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ABSTRACT
The main purpose of this study is to find the key factors of self-created brand in extended education business. The researcher
extracted three basic research dimensions the first hierarchy via literature review and expert interview, then subdivide them into
thirteen factors as the second hierarchy. Through expert questionnaires based on Ana-lytic Hierarchy Process (AHP), and the
application of the software of Expert Choice 2000, the weight of each crucial factor is determined.
In addition, AHP approach. The most important factor is brand plan (0.378) and brand build is the second (0.359) and the last is
brand management (0.263). Further-more, we also determine the relative weights of thirteen considered criteria correspond-ing to
critical factors. The first two indicators are financial budget plan (0.140); other is teacher and teaching materials (0.132). Hope to
make use of the key factors analysis re-sult of this research to improve the competition advantage as relevant industrial circles.
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