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ABSTRACT

This research aims to examine the marketing approach employed by Teladan Private Elementary
Schools in North Sumatra to enhance student enrollment. The research conducted is qualitative. The
employed data collection techniques encompass observation, interviews, and documentation. The
findings from the research conducted at Teladan Private Elementary Schools in North Sumatra reveal
that the marketing strategy employed to boost student enrollment involves utilizing the 7P marketing
mix: Product, Price, Place, Promotion, People, Physical Evidence, and Process. In addition, another
marketing strategy was employed in establishing and implementing the New Student Acceptance
(PSB) program. The study's findings indicate that the marketing approach aimed at augmenting the
influx of fresh students necessitates the establishment of a committee to supervise the program's
implementation and the allocation of the responsibility of encouraging student enrollment to each
instructor.
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INTRODUCTION

Competition in the world of education is something that educational institutions cannot
avoid. The educational institution in question is the school. Marketing is something that
schools must do to introduce, attract interest, and form an excellent image for prospective
students, parents, and the community. (Foster et al., 2018; Lim et al., 2020; Mourad et al.,
2020; Pardiyono et al., 2022) Marketing is individuals' or groups' social and managerial
process to obtain needs and wants by creating and exchanging products and value with
others. (Ferrell et al., 2021) Marketing carried out by an educational institution will impact
the social relations of the school and the community and be able to develop the institution's
management. Schools must strive to create satisfactory services and maximum promotion
to achieve the desired results. The school's efforts to manage marketing activities to face
the intense competition in education are realized through a marketing strategy.
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The marketing strategy is a comprehensive framework that outlines the goals,
objectives, policies, and regulations that govern a company's marketing endeavors across
different levels and concerning resource distribution. The statement denotes the company's
strategic reaction to the constantly changing and developing competitive landscape and
circumstances. (Varadarajan, 2020) From the perspective of educational services,
marketing strategy is seen as giving direction to an educational institution to satisfy the
target market according to its vision, mission, and objectives. (Katsikeas et al., 2019) What
is needed in a marketing strategy is to see and analyze the educational institution's elements
to meet the needs of the target market. With a marketing strategy, the implementation of all
educational institution programs will be carried out actively, consciously, and rationally to
achieve educational institutions' goals. In addition, the marketing strategy can move an
institution to compete with other institutions competitively. (Morgan et al., 2019; Rust,
2020)

North Sumatra Exemplary Private Elementary School is an educational institution under
the Department of Education and Culture auspices in North Sumatra. This school has seven
classrooms. Based on the results of observations and interviews with school principals, it
was found that the data on the number of students for the last three years is:

Table 1. Data on the number of students for the last three years

No Year Amount
1 2018/2019 26 Person
2 2019/2020 28 Person
3 2020/2021 31 Person

(Source: School Data)

Looking at the data above, there is an increase in the addition of students every year.
After further investigation of the marketing strategy carried out at Teladan Private
Elementary Schools in North Sumatra, it was discovered that the marketing strategy used
the 7P marketing mix. (Ferrell et al., 2021; Foster & Sidharta, 2019) The 7Ps are defined
as follows: Product is any offering that can meet the wants or needs of consumers in the
market. It involves the provision of products and services that are specifically tailored to
meet the needs of the target market. (Baah et al., 2021; Dolijanovi¢ et al., 2022; Liu &
Atuahene-Gima, 2018). Price refers to the financial worth attributed to a particular
commodity or service in return for the advantages derived from its possession or utilization.
Pricing is a flexible element of the marketing mix, as prices may remain stable for a certain
period but can change instantly, affecting sales revenue. The studies conducted by Alzoubi
et al. (2020) and Zhong & Moon (2020) are referenced in this text. The topic of discussion
pertains to the placement or distribution of a particular entity. Involves various activities
undertaken by companies to ensure their products are readily available and accessible to
the target consumers. Distribution is crucial in ensuring that goods and services are
delivered to consumers at the right time and place based on their needs and desires. (Morgan
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et al., 2019; Sudari et al., 2019). Promotion encompasses all activities carried out by a
company to communicate and promote its products to the target market. The works of
Boisen et al. (2018) and Tong et al. (2020) are referenced in the present text. People refer
to the process of selecting, training, and motivating employees, which can differentiate a
company in meeting customer satisfaction. (Komari et al., 2020; Lariviere & Smit, 2022;
Pholphirul et al., 2022). Physical evidence refers to the tangible elements service providers
provide to customers as a value-added proposition. It denotes the observable and palpable
facets proffered to extant or prospective clientele. The sources cited in the text are Do and
Vu (2020) and Ferrell et al. (2021). The term "process" refers to the various actions and
procedures undertaken to promote and sell goods or services to potential customers.
Therefore, the studies conducted by Komari et al. (2020) and Ravangard et al. (2020) are
relevant to the topic.

