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ABSTRACT

The purposes of this study were 1) to study the synergies of
marketing resources influencing the successful development of educational
innovation overall 2) to study the synergies of marketing skills influencing the
successful development of educational innovation overall 3) to study competency
of marketing activities influencing the successful development of educational
innovation overall and 4) to study the variable priority of the synergies of
marketing resources overall, the synergies of marketing skills and competency of
marketing activities overall influencing the successful development of educational
innovation overall.

The research methodology used in this study was quantitative
methods.The population of this study were executives of the university of the State
from the Assistant Dean up chosen by the simple random sampling method. The
total sample size was 210 samples. The instrument of this research was
questionnaires with content validity of Cronbach’s alpha coefficient of 0.944. The
descriptive statistics used were means, percentage, standard deviations, and the
inferential statistics used was Multiple Regression Analysis.

The results of this study shown that the synergies of marketing resources
overall, the synergies of marketing skills overall and competency of marketing
activities overall had positive effects on the successful development of educational

innovation overall and the synergies of marketing resources overall most important
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including minor were the synergies of marketing skills overall and competency of

marketing activities respectively.
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