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ABSTRACT

This study is concerned with the marketing strategies
used to increase the nunber of students on roll in Betty
Queen International School, Kaduna.

The study researched the extent to which the enrol nent

has been influenced by these strategies tor over eight

years, Primary data obtained through questionnaire and
di rect interviews were used as the instrunent of the
resear ch.

It was found that effective enrolnent in the school
was actually infornmed by the use of the 4Ps or pronotional
m x. Though the school does not have a marketing departnent
and education is seen as a service in N geria, the increnent

in enrolnment during the period covered can be attributed to

(1) School result or academ c performance of the students
which attracted 50% of the parents to the school,
(il) Location of the school campus which is in the center
of the town.
(iii) Promotion which is carried out nostly through inter-
school conpetition and club activities.
(lv) Modest fees being charged also attracted sonme of the
parents who regard their fees as right.

It was thus concluded based on the two hypotheses

tested that: -

[il]



(1) Pronotional mx is used as a strategy in increasing
enrol nment in the school.
(2) That the 4Ps do not influence the enrolnment equally.
Product has the greatest influence on parents while price
has the | east.
(3) Use of pronotional mx has brought increment on the
nunber of students on roll.

Based on the findings, it is recommended that: -
(a) There is a need to inprove the quality of marketing done
in schools in order to enhance enrolnent and custoner
servi ces.
(b) There should be a marketing departnent in each school to
i npl ement marketing concept.
(c) Governnent should have policy guidelines on operation of
school s using marketing concept.
(d) There should be a consuner group dinension forumin

school s constituting only parents.

[iii]
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"Organizational unrespongiveness” according to Philip
Cotler "ultimately engenders client apathy or hostility that
throwse the organization into a corigis; colleges find that
they cannot attract enough studenta”., This calls far social
marketing which is one of the promising new developuments

. expected to increase the effectiveness of soclal change

'f  agents in bringing about desired mocial changes.

There is an explosion and thus a proliferation in the
namber of private schools in the country today. These have
led to a stiff competition among the practitionerss which
will need to be assessed if the one is to supvive in the
changing environment.,

The organizaticnal education marketer must thereforve
identify the key markets and publics, emnploy asegmentation,

Tﬁ_analyze consumer behavior, determine market positioning,

o develop products, and 8 marketing mix, Llwplement marketing

action, monitor results, and take corrective steps 1f he is
:tQ survive in this matable and mercarial senviromment.

| fhe application or use of effective marketing
éﬁrategies gshould bring a positive result in form of

efficlency and effectiveness in the induatry.



CHAPTER ONKE

INTRODUCTION

1.1 INTRODUCTION.

"MARKETING IS A MATCHING PROCESS BASED ON
. GOALS AND CAPABIEITIE&, BY WHICH A PRODUCER
PROVIDES A MARKETING MIX (PRODUCTS/SERVICES,
ﬁDVERTISING, DISTRIBUTION, PRICING ETC), THAT
MEEDTS CONSUMER NEEDS WITHIN THE LIMITS OF
SOCLETY™

- LARRY ROSENBERG

Marketing is vital to organizations both for profit and
non-profit making. The precise period that the concept was
first concelved cannot be determined. But we know erudite
scholars such as Peter Drucker (1973) thinks that marketing
was invented in Japan around 1650 by the first member of the
Mitsuf family to settle in Tokyo as a merchant. Drucker then
suggests that marketing appears in the Wesgt arcund the 19th
century at the International Harvesater Company through Cyrus
H. McComick (1809 - 1884). Since then, marketing activities
- and institutions have been described throughout recorded
hiatory leading to the buyer's orientation (mid 1800°g)},
sellers orientation (late 1800°'8) and early 1900's. This led

to marketing orientation when World War II disrupted the



geller's orientation due to a drastic fall in demand of
products.

Marketing did not appear in the academic or business
gecene until early 1900's in " America. Since then, it has
spread Lo all businesses as  a necessary motive for
development and gurvival. Non-profit making organizations
auch as hogpitals, gchools,museuams elta are now marketing
their products and services,

The concept of societal marketing defined by Kotler
(1980) agrees with the fact that marketing has spread to all
businesses in what he defines as the management orientation
that holds that the key task of the organization is to
determine the needs and wants ol target market and to adapt
the organization to delivering the desired satisfaction more
effectively and efficiently than its competitors in  a way
that preserves or enhances the consumers and societal well
being. Thia is wmarketing strategy. Joseph Seibert (1973)
emphasized that mwmarkelting sltrategy is  concerned with the
marketing mix namely the product, price, place and promotion
(4rPg) .

S50 whatever kind of bugsinesgs an organization finds
itaself it has to evolve and include in ita plans certain
strategies that will lead to objective achievement. Such is
the need of our educational institutions today, private
achools in particular, The environment is becoming more

competitive, thal there is a heightened level of competition



for consuners attention and patronage. It is  therefore
necessary that operators in this sector should have in wmind
the competitive gize and pogition of their service. Hence
efforts should be made to gsatisfy the congsumers of their
services more efficiently and effectively than their
competitors. This would enhance growth and healthy rivalry

in the sector.

1.2 BACKGROUND TO THE STUDY.

The early 19908 witnessed a lot of strikes in the
educational sector at all levels. The primary education wasg
the worst hit as  the management of the public primary
schools was been tosgsed between the inept local government
councils  and  the National Primary Education Commisgsion
(NPEC) ., Teachers salaries were not paid for a long time. The
Federal Government eventually returned Lhe schools to  the
Federal Minigtry of Education under the auspices of the
National Primary Education Commission (NPEC). For months
children did not go to school all over the nation leading to
moral and educational decadence.

Thig led to explosion of private schools.  Although
many were in  existence before this time. This created
substandard schools as witnessed by mogt  educators. The
proliferation continued to the extent that almost every

gtreet in  the urban centers has a school or a day care



center,

Géverhment.educational pollcies have & little or no
impact on the operators in this sectorn. According to Ajike
Osanyin  (1984) "In Nigéria pr;wﬂchmml institations deo not
come under the contrel of the governwent, whether Federal,
state or Local. In the government's effort to decentralize
the educational system,. the management and  control of pre-
aschoel, primary and adult education come under the local
governuent council. However while efforts are concentrated
on  primary and adult eduacation, pre-school education is
neglected. Governmment activity in  this aspect is limited to
the granting of permission to open schools. However, there
has not been any adﬂqﬁate goverrment involvement in termg of
supervision, provision of teachers and educational plan for
‘these private individuals to follow in order to achieve the
stated pmlimy objectives™,

The [ree handedness of the governuent hE:l&i‘.. allowed for
many entrants into the sachool business. This has resulted
inte many schools that do not cater adequately for the
children entrusted to them. So like in any endeavor, the
Fittest sarvives and the bad practiticoners have to  be shown
ot of the door in the way of the wise ones satisfying the
cuatomars (parents) norve effectively and efficiently than
thelr competitors.

Wer can consglder another fact that education is seen as

a  smervice ratbher than a product to be sold or marketed to

4



the society. But since Curtis Publishing Company established
the first marketing research company in 1911, non profit
making organizations such as gcechools,  hospitals and museuams
ete now market their servicesg,

There is a lot of competition in the industry today
which will need to be agssessed 1L one is to survive in the
changing environment. The explosion has resulted in a great
variety in the educational climate among private schools.
This climate continues to be a challenging one.

Thig scenario in our educational system informs this
research. It is  hoped that it will go a long way in
improving the guality of educational system eagpecially
private schoels in Nigeria. It will in giving parents a
greater choice among these schools which will give  them

better value for their money.

1.3 BRIEF HISTORY OF BETTY QUEEN SCHOOL.

Betty Queen Internabtional School, Kaduna is a co-
educational school where both boys and girls learn together
ugiing common facilities under a disciplined and conducive
atmosphere., The school was founded in 1986 and approved by
the Kaduna State Ministry of Education. Initially she took
off with only two setg of clagsges - the kindepgarten and
nargery with 10 and 15 students regspectively. The school was

firgt located at No.SE1S Kabala Read at Kabala Westl in



Kaduna. They have now moved to their permanent site and
administrative headgquarters of the @chool located at Nos. 5
& 6 0OfLfa Road, Kaduna. The movement became necegssary as a
result of increase in  enrolment and the need to expand the
gservices of the school to include primary section,

In 1990, the idea to operate a secondary section was
conceived and came to fruition because of the enabling
environment and the encouragement from the parents. The
initial intake into the gsecondary gsectlion was 18 students
admitted into the Junior Secondary c¢lasses. The Senior
Secondary clasges were later added. ITn 1986 only two
teachers were in charge of the school, bult by 1990 the main
achool at O0ffa Read had 35 academic and 17 non academic
staff.

The school has day and boarding facilities. By 1994
the number of students in Lhe gsecondary section had risen Lo
570 while in the primary section it stood at 844,

Due to the development of the society and educational
needs of the customers, Belty Queen International School had
to expand its educational services Lo iInclude extra-mural
classes in form of coaching non-regular school gtudents for
the Senior School certificate Examinations (88CE) and the
Joint  Admigslions Matriculation Beard (JAMB) Examinations.
This was in 1993. So far 577 students have gone through
these classes.

The school hag three departments as follows -



(1) Science
(il) Humanities
(iii) Languages
Fach department is wanned by a head. ALl the teachers
are qualified in their reapective fields and are WAEC
examiners.

- Science comprises of subjects like Biology, Chemistry,
Physics, Mathematics, Further Mathematics, Integrated
Sclence and Introductory Technology.

- Humanitles include Economics, Commerce, Accounting,
Social Studies, Type-writing, Shorthand, Fine Art, Christian
Religious Knowledge, Islamic Religious Knowledge and
Geography.

