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Abstract 
 

    In this study, in view of the importance of marketing to non-profit organizations, 

cultural and educational foundations as the main types of Taiwan's foundations, 

relationship marketing research in the ascendant, the interests developed by 

relationship marketing in regard to non-profit organizations, the researcher took 

cultural and educational foundations or educational matters foundations as the 

research objects to explore the relationship marketing strategies they use, the quality 

of relationship marketing they perceive, and the relationship between relationship 

marketing strategies and quality. The researcher used questionnaire survey methods, 

used self-designed "the questionnaire of relationship marketing strategies and 

relationship quality of non-profit organizations" as a research tool, used 300 cultural 

and educational foundations or educational matters foundations that meet the purpose 

of this study as the research objects. And the researcher issued a total of 600 copies of 

questionnaires, excluding invalid questionnaires, and 453 copies were recovered and 

the recovery rate is 75.5%. A total of 123 pre-test questionnaires were  

Recovered at the pre-trial stage, and a total of 453 formal questionnaires were 

recovered at the formally measuring stage. 

 

    The researchers got the following conclusions in this study: 

1. The current use situations of the overall relationship marketing strategies of 

non-profit organizations in Taiwan are still to be improved. For each level, the current 

use situations of "building strategy" and "maintaining strategy" are better, but 

"upgrading strategy" is worse. 

2. The overall relationship quality of non-profit organizations in Taiwan is between 

"common" and "often so". For each level, the level of "relationship commitment" is 

the highest, but the current statuses of "relationship satisfaction" and "relationship 

trust" are worse. 

3. "Religious background" and "ways of management and leadership" are the 

important environmental factors that impact relationship marketing strategies of 

foundations. 

4. "The fixed number of years of establishment" and "service items" are the important 

environmental factors that affect relationship marketing strategies and quality of 

relationship of foundations. 

5. The "age" and "educational level" of the members of foundations are the important 

demographic factors that affect relationship marketing strategies of foundations. 



6. The "religion," "nature of the duties," and "work remuneration" of the members of 

foundations are the important demographic factors that affect relationship marketing 

strategies and quality of relationship of foundations. 

7. Relationship marketing strategies for non-profit organizations can positively affect 

relationship quality. 

 

   This study brings up the following suggestion for cultural and educational 

foundations: 

1. Foundation leaders should understand the fundamental differences of non-profit 

marketing and profit-oriented marketing and value the importance of relationship 

marketing for non-profit organizations. 

2. Foundations should actively improve the added values of the services or currency 

and finances to make "regular services" upgrade to "moving services." 

3. Foundations should value and maintain the interests of donors and make products 

or services meet the expectations of donors to enhance donors’ relationship trust and 

satisfaction to the foundations. 

4. No matter what kind of characteristics foundations belong to, they should value the 

importance of relationship marketing strategies and relationship quality for non-profit 

organizations to pursue the sustainable competitive power of organizations. 

5. Foundations should realize that if the use level of relationship marketing strategies 

is higher, the relationship quality will be also higher. 

6. Educational administrative authorities may play the roles of exchange platforms of 

cultural and educational foundations to provide opportunities of conversations and 

cooperation between different natures of foundations and thereby increase the quality 

of relationship between foundations. 

 

    Finally, this study respectively brings up some recommendations for research 

objects, research variables, and research methods of the follow-up studies. 


