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Forate (89ngw) The influence of digital marketing communication on decision
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The Effects of Perceived Value, Trust, Commitment, and Switching
Costs on Student Lifetime Value in English Language Tutoring

Institutes in Chonburi Province
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Factors Affecting Student Retention in Nursing Assistant Schools in

Chonburi Province.
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The Influence of Curriculum Quality, Learning Innovation,
Institutional Trust, and Creative Marketing Communication on the

Institutional Image of a Culinary Vocational Institute
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The Influence of Green Marketing Mix, Health Nutrition Awareness,
and Brand Trust on Healthy Food Consumption Decision Process

among Consumers in Ubon Ratchathani, Thailand
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Factors of Support, Motivation, and Social Media Affecting the

Sustainability of Language School Businesses Phuket Province
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The influence of perceived employability, learning goals,
adaptability, career, and upskill/reskill needs of personnel in the
Confederation of Private Non-Formal Education Coordinating and
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Service Value, Institutional Trust, Marketing Communication, and
Student Satisfaction on Student Loyalty and Retention in Private

Tutorial Schools in Chonburi Province
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The Effects of Instructional Innovation, Digital Marketing
Communication, and Perceived Service Quality on the
Supplementary Tutoring Decision-Making Process of Students

in Surat Thani Province, Thailand
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