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ABSTRACT 

Competition between educational institutions in attracting students, especially 
in academic institutions in the same area. Every educational institution is 
required to have a strategy for managing and promoting itself. One effective way 
is by implementing a targeted education marketing management strategy. This 
study aims to identify strategies for managing education marketing and 
enhancing school image to increase the interest of new students. This research is 
a descriptive qualitative study using data collection techniques, namely 
interviews, observations, and documentation studies. The results of the study 
show that the concept of Philip Kotler's 7P includes product, price, place, 
promotion, people, process, and physical evidence. Each of these aspects has a 
role in strengthening the school's image. A good school image has an essential 
role in increasing public trust. A well-managed education marketing 
management strategy and school image are the main factors in attracting new 
students. 
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INTRODUCTION  

The character of each individual is shaped by education through the process 

of learning, experience, and habituation. Education also shapes and develops the 

potential of each human resource to live in a just, prosperous, and prosperous 

society (Sakti & Sulung, 2020). Education shapes an individual's character and 

morals by instilling ethical and moral values so that they become responsible 

individuals with good manners in society. The learning process prepares 
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individuals to face every challenge in life (Rohmatin Malik & Akhmad Saputra, 

2024). 

The goal of national education, according to Marhajo (2020), explains that 

national education is not only about educating but also about optimizing the 

development of the potential of all students. Optimizing the development of 

students' potential includes strengthening faith, personality formation, character 

development, knowledge, skills, and instilling a sense of responsibility. The goal 

of education is to implement collaborative strategies, such as gaining support 

from all relevant parties, including schools, students, and parents. 

The development of digitalization impacts various aspects of life, one of 

which is competition in the education sector. All schools compete to attract new 

students, both public and private. Competitive pressures can be felt even among 

schools located in the same area. Based on this situation, every educational 

institution must have a strategy and adapt quickly to digital developments. 

Educational institutions that are not responsive to digitalization risk losing their 

appeal to potential new students. 

According to Muhammad & Ma'ruf (2022), Islamic elementary schools in 

Bandar Lampung have focused on digital marketing strategies, resulting in an 

increase in student enrollment. 

Some schools have experienced a decline in new student enrollment due to 

a lack of adaptation and weak implementation of marketing strategies. 

According to Evanty (2024), another factor influencing the decline in student 

enrollment is that many schools are still not optimally meeting the needs and 

expectations of students and parents. This has resulted in low public interest in 

enrolling in these schools. Therefore, the competence of school administrators is 

crucial in understanding and implementing educational marketing principles 

(Aulia, 2023). 

Each school's management strategy must be innovative and have effective 

and efficient communication to increase the school's competitiveness and quality 

and positively impact the attraction of new students, in line with the school's 

advantages. Setyanigsih (2025) explains that the utilization and use of digital 

technology, social media, and direct activities, such as community promotion, 

can be an effective educational marketing strategy to increase a school's 

competitiveness. 

Positive public perception and public opinion of a school can enhance the 

school's image. The public's perception of a school's identity, quality, and 

excellence can influence the implementation of a school's marketing strategy. A 

school's image is a key factor in determining which school to choose. A good 

school image will make it easier to attract new students. A school's image can be 
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influenced by several factors, such as the quality of its teaching staff, 

management, available facilities, and the students' learning experience. 

Many schools have not yet optimized their educational marketing 

strategies, as evidenced by the minimal efforts they make to build their image, 

promote their programs, and develop flagship programs to attract public 

interest. According to Amrawati (2023), utilizing social media to disseminate 

content about the school's image is one way to promote the school. 

Some schools rely solely on routine registration without engaging in 

targeted promotions to highlight the school's strengths. 

In this context, educational marketing strategies and school image are 

crucial factors in attracting public interest and trust in a school. According to 

Philip Kotler, marketing strategy is known as the 7Ps: product, price, place, 

promotion, people, process, and physical evidence. If these seven aspects are 

managed and developed properly by a school, they will strengthen public 

interest in the school. 

