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ABSTRACT

OVER THE PAST FEW YEARS, TAIWAN'S ECONOMY HAS GROWN QUICKLY, NATIONAL INCOME HAS

INCREASED CONSTANTLY, AND THE STANDARD OF LIVING HAS RISEN. WITH THE NEED OF SOCIAL

PROGRESS, THE CHANGE OF FAMILY STRUCTURE AND LIFE-STYLES, MORE AND MORE WOMEN ARE

URGED TO ENTER THE EMPLOYMENT MARKET, WHICH HAS RESULTED IN THE PROBLEM THAT NO

PARENTS ARE ABLE TO TAKE CARE OF THEIR ELEMENTARY SCHOOL STUDENTS AFTER SCHOOL.

THEREFORE, THE DEMAND FOR DAY CARE AND TUTORIAL CENTERS TO LOOK AFTER CHILDREN FOR

PARENTS WHILE THEY ARE STILL AT WORK HAS BECOME MORE AND MORE IN DEMAND. FROM A SALES

AND MARKETING POINT OF VIEW, THIS PAPER TRIES TO RESEARCH INTO THE PERCENTAGE OF

ELEMENTARY SCHOOL STUDENTS WHO GO TO DAY CARE AND TUTORIAL CENTERS AND THE KEY

FACTORS WHICH AFFECT THE PARENTS IN DIFFERENT AREAS TO MAKE A DECISION, I.E., THE CONSUMER

BEHAVIOR IN URBAN AREA AND RURAL AREA. THE RESULTS ALLOW THE DAY CARE AND TUTORIAL

CENTER OPERATORS TO UNDERSTAND NOT ONLY THEIR TARGETS AND RELATED AREAS, BUT ALSO THE

PARENTS' EXPECTATIONS AND NEED OF THE SERVICE IN URBAN AREA AND RURAL AREA. THEN, THEY CAN

ENHANCE THE PROVISION OF THE SATISFYING AND DESIRED SERVICE TO CONSUMERS IN URBAN AND

RURAL AREAS. IN ADDITION, THEY CAN REALIZE THE PREFERENCE OF CONSUMERS AND THE POSSIBLE

AFFECTING FACTORS. THUS, THE END RESULT OF THE RESEARCH PROVIDES SOME STRATEGIC

SUGGESTIONS TO THE DAY CARE AND TUTORIAL CENTER OPERATORS AND HELPS THEM ACHIEVE THE

GOAL OF SUSTAINABILITY. THE EVIDENCE HAS REVEALED THAT: 1.FOR THE PERCENTAGE OF

ELEMENTARY SCHOOL STUDENTS WHO GO TO DAY CARE AND TUTORIAL CENTERS, THERE IS AN

OBVIOUS DIFFERENCE BETWEEN URBAN AREA AND RURAL AREA. 2.FOR THE PERCENTAGE OF

ELEMENTARY SCHOOL STUDENTS WHO GO TO DAY CARE AND TUTORIAL CENTERS, THERE IS LITTLE OR

NO CONNECTION WITH PARENTS' SEX, AGE, EDUCATION LEVEL, BUT THERE IS A STRONG CONNECTION

WITH THE FAMILY INCOME AND PARENTS' VOCATIONS. 3.FOR THE PARENTS' ATTITUDE TOWARDS THE

CONTENT OF THE DAY CARE AND TUTORIAL CENTERS, THERE IS AN OBVIOUS DIFFERENCE BETWEEN

URBAN AREA AND RURAL AREA. 4.FOR THE PARENTS' NEED OF VARIOUS TALENT PROGRAMS AFFILIATED

TO THE DAY CARE AND TUTORIAL CENTERS, THERE IS NO OBVIOUS DIFFERENCE BETWEEN URBAN AREA

AND RURAL AREA. 5.FOR THE PARENTS' EXPECTATION OF THE TEACHING CONTENT, THERE IS NO

OBVIOUS DIFFERENCE BETWEEN URBAN AREA AND RURAL AREA. 6.FOR THE PARENTS' ATTITUDE

TOWARDS THE EXISTENCE OF THE DAY CARE AND TUTORIAL CENTERS, THERE IS NO OBVIOUS

DIFFERENCE BETWEEN URBAN AREA AND RURAL AREA. 7.FOR FACTORS THAT PARENTS TAKE INTO

ACCOUNT, WHILE CHOOSING A DAY CARE AND TUTORIAL CENTER, THERE IS NO OBVIOUS DIFFERENCE

BETWEEN URBAN AREA AND RURAL AREA. 8.FOR REASONS THAT PARENTS SEND CHILDREN TO DAY CARE

AND TUTORIAL CENTERS, THERE IS NO OBVIOUS DIFFERENCE BETWEEN URBAN AREA AND RURAL AREA.

9.FOR THE PARENTS' CONSUMER BEHAVIORS, THERE IS AN OBVIOUS DIFFERENCE BETWEEN URBAN AREA

AND RURAL AREA. 10.FOR THE COMPARISON OF DAY CARE AND TUTORIAL CENTER'S PROFIT AND

PARENT'S MONTHLY AVERAGE INCOME, EDUCATION LEVEL, VOCATIONS AND DIFFERENT INFORMATION

SOURCES, THERE IS AN OBVIOUS DIFFERENCE BETWEEN URBAN AREA AND RURAL AREA. THE RESEARCH

HAS SHOWN THAT, AT PRESENT, 41.99 PERCENT OF STUDENTS GO TO DAY CARE AND TUTORIAL CENTERS

AND 58.01 PERCENT OF STUDENTS DO NOT. THEREFORE, THE DAY CARE AND TUTORIAL CENTER MARKET

IS NOT SATURATED. THERE IS STILL A LARGE MARKET TO DEVELOP. THE DAY CARE AND TUTORIAL

CENTER OPERATORS HAVE TO REALIZE WHERE THE CUSTOMERS ARE, AND FOCUS ON THE NEED AND

DESIRED QUALITY SERVICE OF THE PARENTS. IF THEY CAN SUPPLY SATISFYING SERVICE, THEY CAN

ESTABLISH PROFITABLE DEVELOPMENT.
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