumBEF, sumSATI, sumAD, sumFACI, sumFOJB 

b. Dependent Variable: sumLOYA 

 

 

From table 4.21, ANOVA analysis confirmed that independent variable 

consist of Financial and job-market factors (FJOB), Intrinsic factors (INTR), Referents 

(REF), Facilities and services factor (Faci), Ways of communication (Com), 

Advertising (Ad), The satisfaction factor (Sati), Price (Pri), Loyalty (LOYA) have 

influence on dependent variable, Chinese students’ loyalty towards universities in 

Bangkok due to Sig. of the equation equal 0.000 at 0.01 significant level. 

 

Table 4.22: Multiple Regression Analysis of Financial and job-market factors (FJOB),  

                  Intrinsic factors (INTR), Referents (REF), Facilities and services factor  

                 (Faci), Ways of communication (Com), Advertising (Ad), The satisfaction  

                  factor (Sati), Price (Pri), Loyalty (LOYA) positively affecting Chinese  

                 students’ loyalty towards universities in Bangkok 
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Dependent Variable: students’ loyalty, R = 0.955, R2 = 0.913, Constant(a) = 0.23 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) .023 .148  .155 .877   

sumFOJB -.090 .091 -.099 -.990 .324 .243 3.042 

sumINTR .115 .084 .116 1.378 .170 .261 1.354 

sumBEF .133 .046 .174* 2.911 .004 .320 2.335 

sumFACI .541 .117 .434* 4.630 .000 .349 2.466 

sumCOM -.030 .060 -.032 -.501 .617 .403 1.750 

sumAD .225 .061 .245* 3.677 .000 .597 1.314 

sumSATI .205 .072 .226* 2.853 .005 .668 1.622 

sumPRI -.070 .058 -.077 -1.203 .231 .406 3.416 

*significant at the .05 level 

 

        Data from table 4.22 used to test following hypothesis.  Hypothesis 9 can be 

explain from Multiple Regression Analysis. Independent variable can predict 

customer’s satisfaction and Referents (sig=0.004), Facilities and services factor (sig 

0.000), Advertising (sig=0.000), the satisfaction factor (sig=0.005), can predict 

Chinese students’ loyalty significantly. On the other hand, Financial and job-market 

factors (sig=0.324), Intrinsic factors (sig=0.170), Ways of communication 

(sig=0.617), Price (sig=0.231) cannot predict Chinese students’ loyalty significantly.  

These following variable can explain influence on Chinese students’ loyalty in 

Bangkok at 91.3%. Another 8.7% are influence from others variable that are not use 

in this research. The standard error is ±0.360 using the following equation. 

       Y (Chinese students’ loyalty) = 0.023 + 0.434 (Facilities and services factor) + 

0 .245 (Advertising) + 0.226 (the satisfaction factor) + 0.174 (Referents) 

        From this equation 
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      If Facilities and services factor increase by 1 point and other factors remain 

the same. Chinese students’ loyalty will increase by 0.434 point. 

         If advertising increase by 1 point and other factors remain the same. Chinese 

students’ loyalty will increase by 0.245 point. 

         If the satisfaction factor increase by 1 point and other factors remain the same. 

Chinese students’ loyalty will increase by 0.226 point. 

     If Referents increase by 1 point and other factors remain the same. Chinese 

students’ loyalty by 0.174 point. 

 

Table 4.22 showed that by using Multiple Regression Analysis. The result 

show that Referents (REF), Facilities and services factor (Faci), Advertising (Ad), the 

satisfaction factor (Sati) positively impact on Chinese students’ loyalty towards 

universities in Bangkok at statistical significant level of 0.05. While Financial and 

job-market factors (FJOB), Intrinsic factors (INTR), Ways of communication (Com), 

Price (Pri), Loyalty (LOYA) had positive impact on Chinese students’ loyalty towards 

universities in Bangkok at 0.05 statistical significant. Then Hypothesis 9 was 

accepted.  

 

4.4 Other Analysis  

 Multicollinearity is multiple correlation among independent variables (more 

than 2 independent variable) (Nitiphong, 2012) or relation among group of 

independent variables. 