According to Iskandar, Ilham, and Rahmat (2021), the 7Ps are the main 

factors and have a significant impact on parents' decisions in choosing an 

elementary school. According to Kotler and Keller, school image is built around 

teaching quality, management, available facilities, and student learning 

experiences. Schools with a good image will be trusted by the community 

because they are perceived as capable of providing quality education. 

Conversely, a school with a poor image can reduce public trust and interest in 

choosing that school. 

Based on this, this study aims to determine educational marketing 

management strategies and school image to increase the interest of new students. 

This research aims to provide an overview of how schools implement effective 

educational marketing management strategies and the school's efforts to improve 

its image in the public eye. The results of this study are expected to serve as a 

source of innovation and inspiration for the community and schools. 

 

METHOD 

This research uses a qualitative approach with a case study, aiming to 

deeply understand how marketing management strategies and school image 

attract new students. The type of research used in this study is descriptive 

research with a qualitative approach. The data source sample in this study is 

tailored to the focus and objectives of the study. The research subjects were 

determined based on purposive sampling. This study uses primary data in the 

form of interviews, questionnaires, and direct observations related to marketing 

strategies and school image, as well as secondary data in the form of school 
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documents, literature, and official data from educational institutions. These two 

types of data are used to complement each other, resulting in more 

comprehensive research results. This study employs several methods, including 

observation, documentation, and in-depth interviews. Qualitative research data 

analysis involves the following stages: data reduction, data display, and 

conclusion drawing/verifying. Qualitative data analysis is conducted 

concurrently with the data collection process, meaning these activities are carried 

out during and after data collection. 

 

RESULTS AND DISCUSSION 

A. Educational Marketing Management Strategy 

According to Klotter, educational marketing strategy has seven main 

components: product, price, place, promotion, people, process, and physical 

evidence. Based on interviews, observations, and documentation studies 

conducted at SDN 2 Weru Lor, it was found that the school has implemented an 

educational marketing management strategy based on Philip Kotler's 7Ps. 

1. Product 

The school strives to improve and develop superior programs in both 

academic and non-academic areas. An academic tutoring program is 

available for students with weaknesses in reading, writing, and arithmetic. 

This program is available to students in both lower and upper grades. For 

upper grades, there is a program to improve students' non-academic skills 

through sports activities and competitions. These activities represent the 

school's approach to adapting to students' abilities and desires. 

2. Price 

The school does not charge a registration fee for new students; the fee is 

only needed for student identification needs, such as school uniforms. Each 

school has its own distinctive uniform, particularly for sports uniforms and 

Muslim uniforms. 

3. Place 

Location determines a school's excellence. A school with a strategic and 

easily accessible location contributes to a comfortable, safe, and conducive 

school environment. This school is located close to a main road, making it 

easily accessible to the public. The environment around the school appears 

safe and comfortable, making the learning process conducive. 

4. Promotion 

The school utilizes several digital platforms to design and disseminate 

information regarding the opening of new student registration. New student 

registration banners are also displayed in front of the school to provide 
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information about the school's flagship programs, vision and mission, and 

information about registering new students. 

5. People 

The school encourages and facilitates teachers and staff with various 

training programs aimed at improving professional competence. Several 

teachers have attracted attention from the surrounding community due to 

their recognized competence and quality, contributing to the school's positive 

image. 

6. Process 

The new student admission mechanism is designed to be simple and the 

administrative process is easy. Prospective students only need to prepare 

basic documents such as birth certificates and family cards as administrative 

support. 

7. Physical Evidence 

The school offers 19 classrooms, 3 library rooms, and a school health 

unit. Overall, the school's facilities strongly support the student learning 

process. Based on these findings, the educational marketing management 

strategy at this school has been implemented comprehensively and aligns 

with Philip Kotler's 7P marketing management principles. 

