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                                                  Abstract 
The private education sector in Nigeria has become very attractive in the last couple of years with the liberalization of all the levels of education in the country. Private investors in all the levels of education have risen to the occasion and made efforts to fill the vacuum created by inadequate management of public education by the government over the years. Several years’ way down into their involvement, the game has changed and the practice is no more as inspiring and profitable as it  uses to be. It is increasingly becoming difficult for some of them to survive the cut-throat competition among schools. This is coming on the heels of visible improvement in the public education sector and a glut in the supply of private education. The paper examined the importance of education marketing in view of the current challenges facing schools in terms of dwindling enrolment and the need for them to fully explore the marketing mix elements in a more strategic way to boost their enrolment progression 
It suggested available options to schools that can help them raise awareness of the school programmes and in turn boost enrolment; the paper recommended that, schools should establish marketing units headed by professional education marketers. They must also make substantial budgetary provisions for school marketing campaigns annually.
Key Words: Marketing Elements, Marketing Mix, Market Offerings, Target Marketing











Introduction 
Marketing is communicating the value of a product, service or brand to customers for the purpose of promoting or selling that product, service or brand. American Marketing Association (2013) describes marketing as set of institutions, and processes for creating, communicating, delivering and exchanging offerings that have value for customers, clients, parents and society at large. It is a social process by which individuals and groups obtain what they need and want through creating and exchanging products and value with others.
Marketing is so important to business because its all about how you get customers. No one will walk into your business premises and ask for whatever it is that you are selling unless they known that you are there and what you are offering the market, the way to make them aware and know is through marketing. The main purpose of marketing is to increase sales of the product of the company. Marketing is an important effort in gaining prospect attention, building product or service demand. Your marketing effort is the sum total of the slaes, pricing, promotional and advertising efforts implemented to promote the flow of good or services from your business to the customer.
Marketing includes having the merchandise or service, selecting the right location, enacting effective sales programme and promoting your company and its wares to the buying public. Marketing is an investment in future sales. Customers need to be aware of your company and what it offers; marketing is the way in which you gain those customers.
Mikoluk (2013) identified reasons why businesses must market their products:
1. You will make more sales
When people know your business exists, they are much more likely to become your customers. If your marketing campaigns are doing their job properly you will start to see an increase in sales shortly after you get started.
2. You will increase awareness
More contact means more sharing of information. Raising awareness plant your business’s brand, its products and its benefits in the mind of your target audience. By raising awareness through marketing, you will build huge audience of potential customers who know who you are, know what you can offer and know exactly where to find you.
3. You will make consumers trust you
Who do you trust more, your friend or a complete stranger? The more well known your company becomes, the more people will trust you. The more people trust you the more likely they are to buy your products and services.
4. You will build a social asset
One way to sell a consumer something in the future is simply to get his or her permission in advance. By marketing your business now, you will build a powerful social asset that can sell products to tomorrow.
5. You will learn your market place
When you first start your business, your target marketplace can look as vast as the ocean. Once you start marketing, you dive below the surface and instead of blue water you start to see different communities, subcultures and a huge network of different communities. Marketing opens your eyes to the reality of your industry. Once you start your own campaigns, you begin to notice what your competitors are doing. This information helps you develop your own campaigns, learn more about your target audience and get a better feel for your industry.
6. You will develop an “ideal customer” profile
There is a customer waiting out there for every business. Great marketing makes it easy for them to find you. Overtime, as you build a database with the information you have acquired from your marketing campaigns, it also becomes easier for you to find them. Your ideal customer profile includes variables like age, income, location, hobbies and interests and occupation. Once you have marketed to hundreds or thousands of customers, look at your data base and search for patterns and characteristics that you could use to profile your ideal customer.
7. You will build a powerful brand
The ultimate goal of your marketing campaigns should be to have customers come to you. Big brands like Google and Face book don’t need to remind people that they exist because their customers already know them and trust them enough to make them part of their daily lives. Branding is what separates your business from your competitors. Brands are essential and without marketing your business will struggle to develop a memorable powerful brand.
Why School Marketing?
Marketing your school means three things:
(i) Believe in your school, your staff and your students. You are sure of your market offerings that you are never afraid of getting the public to know about them
(ii) Strive to be the best you can be – then be proud of your achievements and
(iii) Shine for the world to see.
Enrolling students is the most important need for your school. Without students your school cannot fulfill  its mission. With more students, your school has the opportunity for greater impact in your community. With increased competition among schools, as well as the current economic impact, it is  increasingly important for administrators to focus on enrollment and marketing strategies.
Schools operate in a competitive marketplace. In fact every school has to compete within its sector; it does not matter if you are a private or public, primary or secondary or even faith based. You compete with other schools for pupils, parents, effective teachers, adequate resources, financial support, sponsorship, and media space as well as community approval. Your school not only needs to excel at teaching, you also need marketing skills to survive in such a competitive environment.