 In high multicollinearity relation, high degree of relation can affect deviation 

from true value. In the other word, muticollinearity should not occur while using 

Multiple Linear Regression. 
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 Multicollinearity can be tested by Variance Inflation Factor (VIF) value or 

Tolerance value. Variance Inflation Factor (VIF) value should not exceed 4 and 

Tolerance value should exceed 0.2 (Miles & Shevlin, 2001). 

 

Table 4.23: Testing Collinearity of independent variable. 

Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

sumFOJB .243 3.042 

sumINTR .261 1.354 

sumREF .320 2.335 

sumFACI .349 2.466 

sumCOM .403 1.750 

sumAD .597 1.314 

sumSATI .668 1.622 

sumPRI .406 3.416 

 

Result from table 4.23 found that less Tolerance value is 0.668, which exceed 

0.2, and Variance Inflation Factor (VIF) value is 2.100 , which not exceed 4. So there 

are no Multicollinearity. 
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*significant at the .05 level 

Figure 4.1: Result of Multiple Regression Analysis from scope of research 

Figure 4.1 show that Financial and job-market factors (FJOB), Intrinsic factors 

(INTR), Ways of communication (Com), Price (Pri), Loyalty (LOYA) on Chinese 

students’ loyalty towards universities in Bangkok and Financial and job-market 

factors (FJOB), Intrinsic factors (INTR), Ways of communication (Com), Price (Pri), 

Loyalty (LOYA) on on Chinese students’ loyalty towards universities in Bangkok 

 

 

Financial and job-market factors (FJOB) 

Intrinsic factors (INTR) 

Referents (REF) 

Facilities and services factor (Faci) 

Ways of communication (Com) 

Advertising (Ad) 

The satisfaction factor (Sati) 

Price (Pri) 

Chinese 

Students’ 

Loyalty 

H1 R=-.090 B=-.099 

H5 R= -.030 B=-.032 

H3 R= 133 B=.174* 

H4 R=.541 B=.434* 

H7 R=.205 B=.226* 

H6 R=.225 B=.245* 

H2 R=.115 B=.116 

H8 R=-.070 B=-.077 



CHAPTER 5 

CONCLUSIONS AND RECOMMENDATIONS 

 

       The main objective of this study is to study the factors positively affecting 

Chinese students’ loyalty towards universities in Bangkok. The researchers conducted 

the survey techniques through distributing questionnaires from the respondents who 

are Chinese students who have used to study or is studying in Bangkok. 

. 

             The distribution of demographic variables of the sample indicated that the 

majority respondents are equal which number of respondents is Female, age level in 

range 25-30 years old, education level is Bachelor Degree , University of Thai 

Chamber of Commerce is the most-well known Chinese students,  University of Thai 

Chamber of Commerce is that Chinese students attended. Chinese students who are 

between 5-7 years attended Thai University. Bangkok is place that Chinese students 

plan to work after you graduate from Thai university or universities. Between 

1million -less than 2 million baht is that Chinese students plan to spend in studying in 

Thai university or universities. Visa Advantage is the primary factor to consider when 

Chinese students want to study in Thailand. 

 

5.1 Hypothesis Assumption. 

           Based on the research objectives, Multiple Regressions analysis was employed 

to this study. After analyzing the hypotheses, all the null hypotheses were rejected. 

The results are summarized as follows: 

 

    H1: Financial and job-market factors (FJOB) has positive relationship with 

Chinese students’ loyalty towards Thai universities in Bangkok or not. The result 
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from the analysis show that Financial and job-market factors (FJOB) has positively 

relationship with Chinese students’ loyalty towards Thai universities in Bangkok 

(Pearson's Correlation = 0.865) at 0.01 significant level. 

 

  H2: Intrinsic factors (INTR) has positive relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok or not. The result from the analysis 

show that Intrinsic factors (INTR) has positively relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok (Pearson's Correlation = 0.886) at 0.01 

significant level. 

 

   H3: Referents (REF) has positive  relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok or not. The result from the analysis show that I 

Referents (REF) has positively  relationship has positively relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok (Pearson's Correlation = 

0.895) at 0.01 significant level. 

 

           H4: Facilities and services factor (Faci) has positive relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok or not. The result from the 

analysis show that Facilities and services factor (Faci)  has positively  relationship has 

positively relationship with Chinese students’ loyalty towards Thai universities in 

Bangkok (Pearson's Correlation = 0.953) at 0.01 significant level. 