Languages include Inglish, French, Yoruba, Hausa and
Igbo.
A large pool of special facilities are available in

the gschool to enhance teaching and learning. These include

1. Boarding facilities for gsecondary students. This is not
compulsory.

2. S5¢chool Bug services are available. Children are picked to
and Lrom school at various agreed points,

3. Well trained teachers in various gpubject areas.

4, Library facilitiegs with relevant textbooks, journals and
dailies.

5, Well equipped laboratories Lor Integrated Science,



Biology, chemistry, and Physics.
6., Computer Science laboratory.
7. Suitable and sufficient bedding for day care,
8. Sufficient and attractive Loys.
9. Trained nurses, midwives and nannies,

Students have the opportunities to join various clubs,
societien and organizations available in  the @chool for
characlter and physical tLraining. Thegse include the TFine
Arts, Mathematics, JETS  (Junior Engineers 'Technicians and
Scientists), UNESCO, Press, Drama, Music, Literary and
Debating Clubs.

Different interesting games and sporls are avallable
and played in the school such as baskeltball, table tennis,
handball, volleyball and soccer. OLhers include indeoor games
like oscerabble, ludo, computer/TV games. Competitions are
arranged inter-school for these games. Club activities are
also carrvied oul in form of inter-aschool competitions. Thege
promote the school and make it known Lo other people ags Lhey
excel in mogt of these competitions.

Admisgsion inte the secondary school is atrictly based
in performance in an enbtrance examninabion and an  oral
interview aet and conducted by the achool wmanagement.
Transfer students, primary and kindergarten pupils also sit
ancd pass an entrance examinatbion and/or interview
appropriate to their regpective classes., The school

endeavors to admit pupils/students from all states of the



federation and Abuja. No special consideration is given to

anyone,

Fig.1l: The Organogram of Betty Queen International School
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1.4 STATEMENT OF THE PROBLEM,

The problem to be examined
some bheliefs tﬁat education iz a
noe need to atrategically market
dearth of qualified personnel in

out theoe astrategles.

in this atudy {is based on
service and hence there io
it. This stems From  the

the field to carve or map



This problem has led to the underdevelopment of this
sector degpite the challenges and mounting competition being
faced by the practitioners. Over time, they become inward
oriented and self-gerving. So what strategiea are avallable
for increasing enrolment in schools ? Thia study will try to
answer the question with particular reference to Betty Queen

International School, Kaduna.

1.5 PURPOSE OF RESEARCH.

The purpose of thiag study is to find ocut the extent to
which marketing strategies have been applied in schools to
increase enrolment using Betty Queen as a case study. The
regearch will try to answer the follewlng quegtions: -

(a) What components of the marketing mix do they use for
effective marketing strategy of their school services?

(b) How effective have the components of the marketing mix
been in improving their enrolment figures ?

(c) How do we create awareness for the practitioners
for effective marketing strategy for volume-oriented
business ?

(d) what recommendationg are there for government in setting
policy for private-owned @schoola in promoting high

educational standards ?
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1.6 SIGNIFICANCE QF RESEARCH,

In thege present days of recesgslon and unpfecedent
econonic hardsahlp there Jlo éhe need fLoxn mrgani;ationm to
survive and grow eapeclally in a competltive environment.
This study will be of a vital use to private and . public
sochools alike 1in that it willl help in developing an
effective marketing strategqy that would eénhance and increase
thelyr student enrolment.

Increase in @sStudent enrolment g a yardstick or
touchsteone for growth in schools. So apart from being useful
to Betty Queen International School and other scholls In
Nigeria, the research will be available to the government 1L
there will be the need for proper policy formulation and
implementation uging  the slirategies to inmprove the

proliferation of gchools.

1.7 SCOPE OF THE STUDY.

A caﬂé study.of the Betty Queen International School,
Kaduna will be undertaken to see how the achool has or has
not employed marketing strategies in  the growth of the
organization. An attempt will alse De made to evaluate the
application of the marketing mix in the school gilven the
service-~oriented nature eof the organlzation and its in bullt

problema. The findings of this research may not necessarily

11



be generallzed because of its own inherent constraints., This
atudy will " cover basic marketing strategy concepts such as

' the 4Ps namely product, price, promotion and place etc.

1.8 LIMITATION OF THR STUDY,

A major handicap teo this atudy it that it is
relatively new. Hapdly did the researcher get a previous
work te refer to. Libraries do not have baooks on the topic ;
books on atrategic marketing are not wrltten with eduacatlon
or achools In mind., School or education is generally seen awn
a welfare service provided by the wastate eapeclally in
developed countries. |

The other limitation iz that only one school iz being
used ag a case study whereas there are many sachools, Also,
the advent of private schools has not been long enough for

one to get 8 result that will pasmg the signiflcance testsg.

1.9 HYPOTHESES,

1. Null Hypothesis will be used ln testing the data
collected. |

2. Betty Quesn International use the marketing mix for
effective markeilng.

3. Ure of effective marketing strategles has brought

about lncrease in the number of students on roll.

12



1.10 DEFINITION OF TERMS.

The definition of some of the terms used In this study
are given below to avold a sitﬁatian wherehy the reader will
be nonplussed In novel vocabularies that may hlde the
glgnificance of the researcceh work,

(1) ART R _ - Something in whial skill and

| practlce are needed as well as
knowledge especially the academla
branches as distinguished from the
“sclentifie branches.

(2) CONSUMER - ' The consumer is the final link in
the «¢hailn of distribution. He buys
the goods or services for his own
uge .

(3) CAPACLTY MANAGEMENT -~ The product or service component

of the mérketing nix being made
avallable to the consumer by
managing demand,

{4) EDUCATION - - This 19 the system of tnaining and
ingtruction especially of the young

in schoals or colleges.

(%) HUMANITIES - Branches of learning concerned with

anclent Greek and Latin culture
eapecially History and Literature.

(6) INTERNAL MARKETING -~ ls based on the notion that a

13



(7) KINDERGARTEN ™

(8) LIBERAL STUDIES

(9) MARKET -

(10) MARKETING -

(11) MARKETING MIX -

gervice organization must focus on
its employees or internal market
before successful programs can be
directed at customers,

Schoaol for the very young children.
directed chiefly towards the
broadening of the mind not specially
for professional or technical needs.
Market has been defined by W. J.
Stanton (1981 p.66) as "people with
needs to satisfy money to spend and
willingness to spend it."”

Philip Kotler (1980 p.21) defined
market as "the get of all actual and
potential buyers of a product.”

It is a social process by which
Individuals and groups obtaln what
they need and want through creating
and exchanging products, services
and values with others.

This is the composite of the varlous
marketing actions or forces that are
utilized in a marketing effort.
These mixes are closely related to
gtrategy determination. The

marketing mix components are termed

14



(12) MARKETING RESEARCH

AND ANALYSIS

the 4Ps namely prmdﬁct. price;
promotion and place.

~ are concermed with present and
needs of users. They monitor present
and potential competlition in the
field for counsumer trends and
preferences. This ls market

intelligence.

(13} MARKET SEGMENTATION - Aaker and Day defines market’

defines market segmentation as “"the
development and pursult of marketing
programs  directed at gub-groups o
seguenlta of the populativson that the
organisation could possibly serve,
The concept of market of market
seguentatlon in Engel, Fiilrilo and
Cayley's views la based on three
propositions: that consumres are
different. It is often easy to
measure these differences in terms
of age, income, religlon and
position in the l1ife coycle. That
differnces In consuaners are related
te differences in market demand. It
ls often umeful only from a

practical view point to know that

15



{14) OBJECTIVES

possession of a characteristics and
subsequent behaviour are related,
That seguents of consumers are
related within the overall market.
The copnsumer differences of greatest
interegt are those which reveal or
reflect bagic underlying differences
in consumer needs, wants and product
prefernces,

This is defined as what the
management of a company wantg it to
be and what available resources will
allow it to be. Marketing objective
ls the most important step in
formallized planning., Key objectives
in many plans are atated in specific
neasurable terms auch as galea

volume or share of the market.

(15) OFF-PEAK PRICING - This consists of charging different

16) PLANNING

prices as a function of the
variations in service demand during
different times of the day or days
of the week,

"Market Planning™ according to
Christopher Martin is "the

systematic application of marketing
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regsourcen to achleve marketing
objectives. It is wmaking tomorrow’s
decislons today or currently
declding where one intends to be at
g future time and how to arrive
there.,

(17) POLICIES - These are broad guldelines and
procedures formulated by the board
for lower management to follow in
performing functions to which they
ﬁpply. They could be personnel,
Einancial, product, service, pricing

or production poliacy.

(18) PRE~VOCATIONAL - Preparing one for a certain kind of

work  on aptituds,

(19) SCIENCES - Knowledge arranged in an ovderly
manner orderly manner especlally
knowledge obtained by observation
and tasting of facts.

(20) SERVICES - | Activities, benefits orp

- satisfactions which are offered fon
 gale e,q, hale cut, vepalrp eto.

(21} gzgﬁgggg - Strategy has been defined by Hofer

| and Schends) (1972 p.13) as "the

major Llink between goals and

objectives the organizatlion wants to
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achieve and the various functional
area pollicles and operating plang it
uses to.gulde its day to day
activities.

(22) TARGET MARKET - Thig igs the served market and is

defined as the part of the gqualified
avallable market the organization
decides to pursue. Successful
marketing is generally marked by
skilful matching of the firm's
products or gservices agalnst an
appropriate or relevant market. Thus
according to William T. Ryan (1981
p.4) "the ldea of target market ig
baged on the concept of market
segmentation - the thought that
any market with divergent demands
will congist of a number of amaller

markets, "™

1.11 CONCLUSION.

In conclusion, chapter one has dealt with the history
of marketing, its advancement and how any organizatlon can
market their products or gervices. It also delved into the

benefits of the gatudy such as helping the government to
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formulate policies to regulate private schools proliferation
by insiating on atandards. The why of the study was also
discugsed. This is to bring sanlty inte the education sector
and allow the practitibnerﬁ to gatisfy their customers more
effectively and efficiently than their competitors by way of
uaing marketing strategy thus encouraging healthy rivaeley
and growtl in the industry.

