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ABSTRACT

The objectives of this research were 1) to study the level of service marketing
mix of Tippakornwittayakarn School 2) to study corporate image of Tippakornwittayakam
School 3) to study service marketing mix factors that affect corporate image of
Tippakornwittayakarn School. The population of the research was the parent
of Tippakornwittayakarn School’s students which total 945 people. The samples of
this research were 282 people which had been calculated by Taro Yamane formula.
The sampling technique was Multi-Stage Random Sampling. The research instrument
was questionnaire which had 55 questions includes service marketing mix factor
questions and corporate image factor questions. The reliability score of the
questionnaire was 0.97. The data from questionnaire had been analyzed by SPSS
program. The statistics used to analyze data were frequency, percentage, mean
and standard deviation (S.D.), and the hypothesis was tested by Pearson Correlation
and Multiple Regression.

The results of the research were as follows:

1. Overall, service marketing mix factors of Tippakornwittayakarn School was
at high level (x = 3.77, S.D. = 0.58). When analyzing by each factor found that all
factors were at high level: person factors (x = 4.03, S.D. = 0.72), process factor (X =
3.87, S.D. = 0.73), product factor (X = 3.79, S.D. = 0.68), price factor (X = 3.76, S.D. =
0.71), place factor (x = 3.74, S.D. = 0.67), promotion factor (x = 3.62, S.D. = 0.72)
and physical evidence factor (X = 3.60, S.D. = 0.75) respectively.

2. Overall, corporate image factor were at high level (x = 3.90, S.D. = 0.62).
When analyzing by each factor found that the factor that had the highest mean score
was institutional image (X = 3.93, S.D. = 0.68) and then product or service image
(X = 3.89, S.D. = 0.67) and the factor that had the lowest mean score was brand
image (x = 3.88, S.D. = 0.70).



3. The result of Multiple Regression analysis found that the model could
predict the relationship between service marketing mix factor and corporate image
for 72.30 percent (R* = 0.72). The result also found that the factor that had the highest
relationship with corporate image was process factor (B = 0.42) and then person factor
(B = 0.19), place factor (B = 0.13), product and service factor (B = 0.12) and physical

evidence factor (B = 0.11), respectively at 0.05 significant level.