The Elements of School Marketing

The effective starting point for school marketing is the setting of marketing objectives, here the marketing objectives is to boost school enrolment. Thus, the objective must focus directly on a clearly identifiable target audience. It will be a futile effort embarking in mass marketing to boost enrolment in a clearly saturated market, the best approach is to segment the market and target a particular section that have not been best served by the competition. Then you articulate your market offerings and messages to this group as embodied in your marketing plan and promotional techniques.
The basic components of your marketing elements are the 4p’s of marketing theory. The model “the concept of the marketing mix” was developed in 1965 by Borden. Borden (1965) emphasized that each school need to consider each of these four ingredients of their marketing plan by varying the emphasis put on each in relation to their peculiar marketing environment and circumstances in which they operate.
Product
This refers to the need to develop a particular product mix, different from the generalized school outputs. The school has to create a niche for itself. A basic school with varieties of products offerings will likely attract more enrolment than a school which pursues traditional teaching and lesson programmmes with innovative products such as Ballet, Taekwondo Karate and Soccer inculcated into the school programmes permanently, parents would be inclined positively to enroll their wards in the school. Post basic schools that have products such as IGSCE, TOEFL and IJMB into their curriculum witnessed appreciable increase in their enrolment (Atolagbe, 2013).
Place
This relates to the consideration of school location and the school facilities on offer. If the school is on proposal stage, location factors to be considered to boost enrolment upon take off includes centrality, accessibility, nearness to target stakeholder and adequacy of space and facilities. Although school location tends to be fixed, consideration of multi-site framework to cater for specific pupil/parents needs will boost enrolment. The idea behind multi-site framework is to take schools to the specific education need consumers.
Setting your school in the correct place is an important aspect of the marketing mix, no matter how good your school or service is, if the customer cannot find it or locate it easily no enrolment will be made. In order to determine where to locate your school to attract enrolment, you must determine where your target market is. If your school is a basic school, your target market could be a suburb that has not been fully served by schools, if you target the upper middle class, your target audience could be in the Reservation Areas and low density sub-urban areas of the city.
Price
Price is the most important tool among the elements attracting school enrolment. The school must create something of value for the prospective consumer. The product offerings must be one that the consumer is willing to pay a price for. Fixing appropriate price requires knowledge of the price dynamics in the market area which the school is located. In a system where market leaders are clearly identifiable, on going price will be more appropriate for your school to attract enrolment. But most schools embark on price war, and a substantial slice on your price will attract more than imaginable number of enrolments. However, if you drop your price too much, parents may be doubtful of the quality of your offerings.
Promotion
This refers to how and ways by which the school gets its programme communicated to the public. It involves the interplay of core promotion mix techniques aimed at attracting enrolment and retaining students. Hunt (2015) observed that, there are multiple mediums available to promote a product or service to your target customers, including word of mouth, newspapers and other print publications: television, radio ads and internet advertising.
In a study carried out by Atolagbe,&Aremu,(2013) on private schools marketing practices in Ilorin metropolis, it revealed that almost 90% of the schools engages in one form of marketing campaign or the other.