A brlef history of Betty Queen International School
was  vislited., The statement.of the  problem, hypoth@aém,
limitations and delimitations of the study were discussed.
The signiflcance and purpose  of the research were discussed
teo. Filnally, we defined terms  that may make the work
amblgucus or confusing in weanlng and slgniflcance to the
reader. |
’ The hismtorical background to the project was delved
lnto. a brief higtory of Betty Queen International school -

cur case study wapn alaso gone Iinto.
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CHAPTER 'TWO

LITERATURE REVIEW

"A DECISION MADE WITHOWP PROPER INFORMATION

IS A DECISION LIKELY PO BE INCORRECTT?T

2.1 INTRODUCTION.

Marketing is an evolving digeipline thal must develop
new answers ags new problems arigse?- The marketing principles
of the 1950°s and 1960's are being challenged by new facltors
in Lhe marketing environment - congume rism,
enviromentalism, shortages, inflation, recegsion and public
sector needs. Marketing can be uasmed to bring products,
servicey, organizations, persons, places or social causeg Lo
the attention of a market. Social marketing is the design,
implementation and control of programs secking Lo increase
the acceptability of a social idea, cause or practice in
targel groups?®- Soclal marketing is one of the promigsing new
developmenls expected Lo  increase  Lhe elfectivenegs of
social change agents  in bringing aboul deserved social
changes® -

Thee marketing principles for non profit making
organizations are the same aw those for profibt  making
organizationa. the organizational markeler must identify the

key markets and  publics, enploy seguentation, analyze
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consumer behavior, determine market positioning, develop
products and a marketing mix, implement marketing
action,monitor results  and take corrective steps.
Ultimately, non profit making organizations that want to be
market oriented will need to create a position equivalent to
that of Marketing Vice Pregidents in commercial
organizations®- - The job of the person in thlis position s
two fold. First, he undertakes to coordinate all the
marketing functions to achieve a balanced marketing mix.
Second, he educateg non-marketing officers about the
fundamental importance of the marketing concept. The
marketing concept im not readlly accepted in an
organization. It takes a great deal of work to convince the
workers that the organization beging and ends with the
cugtomer®- So schools have a great opportunity to improve
their services by adapting the same marketing orientation
that has worked so effectively in the commercial sector.

Not many works can be said to have been done in the
area of applying marketing strategies to effectively
increase enrolment in schools., Non profit organizations such
as schools, hospltals, colleges, museums are adopting
marketing concepts (Akpan 1994 p.4)7, But much has been done
on marketing as a whole in the business realm which is
applicable to schools too only that there is a scarcity of
experienced professionals in that area. So this research has

come at an appropriate time when Nigerian schools' standards

21



are looked at globally ag deficlent.

2.2 WHAT T8 MARKETING 2

Marketing according to Ketler (1980) is defined as "a
pridcass that within soclal constroaints, attenpts to_
establish satisfying exchange relaticonships between people
or opganizatlons with diverse requiremsats and people o
organizations that seek to satisfy these reqnireﬁentw.“
Esgentlally or Eundamentally, marketing concerns all the
activities that take place whenever goods and services
exchanged hands at the right place, time and price,

Kotler (1980)° alsa affipms that various definitions
of marketing have been asgreed upon at different points in
time, thus he says "It has been described by one person or
another as a business activity; as a group of related
busineass activities; as a trade phenomenon; ag a Lrams of
mind; ag a co-oapdinative integrative function 1fun policy
making; am  a sense of  business purpose; as  an acononic
process; as a structoure of institutions; as  the process of
exchanging or transferring ownership of preducts; as a
process  of concentration, squalization and dispersion; as
the crmatian of time, place and possessalion oFf utllitien; as
a process of demand and  supply adjustment; and many other
things. All the above dmfinitionﬁ aach only :offerg an

Incomplets though useful gspect as to whalt marketing ls. He
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gswuied up all of the definitlons by saying that marketing is
& human ﬂdtivlty directed at gsatisfying needs and wants
through  exchange  process. Marketing makes a vital
dmntribution ta the advancement and satisfaction of human
needs and  wants. The capacity of organlzations  to survive
~and prosper depends on  thelr ability to continuously create
value for tapget markaet  in & dynamle environment

characterized by chaenglng hwwan needs and wants.

2.3 WHAT Is MARKETING STRATEGY ?

The importance bf mavketing strategles cannot  be
overenphasized becausme managers need o evolve a spet of
deciglons and actiona which should culminate in achieving
corporate goals and objectives. Thls is marketing strategy.

The market place and  economlo snvironment are
continually changing. coustomer’s needs and wants change
everyday, oompetltors are increasing and  thelr mode of
satiasfying customers la conslatently improved. Technologloal
lnnovations flourish and as &  result marketers need  Co
develop strategles aimed at  achleving the objectives of the
arganlzation,

Quoting Viector Buel (1985 p.194)°, P. Juwah defines
strategy as "the internal (company/organization) vesponge to
the external envivooment.” Whatever kind of buasiness an

organlzation ls In, 1t hag to evolve and include In its plan
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certain strategies that will lead to objective
accomplighment. A fiem's competitive marketing strategy

would have to take into account the following factors. The

company "s:
9 Competitive size and pogsition In the market
ii. Resource, objectives and pollcies

iii. Marketing Strategles
iv. Customer's buying behavior or how they choose a service
v. State of the economy
vi. The stage of the product's life cycle
These factors invariably dictate the kind of

strategies to be formulated in a given mituation.

2.4 WHAT IS MARKETING PLAN ?

According to Christopher Martin'® "Marketing Planning
is the systematic application of marketing resources to
achieve marketing objective, It is the means by which
organization seeks to monitor and control the hundreds of
external and internal influences on its abllity to achieve
profitable sales. Marketing planning also provides an
understanding throughout the organization of the particular
competitive stance that an organization intends to take to
achieve 1ts objectives. This helps managers of different
functions to work together rather pursue their own

functional objectives In isolation.”
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A marketing plan therefore must contain a review of
the following :-
(i) The marketing environment
(11) Assumptions
(iii) overall objectives and astrategies
(iv) More detalled programmes concerning reasponsibilities,
time and costs.

Market planning becomes essential  because apart from
helping to @olve current needs of the organization, it
directs the organization towards the future - given the
highly competitive and dynamic environment in which it
operates. Thus planning cannot be usefully distinguished

from the management proceas.

2.5 THE UNIQUENESS OF SERVICES.

Services are intangible items such as airline trips,
financial advice, or telephone calls that an organization
provide to congumers. To obtaln these services, congumers
exchange money or something else of value such as their own
time'*. Services are recelving Increasing attention as the
United States economy becomes increasingly service based™?.
In fact about 90% of 36 million new jobs created in the past
two decades are in the gervice gector. The United States
department of Commerce has developed {ts own list of service

businesses. These are hotels, establishments involving
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personal business repair, amusement and recreatlon, health,
legal and educational services; soclal servlices and other

professional servicea?®,

2.6 THE FOUR I'S OF SERVICES.

There are four wunique elements to services viz
Intangibility, Inconsistency, Inseparability, and Inventory.
Thegse four elements are referred to as the four I's of
serviceal*s,

(a) INTANGIBILITY:- Services are Intangible, that is they

cannot be held, touched, or seen bhefore purchase decision.
In contrast, Dbefore purchasing a traditional product, a
consumer can touch a packet of laundry detergent, kilck a
tyre of an automobile or sample a breakfast cereal. A major
marketing need for gervices ia to make them tangible or show
the benefits of using the service'™ . 8o a Norwegian Cruise
Linern advertigsement shows  happy vacationers enjoyling
themselves on  an Island beach, and a leadling insurance
company says "You are in good hands with All States
Ingurance™, or Nicon Noga Hilton Hotel will tell you "Let's
gpoil you a little™,

(b) INCONSISTENCY:- Marketing gervicea 1ig challenging

because the quality of a service is often inconsistent.
Because gervice depends on the people who provide them,

their quality varies becauge people have different
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capabilities and also vary in their job performance from day
ta day. Inconslstency in services ilg wmuch more of a problem
than it 18 in physical product marketing?®., These products
may be good or bad In terms of quallty, but with modern
production linea the quality will at least be conslstent.
What organlzations can do to reduce inconasistency in
gervices is standardization and training*”.

