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Twelve Schools of Marketing and their Application to Adult and Higher Education

Greeting from the West Palm Beach, Florida.  I am Terry Redding, a social scientist, father of six, foster parent of 10, and godfather to eleven children.
I am also a past W. K. Kellogg Fellow, and retired US Army Officer.

Today I am a full time educator teaching graduate courses for the University of Oklahoma, developing and distributing continuing professional education courses, and offering basic education course via the Internet.

However, my passion for the past twelve months has been to seek ways to share the experience of distance education via the Internet with others.

 The degree to which marketing has progressed in the area of 

adult education is demonstrated by the emergence of the Journal of 

Marketing for Higher Education.  Yet, the academy's acceptance and 

utilization of marketing concepts and practices are not 

homogeneous.  Not all educational institutions accept marketing as 

part of strategic planning nor use a marketing philosophy to 

sensitize staff to perceive students as clients.  Others incorporate 

notions of marketing in a wide variety of ways.  Some have a separate 

marketing office within the institution's continuing education 

component (Pappas 1987, Beder, 1986); others associate the 

marketing function with the institutional research office and 

consider it part of strategic planning.  Still others incorporate 

elements of marketing with management functions dispersed throughout 

the institution.

Four Phases of Marketing Education

· Phase 1 - Recognition

· Phase 2 - Understanding Marketing

· Phase 3 - Increasing Sophistication

· Phase 4 - Adopting a Marketing Mindset

 A provocative theme in adult educational marketing research seems  to have emerged in the recent decade.  The application of marketing principles that have been used successfully for decades by competitive, profit-motivated corporations to not-for profit educational institutions is a trend that has gained momentum as college administrators respond to changing student demographics (Mulnix, 1989).  The marketing sophistication and professionalism of educators has followed a pattern consisting of four phases.  The first phase is represented by recognition that marketing may be a productive way to address problems associated with the declining numbers of traditional students by developing an interest in "analyzing the "buying behavior habits of potential students (Mulnix, 1989, p. 124)."  The second phase is characterized by an increased understanding of the principles of marketing and their application to the management of admissions by responding to changing student demographics.  The third phase reveals a recognition of the need to acquire and use professional marketing skills in an educational setting by an increasingly sophisticated application of marketing principles and knowledge of marketing theory.  Finally, the fourth phase is characterized by the adoption of a marketing mind-

set in which students are seen as clients and the institution's 

educational program is viewed as a product.

Phase 1 - Recognition that Marketing may be Productive

· Way to address declining enrollments

· Analyze Potential Students

· Administration operates from an educational mindset

During the first phase educators begin to explore marketing 

concepts and terminology.  Institutional administration operates 

from an educational mind-set that views education as a 

justification unto itself, that does not require marketing.  Terms 

such as "want, need and demand" are not fully understood and 

confusion is indicated by the misuse of terms.  Administrators 

considering adopting marketing principles talk about it but do not 

dedicate resources to the effort.  Administrators develop an 

interest in why students choose the schools they do.

Phase 2 - Increasing Understanding of Marketing Principles

· Management of admissions begins to respond to changing student demographics

· Institution begins to commit resources to marketing

· Centralization of effort

· Adoption of some marketing attitudes

· Terminology and concepts more clearly understood

The second stage is marked by institutional commitment of

resources to a "marketing" effort, development of some degree of

centralization and adoption of attitudes associated with a

marketing mind-set.  Marketing terminology and concepts become

more clearly understood and a wide variance in the application of 

marketing principles exists.  Academic marketing publications are 

sought and read as administrators find increasing value in

understanding marketing and seek advice on how to develop  

marketing plans.     

Phase 3 - Increasing Sophistication using Marketing Principles

· Reveals a recognition to use acquire and use professional marketing skills 

· Marketing principles incorporated into strategic planning

· Students begin to be perceived as clients

· Marketing procedures incorporated in improving the manner in which school interacts with students

· However, the institution does not view its educational program as a product.

Phase three involves incorporating marketing  principles  into 

the strategic planning effort of the institution.  An

institutional marketing mind-set is developing and students are 

perceived of as clients.  Institutional elements incorporate 

marketing procedures that improve the manner in which they 

interact with students, potential students and alumni;

positioning, pricing, image, differentiation, segmentation, 

recruitment and communication audits that provide feedback are of 

concern.  The institution, however, does not view its educational 

program as a product. 

Phase 4 - Adopting a Marketing Mindset

· Students are viewed as clients

· Educational services are viewed as  products

· Status quo no longer seen as a goal

· Institution focuses on satisfying constituents’ needs and goals

· Environmental scanning, strategic planning, segmentation - continuing activities

It is only during phase four that an institution views 

students as clients and its educational services as a product.  

During phase four administrators begin to think of their campuses 

less as vehicles for maintaining the status quo and more as service 

organizations designed to satisfy constituents' needs and goals.  

