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(Branding Strategy for Private Universities)

IS dmendng*

ar

UnAnea

ﬂﬁﬁ'um‘;"aﬁﬁﬁ’ﬁqﬂﬁﬁﬁlﬁaﬁ‘ﬂﬂ’|1-:1aﬁﬂﬁ::ﬂamf-aaLmﬁuﬁwﬁﬂmﬁhmwu waziie
FmnagnimsadsusuAvasnInadaensy nyeudadiv 2 new aoudl 1 MR
peflsznauvDIYTA é‘?jﬁ’ﬂllﬁﬁi‘lmmﬂmﬁ sazdunealieandn a5 v o uwofa
YrRmUIA s zneuLasA BT UAUN N T soay Ran1T e oA Uszae
Fafrrm TaoAudoyanauviInndoen 10 uie ngudiadaas 549 Ay nJu?immﬁ ﬂ’ﬁnm
it e lsanuvenaIT IS Tinenduenan 110 8 83 zaen iR Hane 47§
wianaRansIATIERY ayatananlsenany uazdaielvy Fefiarsanmlanuluudas
asflszneuvdaatniiy Taems 1935 nseiosntszaoundn MRS HIMIAULLLDD Tﬂﬂuﬂﬂ
EreFmuriuund fnsenld 6 aadilsznnuiisalonunnnh 1 188 midnanua 47 a6l
anresfueFuennuulilsuldseunsy 64.51

msadasuduminnduensugmsRannnagniasadlawnsudun1Inndy
onyulusaud 2 1eams e Tasdanfidusmmeaunrmiaiy o i Tinndanalng waside
Ansegagd 5 M i aeuedafadiu asnglummnaig waedidudamaotuaun
ﬂfrmﬁﬁ.tﬁuﬁagﬂuuﬂﬂﬁéaﬂmmsuﬁwwwﬁwmﬁmﬂﬂwu mydszdiuuuTudves
umiInedeenay msyaduragnswanurEnedeganuduuwmd mrdee i
asAnauiamI A aamemdmyep i nudve s InodaaE A vLan A a9

a a Ld o o' g/ Fl = o
ﬂ?f’??ﬂfy :ﬂﬂﬂ?.]ﬁzﬂﬂﬂﬁ]ﬂﬁllﬂ?uﬂ nagns MFETTILDIHR VHITINEDUa N

* findnenfSyanen @NUFNIMIANE WMInedeaiuasun lsa Yssauiias njamng



The objectives of the research were to study the factors that shaped private university branding and to
develop the branding strategy. The research conducted in a two-phase research approach, The initial phase
was to develop a theoretical and empirical framewaork of the components of private university branding. In-
depth interview was used to complement the factor components for gathering more detailed issues and useful
comments to develop indicators of the factor components of private university branding. The research is
comprised of collected data and information from 10 private universities all over the country. The question-
naires were responded by university administrators, faculty members and students with a total of 549 samples.
The data were analyzed by the Factor Analysis,

After analyzing by Exploratory Factor Analysis, six factor components of private universities brand-
ing, of which two factors was extracted from eight factor components, and two factor components was
renamed in a more appropriate defined factors of the indicators. The Principal Component Analysis and
Orthogonal factor rotation with Varimax method was used and found that six factor components has eigen-
values greater than one, which constitute of 47 indicators. The six factors were the most meaningful, compre-
hensible, and could explain 64.51% of variance level in private university branding. The second phase of the
research was to develop the branding strategry for private universities by conducting a brainstorming seminar
at Hatyai University, There were 43 participants from various university faculty members and staf¥s, repre-
sentatives of alumni, community and other stakeholders. Brand Communication Medel, University Brand
Valuation Criteria and other privale university branding strategies were developed.

Keywords: Branding Strategg; Privale University
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