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ABSTRACT

The objective of this independent study was to study the marketing mix factors
effecting undergraduate students in Chiang Mai province in the buying decision for computer
schools.

The study was conduces by using questionnaires to collect 381 samples of
undergraduate students from 9 colleges and universities in Chiang Mai. The samples were chosen
by quota and convenience sampling, Statistical techniques used were frequency, percentage and
mean. The results were as following:

The majority of the respondents were females more than males. They are first
year students with under 3,000 Baht monthly income. The computer school most well-know by
the respondents is Computer Training Center School and the second and third well-known are
Ratanapon Computer School and Sirithep Computer School respectively. Most respondents have
never learnt computer in any Computer schools and they were uncertain which school they would

mostly preferred.



The marketing mix factors effecting the undergraduate students in choosing the
computer school were place, product, promotion, and price respectively.

In addition the respondents gave high important level to every factor showing
above.

The respondents gave the highest important level to the place conceming the
sufficiency of computer equipment (1 person per 1 computer set) and the latest model using in
teaching and learning procedures. The high important level was given to tidy rooms, clean
bathrooms, air-conditioned room, convenient parking area, located near educational institutes, no
traffic jam and close to community resources respectively.

Regarding the product, the respondents gave the high important level to the
curriculum while the second high important level was given to teachers who are skillful in
computer and number of hours per course, date and time of the course, certificate granted by the
Ministry of Education and teachers from famous educational institutes respectively. The first 3
curriculums which the respondents who were students in Science stream mostly interested in
were internet,excel, and visual basic while students in Social Science were interested in internet ,
photoshop, and webpages design. Most respondents wanted to take a 30 - hour course and they
preferred courses on Saturday and Sunday from 17.00 hour to 19.00 hour more than other times.

Regarding the promotion, the respondents gave the high important level to
sales staff, sale promotion, and public relation respectively. However, the respondents gave the
moderate important level to advertising. The selling factors using sales staff which respondents
gave the highest important level to were staff with knowledge on computer, their attention given
to customers and ability to explain details of the course.

Regarding the price, the respondents gave the high important level to the lowest
price of courses, the price which was not much differ from the other computer schools, the
chance given to observe the class, and installment payment respectively. The cost of the course
which most respondents wanted was price estimated per course, the second most wanted was

hourly payment and daily payment respectively.



