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Abstract
Purpose – The purpose of this paper is to identify the key areas of marketing research inefficiencies for
marketing education development in Thai colleges and universities so that possibilities of future research
development can be encouraged and enhanced. It is a direct reflection of the drivers of marketing in the
ASEAN Economic Community (AEC) cross-correlated with issues that affect the development of adult
learner curriculums with regard to the level of preparedness of future marketing leaders.
Design/methodology/approach – This is a quantitative focus on three different factors, but is not
mutually exclusive since some research and reports resulted in multiple responses. Frequency
distribution is used with both single and multiple answers.
Findings – The data reveals focuses on scholarly excellence from a nationalistic Thai cultural
perspective that is devoid of impact to the future Thai social environment.
Research limitations/implications – The limitations are linear showing a unified vision across
Thailand’s educational development with little variations in concept and outcome, using only Thai
sensibilities as the guidepost for progression.
Practical implications – The benefit garnered from this type of study will be useful for corporate
entities looking for trained and prepared marketing leaders of the future in the country of Thailand and
throughout the AEC.
Originality/value – The scope is unique with very little likewise research previously conducted,
focusing on a more effective model can be seen for Thailand’s future marketing curriculum development.
Keywords International marketing, Sustainability, Education, Marketing in developing countries,
Business education, Marketing competitiveness
Paper type Practitioner paper

Introduction
Higher education in Thailand is a growing concern for many investors and global
economic developers. As global markets increase, the concern is to ensure that future
generations of adult learners are adequately prepared for a combined community of
economies. True to the concept of a collectivist society, the ASEAN Economic
Community (AEC) represents one of the most lucrative opportunities for future global
economic progress. This vital role is hampered by key deficiencies in the available
constructive policies and procedures that can help to prepare future generations for
global economies. More specifically, there is little or no research done to correlate specific
areas of business development with the curriculum for young adult learners throughout
the AEC in Thailand’s adult learning institutions that target key tasks and functions of
the corporate entity for the future, such as with marketing education. While research
does exist that notates the need for attention and development of marketing programs
and systems in Thailand correlating with the AEC, little is said as to what critical focuses
exist for the cultivation of marketing curriculum for future business leaders. It is this
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realization that drives the intent of this report in order to examine the available research
on factors and models identified in other parts of the world, specifically from other
countries within the AEC, as well as the factors that concern AEC development.

Review
From the perspective of applicability, the understanding of what the AEC represents to
people who will live and work in this new economic powerhouse as a source of identifying
how those people will incorporate it into their lives is what is of concern for the Southeast
Asia-Pacific region. From the individual cultural standard, and from the view of the
individuals living in those countries, the AEC is unidentifiable (Lozada, 2013; Robertson,
2006). For decades the people in the Asia-Pacific region have been pushing for the populace
to become better prepared for the AEC, but yet in the year that the economic union is set to
begin most people still consider themselves as a separate country with their own individual
unique cultural identities (Lozada, 2013). Little attention is paid to the collective identity of
the AEC, nor of such a notion’s extreme importance to its long-term success. Thais still
consider themselves Thai despite their widespread programs of awareness for the union’s
start-up (Igel and Numprasertchai, 2005; Lozada, 2013). Vietnamese still regulate their lives
according to the tenants of communist doctrine regardless of its inapplicability to the
stipulations of the AEC Charter (Igel and Numprasertchai, 2005; Ng, 2001). Filipinos still
consider themselves closer aligned to Americans than they do to any other Asian culture
(Lozada, 2013). Is it really any wonder that there is little or no preparation of educational
curriculum realistically prepared for such a union? In fact, this very conundrum is the key
factor in why there is virtually no existing research identifying the specific needs of
developing a collegiate-level marketing curriculum that meets the demands of the
forthcoming AEC in both practicality scope and Charter outline.

This report pinpoints the research needs for curriculum development in Thailand
from both national perspectives and from the views of educational development experts.
It should examine the standards of globalized marketing curriculum expectancies for the
near future to draw comparisons with Thai curriculum development needs and the
cross-correlation that marketing curriculum experts have stated are essential. In order to
help validate this approach, an examination of the conditions and development of
marketing curriculum implemented in the European Union (EU) will also be reviewed so
that a model for comparisons on challenges, successes, and failures that the AEC can
learn from in marketing curriculum development efforts.

Research methodology
The pertinent research reviewed was obtained via online journal resources, as well as
journal sources from the researcher’s university of employment’s institutional library
that provided access to regional and international reports and academic articles. All
reports and articles reviewed were from recognized journals pertaining to collegiate
curriculum development, critique, and/or qualification. The research methodology is a
quantitative focus on three different factors, but are not mutually exclusive since some
research and reports resulted in multiple responses. Those aforementioned focuses
included the following:

(1) the findings from educational institutions throughout Thailand centered on the
identification of critical areas of collegiate curriculum development compared
with external reviews of the same areas to penetrate potential nationalistic bias
or external prejudices;
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(2) the review of educational experts’ reports for marketing curriculum
development that are focused on the expectancies of a globalized program,
but from regarded reports from around the world, not just one country or
region, so that a non-biased approach can be seen; and

(3) a review of pre-establishing identifications and post-implementing results from
the EU’s curriculum development for dangers or recommendations.

