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The purpose of this study was three-folds. First, it aimed to investigate level of
marketing strategy'of private vocational institutes and student satisfaction on marketing strategy of
private vocational institutes in Bangkok Metropolitan Area on 7 aspects, namely; productivity of
service, service pricing, service distribution, marketing promotion, service staff or personnel, service
environment, and service process, Second, to compare those of satisfaction according to sex, age,
education, income, occupation, marriage status, study field, service area, and institute size, and
finally, to examine relationship between marketing strategy of private institutes on 7 aspects and

student satisfaction, as well as some suggestions.
The sample consisted of 396 high vocational certificate students in the field of business

administration of private vocational institutes in Bangkok Metropolitan Area. The service area was
divided into 4 groups through proportional random sampling as Chatuchak group, Suan Laung
group, Chaisamorapoom group, and Thon Buri group and also grouped the institute size were big,
medium, and small according to students’ number. Questionnaire was administered. Data were
analyzed by percentage, mean, standard deviation, t-test, One-Way Analysis of Variance and match-
pair test with Least Significant Difference, and Pearson Product Moment Correlation Coefficient.

The results revealed that :

1. Marketing strategy of private vocational institutes in Bangkok Metropolitan Area was a
moderate level in all aspects. When considered each aspect, it was found that productivity of service
was a high level, service pricing, service distribution, marketing promotion, service staff or personnel,
service environment and service process were a moderate level. considering personal factor affected
marketing strategy of private vocational institutes, it revealed that ;

1.1 There was a statistical significant difference at .01 level among the different personal
factor on education and service area to marketing strategy of private vocational institutes.

1.2 There was a statistical significant difference at .05 level among the different personal

factor on income, occupation, marriage status and study field to marketing strategy of private

vocational institutes.
1.3 There was no statistical significant difference among the different sex, age, and

institute size to marketing strategy of private vocational institutes.
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2. Student's satisfaction on marketing of institutes was a high level in ail aspects.
Considering each aspect, it was found that their satisfaction on productivity of service,
servicespricing,service distribution, service staff or personnel, and service environment were a high
level, whereas those of marketing promotion and service process was a moderate level. When
considered personal factor affected marketing strategy of private vocational institute,it revealed that ;

2.1 There was a statistical significant difference at .01 level among the satisfaction on
marketing of institutes of those with different education and service area.

2.2 There was a statistical significant difference at .05 level among the satisfaction on
marketing of institutes of those with different age and institute size.

2.3 There was no statistical significant difference among the satisfaction of those with

different sex, income, occupation, marriage status and study field.

3. There was no correlation between student's satisfaction and marketing strategy of

private vocational institute according to students’ personal factor, GPA, and duration of travel to

school.

4. There was one way relation at .01 level between student’s satisfaction and 7 marketing
strategies to productivity of service, service pricing, service distribution, marketing promotion, service

staff or personnel, service environment, and service process.

5. Student suggestions were ranked for on marketing strategy of private vocational
institutes and the highest one was , private institutes should provide more study fields or further to
the undergraduate level, institutes should advertise and make more public relations through various
media, institutes should decrease study fee, and they should extend fee payment as long as
possible, students also suggested’ that institute should develop the institute climate, assign lecturer
according to the actual field, of specialization provide the evening class around 6.00 p.m., as well as

Sunday class, and promote more student activities, respectively.





