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Building Brand Equity through Marketing Mix and Student Experience of Private Higher
Education in Thailand
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Abstract

The purposes of this research were to develop Brand Equity of Private Higher Education and
Proposed Policy for Building Brand Equity of Private Higher Education in Thailand. The model was
verified using empirical data from 12 institutes with a total Of 405 questionnaires and interview for 6
marketer of Private Higher Education for their suggestion of using marketing mix for building Brand
Equity. The results of this study showed that the measurement model was valid and well fitted to
empirical data (X2:6O.50, df=61, p=0.493, GFI=0.98, AGFI=0.96, RMSEA=0.000, RMR=0.014). This model
exhibited acceptable levels of fit. The findings from the research suggested that marketing mix factor
had total effect and direct effect on brand equity, with the size of total effect and direct effect equal
to 0.66 and 0.32 respectively, and that marketing mix factor had indirect effect on Brand Equity
through student experience, with the size of indirect effect equal to 0.34

Keywords: 1) Brand Equity 2) Higher Education 3) Marketing Mix 4) Customer Experience
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