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ABSTRACT

The efficient utilization of marketing strategies will cause private schools to be
existent, secure, and endurable. This study aimed to examine and compare the
marketing strategies of private kindergartens in Maha Sarakham Province, and to
investigate satisfaction of teachers and parents. The sample consisted of 58 teachers
and 284 parents. The instrument used for gathering data was a rating-scale questionnaire
on opinions and satisfaction with the marketing strategies of these private kindergartens
in 4 aspects: product, price setting, sales provision, and marketing promotion; 15 items
each, totalling 60 items, with discriminating powers ranging from 0.35 to 0.81 and a
reliability of 0.98 The statistics used for analyzing data were percentage, mean (i),
and standard deviation (S); and t-test (independent samples) was employed for comparing
the marketing strategies.

The results of the study were as follows:

1. The teachers and parents opined that the marketing strategies of the
private kindergartens as a whole were at a high Level. When each aspect was
considered, their opinions were found to be at a high level in every aspect. They
were in this order from the highest to the lowest mean: product, sales provision,
marketing promotion, and price setting. The teachers opined that the marketing

strategies of the private kindergartens as a whole were at a high level. When each



aspect was considered, their opinions were found to be at a high level in every aspect.
They were in this order from the highest to the lowest mean: product, sales provision,
price setting, and marketing promotion. However, the parents opined that the marketing
strategies of the private kindergartens as a whole were at a high level. When each
aspect was considered, their opinions were found to be at a high level in every aspect.
They were in this order from the highest to the lowest mean: product, sales provision,
marketing promotion, and price setting.

2. The teachers and the parents did not have different opinions involving the
marketing strategies of the private kindergartens as a whole. When each aspect was
considered, it was found that in the aspect of marketing promotion their opinions were
different at the .05 level of statistical significance. However, in the other 3 aspects:
product, price setting, and sales provision, their opinions were not different.

3. The teachers and parents showed their satisfaction with the marketing
strategies of the private kindergartens as a whole at a high level. When each aspect
was considered, it was found that their opinions were at a high level in every aspect.
They were in this order from the highest to the lowest mean: product, sales
provision, marketing promotion, and price setting. The teachers showed their
satisfaction with the marketing strategies of the private kindergartens as a whole at a
high level. When each aspect was considered, it was found that opinions were at a
high level in every aspect. They were in this order from the highest to the lowest
mean: product, sales provision, price setting, arid marketing promotion. However, the
parents showed their satisfaction with the marketing strategies of the private
kindergartens as a whole at a high level. When each aspect was considered, it was
found that their opinions were at a high level in every aspect. They were in this
order from the highest to the lowest mean: product, sales provision, marketing
promotion, and price setting.

4. The following were urgent problems of performing marketing strategies
of the private kindergartens. The problems concerning local curricula of schools

were not in accordance with technologies and local resources. Media and leaming



sources were inadequate. Payment of school fees, scholarships, and public relations
on information did not cover thoroughly. And therc were problems of
communication between parents and the school. The guidelines for solving these
problems included: each school should provide officials or boxes to receive
complaints and recommendations or opinions from parents. Then the problems were

solved to respond promptly to the marketing strategies.



