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ABSTRACT

Creating the effectiveness communication with customers is the most important aspect
and how the company applied the element of the communication mix is the most
important aspect in service marketing. Akademi Saga still has poor understanding of the
role of application of the communication mix elements to the customers in attracting and
maintaining prospective and present customers. This research article evaluates the
effectiveness of communication mix has been applied by Akademi Saga in
communicating with its customers with the aim of finding solutions to improve the
existing communication and customer satisfaction. After reviewing related literature the
data from that literature has been summarized and be used to get the gap between the
company used and the practice used in the assessment to make the effective marketing
mix element been use to make the company success in its industry. The data on the
intake and graduated has been collected from year 2008 to 2010 and the total
customized training has been done by year 2007 to 2010 has been analyzed to get the
information and measured the effectiveness of communication mix elements has been

applied by Akademi saga.
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