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ABSTRACT

The purpose of this study was to study student attitudes toward marketing
communication of The Lampang Science Center for Education. Questionaires were used for data
collection and distributed to 300 students of governmental secondary schools in Lampang
Province. The collected data analyzed using the descriptive statistics : frequency, percentage and
mean.

It was found that media or channel which provided information from The Lampang
Science Center for Education to respondents was school teachers. The frequency of receiving
information was more than 3 times per semester. They would like to obtain information about the
date, time, and places of activities. Most respondents accessed to the center once or twice a year
to visit exhibition/educational booth at the centre and they appreciated the astronomical learning
base. The reason for joining the activities was to give cooperation to the school. Also, the
promotion they appreciated the most was the quiz contest.

The satisfaction towards marketing communication of The Lampang Science Center for
Education about services providing by the center instructors and officers were at the high level.

The marketing promotion was at the medium level and the media, equipment, date and length of



time for activities were at the high level. Besides, the respondents agreed that the center had
reliable and creditable image.

Regarding to problems and suggestions from respondents towards the operations of the

centre, they faced the problems of insufficient advertising and public relations. So, one of the
suggestion given by the respondents was that there should be adequate and more frequent

advertising and public relations,



