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ABSTRACT

In order to meet fast external environment condition changes and every challenge that cause in the 21st century, higher education is

being met to such changes trends as globalization, internationalization, popularization and marketization,etc..Among them higher

education marketization is the trend that the present a lot of national universities of leading factor develop even more, not only

change the relation between higher education and government but also change the idea of higher education and shape looks. Higher

education in enroll new students, set up departments again, funds raise with such respects as administration,etc. having more

independent space, put emphasis on using the management method to improve the competitiveness of the school, develop the

characteristic of the school, becoming the prior choice in consumer''s mind, is primary task of the school. This scholar in order to

hold a post in the higher educational institution of research is as the marriage partner, use the collection of documents to analyse that

develop the questionnaire, probe into the factor influencing the higher educational institution to develop the own brand goods and

and own brand goods development will. Obtained the following conclusion by analysis: 1.School type, school nature and service to

agree school sell or establish own brand item not to have difference of showing age and service seniority of interviewee. 2.School

nature that interviewee hold a post, establish history and service age and service seniority of interviewee to agree school research and

develop own brand item have difference of showing by oneself. 3.Develop own brand goods key factor for can improve school

popularity, make school group concrete figuratively setting the characteristic of the school, obtaining the patent right of brands

4.Develop the goods importance factor of the own brand: The high-order is in charge of development willinging, goods difference

degree, goods and traffic prices, goods characteristic and make a reservation, will improve the front image of the higher educational

institution.
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