METHOD

The present study employs a descriptive qualitative research methodology. Qualitative
research is utilized to comprehend individuals' or groups' desires and necessities concerning
social concerns. The process entails gathering data, conducting inductive data analysis,
identifying overarching themes, and making conclusions based on the data.

The methodologies for gathering data comprise observation, interviews, and
documentation. The present study utilizes the triangulation analysis approach, which
involves amalgamating data from multiple sources of informants to corroborate the veracity
of the information. The authors Farquhar et al. (2020) are cited in the text. In situations
where the data obtained from the interview is deemed inadequate, the researcher may opt
to pose additional inquiries until a satisfactory response is achieved. The methodology
employed adheres to the Miles and Huberman framework, which encompasses the
processes of data reduction, data display, and conclusion drawing. The sources cited in the
text are Crick (2021) and Valtakoski (2019).

RESULTS AND DISCUSSION

The results of research conducted at Exemplary Private Elementary Schools in North
Sumatra are using a marketing strategy consisting of 7Ps namely: Product, in terms of North
Sumatra Model private elementary school products, offers and prioritizes interactive and
innovative learning involving various digital and manual learning media so that students
can understand learning activities and concepts quickly and happily. North Sumatra
Exemplary Private Elementary School also has Accreditation B in marketing the products
of its educational institutions. Price, in financing exemplary private elementary schools, is
looking at the lower middle-class segment with affordable education costs that all groups
can enjoy without compromising quality and standards in education. The monthly tuition
fee that must be paid is Rp. 132,000, - and education fee relief is also given to students who
have siblings and attend school in the North Sumatra Model College foundation with a
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reduction of Rp. 10,000 - for the second child, Rp. 20,000 for the third child, Rp. Thirty
thousand for the fourth child, and so on. Place, the location of the North Sumatra Exemplary
Private Elementary School is located on JI. Education No 62, Cinta Damai sub-district,
Medan Helvetia District, access to the school is easy to reach and find. The school's location
is easy to access by public and private transportation. It is close to public roads. The school's
location is also close to the Metro trains Deli, and Trans Medinding bus stops, so that access
to the school can be reached very quickly. The school is also close to health services and
traditional shopping centers. Promotion, North Sumatra Exemplary Private Elementary
School provides various relief through school promotions. Schools give promotions to the
community in the form of a free 1 set of school uniforms during registration, accessible
school attributes, free treatment at school clinics, free construction and administration costs,
free textbooks, and cost of computer practice. In addition, the promotion was carried out
by making banners and sticking them in strategic places. Furthermore, teachers were
directed to go directly to homes and schools by distributing flyers and introducing the
school to parents and children. People, Exemplary private elementary school in North
Sumatra also has professional educators according to educational qualifications and
graduates from well-known universities in Medan. Physical Evidence, exemplary private
elementary schools provide school buildings, fields, clinics, and extracurricular equipment.
In addition, equipment in the learning process is also facilitated in the classroom, such as
benches, tables, and blackboards. Process, in the previous learning process, private
elementary schools were seen to have followed the latest curriculum recommended by the
education office. Therefore, the learning activities took place well and were conducive.

Furthermore, the Foundation's marketing strategy to increase the number of new
students is by carrying out a program called PSB (New Student Acceptance), usually
carried out two weeks before entering the new semester of school. First, the Foundation
will form a committee and team for school marketing strategy actions. Then a committee
chairman was chosen to direct the program to be implemented. The PSB program is by
opening a registration booth at the school, then targeting that each teacher must bring at
least three students to register. If the target number of students has yet to be reached within
the targeted timeframe, the PSB Program will be extended until the target students are met.
The results of the research qualitatively show that the implementation of the marketing
strategy is exemplary and can explain previous research such as Hammerschlag et al.
(2020); Munsch (2021); Wahyuni et al. (2022); Yanelka et al. (2022) and Nuriadi, (2021).

CONCLUSION

The marketing strategy used by Model Private Elementary Schools in North Sumatra in
increasing the number of students is to use the 7P marketing mix, namely, Product, Price,
Place, Promotion, People, Physical Evidence, and Process (process).

Make a PSB Program (New Student Acceptance) 2 weeks before starting the new
semester learning. PSB is done by opening school registration booths and targeting teachers

115



Jurnal Ekonomi, Bisnis & Entrepreneurship
Vol. 17 No. 1, April 2023, 112 - 118
ISSN: 2443-0633, E ISSN: 2443-2121

to market to community homes and schools. Then the teacher is targeted to bring at least
three students to register.
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