 

            H5: Ways of communication (Com) has  positive relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok or not. The result from the 

analysis show that Ways of communication (Com) has positively  relationship has 

positively relationship with Chinese students’ loyalty towards Thai universities in 

Bangkok (Pearson's Correlation = 0.855) at 0.01 significant level. 
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            H6: Advertising (Ad) has positive  relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok or not. The result from the analysis show that 

Advertising (Ad) has positively  relationship has positively relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok (Pearson's Correlation = 

0.927) at 0.01 significant level. 

 

           H7: The satisfaction factor (Sati) has positive relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok or not. The result from the 

analysis show that satisfaction factor (Sati)  has positively  relationship has positively 

relationship with Chinese students’ loyalty towards Thai universities in Bangkok 

(Pearson's Correlation = 0.926) at 0.01 significant level. 

 

           H8: Price (Pri) has positive relationship with Chinese students’ loyalty towards 

Thai universities in Bangkok or not. The result from the analysis show that Price (Pri)  

has positively  relationship has positively relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok (Pearson's Correlation = 0.881) at 0.01 

significant level. 

           

          H9: Factors that can positively predict Chinese students’ loyalty (Y) are 

Referents, Facilities and services factor, Advertising, the satisfaction factor which has 

91.3% influence. Another 8.7% are influence from others variable that are not use in 

this research. The standard error is ±0.360 using the following equation. 

       Y (Chinese students’ loyalty) = 0.023 + 0.434 (Facilities and services factor) + 

0 .245 (Advertising) + 0.226 (the satisfaction factor) + 0.174 (Referents) 
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5.2 Summary 

       For demographic factors: 

       The descriptive analyses of 300 Chinese students revealed that the majority of 

Chinese students who used to study or is studying in Bangkok were female aged 25-

30 years old, and are master students. University of Thai Chamber of Commerce is 

that Chinese students most attended. Chinese students who are attended Thai 

University between 5-7 years. Bangkok is place that Chinese students plan to work 

after you graduate from Thai university or universities. Between 1million -less than 2 

million baht is that Chinese students plan to spend in studying in Thai university or 

universities. Visa Advantage is the primary factor to consider when Chinese students 

want to study in Thailand. 

 

      From these results, it can be inferred that majority of Chinese students are being 

young female with master degrees and had spend between 1million -less than 2 

million baht in Thai Universities, who are most attended University of Thai Chamber 

of Commerce. And Bangkok is place that Chinese students plan to work after you 

graduate from Thai university or universities. The key reason that they choice to study 

in Thailand is that because of the visa advantage. 

 

For Hypotheses:  

       H1: Financial and job-market factors (FJOB) has positively relationship with 

Chinese students’ loyalty towards Thai universities in Bangkok or not. The result 

from the analysis show that Financial and job-market factors (FJOB) has positively 

relationship with Chinese students’ loyalty towards Thai universities in Bangkok 

(Pearson's Correlation = 0.865) at 0.01 significant level. Paweena S. et al., (2014) 

findings in the USA reveal that future earnings have the strongest influence on 

students’ choice of a major. Additionally, Nadler, S. and Simerly, R. L. (2006) found 

that New Zealand students place considerable importance on financial factors when 
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choosing an accounting major. Similarly, the findings of Hongzhi, Y. et al., (2015) in 

Canada reveal that accounting students place greater emphasis on job availability and 

good long-term earnings. Chaisamran, P. & Kanthawongs, P. (2015) identified 

preferred accounting career, career exposure, the factors perceived to be important for 

job selection. The findings indicated that salary was one of the factors perceived 

important for an accountant. 

 

  H2: Intrinsic factors (INTR) has positively relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok or not. The result from the analysis 

show that Intrinsic factors (INTR) has positively relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok (Pearson's Correlation = 0.886) at 0.01 

significant level. Douglas, J.; McClelland, R. and Davies, J. (2008) findings in the 

USA and Atay, L. and Yildrim, H. M. (2010) findings in Australia reveal that 

accountancy students attach lower importance to intrinsic factors in discipline-choice 

decisions. In contrast, Chaisamran, P. & Kanthawongs, P. (2015) findings in the USA 

show that intrinsic factors are very important in accounting students’ discipline 

choice. 

