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ABSTRACT 

 The relative advantages of marketing mix are crucial in improving the marketing of private schools. The main aim 

of this research is to identify what are the relative advantages of marketing mix that can be concentrated to market private 

schools in Bahrain. To accomplish this objective a quantitative research was designed using the questionnaire for data 

collection. The questionnaire was composed of two parts. The first part was denoted for data collection about the personal 

characteristics, while the second part was denoted for the data collection about the major component that form the 

marketing mix of education service to find out the relative advantages to market private schools. Random sample of 

parents was selected including 150 parents. The results indicated that the quality of academic service is the most important 

relevant advantage that can be applied in marketing private schools in Bahrain.   The integrity of services introduced 

including transportation, good teaching staff, good administration is considered other important relative advantage to 

market private schools in Bahrain. It was recommended that the private school care for the quality of academic services 

and the professionalism of teaching staff is the key to improve the marketing process of private schools in Bahrain.  
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INTRODUCTION  

 Education is one of the economic derivatives for its role in qualifying human resources as a measure of countries 

development (Sall, 2004, p.2). This calls most countries to concentrate on education as a mean to improve the educational 

knowledge for its impact on the labour market quality and the development processes (Hannagan, 1992: 157-177).  

 Private sector is considered a strong partner of the public sector in introducing the educational services. Private 

sector educational institutions seek profit for the introduction of educational services. Consequently education is 

considered profitable service for these institutions. In this regard, education was listed as one of service activities that can 

be dealt similar to other goods (Nyarko, 2002: 10). Private educational activities include the educational services and the 

other social and individual services that meet by the payment of schools fees by the service receptors. The exchange of 

these services includes marketing activities (Kotler, 2003: 72). 

 The business of private education leads to early practice of marketing from earlier time in private schools. 

Brennan (1993:18) looks to school marketing as a feature of the school. He indicated that marketing should be practiced 

regularly in school. Marketing in schools is considered a basic tool to show the school work. Marketers care for positive 

features in private school in order to promote them.  

 The major fear and antagonism of marketing in private schools resulted of misunderstanding of marketing role in 

the educational private institutions. The common understanding of marketing is selling products. Marketing is also seen as 

being a tool used to inform the potential customers of products (Brennan, 1993: 19). Schools' senior managers are 

uncomfortable for the concept of marketing to be applied in schools’ life, because they look to themselves as educators but 
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not product marketers. The correct understanding of marketing spirit changes this concept. In this respect, changes in 

running schools are best announced through marketing (Thrupp, 2003: 68). One more important fact for schools to realize 

is that they do not exist in seclusion, they are accountable to people fund them and the community they serve. Schools 

should be involved in marketing because every school has a reputation and this reputation has to be managed (Thrupp, 

2003: 69).  

 One of the main purposes of a private school is being profitable ones (Nyarko, 2002: 10). High profitability is met 

through high educational quality standards. High quality can be attained through the packages introduced to satisfy the 

requirements of learners and other interested persons better than the competing schools. Educational high quality is the 

route for customers' satisfaction of educational private institution. The promotion of high quality of private educational 

institution can be accomplished through marketing. Marketing will facilitate two major contributors for private school. The 

first contributor is represented in attracting new students, while the other one through making them stay until the end of 

their school life Christopher (1992: 38). The first contributor for private school success is considered very hard, time and 

money consuming compared to the second success contributor. Meeting customers' expectations is the key for private 

school continuity. Marketing will play vital role in passing these expectation through the promotion of private school 

strength and the continuous advantageous changes take place.  

RESEARCH OBJECTIVES 

 The purpose of this research is to study the effect of private schools relative advantages on its marketing through 

the following specific advantages: 

 Identifying private schools' relative advantages through marketing mix (academic, financial, service quality, and 

psychological services).  

 Recognizing the most influential relative advantages on private schools’ marketing.  

 Recommending private schools' stakeholders of the relative advantages that should be concentrated to make 

further value of private school.  