Frequency distribution is used with both single and multiple answers for curriculum
development than the rigidity of one or two styles that belies the report’s quantitative
point (Bryman, 2011; Pansiri, 2005). This contributed to 154 multiple coded responses,
sometimes contrasting with single coded responses, and analyzed through univariate data
analysis specifically for frequency distribution on reoccurring responses. Data pertaining
to the development and conditions was analyzed with a pragmatic eclectic tactic matching
the first two focuses with commonalities from the third focus (Pansiri, 2005).

The data analysis was a listing of the reviewed reports and articles for analysis with
an alphanumeric codification mechanism. This served the purposes of both easier
analysis comparison, as well as an unbiased approach to identifying the contributing
research input. It also allowed for the summation of data tables not only for their own
individual data table revelation, but also for the variance analysis for patterns of
relevancy and repetition.

The first factor of findings from educational institutions throughout Thailand
included a description of the key reoccurring themes among the reports and articles
identifying the conditions of curriculum development. These findings were assigned
using an alphanumeric system to identify each individual theme, and then summed for
the number of occurrences that particular theme was found. This was a quantitative
assessment of findings conducted in each report or article correlating the themed
response with the overall factor being marked.

For the second factor of educational experts’ reports for marketing curriculum
development, again the description of the factor’s key response themes was listed using
an alphanumeric system for comparison, followed by the codified source, and then
summarized for each themed response. As with the first factor, this was a quantitative
assessment of the findings in each report or article corresponding to themed responses
of the overall factor.

For the third factor of the EU’s pre-establishment identifications and post-
implementation results curriculum development, the description of the key factor for
concern in an alphanumeric system was followed by the codified source, and then
ending with the same type of summation. Unlike the first two factors that examined the
current and ongoing circumstances of business marketing curriculum development in
Thailand and the AEC, this was a quantitative measurement of the possible themes
that could affect the Southeast Asia-Pacific region from the comparative review of the
EU experiences and best practices.

The final component to the data analysis was a summarization of responses from
the first two factors in cross-comparison with the third factor. Such a cross-comparison
focus utilized a pragmatic eclectic tactic to correlate the first two focuses against the
outcomes that were relevant in the third focus. This approach allowed for a penetration
of results that eliminated affectivity of bias, culture, accountability, etc. A simple ratio
variance calculation was used to show the first two factors’ percentage outcomes as the
first variable, and the third factor of closely corresponding percentages as the second
variable. For this measurement, the relative difference in the order of the numbers is
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not significant because only a division of the difference between two numbers by the
average is being calculated.

A model of this calculation can be seen below where the coded factor Aiv: 11.76 percent
is being calculated against the coded factor Ci: 13.85 percent, and is shown thusly:

Calculate the percentage difference between V1 ¼ 11.76 and V2 ¼ 13.85

V1�V2j j= V1þV2ð Þ=2� �� �� 100

¼ 11:76�13:85j j= 11:76þ13:85ð Þ=2� �� �� 100

¼ �2:09j j= 25:61=2
� �� �� 100

¼ 2:09=12:805
� �� 100

¼ 0:163217� 100
X

¼ 16:3217% difference rounded : 16:32%ð Þ

Findings
Factor 1 (see Figure A1) findings analysis shows the highest focus for research
development recognized on a national level for Thailand is a tie between Avi: the
physical condition and resources of the learning environment and Avii: the support of
the research and academics over social activities as an imperative. Both are standing at
23.5 percent of the sampled reports and articles, respectively. The second strongest
focus was for Ai: teamwork learning skills in adult education at 19.6 percent. The need
for Av: services for helping to develop and enhance community infrastructure
and profitability showed only 1.96 percent of the sample. The future of marketing
curriculum development focuses on scholarly excellence, not on the impact to the
social environment.

Factor 2 (see Figure A2) analysis shows the largest focus is tied between Bii: the
need for mathematical, accountancy, and science subjects and Biii: the increased usage
of Business English in all learning environments, both at 28.95 percent. The least
attention was given to Biv: the attention to cultural sensitivities in curriculum
development for international expectancies, at 10.52 percent. The realization in factor 2
is the obviousness of the balance spread between each factor category for development
that is recognized by the majority of the sample population at each level. The highest
percentage rate of 28.95 percent is compared to the lowest of 10.52 percent, a difference
of 48.5 percent, but the coefficient between the scores was only 8.65 percent in variance
between the samples. This is presenting a unified vision across the industry of
marketing curriculum development with very little variations in concept and outcome
based on current and future predictors.

Factor 3 (see Figure A3) shows the pre-establishing and post-implementing results
from the EU. The highest ranking was shared between five focuses at 13.85 percent
each, including Ci: the promotion of an accepting and welcoming international
environment for all adult learning institutions, Cii: the responsibility for the
development of the local and regional productivity, Ciii: the facilities resources and
progressive learning environment, Cvi: the strict adherence to the core development of
higher mathematics and accountancy subjects as essential to the adult learning
environment, and Cviii: the promotion and inclusion of the study for developing human
capital management. The least focused factor amongst the sample population reports
and articles was the concentration on Civ: the prioritization of research and academic
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development, with a result of 9.23 percent. With factor 3 though, we can see that the EU
had a more unified vision before and after the union’s startup with the majority of the
sample population being in general agreement with the needed focuses. The highest
weight was 13.85 percent and the lowest was 9.23 percent, which comes to a difference
of only 7.11 percent; considerably better than the current marketing curriculum
research for the AEC indicates factor 2. And, with all the samples analyzed the
coefficient comes to a 1.92 percent difference in perspectives both before and even after
the EU’s implementation.