 

       H3: Referents (REF) has positively relationship with Chinese students’ 

loyalty towards Thai universities in Bangkok or not. The result from the analysis 

show that I Referents (REF) has positively relationship has positively relationship 

with Chinese students’ loyalty towards Thai universities in Bangkok (Pearson's 

Correlation = 0.895) at 0.01 significant level. The findings of Mauldin et al. (2000), 

and Atay, L. and Yildrim, H. M. (2010) in the USA reveal that instructors have a 

profound influence on students’ decision to major in accounting. 

 

      H4: Facilities and services factor (Faci) has positively relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok or not. The result from the 

analysis show that Facilities and services factor (Faci) has positively relationship has 
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positively relationship with Chinese students’ loyalty towards Thai universities in 

Bangkok (Pearson's Correlation = 0.953) at 0.01 significant level. Hanssen and Gulid, 

N. (2011) find that the factor that most strongly influences student satisfaction with 

university facilities is the quality of its social areas, auditoriums and libraries. 

 

       H5: Ways of communication (Com) has positively relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok or not. The result from the 

analysis show that Ways of communication (Com) has positively relationship has 

positively relationship with Chinese students’ loyalty towards Thai universities in 

Bangkok (Pearson's Correlation = 0.855) at 0.01 significant level.  Mai (2015) studied 

that the communication can influence students’ loyalty when they choice university in 

Vietnam.  

 

      H6: Advertising (Ad) has positively relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok or not. The result from the analysis show that 

Advertising (Ad) has positively relationship has positively relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok (Pearson's Correlation = 

0.927) at 0.01 significant level. Teerapat and Athapol (2015) find out that student can 

be attracted by the advertisement from school promotion.  

 

      H7: The satisfaction factor (Sati) has positively relationship with Chinese 

students’ loyalty towards Thai universities in Bangkok or not. The result from the 

analysis show that satisfaction factor (Sati)  has positively  relationship has positively 

relationship with Chinese students’ loyalty towards Thai universities in Bangkok 

(Pearson's Correlation = 0.926) at 0.01 significant level. Hongzhi et al (2015) showed 

that when students in mid-school get satisfied, then they will be more loylty.  
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     H8: Price (Pri) has positively relationship with Chinese students’ loyalty towards 

Thai universities in Bangkok or not. The result from the analysis show that Price (Pri)  

has positively  relationship has positively relationship with Chinese students’ loyalty 

towards Thai universities in Bangkok (Pearson's Correlation = 0.881) at 0.01 

significant level. Dao and Thorpe (2014) find out that when the cost of university get 

higher, students will be more loyalty as the switching cost increase, harder to change 

to new university.  

 

      Financial and job-market factors can influence students’ major choice which Thai 

higher education institutions should focus on and try to improve the job opportunities, 

and availability of employment. For instance, Lowe and Simons’ (1997) findings in 

the USA reveal that future earnings have the strongest influence on students’ choice 

of a major. Additionally, Ahmed et al. (1997) found that New Zealand students place 

considerable importance on financial factors when choosing an accounting major. 

Similarly, the findings of Felton et al. (1994) in Canada reveal that accounting 

students place greater emphasis on job availability and good long-term earnings. And 

Thai higher education institutions should improve the Intrinsic factors which are 

opportunity to be creative, autonomous, and to work in an intellectually challenging 

and dynamic environment. Felton et al.’s (1994) findings in the USA show that 

intrinsic factors are very important in accounting students’ discipline choice. Students 

may be influenced by their parents, teachers, career advisors, and peers. University 

provides to students that facilities and service, which might be include all library, 

classroom, swimming pool et al. and other services that university provided. Thai 

Universities should use advertising to convince Chinese students that the Thai 

universities are the best, enhance the image of the universities, point out and create a 

need for education. Affordability is clearly a major consideration to gain Chinese 

students loyalty in Thai universities as well.  

