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ABSTRACT

The purposes of this research were to construct and to develop the hypothetical
Model Building Brand Equity Through Marketing Mix and Student Experience of Private
Higher Education in Thailand and to examine goodness of fit between hypothetical
Model and empirical data and Proposed Policy for Building Brand Equity of Private
Higher Education in Thailand. The developed Model consisted of 3 latent variables and
17 observed variables. This study is mixed method research, which include of
quantitative research and qualitative research. Model verifying by using empirical data
from 12 institutes. A total Of 405 questionnaires. and interview for 6 marketer of Private
Higher Education for their suggestion of using marketing mix for building brand Equity.
The SPSS for windows program was performed to analyze basic statistics and the
LISREL program version 8.3 was performed for model verifying. Data was analyzed by
Structural Equation Modeling : SEM. The results of this study shows that the measurement
model is valid and well fitted to empirical data (X2 = 60.50, df = 61, p = 0.493,
GFl = 0.98, AGFI = 0.96, RMSEA = 0.000, RMR=0.014). This model exhibits acceptable
levels of fit. Finding from the research suggested that marketing mix factor had total

effect and direct effect on brand equity, with the size of total effect and direct effect



equal to 0.66 tas 0.32 respectively, marketing mix factor had indirect effect on brand
equity through student experience, with the size of indirect effect equal to 0.34

The findings of the research indicated that the students of universi.ties
admired marketing mixes, and the stu‘dents’ experience more than the students
in the Colleges. Interesting issue is students ‘admire’d their lecturers more than any
attributes in the marketing mixes (7 P's). The important thing of increasing brand value of
private institutions seemed to be focusing on process of service (registry and document
processing) and physical characteristics of universities (parking, convenience of access
and location). Service of the staff was found to be at the lowest scores. Students from
the poor families valued their money more than the students of the rich families in terms

of quality for what they pay.



