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ABSTRACT
As society and economic environments change, current parents pay more attention on children's education. After-school lectures
and service beyond school education system becomes a trend of fashion for most families. This research is to find out the market
condition and outlook of after-school lecture industry through a scientific way and learn more about how parents in Chang-Hua
Area choose the lectures for their elementary school kids. Furthermore, this survey can be a guideline or reference for those
education related industries and organizations to establish marketing strategies. Hopefully, this result can also help parents who
concern about children's competition ability to choose the right after-school lectures for their kids. This survey shows the following
results: parents in Chang-Hua Area will choose different after-school lectures for their elementary school children based on parents’
own personality and characteristic, such as family relationship, age, education level, profession, and income; the lectures and service
from after-school provider has no obvious influence on parents’' consumer behavior. Finally, parents in Chang-Hua Area choose
after-school lectures or service has no obvious difference and includes course relevance, Children's interest, and fashion trend.

Keywords : Market Segmentation, Early education, Consumer Behavior, Service Quality

Table of Contents
D000 000 000 -mmmmmmmmmmem il 0000 e v OO0 - Vi O 0O ------mmmemee- Vil O O -----mmmmmmeee- viii
I Xii O O O ====m=mmmmmmee- xiilOOO 00 11000 O -mmmmmmmmmem- 112000 0 ----mmmmmmmme- 213000
O —--mmmmmmmeee- 4140000 -------mm-mmm-- 515000 0 ---m-mmm-mmm-- 6000 0000 210000000 -—----m-mmm-m- 8211
00000 ---mmmmme- 821200000 -------m---m-=-- 11213000000 O ----mmmmmmmmm- 142140000000
O —--mmmmmmmmeee- 152200000 0 ---mm-mmmmmmme- 202210000000 ----------mm---- 202220000000 -------m---m---- 21
2230 0000000000 O -=mmmmmmmemmmm 2322400000 0 ----mmmmmmmme- 242250000000 -------m--mm---- 24230
I 252310000000 0 -=mmm-mmmmmmmm 2523200000 0 ---mm-mmmmmmmm- 28233000000
O —--mmmmmmmeee- 30240 000000000000000 O -=mmmmmmmmmmmmm 3224100000 -----mm-mmmmmmmm 3324200000
00000 -—-mmmmmmmme- BO000 0000000 310000 -----mmmmm-mmmm 38320000 ----m-mmm-mmmm-- 3933000
[ —--mmmmmmeeee- 4134000000 0 ----mmmmmmmmen 413500 00 -------m-mmmm-- 433.6 00 00O -------m-mmm--- 440000000
000 4100000000000 ------mm-mmmm-- 454110000000 ------mmmmmmm- 454.1.2 00 0 0O ------mmm-mmmm-- 46 4.1.3 0
D0000000000000000 -—----mmmmmmm- 49420 0000000000000 -=---mm-mmmmmmmm 52421000000
[ =--mmmmmmeeee- 5242200000 ------mn-mmmmm- 53430 00000000000000000000 --=-mmmm-mmmmm- 56 4.3.1 0
0000000000000 0000000000d 0 --=---mmmmmmmm- 5743200000000000000000000
[ ——— 584330 000000000000000000000000 -mmmmmemmmmmem 6043400000000
000000000000000 ---mmmmmmeemev 614350000000000000000000000 0 --mmmeemmmmmem- 63
44000000000000000000000 ---mmmmmmemmmmv 674500 000000000000000000000
[ 6845100000000000000000 -mmmmmemmmmmee 6845200000000000000000
000000 -mmmmmmmmme- 7045300 0000000000000000000 0 -==mmm-mmmemmmm 7245400000000
0000000000000 0 ----mmmmmmmm- 7445500 0000000000000 00D0000OOO0O
O —--mmmmmmmeee- 76000 00000 5100 ---m-mmmmmmm- 805110 0000000000000 00 -------m-mmm-m-- 805.1.2 0
00000 ---mmmmme- 825.2 0 [ ---------------- 85530000000 O --mm-mm-mmmmm- 87000 0O -----mmmmmemmmm 89 O
O —---mmmmmmmeee- 95
REFERENCES

D000 10sSmart0 000000 0200440 0000000 ODDOOO0ODO0OO0ODSmartD000O0OO68000O88-9100 2000
O0000o0ooooOooesuuoooooooooooos3o3bbo0 o040 DDOOODOODODOODOOOUODODODO OO
o00ooo0o0oooo0ooDboO0ooboOo0o0oDOOo0obOOo0oooOOO00D 40000 (Y4 OOOoDoO-ooDoboooboooo