Table 1: Private schools marketing activities in Ilorin metropolis
	Variables                         Yes               %               No                %                Total


	Marketing activities         40                  89.           95                  11.1                45

Marketing plans               30                  66.3         15                  33.3                45


	Marketing unit                 25                  55.6         20                   44.4               45


	Marketing budget            31                   68.9        14                   31,1               45





Sources: Survey of Private Schools Marketing Practices in Ilorin metropolis.Atolagbe &Aremu (2013)

The study found out that forty out of the forty five schools sampled indicated that, they are into marketing activities while only five of the schools said they’ve not engaged themselves in school marketing. This represents only 11.1% of sampled schools. The general indication of this finding is that school marketing in Ilorin metropolis is a common activity among private secondary schools. The survey found out that the main reasons why schools engaged in marketing was to boost their environment profile.

Table 2: Marketing goals of private schools in Ilorin metropolis 
	 Marketing goals                                       Number                       %                          
	

	Enrolment drive and retention                     28                            69

To improve school image                             17                            37

To be in good competitive advantage          8                              17

To attract public interest                              9                              20

	



 

Sources: Survey of Private Schools Marketing Practices in Ilorin Metropolis.
Atolagbe, A.A & Aremu, M.A

Table 2 indicates a wide range of marketing goals, which schools are out to accomplish with their marketing activities and plan. Boosting and sustaining enrolment, which involves attraction of new prospects and retaining old ones tops the goals of school marketing intentions, 62% of the schools were interested in engaging their market share of enrolment through substantial marketing engagements that will attracts new families and encourage old parents to retain their students in school.










Table 3: Promotion mix adopted by private schools in Ilorin metropolis.
	Promotion                                                           Number                                  %


	Radio announcement                                           21                                         47

Television advertisement                                    10                                         22

Direct marketing                                                 28                                          62

E marketing                                                         8                                            18

Newspaper/magazines advertisement                 15                                           33



	



  Sources: Survey of Private Schools Marketing Practices in Ilorin Metropolis. Atolagbe ,A.A & Aremu, M.A(2013)

Many of the schools used direct marketing to attract and sustain enrolment, quite  a number of the schools are faith based, a veritable medium of getting in touch with prospective enrollee is the church or mosque congregations, church bulletin and feeder school visitation were good means of direct marketing Radio announcement(44%) appealed  to wider audience at the same time while Newspaper/magazines(33%) were mostly used by schools with contacts in places outside the state especially Lagos, Abuja and Port Harcourt. Electronic marketing has a low appeal among the schools in the metropolis. Only 18% has school website addresses while 36% used the social media to market their schools. Face book (63%) has been the social media of choice, Twitter (25%) came second while 7% used LinkedIn and 2go. It was clear that, schools in Ilorin Metropolis have not taken full advantages of the marketing mix, rather they’ve concentrated their effort and marketing activities on promotional techniques. The remaining 5Ps of marketing elements have not been fully explored.

Marketing methods to boost enrolment 

The starting point for a successful marketing effort to boost enrolment is the school. The care for your school is very important, just as you care for your homes. The school environment must be clean, save and welcoming. Remember there is not always the second chance to change customer’s first impression about your school. Your frontline staff should be polite and courteous all the time and above all the students should be the centre point of your activities never be too busy for students. Newberry (2013) suggested means by which schools can market their activities to serve as catalyst for enrolment.

