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The Research Development and Prospects of
Educational Marketing

I-Liang Hawng

ABSTRACT

The main purpose of this study is to understand the present status of educational marketing

researches in Taiwan, analyze the contents, and make recommendation on future development.

We focused on the dissertations that explored educational marketing and published over the

past two decades (from 1985 to the present) to conduct a literature analysis. We tried to examine the

development of research quantity, topics, background of researchers, tools used, subjects and

institution classification, paradigms, methods, purpose and statistical methods.  Through deep

reflection, it is expected that the research development would be clarified for the reference of future

study.

According to research purpose, the dissertations, which explored educational marketing in

Taiwan area, were collected to conduct content analysis.  Based on research results, we came to the

following conclusions:

1. Educational institution marketing was the main research topic.  Multi-faceted marketing should

be introduced for further study.

2. Relevant researches in earlier days were started from the viewpoint of management science, and

continued on adult education.  Education universities should put more emphasis on marketing

and development.

3. Research tools tended to be self-created.  Professional examination should be introduced and

strengthened, and indexes and rating scales should be developed.

4. School faculty and management are major research subjects.  The concept of customer-oriented

should be introduced, and combined to other research subjects.
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5. Researches were concentrated on higher education and elementary schools. The research area

should be extended to include middle schools and preschool education.

6. Public schools were major research subjects.  Private schools should be added to discussion and a

comparison should be made between public and private schools.

7. The mainstream of the research paradigms were quantification. The research paradigms, which

combine quantity and quality, should be strengthened.

8. Investigation was the main method used for research.  It is recommended that research methods

should be moved toward multi-faceted development

9. Research purposes were inclined to application.  Fundamental and action research should be

stressed.

Key words: educational marketing; marketing research; dissertation
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