 To recommend to schools the use of research to improve it's marketing strategies in Bahrain.  

 Studying the effect of parents' demographic characteristics on their preference of relative advantages of private 

school. 

RESEARCH RATIONALES  

 This study discusses very important issue for the private schools in Bahrain. The high number of private schools 

compared to the population of Bahrain increases the competition among these schools. This study aims to shed the light on 

the advantages of marketing that can be used in private schools, or the advantages that require improvement in one school 

to make it more competitive among others. The realization of a school as a private are the advantages that go with that will 

help in building its marketing strategies.  

RESEARCH QUESTIONS  

 Marketing challenges of private schools can be overcome through answering the following questions:  

 What are the relative advantages of Bahraini private schools through marketing mix components (academic, 

financial, social services, and psychological advantages)?  
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 What are the most influential relative advantages on marketing Bahraini private schools?  

 What is the effect of parents' demographic characteristics on the preference of relative advantages of private 

schools? 

 Can marketing add new value for private schools?  

 Does the parents' preference change according to their demographic characteristics? 

LITERATURE REVIEW 

 Educational marketing is not new, but the concept of educational marketing in school has been changed with the 

development of marketing science (Brennan 1993:18). Some researchers believe that educational marketing should be one 

of the school activities to improve its business performance (Brennan 1993: 18; Thrupp 2003: 69). The new advantages of 

private educational institution can be promoted through marketing (Thrupp 2003: 68). This function of educational 

marketing justifies this dissertation point about the role of relative advantages in marketing private schools. As a result, 

private schools marketing should use all the available advantages of school to success marketing. The deep understanding 

of the nature of the marketing mix in educational services will help the school administration improve its performance and 

the use of these relative advantages that form the marketing mix to market private schools (Lancaster and Reynolds 2003: 

25).  

 The major fear and antagonism of marketing private schools is due to the misunderstanding of marketing role in 

educational process (Bridges 1994: 135) and the common understanding of marketing is for selling products (Brennan, 

1993: 18). Most of educators do not agree that the educational service is considered a good (Demiray et al. 2007: 158). 

This dissatisfaction creates a gap between schools’ educators and the marketing teams (Davies and Ellison 1997b: 3-4). 

The high quality of education according to the point of view of educators does not contradict with the core of marketing  

(James and Phillips 1997: 131). In reality both are integrated to accomplish both successful educational processes in one 

aspect and successful business which is the main theme of private education.  

 Generally, education in private schools should be dealt similar to other goods (Stephen and Robbert 2004: 324). 

The methods and strategies applied for manufactured goods can be applied to services (Stephen and Roberts 2004: 324). 

This reflects the method of using the marketing mix to figure out the relative advantages of private schools in this research.  

 The marketers of services argue that the nature of marketing is different owing to the basic characteristics of 

services (Jobber 2001: 3): 

 Intangibility;  

 Direct organization-client relationship;  

 Consumer participation in the production process.  

 Complexity.  

 School marketing can be defined as the process employed by the school to ensure survival and continuity (Sefali, 

1999: p7). The survival and continuity means the satisfaction of students and parents’ perspectives concerning the 

educational process. The evaluation of the marketing efficiency of school is a measure of internal outcomes related to 

students and external outcomes related to community (Sefali, 1999: p7). This means the source of challenges of marketing 
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private schools can be from the image built inside the school through the students or the image of the community based on 

the outside activities and performance of the school.  

 A private school does not project a unique image. Rather, it may possess various images which differ according to 

a specific group of parents and social classes, employees, and shareholders, each of whom has different types of 

experiences and contacts with the private school (Kotler, 2001). Since incongruent perceptions can counteract favorable 

impressions related to a private school's image, the harmonization of activities is consequently important. Often related to 

symbols and values, the building of corporate image is a lengthy process which can be improved rapidly by technological 

breakthroughs and unexpected achievements or, conversely, destroyed by neglecting the needs and expectations of the 

various groups who interact with the private school. 

