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ABSTRACT

The purpose of this research was to study the services marketing mix factors affecting
graduate students to attend executive MBA program. The study was conducted by using
questionnaires to collect 201 samples of graduate students who’s studying executive MBA
program, The data was analyzed by descriptive statistics and presented in the form of
percentage, frequency and means

It was found that the services marketing mix factors affecting graduate students to

attend executive MBA program with mean of high level were people, physical evidence, place,
and process factor The factors which had the mean of modulate level were product, price and
promotion respectively.

People factor which affecting graduate students to attend executive MBA program as

first with mean of high level was well-known lecturer.

Physical evidence factor which affecting graduate students to attend executive MBA

program as first with mean of high level was well-known university.

Place factor which affecting graduate students to attend executive MBA program as

first with mean of high level was convenience location place.

Process factor which affecting graduate students to aitend executive MBA program as

first with mean of high level were simple application step, selection step and criteria and criteria

of graduate.



]

Product factor which affecting graduate students to attend executive MBA program as

first with mean of high level was curricular content.

Price factor which affecting graduate students to attend executive MBA program as

first with mean of modulate level was fee.

Promotion factor which affecting graduate students to attend e¢xecutive MBA program

as first with mean of modulate level was public relations



