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ABSTRACT

The purpose of this research was to 1) study the marketing mix for educational
enrollment decisions in schools under the Office of the Private Education Commission,
and 2) compare the parents’ opinion of the marketing mix for educational enrollment
decisions in schools under the Office of the Private Education Commission as classified
by gender, age, educational level, and income. The research sample consisted of 400
parents in schools under the Office of the Private Education Commission in the 2019
academic year. The sample size was determined using Taro Yamane’s formula and the
sample was randomly selected using the multi-stage random sampling method. The
research instrument was a five-point rating scale questionnaire which was assessed for
content validity by using the index of congruency which was between 0.80-1.00. Its
reliability was assessed with Cronbach’s alpha coefficient which was equal to 0.92.
Percentage, arithmetic mean, t-test, and one-way analysis of variance were used as the
statistical instruments for analyzing the data.

The summary of the findings were as follow:

1. The marketing mix for educational enrollment decisions in schools under
the Office of the Private Education Commission was overall and for each aspect, rated
at a high level. In decreasing order of mean, they were: for product, the item with the
highest mean was reputation and school image; for physical evidence, the highest
mean was for laboratory availability; for place, the highest mean was proximity of
parents’ workplace; for people, the highest mean was for teachers’ potential; for
promotion, the highest mean was for guidance activity; for price, the highest mean was
for course fees, and for process, the highest mean was for educational management

standards.
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2. The parents’ opinion of the marketing mix for educational enrollment
decisions in schools under the Office of the Private Education Commission as classified
by gender, age, educational level, and income produced significant differences, both

overall and for each aspect, at the 0.05 level.
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