The cross-comparison of summarized responses in the 12 identified factors
(see Table AI) is a revelation of the awareness of the same critical areas for
development of adult learning curriculum between the EU and the AEC, with specific
interest on Thailand. The results show that four of the factors identified by the AEC
and Thailand samples in factor Figures A1 and A2 are irrelevant in Table AI, the
EU identifications, specifically Ai, Aii, Aiii, and Biv factors that do not even exist by EU
standards. The smallest focus variance was in factors Bv and Cviii showed a variance
of only 5.11 percent between the two that indicates a general agreement on increasing
the knowledge and management of human capital in business curricula. The need to
increase an international environment for adult learning in Aiv and Ci was moderately
similar with a difference of only 16.32 percent, with differences on the use of English in
business settings having a difference of 91.54 percent. The largest difference of
150.41 percent was in the development of community infrastructure and productivity.

Discussion
Obviously, there is recognition throughout Thailand that scholastic pursuits are of
extreme importance for Thailand’s future considering the poor performance in the
World Economic Forum (WEF) annual testing ranking near the bottom of the original
“ASEAN – 8” (Chinnawongs et al., 2006; Ng, 2001; Pimpa, 2009; Richmond, 2007;
Sangnapaboworn, 2003), and even ranking below Vietnam and Cambodia (Schwab,
2012). Thailand’s performance in the next generation’s academic skills is also low in the
Program for International Student Assessment (PISA) study, where out of 65 countries
Thailand came in 50th place in mathematics, 48th place in science, and 47th place in
reading (OECD, 2014).

But, it is the final comparison between the EU perspectives and the broad research
conducted in Thailand and Southeast Asia for the forthcoming AEC that draws
the most important comparisons. Again, since there is no existing research for the
enhancement of the marketing curriculum in Thailand that denotes the specific
categories for development, what is needed is the comparisons of what was foreseen
and utilized in the world’s only other comparable economic union, the EU. Since the
EU’s educational system consistently ranks higher in the world than most other nation
states (Baumann and Hamin, 2011; Dolin and Krogh, 2010; Oldroyd and Sahlberg,
2010), there is some measure of success rationale for making such a comparison as
shown in Figure A3. Specifically, we must acknowledge that a cultural difference exists
when Western educational systems promote more individualist style learning that
includes team-based projects and peer review (Baumann and Hamin, 2011; Oldroyd and
Sahlberg, 2010). This is at a level that makes the individual effort more of an imperative
for scholastic achievement, as is evident in factor Ai from Figures A1 and A2 having a
null comparison with the EU focuses in Figure A3. The factor Aii is also indicative of a
collectivist-based society where the inclusion of moral and ethical codes must instilled
as a part of curriculum development are seen as mandatory for educational excellence

1019

Comparing
research for
marketing

curriculums



of the institution, not of the individual (Aasen et al., 2004; Dorner and Gorman, 2006;
Nguyen et al., 2005). In Western cultures the students’ academic performance does not
measure their personal codes of ethics as achievement of the curriculum expectancies,
though they are certainly expected to adhere to such criteria intuitively (Bandura, 2002;
Jippes and Majoor, 2008; Nguyen et al., 2005).

Such notions should remain as a core component of student expectancies in general
adherence to the integrity of the institution, not as a component of the curriculum
objectives. A marketing curriculum that is inclusive of moral and ethical implications of
student performance would detract from the focus of the marketing subject’s key goals
and objectives, and would be better served as an inclusion of a different subject from
humanities and social sciences point of view. Additionally, we see Aiii, the inclusion of
international curriculum standards for review and modification as per administrators,
being unrepresented by the EU, but specifically because, again, we are looking at the
EU’s perspective on marketing curriculum development research that does not exist in
identifiable quantities in the Southeast Asia-Pacific region. That sort of subject was
separated in the EU (Bandura, 2002; Jippes and Majoor, 2008) in order to again ensure
that the development of the marketing curriculum research would not suffer any
detractors from the subject’s key goals and objectives, especially considering that it is a
focus on the administrative side of the educational institution and not in the academic
focuses. Finally, we see a null value by the EU standards for the factor Biv, attention to
cultural sensitivities in curriculum development for international expectancies, which is
due to the separation of perspectives between individualist and collectivist cultures
(Bandura, 2002; Jippes and Majoor, 2008). The individualist is more accustomed to
dealing with various cultural applications and makes allowances more readily, whereas
as the collectivist seldom accepts anything outside of their own cultural perspective.
Here is one of the major sources of difficulty facing the implementation of the AEC,
where the differences in cultures between member states of the AEC will present
significant challenges for communication and cooperation, especially in the standards
of curriculum development, administrative functions at educational institutions, and
accreditation of curriculum across borders.

