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The Factors Affected to the Decision in Studying Japanese Language

with Japanese Language Institutes in Bangkok
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ABSTRACT

This study has objectives to 1. Compare demographics which
related to the decision in studying Japanese language and 2.Study the
relationship of brand image, brand loyalty and brand trust with the
decision in studying Japanese language. The sample is 400 samples
in Bangkok. The questionnaire was used as data collecting.
Additionally, the data was analyzed by Mean, Standard Deviation,
Independent Sample T-test, One-way Analysis of Variance and
Pearson’s product-moment correlation coefficient.

The research result was found that the samples with different
age, educational level, career and income per month have difference in
the decision in studying Japanese language.

In addition, it was also discovered that brand trust has the

highest relationship with the Japanese language studying decision

(r=0.520), and the second is brand image (r=0.507) and brand loyalty
(r=0.443) respectively.
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