(@) INSEPARABILITY:- A third difference between aservices and

goods related to problems of consistency ig inseparabllity.
In most cages the consumer cannot and does not separate the
service from the deliverer of the gervice or the setting in
which the service occurs, For example, to recelve an
education a pergon may attend a gchool. The guality of
education may be high, but if the student's parent finds 1t
difficult in parking his car while dropping and picking the
student, or the student finds counselling wservices poor or
sees little opportunity in extracurricular activity he or
ghe may not be satiafied with the educational experience?®,

(d) INVENTORY:- Inventory of services ig different from that
of gooda. Inventory problems exist with goods because many
itemas are perishable and there are costa assoclated with
handling inventory. With services inventory carrying costs
are more gubjective and are related to idle productlon
capacity, which is when the gervice provider is available
but there ig no demand. For example teachers during school

vacations., Inventory carrying costs can be significantly
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lower or nonexistent because the idle production capacity
can be cut back by reducing hours or having no salary to pay
because of the pay by hour System in some services or

commission compensation system*®,

2.7 THE SERVICE CONTINUUM.

The four I'g differentiate services from goods in most
cases, but many companies are not clearly service-bagsed orn
goods-based organizationg. Teaching, nursing and the theatre
are intangible, gervice-dominanlt activities. The four I's
inseparablility, Inconsigstency, inventory and intanglbility
are major concerns in thelr marketing. Salt, neck ties, and
corn- flakes are tangible goods and the problems represented
by the four I's are not relevant in their marketing. However
gome businesses are a mix of intangible service and tangible
good factoras. A clothing taileor provides a service but also
a good ie the finished suit. How pleasant, courteous and
attentive the tailor is te the consumer is an lmportant part
of the gservice and how well the clothes £its iz an important

part of the product=?,

2.8 THE PURCHASE PROCESS.

The Intangible and ingseparable aspects of gservices

affect the consumer’'s evaluation of the purchase. Because
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gervices cannot be displayed, demonstrated or illustrated,
consumers cannot make a pre-purchasie evaluation of all the
characteristica of services®'. Similarly, because services
are produced and consumed gsimultaneously, the buyer must
participate in producing the service and that participation
can affect the evaluation of the service. Tangible goods
such as clothing have "gearch” qualities such as  color and
style which can be determined before purchase, Services
such as restaurants  and child care have Texperlence”
qualities, which can only be discerned after purchagse or
consumption. Finally, gervice provided by specialized
professionals such as legal and nwmedical gervices have
"credence” quallities or characteristics which the consumer
may find impossible to evaluate even after purchase and
consumption. And services such as those of the banks may

have all three quallties.

2.9 PURCHASE EVALUATION.

Once a customer triegs a service, what dimensions are
evaluated 2 Two basie dimengions :- complexity and
divergence play an important role in the evaluation®?,
"Complexitly™ 1s the number and intricacy of the ateps
required for the gervice., Plumbing for example ig wmore
complex than lawn wmowlng. "Divergence™ 1ls  the amount of

latitude possible in the execution of gservice, 8o
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atandardized services such ag  hotels have low divergence as

compared wlth the customized gervices of arvchitecls,

2.10 MANAGING THE MARKETING OF SERVICES.

In service marketing the employee plays a central role
in attracting, bullding and maintaining relationships with
cus tome rg . This 14 Il new concept  called internal
marketing2",

INTERNAL MARKETING :- ig based on the notion that a service

organization must focus on its employees or internal market,
before successful programmes can be directed at customers?4,
The internal marketing concept holdas that an organization's
employees, (its internal market) will be influenced to
develop a wmarket orlentation by applylng wmarketing-like
activities to them. This idea suggests that employees and
employee development through recrultment, training,
communication and adminigtration are critical to the success

of service organizations?®®,

2.11 MARKETING MIX COMPONENTS.

Kotler (1980)7% defines the marketing mix as the set
of controllable variables and thelr levels that the firm
uses  to  influence the target market. The marketing mix

consists of four elements always referred Lo as the 4Pg.
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These are :-

1. Product - This 1involves the organization of product
service, development and ianVaéion.

2. Price - This element Include declslon relating to prices
for products and/or services,

3. Promotion - Thig refers to the acpect of developing
promotional program for the product and/or service.

4. Place - This element includer the selection of channels
of distribution.

Every organization has a wmix of products and/or
services belng offered for sale Lo Ingstitutions, individuals
or even governmenta. The above four elements of the
marketing mix become Lhe market offering of marketing medium
in each channel network. The level and proportion of
marketing performance in congonance with the ecapability to
adopt to actual changes, depends on the manner In which each
of thege marketing mix  elements igs  implemented and
evaluated. Marketing mix decisions should be based on an
integrated thewe. Product deciciouns must be necesgsarily
related to price, promotion and place. Let us se what a
detalled digpcussion on the components of marketing mix is

like.

2.12 PRODUCT (SERVICE).

A product is defined as a bundle of physical service
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and symbol particularly expected te provide satisfaction and
benefit to the consumer, buyer or purchaser. It i also geen
as anythlng that is able to satisfy need or want. Thus we
can succlinetly say that a  product ig a combination of
tangible and intangible characteristics or attributes in the
buyer's mind (Akpan 1993)27, Consequently persons, places,
organizations, activities and ideas can be galid to Dbe
products,

It is  dmperative to manage a product when you think
about the organization's ability to satisfy customers need
ag a primary goal and hence 1ts  purpose and aim  for
existence both socially and economlecally. Suppose you are
thirsty, this state of felt deprivation can be expressed ags
a degire or want for water or foft drink. Here the water or
soft drink is a product that is capable of satisfying the
thirat need.

In reality, your cholece represents a set of tangible
and physical attributes and also a gset of intangible and
sociopaychologlical attributes. There are three agpects of
product / service elements of the mix that warrant special
attention wviz Texclusivity", "brand name™, and "capacity
management™.

(a) EXCLUSIVITY :- One favorable dimension in  a new product

is 1its abllity to be patented®”. A patent gives the
manufacturer of a product exclusive rights to lts production

for 17 years. A major difference between products and
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aervices is that services cannot be patented.

(b) BRANDING :- An important aspecl in markeling goods ia
the branding strategy used. Howbver, because services are
intangible, the brand name or identifying logo of an
organization is particularly important in consumer decisiong
becauge it is more difficult to describe what is being
provided=?,

(c) CAPACITY MANAGEMENT :- A key distinction between goods

and services ls the ingseparability of servicea. To buy and
sinultaneously use a gercvice, the cugstomer must be present
at the gservice delivery site, For example a patient must be
in a hogpital to buy an appendectomy and a student must be
in achool to receive educational selvicea. 8o the
product/service component of the mix must be made available
to the consumer by managing demand. This is referred to as
capacity management. Service organizations must manage the
availability of the offering to smooth the demand over time
so  that demand wmatches capacity and ensure that the
organization's asgets are used in ways that will mazximize

the return on investment - ROI?O,

2.13 PRICE.

Price is the value of a product or service in terms of
naira, kobo, dellar, pound sterling, shillings ete. i.e, in
monetary terms (Akpan 1993)7°'. in cage of gcehools it is the
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fees the parents pay. Pricing is the art of translating into
quantitative terms (nalra and kobo) the value of the gservice
or product toe the customers (parents in this caae) at a
peint in time. Pricing in most cagses ia the Job of the sales
or marketing department with the consent of top management.
In schools the top management decldes what fees to charge
because hardly would any school in Nigeria have a marketing
department.

The notion of wvalue 1o [lexible and objectlive and is
basically determined by the cusatowers., They are also the
ones ready to pay for the services or geods being offered by
the organization. TFrom the above Lt is  pertinent that
pricing is of paramount Importance to any organization and
thus a =substantlal attention 1o normally pald to this
component of the marketing mix, The concept of value 1In
pricing should be relterated because 1t ls 8een as
intangible and concrete. Tt may be concrete for exomple if
ene 1g consldering the coat savings of changing a child's
school from a less expensive one Lo an expensive one and the
child eventually made all his grades. Tt may be intangible
such as the parent's pride in having hig child in such a
high brow school. The same product or gervice may have a
different value for two different customers, or may have a
different value for same cuptomer over time. Paying so mach
for a chilild to pass Senlor School Certiflcate Examination

(coaching) may be less attractive over time to a parent
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whogse children have all passed that stage. He may consider
it cutrageouws.

Prior to marketing, a service or product nust have a
price. Not every producer ig In a posltion to set his own
prices. In some cagses 1t is done by govermment or ita
approved board or agent. The price or the fees 1in this case
has to be right ; pricing declision ls crlitical, modern price
differences can have a dramatle effect on profit, and price
at odd with the rest of the marketing mix can turn to chaos.
This is because what the consumer 1lg paying for is not just
the product or service but a bundle of benefits ag
reflected Iin the gepvice, 1ts location and method of
distribution and promotional image.

In the gervice Industriesn, price lg often referred to
in different ways. Hospitals refer to it as charges
consultants, lawyers, schools, physlelans and accountants as
fees ; alrlines as fares and hotels as rates™®.

BETTING PRICES

Two common methods of getting prices are cost pluos
percentage-of-cogt and targel ROI pricing,

COST PLUS PERCENTAGE OF COST PRICING :- entails charging a

customer for the cost of providing the gervice plus an
additional fixed percentage. Professlonal aervice
organizatioﬁﬁ such as accounting firmg charge a fee based on
a billable rate. The billable rate 1as the coat of the

accountant (salary, Dbenefit, tralning and overhead) plus a
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mark up. This pricing 1g common to most professional service
organizatlions such as law, medicine and consulting™™,

TARGET RETURN ON INVESTMENT PRICING - The price for the

gervice allows a tavgeted rate of ROIL.  This method of
getting price is common in  ecapital-intenslve services such
aa alrlines and public utilities.

ROLE AND FUNCTION OF PRICING

Pricing reflects or mirrors market wvaluation. The
target of the meller ig to make his offering as irresistible
ag posaible while the consumer controlas the organization's
action through the price he is wiling to pay. Consumers have
a price range wlthin which the product or gervice must fall
for them to buy ILt.

Pricing gservices play t(two eusential roles (1) to
effect congumer perceptions (2) to be used in capaclty
management., Because of the iIntangible nature of services,
price can indicate the quality of service. Would you want
to reduce the rate of SSCE failure ? Coach with Zako at an
affordable rate of =N=1000.00, Students have shown that when
there are few well-known clues by which te judge a product,
consumersn uge price®™?,

The capaclty management  role of price is also
important toe movie theatreas, restaurants and hetels. Many
service businesses use off-peak pricing which conglots of
charging different prices as a function of the variation in

service demand during different times of the day or days of
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the week. Restaurants offer luncheon gspeclals, novie
theatres offer matinee prices, Sunrise Hospltal In Las Vegas
offered a 5% rebate on Lthe total hespital bill te patients
admitted on a friday or gsaturday @o it could level out
demand for surglcal sullts™™.,

PRICING ORJECTIVE

Thig refers to why the producer sets his prices at a
particular amount. The reasons range from  profit orlented,
volume oriented to status quo objectllvesn or reasons.