From that point, an analysis can be made between the factors that are represented in
both regions of the world. As stated before, the difference of 150 percent between the
promotion of the community development and the concept of community service is a clear
indication that the collectivist cultures of the Southeast Asia-Pacific region are ill-prepared
and unfamiliar for concepts of what promotes a significant contribution to a local or
regional community’s profitability through an organization’s corporate social responsibility
(CSR) (Gurevich, 1975, 2014; Igel and Numprasertchai, 2005). The misunderstanding
collectivist cultures have on the subject comes from a lack of understanding the need or
support of corporate philanthropy and charity (Binney et al., 2014; Sthapitanonda and
Watson, 2015). The visit to China in 2010 byWarren Buffet and Bill Gates to promote these
concepts was met with confusion and dismay (Lee, 2010) since the notions of giving away
money or resources to anyone outside of the immediate family is considered unreasonable
(Peterson, 2005; Tan and Tang, 2014). Yet, from an international economic perspective,
those concepts are crucial components of the organization’s effective CSR, and as an
economic union like the AEC wants to develop effective marketing curricula, then
understanding the role of philanthropy and charity in CSR, as well as the rationale for
effective CSR in the first place, will be a vital element to that effort.

A reversal of focuses can be seen in promoting the research environment in academics
for Avii and Civ comparisons with a huge difference of 87.2 percent, but with the larger
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focus on development in this element coming from the Southeast Asia factors
(23.5 percent), not from the EU (9.23 percent). As explained already, the role of research and
academic development has been largely misaligned from both a lack of understanding the
needed development, such as with CSR (Gurevich, 1975, 2014; Igel and Numprasertchai,
2005), and from the inherent challenges of communication and cooperation between
individualist and collectivist cultures (Green et al., 2005; Labandeira et al., 2012). So, it is
encouraging to see that they are aware of this critical element for development and are
making strides in encouraging more research to be done. It is hopeful that they will also
recognize the need to conduct research on CSR and individualist vs collectivist elements.
Similarly, the need for development of mathematical, accountancy, and science subjects
sees a comparable difference in focus of 70.56 percent between Southeast Asia samples
(28.95 percent) and the EU samples (13.85 percent) which is also encouraging that the
recognition for such development has been made and encouraged throughout the region.
The only detractor is that the need for such development was made by the samples
collected in factor Figure A2, the educational experts’ reports for globalized marketing
curriculum development, but not in Table AI, findings from the educational institutions
throughout Thailand, which can show us that Thailand’s awareness of these needs is
minimal, at best. As mathematical, accountancy, and science subjects are such core
requirements throughout the EU, enough to not even be necessary as a focus in the EU
samples where a 1.92 percent variance in the samples’ identified areas of needed
development suggest the individualist cultures of the EU are already familiar with such
concepts judging by their high academic performance in the WEF and PISA standings,
then Thailand’s lack of acknowledgment for this critical component is a disturbing
outcome. It is disturbing specifically because those are core functions within any
business-related career and job role, but most especially in the marketing strategy of a
global corporation’s marketing mix where budgeting and pricing are key integral
components for profitability (Bandura, 2002; Jippes and Majoor, 2008), and is obviously an
important component of an effective international marketing curricula.

One of the largest differences between the samples from the two regions, with a large
91.54 percent variance, is the focus on Business English. The Southeast Asia-Pacific
region has recognized this need significantly with 28.95 percent of the sample population
in agreement on its inclusion in curriculum development, and only 10.77 percent of the
EU sample agreeing, but this again is easily understandable. Given the Southeast
Asia-Pacific region’s burgeoning awareness of the need for the common global language
and their relative lacking in such skill (Ng, 2001; Nguyen, 2014), it is not surprising that
research development on the subject is recognized. Likewise, the EU’s lack of focus on the
issue can be seen as a consequence of being greatly familiar and comfortable with
English already (Aasen et al., 2004; Clayson and Haley, 2005), so to include notions of
furthering research on the matter is unnecessary. But, as before, none of these
observations came from Table AI of Thailand’s acknowledgment on the subject. How an
international marketing curriculum can be developed by a country demonstrating such a
poor performance in English as per the results of theWEF and PISA (Chinnawongs et al.,
2006; Ng, 2001; Pimpa, 2009; Richmond, 2007; Sangnapaboworn, 2003) is a matter that
should receive critical reevaluation.

Conclusion
Once there is a better understanding of the differences between community development
productivity and community service, the educational institution’s focus on academic
excellence will generate advertising and public relations material that promotes the
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institution’s own corporate social responsibility, and thereby increase the marketing
development within that very institution. The focus should be on programs the promote
the use of technology for recycling in the community, promoting ethical labor practices
for local employers, and employee engagement programs that ensure each member of the
company has an adequate home life that increases overall productivity. This will have
tremendous rebounds in the development of the institution’s marketing program that can
be instilled in the learning curriculum where the institution itself becomes not only a
perfect example of the necessary physical condition and resources of the learning
environment that promotes marketing principles, and ongoing research and academics
that will then incorporate those social activities promoting more CSR without conflicting
with scholarly development imperatives. This is, essentially, exactly how the Thai adult
learning institution can focus their efforts of increasing academic excellence and raise in
the standings of the WEF and PISA results.