 One of the factor that have a large impact on performance of private schools is loyalty, loyal customers serve as a 

fantastic marketing force by providing recommendations and spreading positive word-of-mouth; those partnership-like 

activities are the best available advertising a company can get. Loyal customers increase sales by purchasing a wider 

variety of the school’s products and by making more frequent purchases. Loyal school customers have higher food and 

beverage purchases than non-loyal customers (Yesawich, 1997). 

 Loyal customers cost less to serve, in part because they know the product and require less information. They 

might even serve as part-time employees. The authors have collected anecdotes from service employees, stating how loyal 

customers are eager to serve as employees. Loyal customers have been observed in schools, telling other guests about the 

great restaurants in the schools. In casinos, customers explain games and how the player’s club works to other customers. 

Passengers on planes have explained the lightning system or the audio/visual system to other passengers. Therefore loyal 

customers not only require less information themselves, they also serve as an information source for other customers. 

Building customer loyalty is one of the biggest challenges for the education industry (Yesawich, 1997).  

RESEARCH METHODOLOGY 

 This research applied the quantitative research because it investigates a problem that requires the collection of 

data to be analyzed to answer its questions. The qualitative research cannot be applied here because this research is not 

interested in diagnosing the marketing phenomena but finding the relative advantages that can be used for marketing 

private schools in Bahrain.  

Data Collection  

 Two kinds of data were collected for this research. These data were the secondary data and primary data. The 

secondary data was collected through the literature related to marketing and private schools marketing existed in textbooks, 

articles and magazines. The primary data was collected through the research methodology discussed in this chapter.  

Population and Sample 

 As mentioned in the literature review, parents are considered the major decision makers for the selection of 

private school for their children to join. (Thrupp 2003: 70). Their selection, as explained, depends on a wide variety of 

factors away from students interference in most cases. So, the population of this research is represented by students’ 

parents of private schools in Bahrain. The number of private school in capital Bahrain consists of 23 schools, 5 schools are 

national private schools, while 19 schools are foreign private schools. The number of students in these schools is about 

15884 students including Bahraini, Arab and other foreign nationalities (Educational Statistics Section, 1996). Due to the 

difficulty of collecting information from the population of this research, simple random sample was selected from students’ 
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parents to collect the information for this research. The random sample was calculated using random sample calculator. 

Using sampling error 7% (Sekaran 2003), the total random sample required is 138 students’ parent. The sample was 

increased to 161 students’ parents, about 7 students’ parents per school. After questionnaires collected, eleven 

questionnaires were removed because of their biased answers or missing data.  

 Even the selection of students’ parents to find out the relative advantages of private school is not completely 

unbiased, but according to the Bahraini law, parents have the right to follow their sons and to follow schools to keep 

updated about its performance (Bahrain School 2007). Parents have the right to communication the educational bodies in 

Kingdom of Bahrain to report and deficiencies in the educational process or services introduced by the school. In this 

regard, comparing the opinion of students, school staff, or the parents' point of view the researcher according to Bahrain 

School (2007) find out that parents could be the subjects of this research with the minimum bias.  

Research Tools  

 For the purpose of this research, a questionnaire was prepared to collect information about private school 

marketing in Bahrain. The students’ parents were targeted by this questionnaire. The questionnaire was composed of three 

parts. The first part included questions about the subjects of this research. This part includes gender, age, educational 

background and income. The second part was denoted for studying marketing challenges found through the 7 Ps. The third 

part included the services related to 7Ps including place (the school), price, promotion, employees (including both the 

administrative and teaching staffs), physical evidence, and process management. Literature review of this research was 

utilized to build the questionnaire of this research using the important factors that affect the services marketing.  

 Likert five scales were used to indicate the extent of challenge existence according to students’ parents’ point of 

view. The scale was helpful in determining the extent of relative advantages occurred in private school as part of the 7Ps 

and can be used in marketing.  

