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Study of the Marketing Concept
Manipulation in Public Sector Focus on
Broadening and Transformation

Po-Woun Lin"

Abstract

The main purpose of this article is to explore the reasons broadening
marketing concepts in the public fields and the concepts applied in the process
of management transformation in public sectors.

When one realizes that generic marketing is one of the functions in an
organization and the commercial activities should response to the publics, five
core concepts will be found in the evolution of marketing. These fives include
the quality of marketing activity, the category of product and service, the
background of customer drive, the property of organizational style, and the type
of transaction.

Based on the new public management theories and cases in the
governments, the study further discusses the relationship between social
marketing, customer orientation, exchange mechanics, and the mixed concepts
of promotion, product, price and place to the public affairs management. It
concludes that broadening and applying the marketing concepts will have
strong effect with the efficiency and quality of public services.

Key Words : marketing, public sector marketing, social marketing, customer
orientation, exchange
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