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Abstract

The objectives of the independent study on * Marketing
Strategy for Private Computer Schools in Amphoe Muang, Changwat
Chiang Mai." were to study =

1. The marketing strategy of private computer schools.

2. The problems on operating private computer schools.

This study was done among all the 11 private computer
schools in Amphoe Muang, Changwat Chiang Mai and which were
legally established in line with the policy of the Ministry of
Education. There were 2 Authorized Training Centers, 9 Non
Authorized Training Centers. The device used to collect the daté
was & questionaire. The data was analyzed by a statistic package
program (ABSTAT). The analysis included the calculation of nean,
percentage and frequency. The result of the research was analyzed
and described as follows. |

It was found in this study that most of the private
computer schools had opened for 1-3 years. Their target customers
were general persons and most of their customers in each
school were student group and working group. The schools

had approximately 11-15 computers for training, 1 classroom and



4-6 instructors. Most instructors graduated with a bachelor
degree. The period that the customers prefer to study was on the
work day between 17.30 pm. - 20.00 pm. MNost private computer
schools closed on sunday. Most of them were satisfied with their
operation.

As for component of marketing mixs the private computer
schools gave the first priority to products, then price, place
and promotion respectively.

In their product strategy, most private computer schools
normally open classes that were best fit to their customers’ need
and the availability of their instructors. The courses thal most
customers like to study were software paclkage and programming
language. The schools might have basic facilities for their
classes or more advanced facilities necessary for some courses.
The schools enphasized on knowledge and teaching ability of
instructors. Good instructors were university college instructors
and computer professionals. Most schools have other services
provided with their courses such as computer programming,
coeputer for rent and selling computer and its device. The
schools’ image could be improved by certificates conferred by
the Ministry of Education. Excellent service and wellknown
instructors would also impress customers.

In their price strategy, most schools set up the fees by
comparing the training fees with the competitors and considering
+the quality of service which was offered to their customers. For
group lesson, there were fixed fees for each course but the rate
of individual or private lesson was determined by tLthe number of
studying hours. The fees had to be paid in advance.

In their place strategy, most  schoels chose their
lacation on wmain streets, close to business area or education

institutes, and with enough parking facilities. The schools



provided such facilities as air-conditioners, comfortable
classrooms, clean toilets and convenient parking areas.

In their promotion strategy; advertisements were in form
of leaflets, sign boards, and direct mails; sales promotion in
form of discount and premium; and publicity in form of
supporting student’s activities so that the schools would be
well-known amoung students.

The most important problems and threats on operating the
private computer schools were the incressing number of competitors,
unstable number of students, difficulty in setiing up a class,
development of technology for new software, limited funds
as well as capital, difficulty in recruiting instructors for some
courses, inappropriate location and the problem of publicity

for target market within a proper time.



