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Abstract



This research aimed to (1) study the relationship between demographic characteristics and the
decision-making process of course purchases in Bangkok, (2) study the influence of perceived value on
the decision-making process of course purchases in Bangkok, and (3) study the influence of reference
price on the decision-making process of course purchases in Bangkok. The sample in this research
consisted of individuals in Bangkok who had purchased at least one course within the past six months. A
questionnaire was used as the data collection tool, and the data were analyzed using descriptive statistics
and inferential statistics.

The results revealed that (1) demographic characteristics, including age, educational level, and
occupation, were significantly related to the decision-making process of course purchases in Bangkok at
the 0.05 level. (2) Perceived value had a statistically significant positive influence on the decision-making
process of course purchases in Bangkok at the 0.05 level, specifically in four dimensions: 1) functional
value, 2) social value, 3) epistemic value, and 4) conditional value. (3) Reference price had a statistically
significant positive influence on the decision-making process of course purchases in Bangkok at the 0.05
level, both in terms of 1) internal reference price, which refers to the price remembered or expected from
past experience, and 2) external reference price, which refers to the price seen from external sources.
Perceived value was found to have a greater influence on the decision-making process of course

purchases than reference price.

Keywords: decision-making process, perceived value, reference price, course purchase, Bangkok
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