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Abstract

The rise of instructional knowledge influencers has made it more convenient for
learners to acquire marketing knowledge online. However, the information explosion
has also led learners to spend a considerable amount of time searching for videos that
meet their specific needs. Therefore, using educational big data to categorize massive
amounts of information, establish knowledge frameworks, and effectively recommend
content to learners is becoming an important trend. The purpose of this research is to
use TED x Talks by instructional knowledge influencers as an example to create a
marketing knowledge paradigm framework and develop precise education market
segmentation and strategies through educational big data. The research methods include
both qualitative and quantitative approaches. The qualitative approach involves textual

analysis of marketing-related videos within TED x Talks and sentiment analysis of
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comments on YouTube to establish a marketing knowledge paradigm framework. The
quantitative approach includes the development of survey questions and the use of
decision tree analysis to explore market segmentation for marketing education goals
among the audience. This is complemented by the marketing knowledge paradigm
framework to formulate precise education strategies for the audience and provide

decision-making recommendations for learning platform stakeholders.

Keywords: Instructional/Knowledge-based influencers, TED x Tallks, Precision

education, Education market segmentation, Decision tree
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