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Abstract

Low birth rates in Thailand have caused the population to become an ageing society.
Consequently universities are under increasing pressure to maintain the number of students enrolling.
Currently, various universities are trying to determine what elements of marketing communications
strategy and brand image of university successfully influence students’ decision to enroll in the
Bachelor’s Degree program. The objective of this thesis is to analyze the marketing communications
strategy and brand image of Rambhai Barni Rajabhat University and to explore the influence of
marketing communications strategy and brand image of Rambhai Barni Rajabhat University
that affects students’ decision to enroll in the Bachelor’s Degree program. The research conducts
mixed methods combining qualitative and quantitative methods. Qualitative method is utilized
for analyzing the marketing communications strategy and brand image of Rambhai Barni
Rajabhat University by collecting data from documentary research and in-depth interviews.
Quantitative method is applied for exploring the influence of marketing communications strategy
and brand image of Rambhai Barni Rajabhat University that affects students’ decision to enroll in
the Bachelor’s Degree program. The data were collected from 400 first-year students registering
for the 10 faculties of Rambhai Barni Rajabhat University in the 2018 academic year.

The research found that Rambhai Barni Rajabhat University has applied seven elements
of marketing communications strategy which is divided into two categories including five main
elements of marketing communications strategy and two extended elements of marketing
communications strategy. Five main elements of Rambhai Barni Rajabhat University marketing

communications strategy include: personal marketing, direct marketing, activities marketing,



Internet marketing and online marketing. Two extended elements of marketing communications
strategy consist of educational sponsorship and public relations. The research shows that the most
influential element on students’ decision is the Internet marketing followed by activities marketing
and educational sponsorship respectively. In terms of brand image of Rambhai Barni Rajabhat
University, the university currently utilizes the brand image of Rambhai Barni Rajabhat University
in four components: university in the palace of the Eastern part of Thailand; RBRU green university;
prototype university to produce effective teachers and people through international level; and research
for community and academic services to community. The research shows that the most effective
components of the university brand image on students’ attachment is research for community
and academic services to community followed by the prototype university to produce effective
teachers and people through international level and RBRU green university respectively.
Therefore, it suggests that Rambhai Barni Rajabhat University should implement a policy on
communications marketing strategy focusing on communications marketing strategy via the Internet.
In terms of brand image of Rambhai Barni Rajabhat University, special attention should be paid
to the components of research for community and academic services to community. which were
found to have significant effects, such as research for community and academic services to
community as the university determine students’ attachment and commitment to the Rambhai Bami
Rajabhat University brand. Furthermore, Rambhai Barni Rajabhat University should establish
a corporate communications office to play a main role in the lines of responsibilities for
implementing a policy on marketing communication strategy and brand image of the university to

ensure all information is consistent with its policies before publishing it in the public domain.
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