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Abstract
This research is a quantitative study aimed to identifying the marketing communication factors that
have influence on the decision-making of the first-year students in selecting to study at the College of
Communication Arts, Rangsit University. The study focuses on the first-year students who enrolled in
the S/2566 semester. A simple randomly sampling method was used from samples of 312 students.
Data was collected by using an online questionnaire and analyzed by using descriptive statistics
including frequency, percentage, mean, and standard deviation. The research findings were as follows:
1.The sample group consisted of females more than males, with most having completed high
school in the science-mathematics. The reason for selecting to study at the College of Communi-
cation Arts, Rangsit University, was that it offered courses that matched their interests.
2.Regarding media exposure related to the College of Communication Arts, it was found
that the sample group received most of the information of the College of Communication Arts for
deciding to enroll from the college’s website. They participated in the OPEN HOUSE and
educational guidance activities of the College of Communication Arts. The curriculum infor-
mation was used for making enrollment decisions. The sample group had opinion that the
college’s Facebook was the most suitable social media platform for communication, and
the most effective formats for conveying information were short film and advertisement film.
3.Marketing communication factors influencing the decision to enroll in the College of
Communication Arts are, overall, at a high level, with an average score of 4.04. When
considering specific aspects, it was found that 3.1) Sales promotion communication has the
highest influence, with an average score of 4.24. The sample group indicated that the ability for
students to pay tuition fees in installments was the most influential factor in their decision-making.
3.2) Online media communication, with an average score of 4.04, revealed that the College of
Communication Arts and Rangsit University effectively communicate through online platforms
such as their website, Facebook, TikTok, Instagram, and Youtube. These platforms are easy
to understand, can be followed and search for information. 3.3) Event communication, with an
average score of 4.02, showed that the Open House helped students become familiar with the
College of Communication Arts, see the equipment, laboratories, and actual facilities. And 3.4)
Personal communication, with an average score of 3.85, highlighted that the reception and
admissions teams of the College of Communication Arts and Rangsit University effectively guided
and supported new students through both online and in-person application processes, respectively.

Keywords : Marketing Communication, Decision Making, Higher Education
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