Data Entry and Statistical Analysis  

 The data were collected and entered on Statistical Package for Social Sciences (SPSS) Descriptive analysis was 

used to get the findings of this research. Descriptive analysis includes frequency, percentage, means and standard 

deviations. Means were used to weight the order of challenge in marketing private schools in Bahrain. For the purpose of 

analysis rank 5 was denoted for extremely high and decreased to 1 for extremely low.  

RESULTS 

Characteristics of Sample 

 The sample included 140 males with percentage 93.33% and 10 females with percentage 6.67%. The parents’ 

ages concentrated in the age category 41-45 yrs with frequency 57 parents with percentage 38.00% of the sample. The 

second age category high in distribution is 36-40 yrs with frequency 45 and percentage 30.00% of the sample. The reset of 

sample is distributed on the rest of the age categories with higher percentage for age category 31-35 yrs with percentage 

14.00%.  

 The structure of the sample gave wide variation of parent’s features. This enables the collection of wide 

information about fathers’ preferences concerning private schools in Bahrain. The high education level of parents enables 

the collection of information about the preferred characteristics of the educational system these parents preferred their sons 

to join.  
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Table 1: Demographic Characteristics of Fathers 

 

Feature Frequency Percentage 

Gender 
  

Male 140 93.33 

Female 10 6.67 

Age 
  

26-30 yrs 12 8 

31-35 yrs 21 14 

36-40 yrs 45 30 

41-45 yrs 57 38 

46-50 yrs 10 6.67 

51 yrs or more 5 3.33 

Education 
  

High school or less 
  

Community college 32 21.33 

B.Sc. 86 57.33 

High Diploma 8 5.33 

Master 22 14.67 

Doctoral 2 1.33 

Monthly income 
  

Less than $1000 15 10 

$1001-$2000 25 16.67 

$2001-$3000 37 24.67 

$3001-$4000 56 37.33 

$ 4001 or more 17 11.33 

 

Service Quality 

 The quality of education system of the private sector ranked the first as part of service quality with mean 4.05, 

followed by the access to the school (3.90) as parents care to find a seat for their children. Both the availability of school 

facilities and commitment of time of providing services have the third rank with mean 3.88. Reaction with fathers’ notes 

and the speed of improving services were in the fourth rank with a means of 3.49 and 3.45 (Table 2).  

 The least care of parents was for the manner of providing services with amean of 3.01 and the integrity of existing 

educational stages at one school with mean 3.01 (Table 2).  

 

Table 2: Means and Standard Deviation of the Effect of Service Quality in Private School on Marketing 

 

Item Mean 
Standard 

Deviation 

Quality of educational system of private school.  4.16 0.77 

Access to the school   4.11 0.8 

The availability of school facilities  4.09 0.79 

Commitment of time of providing services.   4.06 0.8 

Reaction with fathers notes 4.01 0.61 

Speed of improving services 3.99 0.86 

Variety of provided service 3.97 0.83 

Number of students accomplishing first position in general educational system in the 

Kingdom at school.  
3.95 0.97 

Quality of additional services such as transportation and food quality at school.  3.91 0.79 

Manner of providing service 3.87 0.8 

The integrity of educational stages at one school.  3.79 0.86 

Grand mean of service quality relative advantages  4.01 0.61 
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Price 

 Table 3 shows that parents care for other factors related to price more than their care for the price itself. 

Compatibility of prices with the provided quality was of the second interest by parents with a mean of 4.01. The parents 

were interested in the student performance more than the price with a mean of 4.02 (Table 3). The different prices given to 

different students is another factor that affect the view for the school. Parents also cared for the prices of food and 

beverages at school with a mean of 3.90, then they care for the discount they can get from the school with a mean of 3.82 

(Table 3).  

Place  

 The closeness of school location to residence is the first care of parents with a mean of 3.91. The second criteria 

the parents cared for was the availability of good transportation for the students with a mean of 3.88. The least factor 

parents care for was the previous experience about the school by others.  

