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Abstract 
Education has always been an important part of any individual's career success. Under the impacts of global education expansion, this is further enhanced when higher education is categorized as an essential requirement for job applicants in many countries, which prompts the advancement of the international market for higher education into a multi-billion business. Thus, this Academic Report suggests that China should take advantage of these trends to increase its market share by consulting a business approach and achieve more economic benefits form international students. 
The first part of the report addresses the optimal conditions that support the expansion of China in the higher education sector, including the historical impacts of education on the society of this country, the economic power of China, and the global trends in higher education. Then, the motivation for expansion is explained through the details of short-term and long-term economic benefits. The former comes from tuition fees, living expenses, and travel costs that overseas students have to pay during their studies. The latter, on the other hand, refers to the contribution to the development of the national workforce, which is the base of any healthy economy around the world. The marketing approach is recommended as the business model that China should apply in the development of its higher education, which involves the participation of four conceptual elements: market segment, consumer behavior, positioning strategy, and mix marketing. Following the implementation of the marketing approach is the discussion on degree mills and job competition, which are two negative issues that should be considered during the implementation process.
Through the report, it is evident that the development in the international higher education market is feasible and economically advantageous for China. Thus, with the marketing approach, China can effectively promote its higher education and gain economic benefits. 
Editorial 
The international market of higher education is becoming increasingly popular during the past decades. It is a somewhat undeniable fact. In 2018, there were almost 1.1 million international students pursuing college education in the US, who contributed around $42 billion to the economy of this country. Apparently, this market is highly profitable. However, China, the world’s largest economy, only attracts around 440.000 foreign students and miss out on this opportunity to achieve even more economic gains. Thus, this economic superpower should further promote its higher education and increase its market share in the international market through the use of the marketing approach. 
The very first question is why China should invest money and effort into this expansion. The answer is simple: with money, the more, the better. Moreover, when international students go to China for their degrees, they not only contribute to the economy in the short term by paying expenses during their studies but also advance the human capital in China. In other words, if a large number of these talented students stay in China after their studies, the number of skillful workers in China would increase, which is vital for economic growth. 
Based on the marketing approach, China can achieve these outcomes by focusing on credibility and opportunity since these are two of the dominant criteria during the institution selection process. For credibility, China should put effort into increasing the reputation, practicality, and quality of its programs. Regarding opportunities, it is China's most outstanding competitive advantage. This country is home to 24.7 million registered companies in 2018, which creates numerous prospective job opportunities. Additionally, Mandarin, China's official language, is the second most popular language in the business world. Thus, even if international students leave China, being able to speak Chinese would still advantageous. 
In short, by consulting the marketing approach, it is greatly feasible and profitable for China to increase its higher education's popularity, both in the short term and long term. 
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