       Y (Chinese students’ loyalty) = 0.023 + 0.434 (Facilities and services factor) + 

0 .245 (Advertising) + 0.226 (the satisfaction factor) + 0.174 (Referents) 
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5.3 Recommendation  

        The survey of this study had to be conducted faster than the originally planned 

time frame due to the time constraint from student semester ending, most of Chinese 

students went back home for their vacation, during the data collection period. 

Moreover, the independent variables in the model might not cover all important 

satisfaction determinants. Lastly, most of the respondents avoided giving any 

comments and suggestions of the open-ended question which is the last part of the 

questionnaire. Therefore, it was difficult to get in-depth information of what their 

preferences and needs. Due to the fact that this study covered only Chinese students 

studying in Bangkok, in order to expand and improve the scope of knowledge in this 

related topic, future research may extend a scope of study by conducting in other 

provinces for the benefit of diverse information. In addition, further research should 

consider the ideal time to assess student loyalty and also lengthen data collection 

period. 

 

Some recommendation for universities: 

 Improve library facility, computer laboratories entertainment facilities, 

assessing to lectures through the Internet, on-campus accommodations, career 

guidance, health services, study halls, group work auditoriums, social areas. 

 Invest in the advertising on televisions, advertising in newspapers, university 

brochures, and magazines.  

 Try to do best in the reputation, cost of studying, job prospects.  

 Increase the influence of parents, teacher, peers’ and advisers. 
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5.5 Limitation of the Research  

 

The researchers chose to emphasize on Chinese students in university in 

Bangkok. And only nine variables that are Financial and job-market factors (FJOB), 

Intrinsic factors (INTR), Referents (REF), Facilities and services factor (Faci), Ways 

of communication (Com), Advertising (Ad), The satisfaction factor (Sati), Price (Pri), 

Loyalty (LOYA). And one dependent variable is Chinese students’ loyalty. 

 This research just for university in Bangkok, not involved in any other 

countries, therefore, the results from the study may not be generalized beyond this 

location. The Measures used to collect the data after completing the interpretation of 

the findings, it is discovered that the way in which the data has been gathered inhibits 

the ability to conduct a thorough analysis of the results. So in future there is a need to 

measure the collected data in a better way.  
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                                                                Questionnaire 

        My name is Xiaoyun Luo. I am a MBA student of English Program at Bangkok University. I 

am doing the research on “The Factors Positively Affecting Chinese Students’ Loyalty Towards 

Thai Universities In Bangkok.” This questionnaire is part of an Independent Study conducting for 

the requirement of a Master’s degree in Business Administration of Bangkok University. The info

rmation acquired from this questionnaire will be confidentially kept and used for academic           

purpose only. Thank you for taking the time to fill in this questionnaire.   

Note: pleases check √ in the (  ) that best matched  your answer.   

1.Please indicate your gender 

(  )1. Male                      (  )2. Female 

2.Please indicate your age 

(  )1. 18-24 years old             (  )2. 25-30 years old 

(  )3. 31-35 years old             (  )4. 36-40 years old 

(  )5. 41-45 years old             (  )6. More than 46 years old 

3..Please indicate your education level 

( ) 1. Less than Bachelor’s Degree                 (  )2. Bachelor’s Degree 

( ) 3. Master  Degree                                      (  )4.Doctoral Degree  

4.Which Thai university is the most-well known to you?  

( )1.Bangkok University              (  )2. Siam University 

( )3.Assumption University        (  ) 4.University of Thai Chamber of Commerce  

( )5. Ramkhamhaeng University   (  )6. Chiangmai University 

 

5. Which Thai universities or universities that you attended or have attended?(You can 

check more than one choice) 

( )1.Bangkok University              (  )2. Siam University 

( )3.Assumption University        (  ) 4.University of Thai Chamber of Commerce  

( )5. Ramkhamhaeng University   (  )6. Chiangmai University 

6. How many years you attended or have attended Thai university or universities? 
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( )1.Less than 1 year                             ( )2. Between 1-4 years  

( )3. Between 5-7 years                         ( )4.Between 8-10 years   

( )5. More than 11 years 

7. Where do you plan to work after you graduate from Thai university or universities?(You
 can check more than one choice) 

( )1.Bangkok                 ( )2.Chiangmai             ( )3.Phuket        ( )4.Pattaya 

( )5.Any provinces in Thailand   ( )6.None,because i plan to go back to China 

8. How much money you plan to spend in studying in Thai university or universities? 

( )1. Less than 200,000baht 

( )2.Between 200,000-999,999baht 

( )3.Between 1million -less than 2 million baht 

( )4.Between 2million-less than 3million baht  

( )5.Between 3million-less than 4million baht  

( )6.More than 4million baht 

9.What is (are) your major(s) in the Thai university(or universities)? 