Table 3: Means and Standard Deviation of the Effect of Price Components on Private School on Marketing 

 

Item Mean 
Standard 

Deviation 

Interest of students performance over price 4.15 0.81 

Comparability of prices with provided educational quality  4.14 0.78 

Different prices for different students 4.07 0.96 

Food and beverages price at school  4.06 0.88 

Granted discount  given 4.05 0.65 

Other facilities price i.e. sports activities, transportation  … 4.05 0.91 

School annual fees  4.01 0.76 

Price of curriculum  3.94 0.88 

Grand mean of price relative advantages  4.06 0.64 

 

Table 4: Means and Standard Deviation of the Effect of Place of Private Schools on Marketing 

 

Item Mean 
Standard 

Deviation 

Closeness of school to residence   4.15 0.69 

Availability of transportation  4.1 0.63 

School  location  4.09 0.63 

Reservation process 4.08 0.69 

The previous experience about school by others 3.83 1 

Grand mean of place relative advantages  4.06 0.58 

 

Promotion 

 The most proper methods to market a private school according to the point of view of parents was the skills of 

salesmen and the direct contact with fathers with means 4.08 and 3.79; respectively. The lowest two tools parents care for 

was the advertisement credibility and the news and reports with means 3.58 and 3.42 (Table 5). 

Table 5: Means and standard Deviation of the Effect of Promotion of Private Schools on Marketing 

 

Item Mean 
Standard 

Deviation 

Skills of salesmen 4.14 0.73 

Direct contact with fathers  4.12 0.74 

Culture activities and programs sponsorship  4.08 0.57 

Gifts distribution  4.01 0.78 

Logos 3.93 0.93 
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Table 5:Contd., 

Advertising  3.9 0.85 

Publicity credibility  3.87 0.74 

Advertisement credibility  3.75 0.93 

News and reports  3.46 1.21 

Grand mean of promotion relative advantages  3.92 0.57 

Staff  

 The trends of answer differ concerning employees. The different components have high agreement of its 

importance for parents. Parents care for the administration responsive speed with a mean of 4.46. The parents care for 

teachers’ skills with a mean of 4.43. Answering parents' questions was one of parents’ care for the private schools with a 

mean of 4.31. The least care was for teacher behaviour with students a mean of 3.33. 

 

Table 6: Means and Standard Deviation of the Effect of Private Schools Staff on Marketing 

 

Item Mean 
Standard 

Deviation 

Administration Responsiveness speed 4.1 0.79 

Teachers skills 4.08 0.84 

Answering to your enquirers 4.01 0.74 

Manner of providing service 4 0.84 

Teachers  appearance 3.93 0.94 

Teachers  behavior with students 3.71 1.08 

Grand mean of staff relative advantages 3.97 0.68 

Physical evidence  

 Parents care for the general appearance of the school with a mean of 4.43 then the availability of additional 

facilities such as theatre, swimming pools with a mean of 4.24. The interior appearance of the school came in the third 

order with a mean of 4.17 (Table 7).  

 The leas care of parents was for the availability of high technology with a mean of 3.84 and the availability of 

sports activities at schools with a mean of 3.35.  

Table 7: Means and Standard Deviation of the Effect of Physical Evidence of Private Schools on Marketing 

 

Item Mean 
Standard 

Deviation 

General appearance of the school  4.14 0.72 

Availability of additional facilities theatre, swimming pools, …etc 4.05 0.75 

Interior appearance of the school  4.03 0.85 

Furniture and décor  3.99 0.8 

Student  recreation  3.93 0.8 

Availability of high technology  3.85 0.87 

Availability of sport activities  3.82 0.88 

Grand mean of physical evidence relative advantages 3.97 0.6 

 

Service Variety 

 The parents' care of the service process was low compared to the other components. The first care of parents was 

for the receiving them and their children with a mean of 3.82. The second care was for teachers’ authority inside the school 

a mean of 3.78, while the least care was for the mechanism of providing services with a mean of 3.15.  
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Table 8: Means and Standard Deviation of the Effect of Service Process of Private Schools on Marketing 

