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Implementing the concept of Marketing into
innovative actions of the All-Out Defense Education
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Abstract

The All-Out Defense Education aims to cultivate patriotism, defense awareness and
abilities, and effectively promotes the policy which is important for the national security. Since
the implementation of the “All-Out Defense Education Act” in 2006, all citizens have the
obligation and right to gain from it. Through this article with different marketing perspective,
it is certain that implementing the concept of marketing can promote the All-Out Education.

In fact, the marketing of All-Out Defense Education is different from the conduct of
ordinary enterprises, which are aiming at obtaining profits. In other words, companies 'marketing
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focuses on customers; the All-Out defense education targets on our countrymen, and the goal
of All-Out defense education marketing is to acquire recognition and support from people.
Government agencies must establish the concept of marketing, naturally introduce the concept
of national defense into people's minds and make sure these patriot ideas are deeply rooted in
the lives of the whole people, so that they can achieve the goal of All-Out Defense Education.

Therefore, whether the implementation of marketing in All-Out Defense Education
is smooth or not, will also affect the realization of the National Defense policy in public's
recognition and support. This paper indicates that to implement the marketing concepts to
promote the All-Out Defense education, government agencies must adopt innovative ideas and
flexible marketing strategies. They shall endeavor to align planning with application and make
the policy works.

Keywords: Marketing, Policy-marketing, All-Out Defense Education, National Defense
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