PRICING FACTORS

Pricing decisiona, just as with all soclal behavior
are influenced by noms and rules developed from  past
practices. Price expectation by the customer affects  the
pricing decisions, There are few markets where cugtomers
will buy regardless of copt. Compeltition is another factor
to be taken into consideratlion, because at a higher price
level being charged by producers of goods or saservices, new
entrants  are tempted - to gwlteh, Prices have also to  be
coordinated in cases of gervices that are elther gsubstitutes

or complenents of one another.

2.14 PLACE (DISTRIBUTION).

Distribution include all the activities Involved in
the tranafer of gooda and gervicen from the polnt of

production to the poinl of consumption or use. Iin cage of
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schools -the place of digtribution is the location of the
gchool. So a distribution gystem is a network of people,
institutions or agencies involved in the flow of a product
or gervice to the customer with Ehe  informatlional,
financial, promotional and other services ascoclated with
making the product or gervice attractive to buy or acquire,.

Place or distributlion o a major factor in develoaping
gervice marketing strategy because of the Inseparability of
services from the producer,

Rarely are intermediaries involved in the distribution
of a service ; the distribution gaite and service dellverer
are the tangible components of the service. o

Higtorically in profescional gservicen wmarketing,
little attentlion wan paid to distribution. But an
competition growa, the value of convenient distribution ig
being recognized. Dental chains such as Omindentixz™s, legal
flrms such as Hyatt, accounting flrms such as Arthur Young,
and educational gservices guch as Betty Queen 8School all use
multiple locations for the dlgtribution of services, TFor
several years, banks have offered antomatic teller services
to thelr cuatowmers. today customers of partlelpatlng  boanks
using the Clrrus system can acecess any one ol the thousands
of automatic teller systems throughout the United Stateg™?,

ROLES OF DISTRIBUTION CHANNELS AND STRATEGCY

Place utility is the function most commonly associated

with distribution channelas. For a gervice to sell It might
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be made readily available to the target market.

Another role of digstributlion channel isc promotion and
gervice, For incstance in Lthe cave of nmoblle schools eg
schools Lor nomads, promolion at the point where the sercvice

is needed can activate latent demand.

2.15 PROMOTION.

The term 'promotion means the coordination of all
seller-oriented efforts to gset up channels of  Information
and persuasion to facilitate the sale of o good or service
ar the aceceptance of an bdea. The promotlonal wmix  hags four
elements. These are personal selling, sales promotion,
publicity and advertising. These are called Lhe prometional
strategies. In schools, the three most commonly uoed ones
are personal selling, publiclity and advertising,

Customers have to be willing te congstantly improve
their gstandards of 1living by purchasing more and better
products if the economy in  to continue to expand. This io
done through promotion. The relevance of this is  that
marketers do not promote simply te inform, educate and
entertain; they communicate to Influence and encourage both
current and - potential buyers to accept and adopt the
products or services belng offered by the arganization.

Promotional strategles include

(1) Pergonal Selling i~ Thia Lo oral presentation in

39



conversation with one or more prospective purchasers
(parents In cage of schools) for the purpose of making
saleg.

(11) Advertiosing :- Thio o any pald form of non-personal
presentation and promotlon of ldeas, goods or services by

an ldentifled sponsor.

(1ii) Publiclty :- This 12 non-persenal stimalatlion of
demand for a product, service or buginess unit by planting
commerclally significant news aboul it in a publlshed medium
or obtalning faverable presentation of It upon radio
television or newspaper that is not pald for by the sponsor
(Source . Rogenberg p.406)7", Activities publicized in
aschoola inelude debate, qulz, senlnars, inter-house
competitlions in athletics, faotball eteo. Inter-gchoaol
activities are also given publicity.

VALUE OF PROMOTION

The value of promotion, specifically advertising for
most services 1o to gshow the bencefits of purchasing the
service auch as the outcome of using United Adrlineas. It ig
valuahle to stregs congistent guality and wefficlent,
courteous gervice™” ., In most cases, promotional concerng of
services are simllar to Lthose of products. TFor example sales
promotion such as  the all-expense paid trips te  Jamaica
degeribed In Marketing Action Memo can be uged te encourage
trial, However, publiecity is a nore common Ltool in the

promotlon of servicesto,
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Publicity has played a major role 1n the promotiocnal
atrategy of non profit making and some  professional
organlzations. Non profit maklng organizatlons such ags
public mchool districts and the Chicago Symphony, religlous
organizations and hoapitals have used publlcity to
digsseminate thelr megsages. Because of the heavy rellance on
publicity, wmany scervices use public service announcements
(PSA). Because PSAL are <free, non profit wak Long
organfzations have tended Lo pely o them as the foundation
of the media plan?'. The timing and location of a PSA are
under the control of the medium, net the organization. So
the non prollt making erganizatlon cannol control who seen
the meussage or when the message o glven.

Advertising has been viewed negatively by many non
profit making and professional serpvice organlzations. In
fact professional groups such as law, dentistry, medicine
ete barred their membe s [rrom advertising hy thelr
respective professional codes of conduct in Nigeria., Bul in
the United States, a Supreme Courlt cage In 1976 struck down
this constraint on professional services advertising??. In
recent years these assoclations have wsel  up ethical
guidelines on the use of promotion.

Although opposition to advertlising remalng strong in
some  professional groups, the barriers fto  promotion are
belng broken down. In recent years, advertlolng hags been

used by religioun groups, oducational institutlions,

41



political groups and many other sService organizations.

2.16 CONCLUSION.

As  earller sald, not mauch work has been done in the
area of warketing of schools or using marketing concepts in
educational services. Bul we have found out that marketing
princlples for non proflt maklng organlzatlons ln  whleh
educational services belong are Lhe sane as those Lor profit
making organizations. The organizatlional marketer identlfilies
key markets and publicg, employ gsegmentation, determine
market positlioning, develap product and a marketbtlng mix ete.
So also non profit making organizations that want to be
market oriented will need to create a position of a marketer
in the organization whese job is to coordinate all the
warketing functions to achleve a balanced wlzx and to educate
non - wmarketing officers about the fundomental importance of
the marketing concepts?,

Services generally differ from goods in that they are
intangible and Inseparable, They eould also have Inventonry
problems  and be inconsistent. Capaclty management  io
important In the gervice element of the mix because of the
Ingseparability of production and consumption of services,
This problem involves smoolhing demand to meet capaclty.

What can we expect from the gervice industry in  the

future? Two factors that will have a major effect are the
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deregulation of the gervices industrices and technological
development®®,

If the services industries can really be deregulated
to include educatlonal gervices, wedleine, law ete  in
Nigeria. The result will be a technological innovation that
will Introduce many new formo of competition Into many "old®
industries. The competition or changes that 1t will bring
will generally lead to a greater variety of gservices and the
recognition that services require management af all

functions including marketing.
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CHAPTER THREE

METHODOLOGY

A GOOD MARKETING RESEARCH TODAY IS PREFERRED

OVER 4 PERFECT ONE TOMORROW™

ROBERT A. PETERSON

INTRODUCTION.

This project looks at  the components of the marketing

mix used in Betty Queen Internatlonal  School for effective

marketing strategles, It aloo examines whether these

effective marketing strategies bring an Increase in  the

number of students on roll at Betty Queen School.

the
(a)
(b)
(c)
(d)
(e)

The wmethods employed in the sotudy weve looked at under
following headings @ -
Questions to be attempled,
Hypotheses to be verified.
Procedure for collectlng data.
Populatlon characteristics and the zample used,

Analytical tooly employed in analyzing the data

asaenbled.

3.2

QUESTIONS TO BE ATTEMPTED.

(a) What components of marketing mlx do they use for
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effective marketing In school 2
(b) How far have the marketling slrateglics applicd been

effective in increasing the nunber of students on roll 2

3.3 HYPOTHESES TO BE VERIFIED.

The Null Hypotheses

(a) Betty Queen International ugse the wmarkeling miz for
effective marketing of the school.

(b) Use of effective marketling atrategles brought about an

increase in the nunber of students on roll.

3.4 PROCEDURE FOR COLLECTING DATA.

The methods of data collection In the study would Dbe
through :
(1) Questionnaires administered to parents of students in
the wschool.
(i1) Intervicews (divect) with the proprictrews, priucipal

and  vice-princlpal of the school.

3.5 TYPE OF SAMPLE USED AND POPULATION CHARACTERISTICS.

The osample and populatlion to be used In  thls ctudy
comprise malnly of parents, staff including the principal

and vice-princlpal of Belly Queen Inlernatlonal School. The
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parents completed the questionnalre, while the stall members
were lnterviewed.

The respondents numbe red 102, A total of 150
questlionnalres were digstributed to parents and ataff who are
also parents. They have all been acsoocioted with the scheool
for at least four years. They were prandomly chogsien  and the
population was large enocugh to give a representative croos
aection of the population.

The structured questionnalire employed asz part of the
regsearch tool was based on demeographle data scuch as  name,
age, @sex, rellglion, educational  background and occupation,
It wag ensured that we dld not glve two parents per ¢hlld.,

it ig either the mother or father to aveid duplication or

1™

rather one guestionnaire per family. The second part of the
questionnalre  was bagsed on how long they have  been
asgoclated with the school, whal attracted them to  the
school, and their assesoment of the school based on the four

clements of the marketing mlx.

3.6 ANALYTICAL TOOLS TO BE EMPLOYED IN ANALYZING THE DATA

GATHERED .

