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ABSTRACT

The purpose of this study was to examine the satisfaction of participants towards
service marketing mix of short-term English courses at Chiang Mai University Language
Institute. The samples of this study were 400 customers of the Language Institute who were
selected by Convenience sampling. Questionnaires were used for collecting data which were later
analyzed by Descriptive Statistics—frequency, percentage, and mean.

The findings revealed that most of the respondents were females aged between
20 to 25 years old. They were students studying at either schools or at an undergraduate level. In
addition, they received Chiang Mai University Language Institute information from their friends.
The most popular course that was participated in was the English for General Conversation
course.

For the satisfaction results towards the service of Chiang Mai University
Language Institute, the respondents were highly satisfied in most of the factors, except for the
Promotion that was at a moderate level. After considering other service marketing mix (7°P)
factors, however, People was the most highly expected and satisfied. As a result, this was the
most important factor leading to customer satisfaction.

The comparison of the results between expectation and satisfaction showed that
the Promotion revealed the most different result which was relevant to the service marketing mix
concept, the Promotion persuades clients to buy products. The findings also showed that the

Promotion problems were caused by insufficient public relations.