 

B. School Image 

The school's image consists of several dimensions, including academic 

image, non-academic image, facilities, services, and reputation. In terms of 

academic image, the community considers student achievement to be very 

satisfactory, supported by the professional quality of the teaching staff. 

In terms of non-academic image, extracurricular activities are active, 

especially in sports, which positively impacts the school's reputation. In terms of 

facilities image, the community believes the school's infrastructure is adequate 

and supports learning activities. Furthermore, the service image is reflected in 

the good relationship between the school and parents. Administrative service is 

also considered fast and friendly. In terms of reputation, the community 

considers this school to be better positioned than other schools in the 

surrounding area. The community's initial impression of the school is also 

positive, thanks to the reputation of the teachers and principal, who are known 

for their good character. 

Overall, a positive school image is a key factor in increasing public trust and 

attracting prospective students. This finding aligns with brand image theory in 

education, which states that a positive image can increase public awareness of 

educational institutions (Kotler & Keller, 2016). 
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C. New Student Attraction 

The quality of the teaching staff, the school environment, the facilities, and 

the school's location are the main reasons why the community chooses this 

school. Positive public opinion is another factor influencing public trust. Student 

achievement in both academic and non-academic areas plays a crucial role in 

attracting public interest. 

Positive public perception is a crucial factor influencing the level of trust in 

a school. When the community has a positive perception of the quality of 

educational services, word-of-mouth recommendations will be stronger. This has 

a direct impact on increasing the number of prospective new students each year. 

Student achievement, both in academic and non-academic fields, also plays a 

significant role in strengthening the school's appeal. Student success in local, 

national, and international competitions reflects the quality of the school's 

management. Therefore, the synergy between teacher quality, a conducive 

learning environment, adequate facilities, and student achievement is a key 

factor in attracting the community to enroll their children in the institution. 

 

CONCLUSION 

Every educational institution is required to implement appropriate 

marketing management strategies in an era of intense competition among 

educational institutions. These marketing management strategies are used to 

compete in attracting new students. One effective strategy that educational 

institutions can employ is Philip Kotler's 7Ps concept: product, price, place, 

promotion, people, process, and physical evidence. School image is a crucial 

factor in influencing public trust in determining and deciding whether to choose 

a school. A good school image is built through the quality of its human resources, 

the school environment, and academic and non-academic achievements. 
 

 

REFERENCES 

Aditia Fradito, Suti’ah, M. (2020). Strategi Pemasaran Pendidikan Dalam 

Meningkatkan Citra Sekolah Melalui Kegiatan Promosi. 10(2008).  

Agustina, N. laras. (2020). Manajemen Pemasaran Pendidikan. Widina Bhakti 

Persada Bandung.  

Ambarwati, N., Bambang Ismanto, & Sophia Tri Setyawati. (2023). Social Media 

Based Marketing Model to Improve School Reputation. Mimbar Ilmu, 

28(3), 530–538. https://doi.org/10.23887/mi.v28i3.71140  

Amin, A., & Alinur, A. (2022). Strategi Manajemen Pemasaran Pendidikan dalam 

Peningkatan Kualitas Sekolah di Mts Annurain Lonrae. Adaara: Jurnal 

https://doi.org/10.23887/mi.v28i3.71140


Proceedings International Conference of Bunga Bangsa (ICOBBA) | 160  

Manajemen Pendidikan Islam, 12(2), 96–107. 

https://doi.org/10.30863/ajmpi.v12i2.2779  

Aulia, M., Rahman, F., & Sukarno, S. (2023). Marketing Management of The 

Principal in An Effort to Increase the Number of New Students in 

Madrasah Aliyah Nurul Iman Singkut. International Journal of 

Education and Digital Learning (IJEDL), 1(4), 133–138. 

https://doi.org/10.47353/ijedl.v1i4.22  

Cho, C., & Gao, F. H. (2009). Reflections on a job-shadowing experience. 

