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ABSTRACT
The purpose of this research was to study the online marketing decide to continue their
education in private universities. A questionnaire to students in campus organizations in
Bangkok and surrounding areas. Both male and female of 400 people. Analysis and data
processing methods included frequency, percentage, mean, standard deviation and multiple
regression analysis at a statistically significant level of 0.05.

The result of study found that online tools the student’ attitudes are online advertising
(B = .311) Online Personal Selling (B = .200) and Online Sale Promotion ( = .218)
Consequently the organizations involving in the marketing of private university should use this
result to plan the marketing communication organizations more effectively.
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