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Abstract

At present, the concept of “students-as-
customers” has emerged and it has been applied
to the formulation of management strategies
at the level of organization and public policy
pertaining to quality management of educational
institutions. This concept has drawn opposition
that pointed out many of its shortcomings
which might have negative repercussions on
the youth and educational quality. In this
academic article, the author analyzes causes and
gaps, which might bring about two polarized
views, and proposes a management model for

the Thai educational context based on the

“students-as-customers” concept. To develop
this model, modern marketing principles,
Maslow’s Hierarchy of Needs and student-
centered education guided by Thai Buddhist
values are integrated. The purpose is to provide
explanation, fill in the gaps between these
two opposing sides, and derive at a suitable
practical approach. Ultimately, the “students-as-
customers” policy will be commonly understood
and accepted in the right context for the
interests of students as well as our society and
nation in accordance with the noble intent of

education.

Keywords: Modern Marketing Concept, Management Model, Customer, Students-as-Customers Metaphor,

Maslow’s Hierarchy of Needs, Student-centered Educational Approach, Buddhism Way of

Teaching
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¥099U (Kotler & Armstrong, 2013)

Tumamsaana nagnsuazianIsHNIMIAaA
o vzdeuiatulasianudesmsuazanumels
voungugndthmneihilmdfindeusiuiane
(Customer-driven Strategy) Faihu Shnsmanesedes
weneunhanandaguilnaesvazideadnia iila
M uazANNADINIVRINYLE 1WlanszuIMI
faaulate hivuazdionsnasemszeuaznginsm

vouuslnavenaeanivisenisont Customer Insight

swilianuadududeunidesdum iemsiausanen
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ANNdeIMInasainanunelaungnar 150
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aowdnn deiaifuaauuims dulssaumsame
wilsznoudis 7 dm wsenSenh 7 Ps ldud
1) wiafot (Product) fidesfinaunmuasgluuy
fuviandaiaet insmusaiionuazanudeams
gnM 2) 11 (Price) foammuan AN ANy
fumisnantas tasnguithnefidufite Taead
mlsmuithmneiifusssudims 3) gesmemsie
$wihe (Place) Famsesmeaunanviedaiud
Fatmheldansaiitangugndnihvineldse
WMzaN uag 4) madudInmnaia (Promotion)
mnude msdeaniugnd fusTnanazdeen Wida
anuarevinluaniie anuaulate fiauadng
uagANNKATUGEANERe 5) NEWMINIEAH
(Physical Evidence) ifisamnuimaifiudeiudoild
Taifidhau MsuaaIeondesqanIm AT LazANN
uanshadhedydnuaiviedudemeuihlssney
vimstuiludsiniumenaama 6) Fl¥uims
(People) Aeifludimiliiiadeaammnuazanudia
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7) A5EIUMST (Process) UITMIVTAUBIANNADINT
nnuAgusTnamitony fu ndtuaeunszuums 3
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nseanMInalszaumsal (Experience Marketing)
Tagilszaumainfazinllganudusey 9991 Anu
uuUBANeeIsNeal (Emotional Attachment) uag
%4 1 L 1 d' v
WANGANUHANUADAEYD (Brand Engagement)
voufu3lnadendndaivienstnluiign (Kotler &
Armstrong, 2013)

1 I~} £ I s

aglsnonu ulimsnanavzitluenaniniaues
ANNdoINILazANNiInelaungnAviefuilaa
A o o A A C
enanfugeame/mlsniedusg miaaatiniu
INBwritia NHNeA Andds naziinsesssn danax
ININUALITIVTIUMAVANATO BURLIADBWDY
MNaNg 01N AITLIWITANNMIANA MAUATAT
inmnaadeujuiduenaniaitazusmsnlasane

waguslaa nande azliszneumsvlsslomivn
ANNADY BouBYIOANNINZVRIUSINA TinmInma

(]
SAAM v

Snuadumeanufnainassansednduaziussan
fagnA AuYd uazINeIdel (ANANMINAIAUN
Uszimdlng, 2549)