(  )1.  Business Administration    (  )2. Thai language      (  )3.Tourism 

(  )4. Communication                  (  )5. Humanities           

10. What is the primary factor to consider when you want to study in Thailand? 

(  )1. Teaching Quality         (  )2. Study costs  

(  )3. Visa Advantage          (  )4. Geographical advantages  

 

 

Please check ( ) to the extent that you agree with the following item: 

(1 = Strongly disagree, 2 = Disagree, 3 = Neutral , 4 = Agree 5 = Strongly agree) 
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Agreement level 

strongly agr
ee 

5 

Agree 

4 

Neutra
l 

3 

 

disagree 

2 

 

Strongly 

disagree 

1 

Financial and job-market factors(FJOB) 

FJOB1 I plan to obtain good long-term earnings a

fter I graduate from this university. 

     

FJOB2 I want flexibility of my career options afte

r i graduate from this university. 

     

FJOB3 I want a job available to me after my gradua

tion from this Thai university. 

     

FJOB4 I want to secure my employment after my

 graduation from  this Thai university. 

     

FJOB5 

 

I study in this Thai university because bro

thers and sisters’ opinions 

     

FJOB6 

 

I study in this Thai university,because of 

my relatives’ opinion. 

     

Intrinsic factors(INTR) 

INTR1 I want a job with self-directing after I gra

duate from this Thai university 

     

INTR2 I want opportunity to work in a dynamic a

tmosphere. 

     

INTR3 I want opportunity to be creative.      

INTR4 

I want to have my own business in Thaila

nd after graduating from this Thai univers

ity. 

     

Referents(REF) 

REF1 I choose this Thai university because my 

parents’ influence. 
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Agreement level 

strongly agr
ee 

5 

Agree 

4 

Neutra
l 

3 

 

disagree 

2 

 

Strongly 

disagree 

1 

REF2 I choose this Thai university because my t

eachers’ influence 

     

REF3 I choose this Thai university because Peer

s’ influence. 

     

REF4 I choose this university because advisers’ 

influence. 

     

Facilities and services factor(Faci) 

Faci1 I choose this university because of library 

facility. 

     

Faci2 I choose this university because computer

 laboratories. 

     

Faci3 I choose this university because entertain

ment facilities 

     

Faci4 I choose this university because assessing 

to lectures through the Internet 

     

Faci5 I choose this university because of on-ca

mpus accommodations 

     

Faci6 I choose this university because of career 

guidance. 

     

Faci7 I choose this university because of health 

services. 

     

Faci8 I choose this university because of study h

alls. 

     

Faci9 I choose this university because of group 

work. 

     

Faci10 I choose this university because of auditor

iums. 
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Agreement level 

strongly agr
ee 

5 

Agree 

4 

Neutra
l 

3 

 

disagree 

2 

 

Strongly 

disagree 

1 

Faci11 I choose this university because of social 

areas. 

     

Ways of communication(Com) 

Com1 I know this university because of the E-

mail from this university. 

     

Com2 I know this university because the phone

 calls from university. 

     

Com3 I know this university because direct ma

il from this university 

     

Com4  I know this university because of the w

ebsite of the  university 

     

Advertising(Ad) 

Ad1 I know this university because of adverti

sing on televisions. 

     

Ad2 I know this university because of adverti

sing in newspapers 

     

Ad3 I know this university because of univer

sity brochures 

     

Ad4 I know this university because of magaz

ines 

     

The satisfaction factor(Sati) 

Sati1 I choose this university because of the rep

utation. 

     

Sati2 I choose this university because of the cos

t of studying. 

     

Sati3  I choose this university because of the  jo

b prospects. 
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Agreement level 

strongly agr
ee 

5 

Agree 

4 

Neutra
l 

3 

 

disagree 

2 

 

Strongly 

disagree 

1 

Sati4  I choose this university because of the ho

st  city. 