35 The procedure for procewssing the data gathered io
approached by using the relevanl analylical Lools such ao
the X7 test of significonce for the First hypothesis, uwusing

the formula
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X% o
Where:
Fo = the actual fLredquency in cach cage
Fu = the theoretical or expected f[requency
in cach caue
| Y - the suwmation
2 The @second analytical tool has  to do with. the

application of contingency tablegs adopting a null hypothesis
that there iz no aspoeciation bhelween marketing mix  or
atrategies and increase in  student cenrolment, We wlill uce
the formula :-

S S 5 ]
L

Where:
A actual frequency

E erpected Lreguency

X* = tegt of significance

and,

D/F = (P - 1)(Q - 1)
Where:

D/T degrces of [reedom

3y LoOwWs
4] columnngs
3 The third analytical tool has to do wlth Lhe

intervicw's result of the princlpal officers of the wechool.,
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A measure of the Pearson's coefficient of correlation
(somet imcs called the product-moment coefficient)
represented by r is employed.

The formula 1o

# = et
ST o

Where: X expeched number of cludentbs
Y actual number of students
X deviation of cach X wvalue from  wsimple
average (AM) of the number of Xu

y = devlation of cach ¥ value I[rom usimple
average (AM) of the number of Yo
I% = the sum of the x Flgures
Yy = the sum of the y figures
Tn* the sum of the aoquares of the individual x
Yy the sum of the oquares of the individual y
Txy the sum of the products of the Individuanl

x and corrcsponding y

3.9 CONCLUSION,

This chapter briefly looked at varlous methods the
astudy 1o Intended to Le carvied out nomely by queastionnalre
and dircect interview. Questions to be adepted were also put
forward. The population 1o characterlzed by only the parento
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of the students of the school. Data ig hoped to be analyzed
using X# tept and Pecarson ceoefficient of corrclation

methods.
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CHAPTER TFOUR

RESULTS AND ANALYSIS

"A MARKETINC RESEARCHER WITHOUT THE KNOWLEDCE
OF MULTIVARIABLE STATISTICAL TECHNIQUES IS
LIKE A DUCK WITHOUT N POND™

ROBERT TETERSON

4.1 INTRODUCTION.

Thiz chapter deals with  the regpongse got from  the
questionnalres and interviews conducted on Lthic study. Thuo
the materials collected in  regpect of the problem and

hypotheses wlll be analyzed as much as poualible,

4.2 RESPONSE RATE TO THE QUESTIONNAIRE.

A total number of one hundred and £1ifty gquestionnalres
were administered to the otudy scomple which comprises mainly
of parents of the pupllo of Detly Quecen Inlermatlonal
Scheol. The primary seclion WS chowen aws the
population,hence thelr parvents form our sample. Out of 150
coples of the questionnalre given out for completion, 102
L.e. 68% were returncd.

ANALYSIS OF BIODATA ON RESPONDENTS

out of 102 respondents in the cample, 38 were Yorubas,
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30 Igbos, 11 Hausas, ond 22 other tribes making 37.3%,
29.4%, 10.8% and 22.5% vegppectlvely of the respondents.

The respondents were predominantly businessmen making
64% of the population of the recpondents; and 24% ceivil
servants. The rest were made up of professionals such ag
lawyers, doctors clbo. They are 129 of the reuspondentis.

The respondents who have no formal education numbered
12 or 12% of the populatlon. Thouse who have primarcy
education are 25 in pumber or 24% of  the regspondents, 27
parents attained secondary cducablon maklng 26% of the
population, while 39 parents or 38% of Lthe population have

polytechnic or university educalion.

TABLE 1
BIODATA
{Ma. of sespondentuf e -uLﬁgfi
! T 1
Tribe: Igbo l an | 29 0% |
Yoruha | 3n I 3T 3% |
I[\l“: Y l 1 .' I ‘!D . ﬂ’-‘r
olhey: ]l b {  R2.5%
Religion: TIolam ‘ 17 { 17%
Chrigtianity 85 ! 832
|
Occupat lon: Duninesomen/Trader:s: G5 | GAL
Civil Secrvanto o5 i il
Profescionals ! f ¢ I 12%
i
Education:No formal educabtion y Ut ! 1A%
Primary lovel o { DAY
Secondary P | 20%
Poly/University 39 ! 30%




The biodata shows  that parents of  students in Belty Queen
School which forms our population are made up of all  the
major tribes and minor ones in Nigeria., They are christiangs
and muslims,. They aloco engage In diverse jobs ranging from
business  to profeasional practice. Moot of them are
educated, with 66% who have at lecast a cecendary education.

ASSOCIATION WITH THE SCHOOIL:

In table 2 a total of 47 parents have been assoclated
with the school Lfor more than clght yedrs waklong 16.1% of
the  rewspondents whlle 31 rewpendents  or  30.4% had  been
agssoclated with the school for up tuo  Llx years. The rest of
the respondents l.e. 23.5% or 24 parents  have been

assoclated with the school for less than Lhree years,

TABLE 2

ASGOCIATION WITH THE SCHOOL

R - R £ *n:u'.s‘!'\'u'..'..: d i*'l'u‘..:l*_}t'l'l

- A S E——— —— = S e S e St syt — - R | A ————

! ' ' '
¢ More than 2 ' A7 ' 8§ 1 |
] ] i i
¥ Un to 6 vea i ¥ : AN :
| | } )
! Lesms than 7 yean ' 24 ' 23.5% !
4 i ] (]
L o B o ki B IS 1 - S
- TOTATL, j 100 A T I C
i . N N o I SO o I J

1
(%]



NUMBER OF CHILDREN PARENTS HAVE IN THE SCHOOL

According to the completed guestionnaire, majority of
regpondents in our sample that 1z 40.25% have Jumt one child
in the sehool. 31 respondents or 30.4% have two c¢hildren,
while 23 respondents have three children. Only 7 respondents

or 6,9% have more than three c¢hildren.

TADLE 3

NO_OI CHILDREN PARENTS HAVE IN TIE SCHOOL

No. ol scopoudentat Peo L'!.'l_‘ll.!.n.l'_-j'-..f.
L S ST S S S SN NS — S — e e e ra———f]
( fne ohild ~ "4 i A0 e |
' ' ' I
i Two childeen | & ' 20.4% !
] l ! 1
L Three ehildren I 23 i 2. 5% |
| | I 1
t More than three children ' T ' 6.9% )
B I — — U e e e R it i b
| TOTAT, ' 102 ! 100,07 i
L o e e T Sl IS Y SN S Fr= ] — e S TS WS S T et s |

4.3 REASONS WIIY PARENTS CHOOSE DETTY QUEEN SCHOOIL FOR THEIR

CHIIDREN

This sectlion deals with why parents chooue Dottty Quoon
Intermationnal SBchool for their children. Looking at  the
location of the nehool, Product (ocohool result), feon, and

promotional activitien, Uthe respondenis to thin question

totalled 102, The percentagesn of  the  ceopondents  were
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|

rounded up to the neafuut whole number for ecase of

calculation. table 4 sums up the resell,

TARLE 4
CONSIDERATION OF THE APg

;T - * MoL of sespandents| Pereentage |
i Product {(zchool reuuli) i : _’?‘.' f 502 E
; Pricce (feesm) ; 10 ; 1.0% ;
; Place (locakbion) : 21 : 30% E
. ' !
‘f Promotion (uchool activilios | 20 : S0% :
' & publiclty) | ' '
e I RS ..
! TOTAL ) ¢ i B ' 100% !
. B S U RSS!, e ——— S
Abowe we  have the recpondent s atlituade to the 4PS In
choosing Pelly Quecen Internalionasl  School for their
children. %0% conuidered the academic porfommance  of the
achool while 10% choue it Lecause of Lhe  feew that iz the

right price for thelr o0

pocket .,

of ite locution while 20% choue

favorable and pousitive publiclity

of club activitice in the scelivol,

advert: on TV, banners or hoaodblil
From ocur null hypotliceols,
AL 1o oupposed to T In 4 L.c.

children Lo the school. talle %01

Hreae s (.
% chos 2§ T

L
“

1t achool

\.,l.!_,'.;"q.tL IL .

v« ! ' B
bt .

G
i

(] Ty v § "
Ll Ll

e low s ;*..'III;JJ_ tfien

because

Thede

T parameter

c¢gual numbeer

choeol Lecawe

of the

are in form

wehiool competitions,

of Lthe four
i f
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TADLE 5

TIE 4Arls

ACTUAL EXPECTED COBRELATION
FREQUENCY FREQUENCY VE 1 VE
Product 50 il 2%
Pricce 10 b 1%
Place 30 an tH
Promotion 20 25 ¥
TOTAL 100 100 20 120
Table 5 shows the reonlt of the actual frequency of a

parcnt (reupondent)

School to the expected

hypotheniz, The
frequency i

against 25%.

25%.

We alse found that

choooing the Polty

georen for product is

Oueen International

froquency as propounded by  the null
0% while Lthe cxpected

For price or scheol feens the scores is 10%

the place ov locatlon where

the gervice is being rendered or given was concidered by 302

of the reuopondents.

school an

shortfall of

agoainot

5%, on

25%

the

Lastly,

proposed

bassie of

20%

(o]

F the parents chotse  the

hy

the Thypothesis, a

P mobion.
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School 25% or 1 in 4.

