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Abstract

This study, marketing mix that affect the decision to study online in COVID-19 situation
(Kumon case study) of parents in Pathum Thani Province, aimed (1) to study the parents' satisfaction
with the online studying management of Kumon. In Pathum Thani Province area. (2) to study the
demographic factors influencing parents' decision to study online for their children in the COVID-19
situation. (3) to study the marketing mix factors influencing parents' online learning decision in COVID-
19 situation. Findings are as follows:

1. Most Kumon parents have a high level of online learning satisfaction. They are most
satisfied with the flexibility of the class time, as well as the teacher's teaching arrangements and the
availability of electronic equipment. And the aspect that the parents were least satisfied with was
the learning efficiency of the learners that occurred.

2. Kumon Parents with different demographic factors of age, there will be different decisions
for study online. Statistically significant at the 0.05 level.

3. Marketing mix: Location, promotion, personnel, physical evidences, and processes
influence study online decisions of Kumon parent in Pathum Thani Province. Statistically significant

at the 0.05 level
Keywords: Study online; Tutoring institute; Parent; COVID-19
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