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The objective of this study were; 1) to study the current and expected states of marketing management for
graduate programs of higher education institutes and, 2) to specify thc strategy of marketing management for
graduate programs of higher education institutes. Research methodology used mix methods between qﬁantitative
research and qualitative research. Population were 4,449 of graduate programs, 365 samplings, Informants were
presidents of graduate programs. Multi-stage random stage sampling was used. Data collected by using 5 rating
scale opinion questionnaires as a research tools. Data analyzed by using the statistics as followed: frequency
distribution, percentage, arithmetic mean, standard ;ieviation, and priority need index. Research process consisted of
six phases. .

The study showed that the current state of marketing management for graduate programs of higher
education institutes, according to Kotler, were performed at the middle level as a whole and while considering
separately, managing marketing mix functions was performed at a high level.

With regard to the expected performance of marketing management for graduate programs of higher
education institutes according to Kotler, as a whole, were rated at high level and while considering separately, all
functions were all rated at high level. .

The strategy of marketing management for graduate programs of higher education institutes composes of
four major strategies, fourteen minor strategies and 37 procedures. The major strategies were as follows 1) the
strategy of marketing data analysis for graduate programs, 2) the strategy of marketing strategy development for
graduate programs, 3) the strategy of marketing mix management for graduate programs, and 4) the strategy of

marketing implementation and controlling for graduate programs.
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