 

Item Mean 
Standard 

Deviation 

Reception of students and parents 4.13 0.88 

Teachers  authority  4.06 0.76 

Commitment to quality of advertised services  4.03 0.71 

Data precise  3.91 0.87 

Precise in providing service  3.91 0.87 

Welcoming of students  3.85 0.89 

Mechanism of providing service  3.72 1.04 

Grand mean of service variety advantages 3.95 0.67 

 

Preference of Mix Elements  

 The highest care of parents was for the service quality of private school and price. The care for place was in the 

third rank followed by promotion. The care for staff was in the fifth order. The last care by parents was for the physical 

evidence and service process.  

Table 9: Means and Standard Deviation of Different Relative Advantages Preference in Private Schools 

 

Advantage Mean 
Standard 

Deviation 

Service quality 4.06 0.64 

Price 4.06 0.58 

Place 4.01 0.61 

Promotion 3.97 0.6 

Staff 3.97 0.68 

Physical evidence  3.95 0.67 

Service process 3.92 0.57 

 

The Effect of Students' Parents Demographic Characteristics on Preference of Relative Advantages of Bahraini 

Private Schools 

 Mothers care for service quality was higher than fathers, while the care of fathers was more for the price in private 

schools. The preference of females was higher for other marketing mix components than fathers. Even the concentration of 

fathers appears on price in the first position, place and in the third position for service quality.  

 The oldest ages concentrates more on service quality than younger parents. Even, older parents concentrated on 

price than younger parents. Older parents concentrated more on the place variables more than younger parents. The care 

for the staff of the school was higher for younger parent (4.22) compared to old parents (4.17). This care is less for middle 

age parents.  

 The parents with B.Sc. cared more for the quality of education, price, and place compared to other parents’ 

educational level. The lowest income category parents cared for the quality and price of private schools in Bahrain. Even, 

the lowest income category cared more for the quality of services, educational services and staff of private schools.  

Table 10: Means of the Effect of Demographic Characteristics Effect on Relative Advantages Preference in Private 

Schools 

 

Relative 

Advantage 

Feature 

Gender 

Service 

Quality 
Price Place Promotion Employees 

Physical 

Evidence 

Service 

Process 

Male 4 4.06 4.05 3.91 3.97 3.96 3.94 

Female 4.14 4.04 4.08 4.06 4.02 4.11 4.09 
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Age 
       

26-30 yrs 4.15 4.11 4.15 4.09 4.22 4 4.17 

31-35 yrs 4 3.96 4.01 3.93 4.05 4.03 3.92 

36-40 yrs 4 4.07 4.07 3.96 4 4.06 4.02 

41-45 yrs 3.95 4.04 4.02 3.86 3.85 3.87 3.87 

46-50 yrs 4.1 4.04 4.01 3.78 3.95 3.93 3.81 

51 yrs or more 4.38 4.45 4.42 4.04 4.17 4.2 4 

Education 
       

High school or less 4.02 4.19 4.15 3.94 4.04 4.03 3.99 

Community college 4.02 4.02 4.03 3.92 3.99 3.99 3.92 

B.Sc. 4.13 4.14 4.12 3.93 3.65 3.82 4.13 

High Diploma 3.95 4 4.02 4 4.08 3.99 3.95 

Master 3.55 3.69 3.58 2.67 2.33 3.14 3.57 

Doctoral 4.01 4.06 4.06 3.92 3.97 3.97 3.95 

Monthly income 
       

Less than $1000 4.24 4.22 4.19 4.1 4.16 4.12 4.22 

$1001-$2000 3.83 3.89 3.92 3.77 3.79 3.81 3.78 

$2001-$3000 4.03 4.07 4.07 3.99 3.97 4.05 3.94 

$3001-$4000 3.99 4.1 4.08 3.9 3.98 3.95 3.95 

$ 4001 or more 4.1 4.01 4.03 3.88 4.07 3.99 3.96 

 

DISCUSSIONS 

 The findings in the previous chapter show that the relative advantages of marketing private schools in Bahrain are 

varied. The results in the previous chapter show the relative advantages of private schools marketing through the 

preferences of students’ parents as a measure of the marketing mix. Concerning the product quality, the results show that 

the quality of the educational system of a private school forms crucial factor in marketing a private schools. The private 

school's educational quality will contradict the purpose of private school marketing to survive and continue (Sefali, 1999: 

p7). Even the low quality of product of private school will contradict the quality expected by parents and the success role 

of marketing (Kotler, 2003: p43).  