Tammzedubimanmagailagiiu Sndesed
suINAA “mInmaiiiadaan” (Societal Marketing)
finendifuiagiuliinswlinfnssunanagns
Tudnalszaumanma mdiumslasamiiadananssny
Suoniidegnéluiigiinasnaszezensiodian
uagdofamndendivagiaue (Kotler & Armstrong,
2013) gt 1

U 1: wwAansaaaedIan (Societal Marketing Concept)

Society
(Human welfare)

Socletal
marketing
concept

Consumers
(Want satisfaction)

Company
(Profits)

17;341: Kotler& Armstrong (2013)

mahunaamsamamlFezmidaaud@nm
lawgfinssuuazanudeanmsves “gné” Gife
iniseu ilnases uazMIemasyiatiuayuminens
NNty wazmnnesdnslamhmsaaaldd awnsaats
TrignAninanuyniy (Engagement) ANN3aAN
muaqLﬂudauwﬁwmamﬁ’usjaudqwaﬁawqﬁﬂﬁu
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A Y A g A a =

galundnin Bndszidumhiinsande A
duiuslunuudaneny “gad” tu uanuduing
TunaImsnaadaingna 3093 uANATOININIY
v <) ¢ 1 o1 vaA 1 v
ouzithnlglaminhdedisou uagliaunsamld
vuanudisuIDaguazdvd ldun ngrineduase

¥

Q‘U%Iﬂﬂ (Consumer Protection Law) nguH1e
) v ..

ananusssugune (Pricing Law) Lagngnung

MIgSuAnveUdeNanfaeiuazysn1s  (Product

Liability Law) 1flugdu

nnufAdWABVNISYBVLULE (Maslow’s
Hierarchy of Needs)

Maslow’s Hierarchy of Needs L‘ﬂuﬂmﬂﬁ
Iomentt Sundn 10w, sndlad Antuilet a.a. 1943
Glmaﬂms%a “A Theory of Human Motivation”
Maslow 1/ aymdasfianudoamsfizesdidian
sduiugllfseiugega Taonguives Maslow
ﬂzaguuﬁugmwmauuﬁgm 3 §o Miusyumi

Tunywd Ao

1. Mywdianudesmsogianouazliinduge
¥ a 25 3’1 I~
2. ANNABINIVONAAAITIAAIY 5 VT
Mey fil
i ANMNABINIITNUFIUN AT
(Physiological Needs)
ii. anudssmsanuiualasans (Safety
Needs)
iii. ANudsIMIMsvansuudveIdiaN
HAZADINTANNSA (Belonging and Love Needs)
iv. ANNABIANMTMSIATUMSENgRITIURe
(Esteem Needs)
¥ I o/ d' 1) Y A
v. anwudesmsussgiiudmaunldihimios
(Self-actualization Needs)
3. ANNARIMINIFSUMINUaUBINET dl

Wudsgalaliinanginssusdely

NYBHANHNADINIIVOINYHIAINNQ YA VDI
Maslow’s Hierarchy of Needs uanqladagiin 2

JUN 2: ngBRANNARIMIVRINYBY (Maslow’s Hierarchy of Needs)

actualization
needs
Self-development
and realization

Esteem needs
Self-esteem, recognition, status

Social needs
Sense of belonging, love

Safety needs
Security, protection

Physiological needs
Hunger, thirst

n31: Kotler & Armstrong (2013)
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%amﬂmqyﬁ Maslow’s Hierarchy of Needs
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NOBHANNABINIVOINYBE  INDANHIANNADING
Ad' - =S v Yo Ad'
nagiodaudnudensuaues agldamand 1

MINN 1: 52AUANNABINMSVDINNISEY MU Maslow’s Hierarchy of Needs

3TAY

ANNADINTVBIUNITBU

Physiological Needs

gquamgmamemuluamunadenmsizoud 0113 1 MueUNdy
wneouniieans (Hoerr, n.d)

Safety Needs

memnlaegaiung

anuidndasadenimaemenazesnal (Hoerr, 2012) Un@nn
ANNAGY/HIA MITINTANIAITNDETTU nazasaauludian

Belonging and Love Needs

A4 o aa
NINYIVDOINDABIN

msiWlunvensuvesnsonnsy ngudean hldanuiiious Juil a3
¥ o A =2 a @ 4 o o
wagiimihinlugaw@n (Hoerr, n.d), ulaiflufisensuvesdian