Create Parent Ambassadors
Recruit a team of parents to help you in your enrolment effort by presenting tours of your campus. You can host new family in their home and mentoring a new family throughout their school year. Regular calls or notes to parents welcoming them to the school and thanking them for their previous visits will encourage greater fraternity. McGowan (2013) called it parents advocacy, he recommended the involvement of parents who can speak about the school’s programs and the positive effect they have on their student’s education. Most importantly, identify and work with cohorts of parents who appreciate your school and have children who are from areas of the district where you need to encourage additional enrolment.
Create a School Brand
Brand your school; develop a compelling visual brand for your school that includes the following
i. School colour: a colour that is unique to your school attractive and appealing 
ii. Logo mark: including the school crest an iconic symbols and 
iii. Photography and typography 
Focus on internal marketing
When parents are satisfied with their experience in your school, they will be your guest asset to reaching your community. Be proactive in working with current families to keep them enrolled at your school. Grade all your parents on the likelihood to return their wards next year. Meet personally with parents who are on the fence regarding their decision to re-call. Do not leave out your current enrollees in your internal marketing process, your students are your greatest marketing agents, they exert as much influence on their parents, friends and colleagues as to sway their decision for or against your school.
Have a school Website
 Your school’s website should be the hub of news, activity, information and stories about your school. The key elements of the school website should include it’s Brand- your must convey a strong brand for your school, this include the school logo, colours and tagline. It must also include large professionally taken photos of the school’s unique structures on the homepage. The website must have a dynamic content which must be compelling enough in its messages to keep users returning to your school’s website.
Have a face book account
Face book can be used to connect to alumni, parents and friends of your schools. Set up an alumni group for your school; connect with alumni to keep in touch with them. Set up a fan page for your school; provide regular updates on your alumni and faculty members. Encourage interaction among your fans. When something of note happens in the school, capture the moment and communicate it to your fans.  
Develop a school information packet
Develop and distribute a packet that include a brochure or flyer of your school that provides highlights in a very user- friendly manner. the packet must include your website URL, photos of school facilities that are comparably good enough than what could be found elsewhere. Important achievements in the life of the school as well as information about school personnel that the school can pride itself of. Make sure these information flyers are in the right hands and places that are capable of promoting the school.
Cooperate with feeder schools
Within your neighborhood get a list of feeder schools (nursery and primary schools) that your school can draw stream of prospects from. Hold meetings with managements, parents and pupils of these schools, especially Basic 5 and 6 pupils. These will give you the opportunity to sell your school to them directly. You may need to give concessions to pupils moving from your cooperating feeder schools when admission process is ongoing especially in areas of payment of tuition and fees. Students from your feeder schools may have the concession of flexible payment and rebates.
Engage your local media
Establish a working relationship with your neighborhood associations, incorporate regular articles about your school in their newsletters and bulletin. Send articles to local newspapers and in the church bulletin to convey information about activities in your school as well as opportunities that abounds there if they enroll their wards with you.
Conclusion
The degree of competition among private schools for enrolment will continue to increase as years roll by, schools that want to survive the onslaught must adopt tactical and strategic approaches to their enrolment drive. To increase their education market share, they must embark on aggressive marketing campaigns. Their paper is advocating modern approaches to school’s marketing effort (mass marketing) which has not been persuasive and convincing enough. Schools must adopt target marketing boost their enrolment. It then concluded that, only a strategic manipulation of school marketing elements (6P’s) will ensure a steady inflow of enrolment from prospects. The starting point for a successful marketing campaign is the identification of your prospects (target market) and their needs, then a comparably superior market offerings must be provided to meet their needs more than the competition

Recommendation 
In view of the importance of marketing to the survival of most private schools in a liberalized and competitive education sector like Nigeria, the paper is making the following recommendations. 
1. Schools must make adequate budgetary provision for marketing campaigns. Majority of schools do not earmark funds for making activities (advertising, promotion/publicity, direct and electronic marketing).
2. There is also a greater need for a marketing department in the schools. The department must be staffed with marketing experts, especially education marketing professionals, who can help set appropriate marketing objectives and implement the right marketing strategies to meet them.
3. The schools must embrace electronic marketing platforms as quick as possible. Each school should have its own URL website, a face book account and other social networks that reach out to the young ones and their parents. These platforms are easier to reach for information about schools and their programmes.
4. Finally, schools should explore more avenues within their locality to market their programmes. Take advantage of neighborhood outlets to advertise your school. The church, or religious centers, community events centers, the local TV and radio stations and newspapers are veritable avenues to market your school effectively. 
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