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ABSTRACT

The objective of this independent study was to study the satisfaction of graduate
students towards the service marketing mix of the Executive MBA Program (Chiang Mai) of the
Business Administration Faculty, Chiang Mai University. The study method used was collecting
data by distributing questionnaires via regular mail to 155 of the -3 graduate students. The
obtained questionnaires were checked and 83 questionnaires were analyzed by descriptive
statistic using frequency, percentage, and mean.

The study found that the majority of the respondents were male with 40 — 49 years
of age, holding bachelor’s degree majoring in Business Administration. They graduated form
Chiang Mai University and lived in Chiang Mai province. They had their own business with
more than 11 years of working experiences. Their monthly income were 20,001 — 40, 000 baht.
The reason for studying the Executive MBA Program was to further their study. They gained
more knowledge from the Executive MBA Program.

The comparative study between the graduate student’s expectation and the level of

satisfaction towards 7 service marketing mix of the Executive MBA Program (Chiang Mai)



showed that the graduate student’s expectation were at the high level with personnel, process,
product, physical evidence, product, and pricing the service, respectively. For the marketing
services communication, the respondents were satisfied at the high level with personnel,
process, product, and pricing the service, respectively. They were satisfied at the moderate level
with services distribution, physical evidence, and integrated services marketing communication.

For the expectation towards the service marketing mix of the Executive MBA
Program (Chiang Mai) the sub-factor which ranked overall average at the highest level for
service as a product in general service was a 2 years program. The sub-factors which ranked at
the first highest level for channel was ranked at the highest level for curriculum were capably to
apply for their job, and the overall of the program. The sub-factors ranked at the highest level
for pricing the service was gaining highest benefit of knowledge comparing with paid money.
The sub-factors which ranked at the first highest level for service distribution, and classroom
was modern equipment, and classroom. The sub-factors which ranked at the first highest level
for library were the number of books, and Thai reference books. The sub-factors which ranked
at the first highest level for building was offering area for group working. The sub-factors which
ranked at the first highest level for integrated services marketing communication was adverting
banners. The sub-factors which ranked at the first highest level for people and lecturers
expertise and experiences. The sub-factors which ranked at the first highest level for staff was
the willingness of service from staff. The sub-factors which ranked at the first highest level for
process was good care from advisor. The sub-factors which ranked at the first highest level for
physical evidence was appropriate classroom for executive.

For the satisfaction towards the service marketing mix of the Executive MBA
Program (Chiang Mai) the sub-factor which ranked overall average at the highest level for
service as a product in general was a 2 years program. The sub-factor which ranked overall
average at the highest level for curriculum was management courses. The sub-factor which
ranked overall average at the highest level for pricing the service was gaining highest benefit of
knowledge comparing with the paid money. The sub-factor which ranked overall average at the
highest level for service distribution, classroom was noiseless classroom. The sub-factor which
ranked overall average at the highest level for library was the cleanliness of library. The sub-

factor which ranked overall average at the highest level for building was the cleanliness of



building. The sub-factor which ranked overall average at the highest level for integrated services
marketing communication was interesting 4 city corners of adverting banners. The sub-factor
which ranked overall average at the highest level for personnel, lecturer was recognized
lecturers. The sub-factor which ranked overall average at the highest level for staff was
willingness of service from staff. The sub-factor which ranked overall average at the highest
level for process was interviewing for student entry. The sub-factor which ranked overall
average at the highest level for quality and service was staff’s service to every students. The
sub-factor which ranked overall average at the highest level for physical evidence was modern

building.