The key focuses for research development for marketing curriculum should first be
seen in relation to the EU’s separation of business research and the research on
marketing curriculum. As the data has shown, there were four elements that the EU
experts did not see as inclusive of a marketing curriculum program, namely, the
teamwork-based learning skills utilized in adult education learning, the assurance of
moral and ethical implications incorporated into the curriculum, the inclusion of
international curriculum standards for review and modification as per administrators,
and the attention to cultural sensitivities in curriculum development for international
expectancies. As noted, including these elements in institutional research is evident in the
EU, but not in specific areas such as the marketing curriculum. Those focuses should
remain as additional or supplementary focuses that allow for the marketing curricula to
stay centered on more effective areas of what the marketing mix encompasses.

References

Aasen, P., Mediås, O.A. and Telhaug, A.O. (2004), “From collectivism to individualism? Education
as nation building in a Scandinavian perspective”, Scandinavian Journal of Educational
Research, Vol. 48 No. 2, pp. 141-158.

Azhar, S. (2011), “Building information modeling (BIM): trends, benefits, risks, and challenges for
the AEC industry”, Leadership and Management in Engineering, Vol. 11 No. 3, pp. 241-252.

Bandura, A. (2002), “Social cognitive theory in cultural context”, Applied Psychology, Vol. 51 No. 2,
pp. 269-290.

Barblan, A. (2002), “The international provision of higher education: do universities need
GATS?”, Higher Education Management and Policy, Vol. 14 No. 1, pp. 77-92.

Baumann, C. and Hamin, C. (2011), “The role of culture, competitiveness, and economic performance
in explaining academic performance: a global market analysis for international student
segmentation”, Journal of Marketing for Higher Education, Vol. 21 No. 2, pp. 181-201.

Binney, W., Higgins, C. and Srinaruewan, P. (2014), “Consumer reactions to corporate social
responsibility (CSR) in Thailand: the moderating effect of competitive positioning”,
Proceedings of the International Association for Business and Society, pp. 160-166.

Bryman, A. Dr (2011), Triangulation, Department of Social Sciences, Loughborough University,
Loughborough, pp. 414-418.

Chaijaroenwattana, B. and Suwanvong, D. (2014), “A framework for the development of
strategies administrative of higher education institutions for the three Southern border
provinces in Thailand: an emphasis for sustainable development and the Asian
community”, Research in Higher Education Journal, Vol. 18, pp. 1-10.

1022

APJML
28,5



Chinnawongs, S., Hiranburana, K. and Wongsothorn, A. (2006), “English language teaching in
Thailand today”, Asia Pacific Journal of Education, Vol. 22 No. 2, pp. 107-116, doi: 10.1080/
0218879020220210.

Clayson, E.D. and Haley, A.D. (2005), “Marketing models in education: students as customers,
products, or partners”, Marketing Education Review, Vol. 15 No. 1, pp. 1-10.

Dolin, J. and Krogh, L.B. (2010), “The relevance and consequences of PISA science in a Danish
context”, International Journal of Science andMathematics Education, Vol. 8 No. 3, pp. 565-592.

Dorner, D.G. and Gorman, G.E. (2006), “Information literacy education in Asian developing
countries: cultural factors affecting curriculum development and programme delivery”,
International Federation of Library Associations and Institutions Journal, Vol. 32 No. 4,
pp. 281-293.

Gheisari, M., Irizarry, J. and Meadati, P. (2010), “The need and challenges for interdisciplinary
education in AEC”, Construction Research Congress, May, pp. 226-235.

Graaffb, E. and Rompelmana, O. (2006), “The engineering of engineering education: curriculum
development from a designer’s point of view”, European Journal of English Education,
Vol. 31 No. 2, pp. 215-226.

Green, R.K., Malpezzi, S. and Mayo, S.K. (2005), “Metropolitan-specific estimates of the price
elasticity of supply of housing, and their sources”, The American Economic Review, Vol. 95
No. 2, pp. 334-339.

Gunderson, D.E. and Johnson, B.T. (2009), “Educating students concerning recent trends in AEC:
a survey of ASC member programs”, Associated Schools of Construction Proceedings of the
2009 International Construction Council, pp. 1-8.

Gurevich, R. (1975/2014), “Teachers, rural development and the civil service in Thailand”, Asian
Survey, Vol. 15 No. 10, pp. 870-881.

Hayes, T. (2007), “Delphi study of the future of marketing of higher education”, Journal of
Business Research, Vol. 60 No. 1, pp. 927-931.

Ho, K.C., Sighu, R. and Yeoh, B. (2011), “Emerging education hubs: the case of Singapore”, Higher
Education Journal, Vol. 61 No. 1, pp. 23-40.

Igel, B. and Numprasertchai, S. (2005), “Managing knowledge through collaboration: multiple
case studies of managing research in university laboratories in Thailand”, Technovation,
Vol. 25 No. 10, pp. 1173-1182.

Igual, R., Medrano, C., Plaza, I. and Rubio, M.A. (2013), “From Companies to Universities:
application of R&D&I concepts in higher education teaching”, IEEE Transactions on
Education, Vol. 56 No. 3, pp. 308-315.

Jetschke, A. and Ruland, J. (2009), “Decoupling rhetoric and practice: the cultural limits of ASEAN
cooperation”, The Pacific Review, Vol. 22 No. 2, pp. 179-203.

Jippes, M. and Majoor, G.D. (2008), “Influence of national culture on the adoption of integrated
and problem-based curricula in Europe”, Medical Education Journal, Vol. 42 No. 3,
pp. 279-285.

