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LT ENTELY =TT 1 Y 7O EIFER
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Y= T A YT LYEHRIER Lz, T2
FEHZITBI B IEEFHBOEEE O T Y 2538 S
NI B0/l dd), ZOEZRITRA) D
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REEDL L) LRWERET LD, TAT7 -7
W —YA0a L7 - flitg - TEE-V 92
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2004, 64H) &. Kotler 5 D#EE % KIEIZ Y AN
HTHETENTZZE T, =T T4 ¥ 7 ONEIRAE
¥o0ArLoT, FEAMMEITEINLLBOLNS
EWHho72DTHDH, 29 LTHREERZHE L
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A Study on Characteristics of Strategy
in University Marketing Research

% Michimasa ENDO
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[Abstract]

In this article, the author will reconstruct arguments in the previous study in the field of university marketing.
In chapter 1, as a result of “the broadened marketing concept” in the United States, it is revealed that the
research subject of marketing was extended from commercial enterprises to nonprofit organizations. In the
following chapter, the author organizes how university marketing has been developed from marketing research
of non-profit organizations in the United States. Chapter 3 clarifies that university marketing research in Japan
began with innovation and research of American one in section 1. Additionally, section 2 characterizes marketing
research of Japanese universities, dividing it into 3 categories ; the first trying to apply the traditional marketing
concept to university marketing, the second applying service marketing and relationship marketing theory to
university marketing, and thirdly research group based on positioning strategy focusing on student acquisition.
Finally, the author concludes by organizing the intellectual relationship of university marketing research that
has been done until now.
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