 The other private school product qualities were of less importance related to education quality. The second rank of 

the product quality was for the access to the school. This means that parents seek their children's relaxation as a basic 

component of the educational process. The other product qualities include the availability of school facilities, the 

commitment of the private school to the services announced, and the commitment to the time of providing services. These 

services were crucial to exist in the private schools to make the marketing of private schools successful in Bahrain.  

 The attention of parents was in the second rank for the reaction with their notes, speed of providing services, and 

the variety of providing services. These parents considered these components of less importance to market a private school 

in Bahrain.  

 The low attention was for the manner of providing services and the integrity of educational stages in the private 

school.  

 These results indicate that there is a challenge facing marketing private schools concerning the product of the 

educational activities. This goes with Sefali (1999: p7) results which indicated that school marketing is a measure of school 

quality depending on the quality inside the classroom and the ability to transmit his quality to the targeted community. 

Effective communication with parents will be one form of marketing private schools and introducing these parents to the 

quality of product to succeed in the marketing of private schools. 
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 The price of the introduced services was of high concern by parents to select the private schools for their children. 

The price of the introduced services should match the educational quality of school and should be competent with the other 

private schools.  

 The place also forms one of the challenges of marketing a private school in Bahrain. The parents indicate that the 

closeness of private school to the parents’ residence plays a major factor to select the private school. The availability of 

transportation and reservation inside the school are also challenges of marketing a private school. Accordingly, the location 

of the private school to the targeted people will increase the opportunity of the success of marketing it.  

 Concerning promotion, the skills of salesmen, direct contact with fathers, the cultural activities, gifts distribution 

and credibility are all factors that affect private school marketing. This matches the definition of efficiency of school 

marketing introduced by Sefali (1999: p7). 

 The staff of the private school will reflect the quality of the school. Teachers and management staff of the school 

will form a critical component of marketing private school. This was one of the causes of educators to refuse the method of 

marketing in schools (Mahmood, 1998: 19-20). 

 The physical evidence of the private school forms another obstacle to market it. The appearance of the school, the 

availability of teaching aids, furniture, recreation places, high technology and sport activities will form an obstacle of 

marketing private schools. Parents care for these factors because they believe strongly that enough physical and integral 

spaces are important for raising their children.  

 The method of dealing with students and care for them forms other important factors to market private schools in 

Bahrain. The high quality of services and care for students will attract parents to the school. Parents care for the quality of 

education similarly to their care for the freedom of children received in the private school (Henning, 2004: p3). 

RECOMMENDATIONS 

 Schools should concentrate on the following to overcome the challenges of marketing private school:  

 The belief of the school administration of the importance of marketing in education helps in introducing integral 

marketing of the school. 

 Marketing of private school should care for the communication with the outside community to inform about the 

achievements of the school and its events.  

 Schools should seek the integrity of their educational system including all working categories.  

 Marketing policies of the school should be adopted before the execution through the administration to insure the 

commitments to these policies.  

 The school should insist on quality through attracting distinctive staff and distinctive students through holding 

pre-admittance exams to insure high yearly achievements.  

 Salesmen should have good educational background to build simple marketing policies that match the capabilities 

of the school.  

 Administration should have direct contact with parents to meet their requirements regularly.  

 Using the achievement of the schools as the major logo of the marketing campaigns.  
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 Integrating the different educational stages to insure the continuity of students in the same school and the high 

achievement in the advanced levels.  

