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Abstract

Private schools are an important force in helping the government to manage basic
education that can produce students with knowledge and skills according to the needs
of the country. Private schools are committed to improving the education of the country.
Private schools are not educational businesses for profit. At present, most private schools
are entering a crisis; social conditions, reduced people age population structure,
economic conditions, and government policy. Therefore, private schools have to find
the ways to improve school administration in order to continue and survive.

Service marketing mix is one of the important factors that help to enhance
the quality of school education and enable school administrators to compete in
the reputation and quality of schools that are more important in the education sector.
In addition, the service marketing mix is necessary for private school in order to allow
the school to deliver valuable things to parents, promote the strengthen of school's
services that face many challenges. The important of service marketing mix for private
schools consisted of products, price, distribution channels (place), promotion, people,

physical evidence, and processes.
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o0 Kotler, P., Marketing Management, (New Jersey: Prentice-Hall, 2003), p. 4.

or Lovelock, C., & Wright, L., Service Marketing, (6th ed.), (New Jersey: Prentice Hall, Inc, 2007), p. 5.

o Hoffman, K. D., & Bateson, J. E.. Services Marketing Concepts, Strategies, & Cases, (USA:
OH, South-Western Cengage Learning, 2008), p. 4.
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anuduiusvein1sIudosidusswanimei (The Product Tangibility Spectrum)
inde (salt)
LASDAA (Soft drinks)

nagnWan (Detergents)
sn8UA (Automobiles)

1A383d19719A (Cosmetics)

2 m3d393U (Fast-food outlets) ARSI Tudodlilg
[ (Intangible dominant products)
wanfuaiiTudodld l

(Tangible dominant products) mwsﬁufm?ﬂ (Fast-food oytlets)

Adlawan (Advertising agencies,
a1en130u (Arlines)

N133AN1TMITAINU (Investment management)

A3 (Consulting)
n15aU (Teaching)

Reference: Shostack, 1977, Journal of Marketing, Vol. 41, April, pp.73-80

AT o AuduTuSveINTTuSedlduemandast (The Product Tangibility Spectrum) fiun:
Shostack, G. L. (1982)°

o Kotler, P., & Keller, K. L., Marketing Management: Designing and Managing Services,
(Pearson Education, Inc. Publishing as Prentice Hall, 2009), p. 11.

o¢ Shostack, G. L., How to Design a Service, (European Journal of Marketing, 16 (1), 1982) :
49-64.
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miﬁmummmwmiﬁmi (Determinants of Service Quality) figail
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pOUALEIATIFBINTTSFUINREeLgn T TauTennelaldfiiSemiimasazansem
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o° Kotler, P., Marketing Management, (New Jersey : Prentice-Hall, 2003), p. 5-6.
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fimunnldiigsiadoddsiuiy onsuaussmnudesnsuazaiisnnuionslaun nguguilan

A oA

Wmane visewenseiulinguguilaaidmineiinanudeinsduaiasusnsveny deneis

o Kotler, P., Marketing Management, (New Jersey: Prentice-Hall, 2003), p. 20-22.
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oc Lovelock, C., & Wright, L., Service Marketing, (New Jersey : Prentice Hall, Inc, 2007), p. 6-7.
o Friedman, B. A., Bobrowski, P. E. & Markow, D.. Predictors of Parents’ Satisfaction with Their
Children’s School, Journal of Educational Administration, Vol. 45, No. 3, (2007) : 278-288.
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Children’s School, Journal of Educational Administration Vol. 45, No. 3, (2007) : 278-288.
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Challenges, (Procedia-Social and Behavioral Sciences, 130, 2014), p. 105 -113.