We constructed Table 5§ uning ¥* to find the difference

boetween

using the formula

Whe e

[ B

the theoretical and

A= »

Actual frequency in cach case

aclual Lrequenclies ln ecach case

LI T
: e

re

Theoretical or cxpected frequency in cach

Summat ion

TARLE 6

CALCULATION OF X* TOR 100 RANDOM SAMPLING OF THE PARENTS

GO0

' S i —
R ATITT AT AR ATl LR B ™
1 ! .nr,LJona.. : S oy ! [ (. - 4w J !
f AT | TFREQUENCY | ZRUINCY ) o ! !
! | Ta b T : : Fu !
- — 25 4 i 4
! ] . ' i ‘
! Prdduci ! | ( | !
| (school ! 50 ! 2% | 25 ! an {
. . 1] .
| resull) ! ' i | i
! | ! f 1
1 ] ! ' i '
I Price 10 | e | 1 i 9 l
] 1 ' . 1
rr .
! (Lees) ! { | ! |
r ! i | |
| *lace 20 ! L ' 5 ! i .
| (locatioun) ( I |
' ' Il
| ! ! *
I Frrowmotbion i 4 ! Ry ] b ! 1 !
b (Publicity ) ' i ' '
’ & School ! ' | *
" g i s ' ]
{ activitics | I ! !
! | % — , 1
: ! ! | :
! TOTAL ! 100 ! 100 ' 0 ! 3G I
¢ 1 S e M e -




The total for column 5 iz 36 which given the value of
%>
Since the valuc of X7 iu nol Zero, there is a significant
difference between the fact and the theory.

We then determine the degrees of freedom  (D/T) Iin our
calculationg

D/T (r-13(Q 1)
Where: P - no. of rows In table 5

5

0« no. of columns In table
P=4and Q = 1
Therefore (P-1)(Q-1) = {(4-1)(2-1) = 3 = 1
D/¥ - 3
We congider our table for X for 3 D/F
P = 11.34
Since we got X7 = 36 our resull is significant.
We conclude that the APs have nolt equally Incrcased
enrolment in the school.

We therecfore reject the hypothecois.

4.4 MARKETING STRATEGIES AND THE NUMRER OF STUDENTS ON ROLL

Thizs sectlon deals with the result of the dlirect
interviews conducted by the researcher with the
proprictrecs, principal,and vice principal of the school.,
They all agreed to have used the APs in one way or the other

and believe 1t could have contributed to the Increment in
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the number of studentz on roll. The strategiesn include
(1) Good academic results  which inevitably produce enviable
products. The school han qualified ctaff  both academic and
non-academic ., They have 21  academic staff for the primacy
section and 17 non-teaching stafll
(11) Price:- Their fecu have been competitive over cince
inception comparcd to other private schools in Kaduna., They
charge =N-1,850.00 per term wherecas other sehools with the
same services and facilitles charge ag  high as <N-41,000.00
to =N=8,000.00 per tLerm.
(111) Place :- The scheoel is centrally located and iz in the
midist of Doka Digtrict In Kaduna. The achool has  other
canpuses such as those on Ogori Road and Kabala West. With
the wvaried locations parents cashh In on nearnepss and
efficient pervice and put thelr children in the school,
(1v) The school does not engage In open advertisoment except
sometimes they were advertised on the televislon and the New
Nigerian newopaper. What actually prowmete them iInclude
banners and handbills. The ¢lub activities in the school
which are co-curricular and done inter-zschools in Kaduna and
outiide Kaduna promote the school. They always excel and
some [LCirst In these competition: such as JETS  <lub,
Chemistry, French ¢lub, UNESCO competitions eote, lence
parents sce these and are attracted to Lb,

Thus we went on to find out whether the expected

number of atudents correlated with the actunl gsumber on roll
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having applied the above strategleo. It waz  found out that
the actual number in mont yearn execed the expected. Thic io
shown in Table 7.

TADLE 7

EXPECTED AND ACTUAI NUMBER OF STUDENTS ON ROLL

FOR 'TEN ADMISSIONS

] . —ry
yYEAR | NO. OF | EXEIPECTED | SETULL ! CORRELNTION |
! NO. CLASOES E nuMeenR | RUMLER ! Wi Ve
5 ] i 0 !

H % [ £ { AwAan - ' -~ A !
|1 45 . 630 ! 11 | ! 241 !
! ' ! | t
L] g ' 4 [l ]
L2 17 ; 595 | ¢C3 | | 10
' ! | | I !
- L] . L i
' } 7 | Lo X i o d ). [ | g 1 i
] ] [} i L]
! ! | ' i
4 Yr rrn H o } Ll o | i
E ’1 e W | AT ! - l & ‘
I ! f
5 12 120 | 393 i g2 I
L] . ‘ 1]
| i | ' !
| | - ! .
} G ‘I.: | el I ‘ Lo _! n | } f‘-fl'; l
| ! ! i |
= 1] 2 L] |
V7 13 ! AGS | 145 g A5 | i
! | ! .-‘ | |
! ¢ 12 ! 12 | 120 ! ! 20 !
' | ' i { !
' ' o ' e ' 11 H
| 9 13 | %5 | 175 i 1 20 '
g ! l ' [ |
| 10 I 9 -4 &7 | 355 r ' 24 i
L I | i 4 H j
The priscipal caplalaod L shortfall In Lthe aciual
figures in come yeakbs as a reoult of the adveise politlical
wltuation iun  Lhe countoy seocalbllag o poarents leaving Lovm
or fcaring to bLring the c¢hildion (o achool.
The punmboer of studenty copecdled wepe gnalyzed wsing a

measure ol Pcearsonlan voolllcicul o corrclatlon represented

in Table €.
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AN ANALYSTS OF EXPECTED AND ACTUAL NUMBER OF OTUDENTS ON ROLL

TADLE 8

USTNG

THE PTARSONTAN CONRTFPTCTENT OF CORRETATION
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Thuas we apply the formula
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Where: X = expected number of astudento

Y actual number of otudents

x = deviation' of each X value from simple
average (AM) of the mumber of Xo

y = deviation of ecach Y wvalue from aimple
average (AM) of the number of Yo

¥x the cum of the = figures

Yy the cum of the y Liqguresn

x* the cum of the sguares of the individual =z
Yy? = the sum of the squares of the individual y
Yxy the sum of Lhe products of the individual

% and corresponding values of y

Yx® = 90160

Yy?. = 214725.81

Therelore;

% = +92183
V90160 x 214725 .81

92183
139137.6

v 0.662% or 0.7
The figure 0.7 glves a posltive correlation between
the expected and actual flgures. The blodata results show
that DBetty Quecn parenls arce made up of dlverse kinds of
people in  occupation, background and education., They have
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been assoclated with the gchool for al least 3 years, The
4Pz attracted parentgs to the school in the proportion of 50%
Product, 10% Price, 20% Place, and 303 Promotion. It has
also shown that markeling slrategiceo helped In Inercasing

the number of students on roll for wmost yecars,
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CHAPTER FIVE

SUMMARY OF FINDINGS, CONCLUSION AND RECOMMENDATIONS.

"rHE ULTIMATE COAL OF MARKETING RESEARCH 15
TO DISCRIMINATE PETWEEN THOSE TRUTHS THAT
ARE  ORVICQUSELY TRUE AND THOSE TuaAT ARE
opyrIousLy Nor.v

RODERT A. IPETERSON

5.1 INTRODUCTION.

This chapter discusses the synopsis of the rescarch
chapter by' chapter. This leads to conclusions  belng drawn
and recommendations made. In chapter one we denlt with the
higtory of marketing and how it  is appllcable to every
organlzation, both profit and non-profit making. A brief
history of Betly Queen International School was visited., The
reason for the work, hypotheses formulation, scope and
limitatlions of the study cle, are covered,

In chapter two, we dealt with the works alrcady done
in the area of the study. There (o no galnsaying  that
virtually no ntudy has been carrlied out in the area of thig
regearch, but a lot has been on the ground In the arca of
service nmarketing. We cannot totally divorce businens
marketing from educational marketing. definltely they are

related and the latter will have to build on the foundationgs
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laid by the former. So we talked about marketing strategy
and 1ts  lwportance and connectlon wlth malnstrecam of
markceting which arce the 4Aru, The components of 4Pi, Price,
Product, Place and Promotlon were cexzhaustively deall with
while we try to relate them to the industry at hand. Service
differ  Lrom goods  in that they are Intangible and
inseparable. Because they are inceparable Lthey are sometime
Inconsistent. Service companico rely on sltandardization and
Lralning to reduce  servicoe delivery Inconslstencics,
Internal marketing was  emphasized tov. lllstorically,
promoltion has not been viewed favorably by many non-profit
making organizatllong.

In chapter three we briefly looked at the various
methods the ctudy o to be carrled oul namely questionnalres
and direct interviews. Questions to be answered were
enuuerated. Population c¢haracteristles and samples used were
enunclated, Finally the analytlical tools employed in
analyzlng Che data were made  known. Chapter four
deals with the analysis of the data collecled. The response
rate to the quegtlionnalres was 68%. The Dboldata wags
analysed. We also did frequency counts on  reasons  why
parents choese Betty Queen Inlernaticonal School 1 in 1 on
APy {(for Product, Price, Place and Promotion). X* teot wao
one o©of the analytical teols used., We aloso worked on
marketing strategiles and the number of nuaber of students on

roll that is whether or how they have helped In lacreasing
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the number on roll.

5.2 SUMMARY OF TFINDINGS

The purpose of the study 1o to try to anower theoe
quent iong:

(a) What components of marketing mix doesc Betty Queen
International Scheool use effective marketing wstrategy of
their school services ?

(b) How effcective have Lhe components ol the marketing mixz
been In tmproving thelr envolment figurees ?

Betty Queen's micslion In the arca of marketing has
been that of jog on, They do not have a marketing
department. DBut the astalf have a total commitment to the
organizational goals hence they ucse the APa to achicve their
alms and objectiven,

The wsehool have the following acrvices which they
render to Lhe publilce:

{a) Day carce service
(b} Nurscry/indergarten claoues
(c) Trimary clasces
(d) Junlor/Senior uecondary clasucs
(¢) Rewmedial classes for Scenior Scececondary School
(£f) Coachling clasces for JAME and SSCE candidateco,
Students of ages 6 months to 17 ycars arce their target

audience. So parvents of  these children patronlze the school
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indirectly by having their children there. Our targetl
pPopulatlon i the parcnts of the primary scectlon. Fees
charged In  the school are modest and  competitive compared
with other aschooli. The feco are detemined by the school
management for cach of the clacnen above.

