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ABSTRACT

This independent study aimed to explore Service Marketing Mix Factor affecting
secondary students’ decision towards selection of tutorial schools in Nakorn Chiang Rai
Municipality, Chiang Rai Province. Data collection was compiled from the distribution of
questionnaires to 378 high school students studying in tutorial schools in Chiang Rai
Municipality, Chiang Rai Province. The given data was then analyzed by descriptive statistic
composing of frequency, percentage, and mean.

Based upon the findings, most respondents were female, studied in 6" grade high school
in science department. Their GPAs were among 2.01 — 3.00. Their parents were government/state
enterprise officers, with 15,000 — 30,000 baht monthly incomes. Their enrolled subject was
mathematic. They came to study at tutorial schools on Saturday, during 5 — 9 pm. Their
enrollment fees were among 1,000 — 2,000 baht per month. Their objective of studying at tutorial
schools was to prepare for GAT PAT exams.

According to the studied results on Marketing Mix Factors affecting high school
students’ selection of tutorial schools in Chiang Rai Municipality, Chiang Rai Province, the
respondents gave high priority to the factors as followed, People, Price, Place, Process, Product,
and Physical Evidence, respectively. The factor that the respondents gave medium priority to was
Promotion. The sub-factors that the respondents gave highest priority to for each marketing mix

factor were as followed. In term of People, it was the good reputation of tutors. In term of Price,



it was the reasonable enrollment fee. In term of Place, it was the accessibility of the tutorial
school’s location. In term of Process, it was the provided guidance to university selection. In term
of Product, it was the statistic of alumni achievement in attending universities. In term of

Physical Evidence, it was the classrooms with good atmosphere. In term of Promotion, it was the

advertisements on tutorial schools websites.