a A v
]G] ANTETHIYWIIYINAG UN o QUUN &

wlaldiane nsineusukuuutudmSumsiauinurvesngyrgliinSeuniinuaming

= a
NI13ILIYUNA

'
a

. VANFIUNRNIENINELEIDINIEANUALAIN (Physical Evidence) nadannuianaly

[% '
v a

YostinFeukarunAses vaneassinisiiusnisiluddnuvesiuilnadueg Audaudinlunis

Y
v a 1 Y2 1

FnFUNITIEUDUY ﬁqﬁ?wé’ﬂgmmqmamwﬁqLﬁudawﬁﬁ;Eﬂﬂmaqzhuiﬁﬁiggamwmau%
gunsalauANEY NT2A(UESA) NIE319ETIATELAYRITNEEY |AZNITOBNLUUNEUDNUDS
p1AsRsUlNTaNAUTNE U LazaNINLINADUTOUS wiluuayuenlsaBeueny

. NTEUIUNITUINTT (Process) ﬁaﬂmsu’%miﬁﬂmﬁﬂwmsﬁlﬁﬁﬁmu ety nsEUIUNTg
U%mﬁaLflu?iqﬁé’ﬁfgﬁﬂﬂszmmﬁaﬁa%ammﬁuiaiéfdmwmgmﬁaﬂé’%ﬂﬁguﬁmiﬂﬁﬁ’amu
ASEUAIUMSUSNIS dnnsediunisiia 1N13AIUANNTIVADY ﬁwiﬁ;ﬁﬂﬂmaaﬁﬂﬁﬂﬁ’iw%miﬁ
Tgsuius ﬁﬂﬁ?‘t\lﬂﬂ’mL%@ﬁu%@ﬂmzﬂﬂﬂi’a(‘lﬁLﬁ’e]ﬂﬁﬂﬂﬂ’]iﬁﬂmiﬂi%‘U’JumiU%miﬁﬁﬂiza%%ﬂ’WW
uazUseavsna

nfinaunasdiuladn dudszauniseaausnsiiunisihaufnvesiodosiay

o ea

[ '3 a @A a1 1 a £ Yo o A a
AMnanwYedlsssuNndudunsngiidaiegren IﬁﬁLiﬁluﬁ]gmaﬂl@ﬁUﬂqﬁﬂamﬁU%aLﬁﬂﬂmaﬂ

LeSsuangunasedhulssinuididy laun

o

v a ¥

®) NFUTMIAUNMN ©) N1IINNTFEUS

o) @NNIAdeNTUABAsY &) AFAA

luszpzusnveasanuduiussenindsaloudugunasewmseinSoudiulngfesonde

4 A Ay v v Y a d a v D) A o oA A
Aueiionlasuivesliusnisien; waslsaSeudanandviliuiennudeduauiniede
wazAuwilandlunistauims daulseSeuseuansiioidsauaznmanualogagnsies anly
FoideaarnnanvalvadlssSeulavunzaugnaes lsaSeuanalasunaiilsiaiu myameideu
YDIUINFIUNFWU karnIiuaNssnanAvewrunases uenantininnsleguduingunases
N A o A A a = ° = v v ' Y aad
Medndazanliunisieduasulsaion lnsuunihlsaSouameiugunasesnl wagae3sd
wdgllsassudnlagunasesaglsaseuiiedes UnATeMaRIANATNANANAIETTS W
AUnATRILaRIAI LR Ul IS BUnTaNNIlseSeuBu Y IrdiunTraIuveInuSEunlsISeY
Mnueey wazdsliyuiudunasesinSeuauduldiunmvaiy wleumeiu Msdniiunis
AnwlulsaSuenvutiu AnuiswelavesunasesluduUsdrglunisegsenvadsaSauenyuy
ANuianelavesunAToliaudR U N19UINAUUTIEINIAYRILTUTIY ANINLING NN

P3855ululsS Y waEANNINNITUINTVOILTISEY

wLi, C. K. & Hung, C. H., Marketing Tactics and Parents’ Loyalty: the Mediating Role of School
Image. Journal of Educational Administration, Vol. 47, No. 4, (2009) : 477-489.
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