 Parents care for the quality of education and for the financial expenses specifically by fathers because they seek 

for quality of service for the lowest expense on their sons. 

 Schools’ promotion is considered one of the important tools that can be used by the private school to keep in 

contact with the society.  

 The highest preference of parents was for the service quality then the price of privates’ school, specifically for the 

lowest income parents.  

 Most parents did not care much for the physical evidence of the school because they recognize that it is one of the 

basics that should be available in the school to introduce its services.  

CONCLUSIONS  

 According to the previous results the following conclusions can be reported:  

 The major challenge of marketing a private school in Bahrain is the small number of students and the small 

demand on private school in Bahrain.  

 The educational system quality will form the first relative advantage to market private school.  

 The integrity of the schools’ staff is another relative advantage to market private schools.  

 The harmony between the quality of education and educational fees is one of the principal relative advantages to 

market private schools.  

 The integrity of school services is essential to facilitate school marketing.  

 Parents depend on their experience with schools to determine its professionalism, so the schools should care for 

parent’s feedback to improve its performance, corporate image and improve parent’s loyalty.  

 Schools should adopt its private curricula in addition to the public one to introduce distinctive education.  
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APPENDICES 

Questionnaire 

First: Demographic Data 

Gender 

 Male     Female  

Age  

   (20-)     (21-25)     (26-30) 

   (31-35)    (36-40)     (41-45) 

   (46-50)   51+ 
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Education 

  High school or less   Community College  

  B. Sc.                   High Diploma  

  Master     Doctoral  

Monthly Income     

  Less than $1000   $1001-$2000 

  $2001-$3000                  $3001-$4000 

  $4001+ 

Second: This part denoted to collect information about the importance of marketing mix factor to fathers according 

to fathers’ point of view. So, please select the rank of importance of the factor for you or your son 

 

No. Items 
Extreme

ly High 
High Moderate Low 

Extremely 

Low 

Service 

1 Quality of educational system of private school.            

2 The availability of school facilities            

3 Variety of provided service           

4 Manner of providing service           

5 Speed of improving services           

6 Quality of additional services such as transportation and food quality at school.            

7 Commitment of  time of providing services.             

8 
Number of students accomplishing first position in general educational system in 
the Kingdom at school.  

          

9 The integrity of educational stages at one school.            

10 Access to the school             

11 Reaction with fathers notes           

Price 

12 School annual fees            

13 Food and beverages price at school            

14 Price of curriculum            

15 Other facilities price i.e. sports activities, transportation  …           

16 Granted discount  given           

17 Comparability of prices with provided educational quality            

18 Different prices for different students           

19 Interest of students performance over price           

Place 

20 School  location            

21 Reservation process           

22 Availability of transportation            

23 Closeness of school to residence             

24 The previous experience about school by others           

Promotion 

25 Advertising            

26 Advertisement credibility            

27 Logos           

28 Direct contact with fathers            

29 Skill of salespeople            

30 News and reports            

31 Publicity credibility            

32 Culture activities and programs sponsorship            

33 Gifts distribution            

Employees 

34 Teachers skills            

35 Teachers  appearance            

36 Teachers  behavior with students           

37 Manner of providing service           

38 Administration Responsiveness speed           

39 Answering to your enquirers           
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Questionnaire -2 

Physical evidence 

40 General appearance of the school            

41 Interior appearance of the school            

42 Furniture and décor            

43 Availability of additional facilities theatre, swimming pools, …etc           

44 Availability of high technology            

45 Student  recreation            

46 Availability of sport activities            

Service process 

47 Welcoming of students            

48 Reception of students and parents           

49 Mechanism of providing service            

50 Teachers  authority            

51 Data precise            

52 Commitment to quality of advertised services            

53 Precise in providing service            

 

    If you have any further comments to support this study please don't hesitate to mention in brief.  

……………………………………………………………………………………………… 

……………………………………………………………………………………………… 

……………………………………………………………………………………………… 




