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CAPABILITIES OF CORPORATE UNIVERSITY’S RECIPROCATION TOWARDS MARKETING
MIXED FACTORS
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Abstract

The purpose of this research was to explore students’ expectations and actual rendered
services affecting marketing mix factors of corporate university. The study combined both quantitative
and qualitative research methodologies, with the application of estimation and In-depth interviews
as tools. The results showed that students’ expectations of corporate university’ capability to
respond to marketing mix factors scored at a highest level in all aspects as follows: curriculum/
department (product), tuition fees (price), buildings (place), promotional activities (promotion),
faculty and staff (people), service process (process) and commodity. Regarding actual rendered
services of corporate university’ marketing mix, curriculum, tuition fees, faculty members and staff,
service process and commodity were rated at a high level, whereas buildings and promotional

activities were at a medium level.
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