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ABSTRACT
The purpose of this study is to investigate Changhua county elementary school educators’ cognition of school brand management.
This study adopted literature review and questionnaire survey to understand the connotation of elementary school brand
management, elementary school educators’ cognition on the importance of school image building, and their views on school brand
marketing. The main conclusions of this study were as follows:1. Elementary school educators’  cognition on the importance of
school image building was between “ important” and “ very important” . 2. There was a significant variation in elementary
school educators’ cognition on * identify system” , so as identification. 3. There were significant differences in elementary school
educators’ cognition of school image building in terms of educational background, their sex, ages, current position, and school
sizes. 4. Establishing and developing characteristics of a school, the key of school brand marketing, were gradually identified by
principals and teachers. 5. The targets of brand marketing are school staffs, students, parents and community residents, elementary
school should use different brand marketings to various targets. Based on the conclusions above, this study provided suggestions for
educational administrative agencies, elementary schools, and future researchers.
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