00:00000500000000 02020 0000000000000 0-00000000000000D0OCO35000016
02200 60000 019950 000000000000 00000001140002302400 700000199%000000000
O000:000 80000 020000 0 0000000000000 0ODOO0 000D ODODO0ODOOOODODODOOODOOOOOn
090000019880 DD DDDO0DODOO0OODODOOO4000058-6100 100000 (2003000000 0O0O:000000O
0011000002030 00000000000000000000 000000000 0OODOOO0O0 120000 020010 O
0000000000 00000000 0000000000000 130000 0190 000000000000000000
003700 02000111-11300 140000 020000 OO0 0000000000000 O00DOOO0OO0 O000O0O03000300
053-6700 1500 00000(003)00000000000000: 000160000 01980 0 000000000000O0O0O
0000000 00000000o000oo0ooooD 17000000000 (1990)0PhilipKotlerd DOOOOOOOOO OOO
00000000 180000 019910 DoDooOooOoOoObOobOobo0ob00o000d0oooooooDoDbDobobobob24000080
00018400 190000 D20000 00O OOOODOOO-0D00000000ODODOO0O0ODOOOOOODOOODOD 2000000
pg20000 JOOOO00OOOO0ODDOO-000000000D0D0DO000OD0OO0O00ODOO0O0 220000019970000000000
O000000000600 20000 019990 00D O0DO0OO00O0DODO0ODDOO0OT4-7900 230000 019950 0DO0OO
O00000-0000000000000000077600029-3300 2400000000000019920000000004500
250000 020010 DOO000O0OO000ODOO000O0O0000O0O00D12-1500 260000 020030 00 O00OD0OOO 1480149
00 00:000000 2700000 020010 01J.PaulPeter &Jerry C.Olsond 00000000 0D: 00000 280000
020010 0000000000000 0-0000000000000000015200011-1700 290000 019860 0O OO
0000000000000000000000 000000000000 300000 020020 0 0000000000000
00000000000 0000000000 310000 019930 0 0 0000000000000 0000000 0oObss-98
00 320000000 (2003) 0 Gary Armstrong & PhilipKotlerDO O OO OO0 0O0:00000 OOOO 1.Alfred, S. B.
(1981),"Market Segmentation by Personal values and Salient Product Attributes,"Journal of Advertising Research, 21, 1, 29-35 . 2.American
Marketing Association : Committee on Definition (1960), "Marketing Definitions : A Glossary of Marketing Terms". 3.Booms, B.H. and Bitner,M.
J. (1981),"Marketing Strategies and Organization Structures for Service Firms" ,Marketing of Services, American Marketing Association, Chicago.
4.Demby, E., (1973) "Psychographics and Form Where It Comes" Lifestyle and Psyhcographics, William D. Wells Edition, Chicago: AMA, pp.22.
5.Dutka, Alan (1994), AMA Handbook for Customer Satisfaction, Chicago: NTC Publishing Group in Association with the American Marketing
Association. 6.Engel, J. F., Kollat, D. & Blackwell, R. D., (1982)"Consumer Behavior", 4th ed., Taipei, Hwa-Tai Co.. 7.Engel, J. F., P. W. Miniard
and R. D. Blackwell, (1995)"Consumer Behavior", 8th ed., Forth Worth:Dryden Press. 8.Gronroos, Christian, (1983)"Strategic Management and
Marketing in Service Sector, "MA:Marketing Science Institute. 9.James F. Engell] Roger D. Blackwell and David T. Kollat (1984), Consumer
Behavior 4th ed, Hwa-Tai Co.,p.3 10.Kotler, P. (1998), Marketing Management: "Analysis, Planning, Implementation and control”, 9th ed.,
Prentice-Hall Inc.. 11.Kaotler, P. (2000), Marketing Management, 10th ed. , Prentice-Hall Inc.. 12.McCarthy , E. Jerome (1981), Basic Marketing:a
managerial approach, 7th ed.,(Homewood lllinois:Pichard D,IRWIN, INC.),p.226 13.Pratt,J.W.(1974). Measuring purchase behavior,handbook of
marketing (3th ed.).New York:McGraw-Hill. 14.Regan, W. J. (1963). The service revolution. Journal of Marke ting 27, p.32-36. 15.Robert C.
Blattberg and D. Sen Subrata (1974)."Market Segmentation Using Models of Multidimensional Purchasing Behavior", Journal of Marketing ,
Vol.38., p.226 16.Schiffman, L.G.. and Kanuk, L.L. (1991), Consumer Behavior, 2th ed., Prentice Hall International Editions. 17.Walters G.
Glann and Gordon W.Paul (1970),Comsumer Behavior-an intergrated framework Homewood 111 Richard D. Irwin Irwin inc p.7. 18.Wendell, R.
S. (1956), "Product Differentiation and Market Segmentation as Alternative Marketing Strategies,” Journal of Marketing,.21,3-8 .

19.Williams, T.G.(1982) ,Consumer Behavior Fundamental and strategies,St. Paul Minn:West Publishing Co.,pp.5. 20.Wind, Y. (1978), "Issues and
Advances in Segmentation Research,"” Jouranl of Marketing Research, 15 ,217-337 . 21.Yankelouich, Daniel (1964), "New Criteria for Market
Segmentation”, Harvard Business Review,\Vol.42,No.2, pp83-84



