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ABSTRACT

The objective of this independent research was to study the services marketing mix
factors affecting the undergraduate selection of high vocational certificate students in accounting
in Changwat Lampang.

The data from this study was collected from questionnaires distributed to the sample
group of 244 regular-programmed students studying for high vocational certificate in Accounting
of 2002 academic year at institutions in Lampang. The data was then statistically analyzed using
frequency, percentage and average. The results of the study were as followed.

It was found from this study that all services marketing mix factors affecting the
undergraduate selection of high vocational certificate students in accounting in Changwat
Lampang ranked at a high level. The factor highest in rank was the formation and the
presentation of physical image. The next factors in rank were service process, products,
personnel, price, sale strategies, and marketing promotion, respectively. The results from the

study of the sub-factors were as followed.



The factor in formation and presentation of image which affected the preference of the
students with the average at a high level, was up-to-date teaching facilities. The next factors in
rank were sufficient and comfortable classroom buildings, and sufficient facilities on campus,
respectively.

The factors in service process which affected the preference of the students with the
average at a high level were up-to-date teaching methods and teaching techniques. The next
factors in rank were the study following the curriculum, and the speedy services, respectively,

The factor in products which affected the preference of the students with the average at a
high level was business organizations' acceptance of and reliability towards the institutions. The
next factors in rank were the degree to be obtained and the list of courses to be studied according
to the curriculum, respectively.

The factor in personnel which affected the preference of the students with the average at
a high level was the expertise of the instructors. The next factors in rank were the instructors'
education and the number of the instructors in the institution, respectively.

The factor in price which affected the preference of the students with the. average at a
high level was the availability of scholarship or loan for students. The next factors in rank were
the tuition fees and the availability of installment payment plans for tuition fee, respectively.

The factor in sale strategies which affected the preference of the students with the
average at a high level was convenient location. The next factors in rank were the close distance
between the campus and the students' resident, and the availability of different campus choices,
respectively.

The factor in marketing promotion which affected the preference of the students with the
average at a high level was the availability of special students quota. The next factors in rank
were the advertisement through variety of media, and the institution’s consulting units which give

information to the students, respectively.



