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This article based on the Sheth’s taxonomy of 12 marketing schools and content analysisis
proposed to explore the development of marketing research in Taiwan. According to the TSSCI
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index, this study obtained 190 marketing papers from four types of management journals in
TSSCI categories, which included 1019 management papers. Content analysis was used to
classify the 190 marketing papers into each marketing school. The results showed that each
marketing school included at least one marketing paper, but only one marketing paper was
classified into the “systems’ school. The “managerial” school recorded in the first place that
included 92 marketing papers; the second place is the “buyer behavior” school contained 56
marketing papers. Considering the perspective of the marketing research, various topics of
marketing theories in Taiwan must be encouraged. Recently, new journals in management field
have been issued, therefore the marketing papers published increased. Whereas the marketing
papers in Taiwan still concerned on the topics of the “Manageria Marketing” and “Behavioral
Marketing” in the last five years, a new research trend of marketing theory abroad is “ Adaptive
Marketing”. Hence, the national research organization and marketing researchers can utilize the
revelations of this study as a direction to decide their future researches.
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