The ochool i centrally located and hags  annexes or
other campuses such as in Kabala Weo and Ogori Road to
satiafy teeming procpective ntudenls and hence the location
favors many more students,

Promotion at Betty Queen ios done mainly by club
activitics and hence publicized by radio and televiusion. The
good press conjoyed by the school ds due to  exccellent
performance In  Ianter sehool competitlions and academic
excellence in external examinations. Sece Appendlz T,

The study Investigated the strategles used by the
school by way of null hypothesis using the 4Ps., It was found
out that: (a) Product or school resull attracted parents
most to the cchool. The school performs excellently well in
thelr academics mo data collected gshows Lhat 508 of  the

respondentss chose  the wchool because of  that. The teachers

in the achool are commllted and well qualifled in all  the
subjects.

(b) The feeo or price was considerced by 102 of the parents.
¥ tenst for 100 random wsompling of parents gave as 36
and 3 DT = Tu_va 11.34. Thiz showsz that we should

reject the hypolhesic number one.
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(¢) It was Tound out that markelling strategles was used for
students enrolment and Lt Increased the enrolment.
Analysis of the blodata  on reuspondents shows that the
parents In the school were [L[rom wll Lhe major Lriheo ln
Nigeria, cngaged in diversificed occupalions and most are
educated. They have all been asdociated wilh the achool for
at least 2 years and half of them have more than one child

in Lthe gschool.,

5.3 CONCLUSION.

A major conclusion Lo Le drown from thioc study is that
warketing or adverticscment per So has been viewed negatlvely
by educational services practitioners. They nee the
offerings to the publliec not  from o marketlng angle though
they are in marketing business. They do not have a marketing
department or an officer In  c¢harge of marketling. BDut
marketing concepts can otill be sceen ot work in the way that
all the staff pursue a commen goal In lncreasling the number
of students on roll.

The management of Detly Queen International  School
recognizes ilo functlion and  business In whleh It Is In and
takes care of 1t including marketing., Though 1t iz noet done
as In products marketlng slnce they do nol have a marketing
department  but  they recognlzed the ATS and use it in

enhanc¢ing thelr enrolment as  cShoen from the recult of the
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interviews and questionnaires administered.

Decpite the above conclusion the strategles adopled by
the ochool could otill haye improved or brought more
increage to the number of aotudents on roll if:

1. They had an organized and coffective marketing department
in the achool goaddled with the wele reaponsibllity of
marketing their scervices,

2. Marketing analysis was dopne well go that  the actual
number of students will not be lemn than one cxpected at any
point in time s we expericnced in some of  the enrollments
(see Table 7). Thic can only be done with factual and
professional projected student  enrollments backed up with
ezperlence on the budget and studenl corolwment behaviorn,

It can also be concluded from the %2 test that product

(school result) 1o wost lmportant  to parealuy followed by

location, then promcation and lacvtly fees. Our null
hypothesis on  the APg being  regular distribution to

increase in enrolment hac to be rejeclted. This 1s because of
the facel  thal we gol =27 36 and DST Pu.ws 11.34. The
degree of frecedom 3D/F taking the somples randomly 1 La 100
gave us 11,34, The X 36 1s greater than 11.34. Thisz chows
that there was no regular distributlon among Lthe 4As. More
parents choouse the gsehool becounse of the Product [(ochool
regult) than the other three paramclers of the marketing mix
namcly location, promotion and fceos.

There Iu a pouitive correlallon between  Lhe mumber
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expected and the actual pumber on voll,
This tells us  that the plannlng of Detty QOueen Ochool  io
adequate. Although in  some:years, the number of expected
outwelghed the actual oumber on roll, Thiz  the princlpal
attributed to adverse political situation in the country
whereby there wan non home state migration of the populace.
Thus we accepted the scecond null  hypothesis which
states that therpe 1o poulllive corrcelaltlon between the use of
murkutiug strategles Dboetween czpecled and actual nuﬁbu: ol
students on roll., This correlation Lo+ 0.7 uslng Pearsonlan
coefficient of corrclation. Applying standard cerror we may
not get the sane positive anuwer because of  the number of

palrs of sample used.

5.4 RECOMMENDATIONS.

Marketing s a vital aspect of any organlzatlon and
1t succens dependss on how it has been effeatively macketed.
It 1o not cenough Lo wake your scervices avallable Lo the
consumers, It is very  dmportant  that  you plon, hence
predetermine  the needs and wanis of  your customers and
convert it to an exactly positlive demand. The ultlimate job
of a wmarketer thercefore i the plonning ond lmplementation
of marketing Strategles Lo achleve customer satisfactilon.

Se this study suggests Lthat there 1o 4 need Lo lmprove

the gquallty of marketling done in wchools fn opder Lo enhance
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enrolment and customer scervices. There should be a marketing
department in cach school whoue uole responsibility o o
implement the marketing concopl in order Lo improve thelr
services and satliofy thelr customers wmore cofficlently and
effectively than thelr compet!tors,

There ghould be a concuner group dlﬁuuuion Forum in
schoolg not the regular TParcnts Tuuuhbuu smocliallion,
Parents should conutitute themgelves into o formidable front
and be rightly advised to demand the best from the education
practitioncers. This wlill inculcate the splrit of competlition
into tho schools,

The government ghould have policy guidelines on the
operation of sclhwols using marketlng concepls., The proposed
Nigerian Rducation Bank when  Inaugurated  should have a
marketlng department wlth schools  scetlon where owners of
schools are taught how Lo run  Lhelir scheools using markeling

concepla.

5.5 SUCCGESTIONS FOR FURTHER RESTEARCH.

(1) Application of marketing conceplt to iwmprove oducational
aservicen aouch as  remedial  schools, asecondary schools,
libraries and higher institution:s.

(2) Do ochool proprictreancs know the business in which they
are in ?

(3) Comparative studles on the use of offective marketing
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strategies to improve enrolment in schools A survey.
(1) Comparative studles on prlvate  and government owned
schools in  the arca of applying marketing concept to  the

sorvices rendeved.,
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APPENDIX T

OUESTIONNAIRT

DEPARTMENT OF DUSTHNEST ADMINTESTRATION

AIIMADU DELLC UNTVERSITY

Lt

ARTA

TOPIC :- THE USE OF ETFFECTIVE MARKETING STRATECIES TO
INCREASE ENROLMERT IN DCHOOLDZ ¢ A CALE DTUDY

OF DETTY QUEEN INTERNATIONAL ZCHOOL, KADUNA.

This study i concerned with the detenmination of
whetlher oeffectlive marlcling sliatoegloes woll or augment
sludent enrolment in schools. You s a parenl o o ¢hild in
the primarsy secllon of Delly Quecn ITaulvinallonal Zoehool,
Kaduna will help a great deal 1 you should spend some of
your precious time bto complebe Chlis guecstionnalese as
honestly as poscible. The queclionnaire should be completed
not morce Lhan one per fomily., You do notl need lo wrellte your

name please. Thank youw and Cod Llows,
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PART T: PERSONAL DATA

Pleage tick the approprlate optlon
T. Natlonnl ey e . . oo e e s v s v mominsases
2. MTribe: Yoriha I
Tahe !
Hanan ! f

Others t Opecify:

............

Trmale o i

1. Religion: Muelim '. '

rhristiaon o !

5. Decupation: Bunineaaman /woman |
Civil Servant |
Profeanionnl !

Others | Specify. .
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10. Now many c¢hildren do you have in the school ?

— e ——

one |
™o |
THrCe '

More than thres \

11. How inng have your children/ehild been in the achool 2

B

Tess than 2 yearo f
Gt

Less than 4 ycars |
— 2

fr———m—

fp to § yraro | i

Pid your children/child otart with the bacic clanno e
nuraery or primary one ?

Wgney 1 '

Nn ' [

13. TE Mo, why ©

Tranafoer 2 Yoo i

M | ]

141, TF Yoo, from which achonl

Covernment achool '

Private maehnnl '
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15, Tf privntelﬂrhnni. why 2

Sehonl Feon | [
Tomation !
Product | |

Promat ion | |

17. If you were attracted to the ochool by promotion,
through

which of theoe media wan it 2

1

Personal zelling o '
—

—

TV/ RTadlio f !

Cannc ro/llandbille | '
SR |

Newspaperns | 1

e J

1. Hlave your children/chlild sal for Lhe Lirol ochool
leaving ceritificate ?

ke of A1 f !

Y

No t '

| =S, |

19. Did they/he/she pass ©

Ton | !

(I

No |

| M |

g2



10.
11.
12.
13.

14.

15.

16.

17.

APPENDIX TT

DIRECT INTERVIEW QUESTTIONS

Do you have a marketing departuwent in this scheool 2
What are the services rondered Ly the wehool Lo Lhe
public ?
How do you gel your customers ?
Do you have any parcnl prefevence ?
How do they come to ¥now the school 2
Tn what ways have you triecd to make the sehoel konown 2
1f you do not have a markeling department, who is in
charge of publicity ?
Are you doing cnough promotion activitien ?
Do you think advertisement has helped to increasne
enrolment in the nchool
ITn what ways do you advertice ?
How do you budget for it 2
what informs the amount to be speat on promotion ?
How much do you charge your mtudents per session ?
How do you ensure Lhal you have ehough students as per
your planning for the scssion 7
How do you declde on the locatlon of the school 2
why did you.dvcidu to have mors thoan onge Campus ?

Do you have a central adwminlst satton fur Ll achool
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