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Marketing Logic in Curriculum Development With Theories
in the Concept Development Stage of Educational Marketing as a Clue

Takako SANO
This article aims to identify methods for applying marketing logic to curriculum development based on
theories after 1975 when marketing logic for universities was developed in the United States.

As a result of our study, the following points have been made clear.

Curriculum development, which aims to provide solutions to learners (students “buying” a curriculum) as
customers, is based on “societal marketing orientation” to satisfy the customer’s long-term benefits and societal
benefits as well as the customer’s immediate needs and wants.

To realize societal marketing orientation, teachers may regard learners as partners in curriculum
development, talk with them, and judge the value necessary for learners; alternatively, teachers may present a
curriculum framework based on “product orientation,” ascertain learners intentions through interaction with
learners, and gradually modify the curriculum based on societal marketing orientation.

In the past, there was a tendency to think that educational marketing should adopt the same theoretical
framework as marketing for enterprises and follow this “marketing orientation” to fulfill the needs and wants of

the target market.

In this article, however, we have clearly shown a new way to realize societal marketing orientation, which
is important for educational marketing.
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