Environmental scanning, strategic planning, and focusing on each 

market segment are continuing activities within phase four 

institutions.  These activities occur routinely as each employee 

responds in a sensitive and helpful way to potential students, 

current students and past students as a result of having adopted a   

marketing mind-set.     

The Challenge of Transitioning to a Marketing Mindset - Barriers

· The Academy is resistant to change

· Marketing has a “used car salesman” image

· Marketing is narrowly defined in terms of Managerial Marketing - for profit

As educators we have the opportunity to enfluence the next generation through our leadership and example.  I believe high self-directed learning development can be fostered at the micor, meso, and macro levels of our society.

At each of these levels we can consider the situational, motivational and circumstantial  nature of SDL development.  Open ended learning situations provide the greatest oportunity for individual learning and growth.

Practical doesn’t mean easy or with no effort.

Four Models of Marketing Education

· Managerial Functions

· Traditional Model

· Exchange Model

· Adaptive Model

These models emphasize different philosophies and 

processes.  Models discussed by marketing experts, Smith and 

Offerman (1991), Simerly (1989) and Kotler and Andreasen (1991) 

are discussed in the following paragraphs.  Smith and Offerman 

(1991) include marketing as a corner piece of their "managerial 

functions" model.

    The managerial functions model identifies four tasks: 

programming, staffing, financing, and marketing.  The model is 

based on the recognition that marketing is neither selling nor 

promotion, but rather it is an assurance of maximum service.  

According to Smith and Offerman marketing is consistent with adult 

and continuing education philosophy and its purpose is to inform, 

stimulate, and to meet the needs of clients.  In order to do this 

effectively it is necessary that a marketing attitude permeate the 

organization.  Smith and Offerman's concept of marketing, while 

linked with planning, does not address the planning functions.

     Simerly discusses three models of marketing with application 

to adult education.  The traditional model is directed inward 

toward the organization.  In other words the needs, wants, desires 

of the organization tend to take preference over the needs, wants 

and desires of the consumer.  In this approach the organization 

creates goods and then tries to convince the consumer to accept 

them (Simerly, 1989).  The second model is the exchange model.  

According to this model marketing is a social process in which 

participants obtain what they need and want through creating and 

exchanging products and value.  In the exchange model information 

flow is critical to negotiation, information is traded until a 

decision to exchange is made.  The adaptive model of marketing is 

the final model discussed by Simerly.  Based on a consumer 

approach it emphasizes responsiveness to consumer interests and is 

outer directed.  In contrast to the traditional model the adaptive 

model places so much emphasis on the consumer that it ignores the

needs of the organization.
Twelve Schools of Marketing

Marketing does not represent a single school of thought, rather, 

it consists of more than twelve separate schools of thought (Sheth, 

Gardner, and Garrett 1988).  Each school provides a frame of 

reference for thinking about marketing and the process of 

facilitating exchange between students and educational 

institutions.  Non-profit marketing is closely associated with 

Philip Kotler and the managerial school of marketing.  However, 

other constructs of marketing theory are also helpful when 

considering the unique circumstances associated with marketing 

adult and continuing education.  The following table identifies 

the marketing schools of thought and indicates the school's major 

perspective and areas of potential application in education.

    Table X.1 separates the marketing schools of thought into two

groups, economic and non-economic.  The schools in the first group 

are associated with economic theory.  Marketing actions are

conceived as profit or revenue driven in these schools.  Critical 

elements are associated with cost and profitability.  In contrast 

the second group of schools are based upon non-economic influences 

and are predominantly associated with social or psychological 

theory.  The non-economic schools reflect the belief that 

economically driven theories of marketing are inadequate as they 

cannot satisfactorily explain consumer behavior (Sheth, Gardner, 

and Garrett 1988).

Key Theories of Marketing for Adult Education

· Commodity School

· Regional School

· Institutional School

· Managerial School

· Non-Economic Schools

· Buyer Behavior

· Activist

· Social Exchange 

As space limitations prohibit a full explication of the 

attributes of each theory, our focus is be on the  key theories 

of marketing that we believe contribute to marketing adult 

education.  Understanding a few basic concepts of different schools 

of marketing and their theoretical underpinnings should expand 

notions associated with marketing adult and continuing education.  

     Commodity School
    The commodity school classifies goods in three different ways: 

(1) convenience goods, which are purchased in easily accessible 

stores, (2) shopping goods, which are those that the customer 

likes to compare quality, price and style at time of purchase, and 

(3) specialty goods, which are things that have a particular 

attraction for the consumer, other then price.  This classification 

system relies on the consumers' needs, knowledge of need-satisfying 

alternatives, and willingness to delay need satisfaction (Sheth, 

Gardner, and Garrett 1988).  