Cataloging and Classification Quarterly, 

https://doi.org/10.1080/01639370903206914 47(8), 749–759.  

Dinarista Fatiha Yuslih1, Trisno Martono1, J. A. N. (2021). Pengaruh Kualitas 

Pelayanan Dan Citra Sekolah Terhadap Kepuasan Siswa Di Sma Negeri 

1 Jatisrono. 7(1), 89 97.  

Greaves, E., Wilson, D., & Nairn, A. (2023). Marketing and School Choice: A 

Systematic Literature Review. Review of Educational Research, 93(6), 

825–861. https://doi.org/10.3102/00346543221141658  

Iskandar, S., Rifuddin, B., Ilham, D., & Rahmat, R. (2021). The role of service 

marketing mix on the decision to choose a school: an empirical study on 

elementary schools. JPPI (Jurnal Penelitian Pendidikan 

https://doi.org/10.29210/020211177 Indonesia), 7(3), 469–476.  

Lim, W. M. (2025). What Is Qualitative Research? An Overview and Guidelines. 

Australasian Marketing Journal, 

https://doi.org/10.1177/14413582241264619 33(2), 199–229.  

Mahmud MY, Najmul Hayat, Fransisko Chaniago, M. E. (2022). Strategi 

Pemasaran Jasa Pendidikan Dalam Meningkatkan Citra Sekolah. 

5(8.5.2017), 2003–2005.  

Riskiyah, E. M., Mentari, I. E. R., Jannah, R. R., & Winarsi, P. (2024). Strategi 

Pemasaran di Media Sosial untuk Membangun Reputasi dan Eksistensi 

Pondok Pesantren. Promedia (Public Relation Dan Media Komunikasi), 

10(2), 187–202. https://doi.org/10.52447/promedia.v10i2.7898  

Rohmatin Malik, A., & Akhmad Saputra, A. (2024). Strategi Manajemen 

Pemasaran Pendidikan dalam Meningkatkan Kualitas Pendidikan di SD 

Negeri 1 Pemulutan, Kabupaten Ogan Ilir. AKSI: Jurnal Manajemen 

Pendidikan Islam, 2(3), 164–172. https://doi.org/10.37348/aksi.v2i3.441  

Setyaningsih, D., Vusvitha, V., Layla, N., & Harahap, S. (2025). Strategi 

Pemasaran Jasa Pendidikan di Era Digital Educational Services 

Marketing Strategies in the Digital Era. JIMP (Jurnal Inovasi Dan 

Manajemen Pendidikan), 5(1), 1–10. 

https://doi.org/10.12928/jimp.v5i1.11876  

https://doi.org/10.30863/ajmpi.v12i2.2779
https://doi.org/10.47353/ijedl.v1i4.22
https://doi.org/10.3102/00346543221141658
https://doi.org/10.52447/promedia.v10i2.7898
https://doi.org/10.37348/aksi.v2i3.441
https://doi.org/10.12928/jimp.v5i1.11876


Proceedings International Conference of Bunga Bangsa (ICOBBA) | 161  

Syerina Evayanti, Ponirin Ponirin, Maskuri Sutomo, & Farid Farid. (2024). 

Strategi Pemasaran Dalam Meningkatkan Minat Siswa Baru Pada SD 

Negeri 17 Palu. MENAWAN : Jurnal Riset Dan Publikasi Ilmu Ekonomi, 

2(2), 230–236. https://doi.org/10.61132/menawan.v2i2.379  

Zulfiah, E., Putri, N. N. N., & Fadhilah, M. (2023). Strategi Pemasaran Jasa 

Pendidikan dalam Meningkatkan Minat Masyarakat Masuk Sekolah 

Dasar Islam Terpadu. Ideguru: Jurnal Karya Ilmiah. 8(3), 414–422. 

https://doi.org/10.51169/ideguru.v8i3.606 Guru, 8(3), 

https://doi.org/10.61132/menawan.v2i2.379