     

Price(Pri) 

Pri1 I choose this university because of the fle

xibility of payment time 

     

Pri2 I choose this university because of  the fl

exibility tuition approach 

     

Pri3 I choose this university because of availa

bility of financial aid 

     

Pri4 I choose this university because of tuition

 fees of the program. 

     

Price5 I choose this university because of  schol

arship opportunities 

     

Loyalty(LOYA) 

LOYA

1 

I will say positive things about this unive

rsity to other people. 

     

LOYA

2 

I will keep attending the university if it is

 held again in the future . 

     

LOYA

3 

I will recommend this university to my re

latives 

     

LOYA

4 

I will recommend this university to my fr

iends 

     

 

    What will be other positive factors affecting Chinese students’ loyalty towards Thai

 University in Thailand 

___________________________________________________________________ 

___________________________________________________________________ 

___________________________________________________________________ 

 

 ********************* Thank you very much ********************* 

 

 

 

 



81 
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                                                                调查问卷 

        我的名字是罗小云. 我是曼谷大学 MBA 的学生. 我在研究一篇论文“影响中国留学生

在泰国选择大学忠诚度的原因”  

注意 请在（）中 √  

1.性别 

(  )1. 男                      (  )2. 女 

2.年龄 

(  )1. 18-24 岁          (  )2. 25-30 岁   

(  )3. 31-35岁              (  )4. 36-40 岁   

(  )5. 41-45岁            (  )6. 多过 46 岁   

3..教育背景 

( ) 1. 本科以下              (  )2. 本科 

( ) 3. 研究生                                     (  )4.博士 

4.泰国哪所大学最有名 

( )1.曼谷大学              (  )2. 暹罗大学 

( )3.易三仓大学        (  ) 4.泰国商会大学 

       ( )5.兰杆平大学   (  )6. 清迈大学 

 

5. 你在哪个大学读书 

(( )1.曼谷大学              (  )2. 暹罗大学 

( )3.易三仓大学        (  ) 4.泰国商会大学 

( )5.兰杆平大学   (  )6. 清迈大学 

6.你在泰国多少年了 

( )1.1 年                        ( )2. 1-4 年 

( )3.5-7 年                       ( )4.8-10 年 
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( )5.11 年以上 

6. 毕业之后去哪里？ 

( )1 曼谷             ( )2.清迈        ( )3 普吉   ( )4.芭提雅 

( )5.泰国其他省份   ( )6.回中国 

7. 学费多少？ 

( )1. 少于 200,000 株 

( )2. 200,000-999,999 株 

( )3. 1-2 百万株 

( )4. 2-3 百万株 

( )5. 3-4 百万株 

( )6. 4 百万株以上 

9.专业选择 

(  )1.  商科    (  )2. 泰语      (  )3.旅游 

(  )4. 沟通                 (  )5. 人文         

10. 选择泰国的原因 

(  )1. 教育水平         (  )2. 学习成本 

(  )3. 签证        (  )4. 地理优势 

 

 

请在 ( )选择您的想法  

(1 = 非常不同意, 2 = 不同意, 3 = 中立 , 4 = 同意 5 = 非常同意) 

 

 

 

 

 

 

非常同意 

5 
同意 4 

中立
3 

 

不同意
2 

 

非常不同意
1 

 (FJOB) 
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非常同意 

5 
同意 4 

中立
3 

 

不同意
2 

 

非常不同意
1 

FJOB1 我打算获得良好的长期收益从这所大

学毕业后。 

     

FJOB2 我希望我的职业选择的灵活性在我从

这所大学毕业。 

     

FJOB3 我希望我毕业后工作提供给我这个泰国

大学。 

     

FJOB4 我想确保我的就业这个泰国大学毕业

后 

     

FJOB5 

 

我在泰国大学学习因为兄弟姐妹们的

意见 

     

FJOB6 

 

我在泰国的大学学习,因为我的亲戚的

意见。 

     

 (INTR) 

INTR1 我想要一份工作从这个泰国大学毕业

后 

     

INTR2 我希望工作在一个活跃气氛的机会。      

INTR3 我想要有创造力的机会。      

INTR4 
我想要一份自己的事业从这个泰国大

学毕业后 

     