Kaewphap, K. (2011), “Accounting teaching methods and TQF to support borderless education”,
BU Academic Review, Vol. 31 No. 3, pp. 3-11.

Kantipong, T. (2010), “The competitiveness of Thailand in the challenges of AEC”, NIDA
Business Journal, Vol. 7 No. 1, pp. 71-92.

Katejanekarn, T., Kunanoppadol, J., Puilteap, S., Sopompongpipat, N. and Takrutkean, T. (2014),
“Engineering business curriculum: educational innovation for the ASEAN economic
community (AEC)”, International Journal of the Computer, Internet, and Management,
Vol. 20 No. 2, pp. 65-70.

1023

Comparing
research for
marketing

curriculums



Kennedy, K.J. (2008), “Globalized economies and liberalized curriculum: new challenges for
national citizenship education”, CERC Studies in Comparative Education, Vol. 22 No. 1,
pp. 13-26.

Klose, M. and Sabangban, P. (2011), “Thailand’s convergence to IFRS”, Controlling &
Management, Vol. 55 No. 1, pp. 25-29.

Labandeira, X., Labeaga, J.M. and López-Oteroa, X. (2012), “Estimation of elasticity price of
electricity with incomplete information”, Energy Economics, Vol. 34 No. 3, pp. 627-633.

Lee, K. (2010), “Turning down Gates & Buffett: Philanthropy in China requires For-Profit Social
Enterprises”, Forbes.com, available at: www.forbes.com/sites/china/2010/10/04/turning-
down-gates-buffett-philanthropy-in-china-requires-for-profit-social-enterprises/ (accessed
April 16, 2015).

Louangrath, P.I. (2013), “ASEAN economic community – 2015: economic competitiveness for
sustained growth and the implication for education market”, Bangkok University
International College, pp. 1-43, available at: http://ssrn.com/abstract=2225814

Lozada, D. (2013), “ASEAN Economic Community: are we ready for 2015? Rappler Community
Engagement”, available at: www.rappler.com/move-ph/27543-asean-economic-community-
readiness-2015 (accessed April 13, 2015).

Majumdar, S. (2008), Emerging Trends in Asia and the Pacific Region and their Impact on SMEs,
Colombo Plan Staff College for Technician Education, and the Asian Development Bank,
Pasig City, Manila, available at: http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.
472.4312&rep=rep1&type=pdf

Marginson, S. and van der Wende, M. (2007), “Globalization and higher education”, Education
working papers, OECD, Bangkok, July 8, pp. 1-86.

Ng, A.K. (2001), Why Asians are Less Creative than Westerners, ISBN 0130404756,
9780130404756, Prentice Hall, Upper Saddle River, NJ.

Nguyen, N.H. (2014), Thai Workforce: Ready for ASEAN Economic Community 2015?, University
of the Thai Chamber of Commerce, Bangkok, pp. 1-21.

Nguyen, P.M., Pilot, A. and Terlouw, C. (2005), “Cooperative learning vs. Confucian heritage
culture’s collectivism: confrontation to reveal some cultural conflicts and mismatch”, Asia
Europe Journal, Vol. 3 No. 3, pp. 403-419.

Nomoto, S. (2014), “Consideration related to engineering human development in Thailand
focusing on after AEC”, Management of Engineering & Technology (PICMET), 2014
Portland International Conference, pp. 2405-2419.

OECD (2014), “PISA 2012 results: creative problem solving: students’ skills in tackling real-life
problems”, Organisation for Economic Co-operation and Development, Vol. 1 No. 5,
pp. 1-252, doi: 10.1787/19963777.

Oldroyd, D. and Sahlberg, P. (2010), “Pedagogy for economic competitiveness and sustainable
development”, European Journal of Education, Special Issue: Human and Social Capital
Development for Innovation and Change, Vol. 45 No. 2, pp. 280-299.

Pansiri, J. (2005), “Pragmatism: a methodological approach to researching strategic alliances in
tourism”, Tourism and Hospitality Planning and Development Journal, Vol. 2 No. 3,
pp. 191-206, doi: 10.1080¼14790530500399333.

Peterson, G. (2005), “Overseas Chinese and Merchant Philanthropy in China: from culturalism to
nationalism”, Journal of Chinese Overseas, Vol. 1 No. 1, pp. 87-109.

Pimpa, N. (2009), “Learning problems in transnational business education and training: the case
of the MBA in Thailand”, International Journal of Training and Development, Vol. 13 No. 4,
pp. 262-279, doi: 10.1111/j.1468-2419.2009.00331.x.

1024

APJML
28,5

www.forbes.com/sites/china/2010/10/04/turning-down-gates-buffett-philanthropy-in-china-requires-for-profit-social-enterprises/
www.forbes.com/sites/china/2010/10/04/turning-down-gates-buffett-philanthropy-in-china-requires-for-profit-social-enterprises/
http://ssrn.com/abstract=2225814
www.rappler.com/move-ph/27543-asean-economic-community-readiness-2015
www.rappler.com/move-ph/27543-asean-economic-community-readiness-2015
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.472.4312&amp;rep=rep1&amp;type=pdf
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.472.4312&amp;rep=rep1&amp;type=pdf
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.472.4312&amp;rep=rep1&amp;type=pdf
http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.472.4312&amp;rep=rep1&amp;type=pdf


Pyakurel, S. (2014), ASEAN Economic Community and its Effect on University Education: A Case
Study of Skill Verification by the Means of Professional Certification Examination, Bangkok
University Graduate School.

