L3 LY

MsasANEFaRsUSHAY TN 40 atun 1

dvgwavasduUsTauINInaIn 8a 6.0 deadnudnsalunisadiawusun

YDIANTUANEI

The Influence of Marketing Mix in the 6.0 Era on the Success of

Educational Institution Branding

widy ATl 5saien duyasal Adneduas? wazguinn tdunglye’®

PRuspiususTune nedvnsfinw augfinwimans uninendeinensmans Bid: pornchaikhamceku.th
2A1AIYINNSANYT AUEANWANERS UMINLIFBNYASANERS Dlla: Wanwisa.sue@ku.th

3A1AANNSANYT AEANWIAMERS UNAINENEBINEAsANERS Blua: feduypnc@ku.th
Pornchai Khamchoed!” Wanwisa Suebnusorn Klaijumlang? Suchada Nanthachai®

Corresponding Author, Department of Education, Faculty of Education, Kasetsart University, Email: pornchai.khamc@ku.th
2Department of Education, Faculty of Education, Kasetsart University, Email: wanwisa.sue@ku.th

*Department of Education, Faculty of Education, Kasetsart University, Email: feduypnc@ku.th

Received: December 28, 2024 / Revised: January 20, 2025 / Accepted: February 24, 2025

o/ 1

Unang

[y

MIFe

o

ppUszasdlile 1) Anwsedudulszamensan g 60 Tumsaiauusud
YosanuAny 2) Anwisyauanudusalunisaiisusudvesanudne 3) Anwianuduiug
FENINAMUTTAUNNITNAN 8A 6.0 wazAudnsalunsadanusudvesanufing way
4) AnwrdnSnavesdiulszaunienisnain ge 6.0 seaudnialunisasiawusudves
anufnwn lneiAudoyaainnguiiedsveslsafsudsoudnwivuianatawvand du
NUVNAVIUAT LUULTEDS UsEnoudeduduns a3 yaans funudunases sauviavun
F1uan 70 Au Tagld wuuasuny uaglfadflunsiasest fe Anade daudeauunsgm
AduysEAvSandiusuuuiiosdu uasAannoemyaas nanFIdenui sefudLUTzANMS
n13Ran g 6.0 wag seauaudnialunisaianusudvesanudnyilunmsineglusedu

[y o

1A drudszaunienisnatanneulieuduiusegsilived Ay nsadfduaudnsalunis
afanusudvesanudne lastadeifidninadsuindenmdidalunsairanusud Ae sy
UARINT GNYAUENIINIEAN KEATUI LazBNSNAREUAD AMUNTEUIUNIT 51AT LasYBINIg
Fadmne Feanudnviansailuuivltlunisimuanagndveslsasounuuiund

N7 UREAGEL

ANEIARY: WUTUAANIUANYY dIUUTZAUNINITRNEIN N13RAIA 6.0

132


mailto:pornchai.khamc@ku.th
mailto:feduypnc@ku.th

L3 LY

MsasANEFaRsUSHAY TN 40 atun 1

Abstract

This research aimed to 1) study the level of Marketing Mix 6.0 in educational
institution branding, 2) examine the level of success in educational institution branding,
3) investicate the relationship between Marketing Mix 6.0 and success in educational
institution branding, and 4) analyze the influence of Marketing Mix 6.0 on educational
institution branding success. Data was collected through purposive sampling from 70
participants, including administrators, teachers, staff, and parent representatives at a
medium-sized secondary school in Bangkok. The research instrument was a
questionnaire, and the statistical analyses employed were mean, standard deviation,

Pearson's correlation coefficient, and multiple regression analysis.

The findings revealed that both the Marketing Mix 6.0 and educational
institution branding success were at high levels overall. All Marketing Mix dimensions
showed significant correlations with educational institution branding success. Factors
that positively influenced branding success were People, Physical Evidence, and
Product, while Process, Price, and Place had negative influences. These findings can be
applied by educational institutions to formulate appropriate school strategies according

to their specific contexts.
Keywords: Educational Institution Branding, Marketing Mix, Marketing 6.0
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