     The commodity school theory emphasizes a more complete 

understanding of the student's view of programs and courses 

offered in adult and continuing education.  Courses primarily 

designed to satisfy a need for recreation, offered at two year 

colleges, vocational training schools, and community continuing 

education programs may be defined as convenience goods.   A 

particular course that results in securing a new marketable skill 

may be viewed more correctly as a shopping good.  The reputation 

of the institution and cost per credit hour would be considered in 

the purchase.  Graduate courses can fall into the category of 

shopping goods.  Examples of specialty goods range from a 

particular course that leads to needed certification, to programs 

that result in professional degrees such as in law and medicine.  

Courses that fall in the category of specialty goods can cost more 

and be located greater distances from the consumer.

     Regional School
     The regional school represents marketing as an economic 

activity designed to bridge the geographic, or spatial, gaps 

between buyers and sellers.  The regional school provides a frame 

of reference for considering the impact of geographical separation 

between potential students and the academic institution.  Proponents 

of this school are concerned with geographic limits of delivery 

and distribution systems.  The regional school theory explains how 

close educational institutions can be in proximity before they 

infringe on each other's service area and compete for a common 

nearby constituency.

     A combination of these two schools provides a more complete 

understanding of how a prospective student might view a particular 

curriculum in terms of a commodity and the impact of distance on 

the decision to enroll.  As an example, a curriculum that leads to 

a respected profession, such as a law or medical degree, may be 

viewed as a specialty good.  Because of particular attraction of 

the degree, students may not be concerned greatly with price or 

location, and might be willing to travel great distances.  

Continuing professional education courses sometimes may be viewed 

in the same way, with participants willing to forego greater 

expense and travel greater distances in order to participate.

     Institutional School
     The institutional school places emphasis on the organizations 

that perform functions associated with moving goods from the 

producer to the consumer, or in the case of education, from the 

researcher to the student.  A unique concept associated with the 

institutional school is utility (Sheth, Gardner, and Garrett

1988).  Students choose among educational offerings based on how 

close a particular offering comes to satisfying the student's need.  

Utility is the consumer's  estimate of the product's overall 

capacity to satisfy his or her needs (Kotler, 1988).  Several 

types of utility exist (time, place, quantity, assortment).  For 

education, time utility is when a course is offered; place utility 

is where a course is offered; quantity utility are seats available 

to the student; and assortment utility is having a variety of 

potentially needed courses available from the same institution.

     Functionalist School
     The functionalist school is conceptual rather than 

descriptive.  Functional theorists conceive "of marketing as a 

system of interrelated structures, and interdependent dynamic 

relationships" (Sheth, Gardner, and Garrett 1988 p. 86).  This 

school produced segmentation and consumer behavior concepts.  Market 

segments can be thought of as "entities which operate in the 

marketing environment (Alderson 1965, p. 26)."  The idea of 

segmenting a heterogeneous market into smaller progressively 

differentiated groups that desire similar products and services 

is, thus, closely associated with the functionalist school of 

marketing.  The most common way of segmenting a market is to 

develop demographic profiles that describe consumers of a particular 

product.  The second most common way is to identify cohort groups 

and then determine what kind of products they purchase.

     Managerial School
    The managerial school emphasizes the practical application of 

marketing theory to support sound business practices in everyday 

managerial tasks.  This school developed cost optimizing models 

that balance the costs associated with advertising, market 

segmentation, and marketing mix to achieve high revenue.  While 

the managerial marketing school recognizes that the customer and 

not the company is actually at the center of the marketing 

effort, its focus is on optimizing the revenue that results 

from the marketing effort.  One of the most familiar concepts 

associated with marketing, popularized by McCarthy, is known as the 

"Four Ps: product, price, place, and promotion (Kotler, 1988, p. 

71).  The emphasis on practical application has permitted the 

managerial marketing school to provide the framework and focus 

associated with several handbooks on non-profit marketing and 

marketing adult education (Kotler & Andreasen 1991, Simerly & 

Assoc. 1989). 

     Non-Economic Schools
     The non-economic schools of marketing represent a shift in 

marketing theory from a normative, approach concerned with how the 

market should behave, to a descriptive one that focuses on how 

markets actually behave.  The theories associated with non-economic 

schools of marketing emphasize individual customers in the market 

or segments of consumers.  Educational institutions, when involved 

in environmental scanning as part of strategic planning, are 

applying notions associated with non-economic schools of marketing 

such as: buyer behavior, activist, and social exchange.  

    From an educational perspective these theories have direct 

practical applications.  The buyer school provides an explanation 

as to why students behave the way they do and combines that 

information with demographic information on how many and who the 

students are.  The activist school, with its foundation in the 

1930s consumer movement, is concerned with consumer welfare and 

consumer satisfaction.  Evaluation of the quality and quantity of 

student services is supported by instruments developed within the 

non-economic marketing schools of thought.  These schools of 

thought can help develop a marketing mind-set.
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