Reid, A. (2005), Rethinking National Curriculum Collaboration towards an Australian Curriculum,
ISBN 0-642-77505-2, Australian Government Department of Education, Science, and
Training.

Richmond, J.E.D. (2007), “Bringing critical thinking to the education of developing country
professionals”, International Education Journal, Vol. 8 No. 1, pp. 1-29.

Robertson, S. (2006), “The politics of constructing a competitive Europe through
internationalizing higher education: structures, strategy, and subjects”, Perspectives in
Education: Internationalization of Higher Education: Global Challenges, Regional Impacts,
and National Responses, Vol. 24 No. 1, pp. 29-43.

Sangnapaboworn, W. (2003), “Higher education reform in Thailand: towards quality
improvement and university autonomy”, paper presented at the Shizuoka forum on
Approaches to Higher Education, Intellectual Creativity, Cultivation of Human
Resources seen in Asian Countries, Office of the Education Council, Ministry of Education,
December 12-14, p. 3, available at: http://heglobal.international.gbtesting.net/media/5277/
higher%20education%20reform%20in%20thailand%20-%20towards%20quality.pdf
(accessed September 20, 2014).

Smith, I.D., Somjai, K. and Tubsree, C. (2014), “Internationalizing Rajamangala University of
Technology Lanna (RMUTL) in the context of the ASEAN economic community (AEC)”,
Burapha University’s Journal Online, Vol. 5 No. 1, pp. 28-40.

Smith, P. (2014), “BIM implementation: global initiatives and creative approaches”, Creative
Construction Approaches, Creative Construction Conference 2014, pp. 605-612.

Srijunpetch, S. (2012), “Be ready on accounting occupation for ASEAN economic community”,
Thammasat Business Journal, pp. 32-45.

Sthapitanonda, P. and Watson, T. (2015), “ ‘Pid Thong Pang Phra’ – The impact of culture upon
Thai CSR concepts and practice: a study of relationships between NGOs and corporations”,
Asia Pacific Public Relations Journal, Vol. 16 No. 1, pp. 61-72.

Suttipun, M. (2012), “Readiness of accounting students in the ASEAN economic community: an
empirical study from Thailand”, Faculty of Management Sciences, Prince of Songkla
University, 1st Mae Fah Luang University International Conference 2012, pp. 1-12.

Tan, J. and Tang, Y. (2014), “Donate money, but whose? An empirical study of ultimate control
rights, agency problems, and corporate philanthropy in China”, Journal of Business Ethics,
Vol. 134 No. 4, pp. 593-610.

Yepes, C.I.P. (2006), “World regionalization of higher education: policy, proposals for
international organizations”, Higher Education Policy, Vol. 19 No. 1, pp. 111-128.

Further reading

Fox, K. and Kotler, P. (1995), Strategic Marketing for Educational Institutions, 2nd ed., Prentice-
Hall Publishing, Hoboken, NJ.

Heywood, J. (2005), Curriculum Design, Implementation, and Evaluation in Engineering
Education: Research and Development in Curriculum and Instruction, Wiley Publishing,
Hoboken, NJ.

1025

Comparing
research for
marketing

curriculums

http://heglobal.international.gbtesting.net/media/5277/higher%20education%20reform%20in%20thailand%20-%20towards%20quality.pdf
http://heglobal.international.gbtesting.net/media/5277/higher%20education%20reform%20in%20thailand%20-%20towards%20quality.pdf


Appendix. Data summation
The selection of fixes numerically identified the varying alphabetic uses with the number of times
that particular letter was seen first in the author names as per APA style, which ensured a
desensitized analysis and permitted either single or multiple responses to be measured.

Code Report or Article Source
1A Azhar (2011)
2A Barblan (2002)
3A Chaijaroenwattana and Suwanvong (2014)
3B Clayson and Haley (2005)
4A Gheisari et al. (2010)
4B Graaffb and Rompelmana (2006)
4C Gunderson and Johnson (2009)
5A Hayes (2007)
5B Ho et al. (2011)
6A Igual et al. (2013)
7A Jetschke and Ruland (2009)
8A Kaewphap (2011)
8B Kantipong (2010)
8C Katejanekarn et al. (2014)
8D Kennedy (2008)
8E Klose and Sabangban (2011)
9A Louangrath (2013)
10A Marginson and van der Wende (2007)
10B Majumdar (2008)
11A Nguyen (2014)
11B Nomoto (2014)
12A Pyakurel (2014)
13A Reid (2005)
13B Robertson (2006)
14A Smith et al. (2014)
14B Smith (2014)
14C Suttipun (2012)
14D Srijunpetch (2012)
15A Yepes (2006)
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Code Description Source Code Total %