Esteem Needs

M3lasuANuenged suwe Murie ANNSUAASOY uazANNMANTY
Tuanuanansavesau (Hoerr, 2012 uag Maglic, 2008)

Self-actualization Needs

aszrindluanuaninsavesay wazannsalszaanudise daunia
luialinamevisedanaudnsamniianels

< v o =2 s 1 = 4 J
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inGeu Ao gndn” Jalsiiesdeiug ua “mamuly
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M3yl Mmadeans msiamsamwmadenmisen;
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NIANISTN 181 amﬂumszﬂmyu,azmﬁﬁusuum

UssryanasAnurdiSeuldugugnann
(Student-centered Education) nud3iiuns

msBeumsaennuuiiugisemiugudna
(Student-centered Education) f?u o isealumn
Singuldvannvans Faianumneideiu 18
Child-centered Learning, Child Centered Education,
Student-centered Learning Uag Learner-Centered
Education 1fudiu fienn noundl, fnius iavzqud
nazsnsl wina (2545) adnd “MTamaiEen

o o

madou lagwiugisomiudday (Student-centered
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Education) wlamu@ionys hazvangda msda

= 0 <R =R d PG )
m3issumsaoulasmilatalszlomivesdsouiu
szmachdey nande JisewihiaudAgngs 1nden
= % A KR <K o‘d‘
Fanusn anwnsownd dindalszleminenaiseg
Tasunoulane”

Student-centered Education Lﬂuﬂ%’%mﬂﬁﬁ
doduiingiun anuiliaansanennnanuesing
Janiulgisouainanuilasiunszuiumsaadie
aued maasieUfiAdiaauies Tasagiugnszdu
B uuzuvadayanaznITLIUMIIIDIANN]
4! o ¥ 9/4' Vv IS 1 a =<
Fzmlranuinldnamsidminuazaaninases
vosnutesIemelunguiSenegluanumsdiives

¥ o

AEsunazhllsluginoselderiunu Napoli (2004)

adh TunndamsiamaissumsaeuiiniugSou
ihugudnans (Student-centered Education) @39%
dosnitianinsananudeamsuazisslomivearisou
sangeuay Wlemamsiidnsmuananiuug

=

FisousioiomuasnangnIceg uazhinanoenuuy

nagnsm3aeu (Instructional Strategies) AavANATN
msdiesdenazls (What) deusdwls (How) uag
2 = v
deuiiieazls (Why) 399zaouausinnndesms uag
Wanngiseumaniuldange

BN WHAAMIIAMIITEUMTTOUNLIY
gissuiludhany ehilnaguennainlisanngu
wypetion (Humanism) Ngfalimaiseudiinnnms
AUNLINEMANNMINBYBIAINITEY (Content) 67Y
g dwAenniladameluiidiFou uazmaseus
TlldvnefamsimnivgBeudismsnini widouild
1< yaa a Qd‘d a o/
Hudiindganauazianaing ausssn laeiann
ifhueadsan (Holistic) Inamsiseu Student-centered

¥ 4 VYA A 1ao o d . ! 1
vzdioenazdulriFiSeufiuSHS (Interaction) T3uNgH
i auiazmanssn (Engagement) maldanin
adeNMsFeunALazMImUgNdIng Uz
(Assessment) ¥BIAHaRY BIDIAUITNBUINAIN
TifhudmadglumsianninSounamedmanus
mudian naz aatlgan

U 3: msdamsiSeumsaou lagwiugisowilud1Asy (Student-centered Education)

.--""--a.- - & - .--&‘H
-~ -~ ., .
-~ rd NE
/ L,_ff‘" A Content % \\
& / P \
& —— Y \
| & I ,} ]
(A "% \
| / | StudentCentered | % |
"-.\ \ Learning / éi" L /
i " e ]
\ II Jﬂ‘%m \__\ /;,- é‘? é\_ﬁ"x 1 /r.l"l
s = s e g i)
A o !
\\ ;
% o
N Engagement /

nan: European Student Union, http://jrllanes.wordpress.com/tag/romanian/
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(Purposed Model of Educational management for Students-as-Customers Metaphor in Thailand
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