 (REF) 

REF1 因为我的父母影响我选择这个泰国大

学。 

     

REF2 因为我的老师影响我选择这个泰国大

学 
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非常同意 

5 
同意 4 

中立
3 

 

不同意
2 

 

非常不同意
1 

REF3 我选择泰国大学因为同龄人的影响。      

REF4 我选择这所大学是因为顾问的影响      

 (Faci) 

Faci1 我选择这所大学是因为图书馆的设

施。 

     

Faci2 我选择这所大学是因为计算机实验

室。 

     

Faci3 我选择这所大学是因为娱乐设施      

Faci4 我选择这所大学是因为评估通过互联

网讲座 

     

Faci5 我选择这所大学,因为校内住宿      

Faci6 我选择这所大学是因为职业指导。      

Faci7 我选择这所大学是因为卫生服务      

Faci8 我选择这所大学是因为学习的殿堂      

Faci9 我选择这所大学是因为组工作      

Faci10 我选择这所大学是因为礼堂。      

Faci11 我选择这所大学是因为社会领域。      

 (Com) 
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非常同意 

5 
同意 4 

中立
3 

 

不同意
2 

 

非常不同意
1 

Com1 我知道这所大学,因为这所大学的电子

邮件。 

     

Com2 我知道这所大学,因为大学打来的电

话。 

     

Com3 我知道这所大学,因为从这所大学直接

邮件 

     

Com4 我知道这所大学,因为大学的网站      

 (Ad) 

Ad1 我知道这所大学,因为电视广告。      

Ad2 我知道这所大学,因为广告在报纸上      

Ad3 我知道这所大学,因为大学的宣传册      

Ad4 我知道这所大学,因为杂志      

 (Sati) 

Sati1 我选择这所大学的声誉。      

Sati2 我选择这所大学是因为学习的成本      

Sati3 我选择这所大学,因为就业前景。      

Sati4 我选择这所大学是因为主办城市。      

Price(Pri) 
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非常同意 

5 
同意 4 

中立
3 

 

不同意
2 

 

非常不同意
1 

Pri1 我选择这所大学是因为付款时间的灵

活性 

     

Pri2 我选择这所大学是因为学费的方法的

灵活性 

     

Pri3 我选择这所大学,因为可用性的金融援

助 

     

Pri4 我选择这所大学是因为学费的计划。      

Price5 我选择这所大学,因为奖学金的机会      

(LOYA) 

LOYA

1 
我会对别人说这所大学积极的事情。      

LOYA

2 
我将参加大学在未来如果它再次举行      

LOYA

3 
我将向我的亲戚推荐这所大学      

LOYA

4 
我会推荐这所大学给我的朋友      

 

还有哪些原因影响中国留学生在泰国大学的忠诚度？ 

___________________________________________________________________ 

___________________________________________________________________ 

___________________________________________________________________ 

 

 ********************* 谢谢 ********************* 

 

 

 

 

 

 



88 
 

 

 

 

 



89 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



90 
 

 



91 
 

BIODATA 

Name-Surname:  Xiaoyun Luo  

Date of Birth:   20 Augest 1991 

Place of Birth:   Guanxi, China 

Residential Address:  132, Narathiwatratchanakarin Road  

Tung Wat Don ,Satorn , 

Bangkok 10120 

Email:                                     1141266549@qq.com 

Education Background: 

 2010-2014:  Bachelor Degree in Xiangsihu College ,  

Guangxi University for Nationalities  

and Burapha University 

 






	1. Title.pdf (p.1-3)
	agreement.pdf (p.4)
	2 Abstract.pdf (p.5)
	3 Acknowledgement.pdf (p.6)
	4 Contents.pdf (p.7-12)
	5. CHAPTER 1.pdf (p.13-21)
	6. CHAPTER 2.pdf (p.22-38)
	7. CHAPTER 3.pdf (p.39-52)
	8. CHAPTER 4.pdf (p.53-73)
	9. CHAPTER 5.pdf (p.74-82)
	10. Reference.pdf (p.83-85)
	11.APPENDIX.pdf (p.86-102)
	12. biodata.pdf (p.103)
	Lince1.pdf (p.104)
	Lincese2.pdf (p.105)