Ai 10 19.6

Aii The assurance of moral and ethical

implications incorporated into the

curriculum

8A, 8B, 8E, 14C,

14D

5 9.8

Aiii 5 9.8

Aiv Implementation of international

environment for all adult learning

institutions

3A, 9A, 11A, 

11B, 12A, 14A

6 11.76

Av 3A 1 1.96

Avi Physical condition and resources of the 

learning environment

3A, 8A, 8B, 8E,

9A, 11A, 11B, 12A,

13B, 14A, 14C, 14D

12 23.5

Avii 12 23.5

TOTAL: 51 99.92

Teamwork-based learning skills utilized in

adult education learning

Inclusion of international curriculum

standards for review and modification

as per administrators

Services for helping to develop and

enhance community infrastructure and 

profitability

Support of research and academics as an

imperative above social activities

8A, 8B, 8E, 9A,

11A, 11B, 12A, 

14A, 14C, 14D

9A, 11A, 11B,

12A, 14A

3A, 8A, 8B, 8E,

9A, 11A, 11B, 12A,

13B, 14A, 14C, 14D

Figure A1.
Factor 1: findings
from educational

institutions
throughout Thailand
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Code Description Source Code Total %

Bi Inclusion of technology usage with the

study of specific curriculum

3A, 4A, 8C, 10B,

13A, 13B, 14B

7 18.42

Bii Focus need for mathematical,

accountancy, and science subjects

2A, 3A, 4A, 7A, 8C,

8D, 10B, 13A, 13B,

14B, 15A

11 28.95

Biii Increased usage of Business English in

all learning environments

2A, 3A, 4A, 7A, 8C,

8D, 10B, 13A, 13B,

14B, 15A

11 28.95

Biv Attention to cultural sensitivities in

curriculum development for international 

expectancies

2A, 7A, 8D, 15A 4 10.52

Bv Development of human capital awareness

and utilization as a requirement for

management

2A, 3A, 7A, 8D,

15A

5 13.16

TOTAL: 38 100

Figure A2.
Factor 2: educational
experts’ reports for
globalized marketing
curriculum
development
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Code Description Source Code Total %

Ci Promotion of an accepting and welcoming

international environment for all adult 

learning institutions

1A, 3B, 4B, 4C, 

5A, 5B, 6A, 10A,

13B

9

Cii Responsibility for the development of the

local and regional productivity

1A, 3B, 4B, 4C, 

5A, 5B, 6A, 10A,

13B

9

Ciii Facilities resources and progressive

learning environment

1A, 3B, 4B, 4C, 

5A, 5B, 6A, 10A,

13B

9

Civ Prioritization of research and academic

development

1A, 3B, 4B, 5A, 

5B, 13B

6

Cv Inclusion of technology in adult learning

environments

1A, 3B, 4B, 4C, 

5B, 10A, 13B

7

Cvi Strict adherence to the core development

of higher mathematics and accountancy

subjects as essential to the adult learning

environment

1A, 3B, 4B, 4C, 

5A, 5B, 6A, 10A,

13B

9

Cvii Inclusion of common language usage

across borders composed of English for

Business, and the promotion of other 

regional languages

3B, 4B, 4C, 5A, 

5B, 6A, 10A

7

Cviii Promotion and inclusion of the study for

developing human capital management

1A, 3B, 4B, 4C, 

5A, 5B, 6A, 10A,

13B

9

TOTAL 65 100.02

13.85

10.77

13.85

10.77

9.23

13.85

13.85

13.85

Figure A3.
Factor 3: pre-
establishment

identifications and
post-implementation
results from the EU

1029

Comparing
research for
marketing

curriculums



Corresponding author
Jason Lee Carter can be contacted at: jlcprofessional@gmail.com

Code Description % Variance % Description Code

Ai Teamwork-based learning
skills utilized in adult education
learning

19.6 null – – –

Aii The assurance of moral and
ethical implications
incorporated into the
curriculum

9.8 null – – –

Aiii Inclusion of international
curriculum standards for
review and modification as per
administrators

9.8 null – – –

Aiv Implementation of international
environment for all adult
learning institutions

11.76 16.32% 13.85 Promotion of an accepting and
welcoming international
environment for all adult
learning institutions

Ci

Av Services for helping to develop
and enhance community
infrastructure and profitability

1.96 150.41% 13.85 Responsibility for the
development of the local and
regional productivity

Cii

Avi Physical condition and
resources of the learning
environment

23.5 51.67% 13.85 Facilities resources and
progressive learning
environment

Ciii

Avii Support of research and
academics as an imperative
above social activities

23.5 87.2% 9.23 Prioritization of research and
academic development

Civ

Bi Inclusion of technology usage
with the study of specific
curriculum

18.42 52.42% 10.77 Inclusion of technology in adult
learning environments

Cv

Bii Focus needed for mathematical,
accountancy, and science
subjects

28.95 70.56% 13.85 Strict adherence to the core
development of higher
mathematics and accountancy
subjects as essential to the adult
learning environment

Cvi

Biii Increased usage of Business
English in all learning
environments

28.95 91.54% 10.77 Inclusion of cultural awareness
programs as components of
effective modern business practice

Cvii

Biv Attention to cultural
sensitivities in curriculum
development for international
expectancies

10.52 null – – –

Bv Development of human capital
awareness and utilization as a
requirement for management

13.16 5.11% 13.85 Promotion and inclusion of the
study for developing human
capital management

Cviii

Table AI.
Cross-comparison
of summarized
responses in the
12 identified factors
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