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Abstract

Private colleges are predicted to be presented with many opportunities as well as challenges in the coming years.
Admission pressures become one of the challenges face by most of Private Colleges in Malaysia. Lacking of
marketing mix strategy are claimed to contribute to this admission pressure. This study was conducted firstly, to
determine the relationship between marketing success factors (Price, Place, Product, Promotion, People, Process,
Physical Evidence, Partnership, Publication and Conference, Presentation and Extracurricular Program) with the
marketing mix strategy of private colleges. Secondly, to determine the relationship between Marketing Mix Strategy
with Private College Admission. Similarly, in this study, these 11Ps are the success factors of private college
marketing mix strategy in influencing student to study in private colleges. Structural Equation Model (SEM) is
conducted to estimate the effects of the main construct on its subcontracts, exogeneous and endogenous variables and
its significant relationship. The result found the factors with the highest percentage of variation in contributing to
Marketing Mix Strategy are Promotion, Product, Place, Price, Process, Partnership, Presentation, People, Physical
Evidence, Publication and Conference and lastly Extracurricular Program. Thus, concluding that 11Ps Marketing
Mix Strategy has a significant relationship with Private College Admissions. National private colleges can create a
strategy based on the marketing mix strategy in competing for students. The study area is Malaysia, and it was
conducted over a sample of 366 executive and marketing officers as the respondents.
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1. Introduction

The Ministry of Higher Education Malaysia (MOHE) has an initiative known as the Higher Education Blueprint
2012-2025 to change the local nationalistic perspective to a broader look of the globalized world to improve the
national higher education by cementing its position as a major player in the region and the world (Abdul, 2010).
Private colleges are involved in reforming better educational system to attract more students to study at private
colleges in the country. College admission is the process through which students are accepted to enter into any
private college, open for prospective students several times in an academic year. Marketing plays a vital role in
private college admission to attract students of different backgrounds of qualifications, interests and skills for all
undergraduate programs, thus, influencing the admission rate. The 7Ps of marketing mix elements (product, price,
place, promotion, people, process, and physical evidence) are the common marketing success factors in the higher
education industry (Abdul, 2010). Extended marketing mix elements (partnership, publication & conference,
presentation and extracurricular program) will further extend the success. These are marketing success factors
influencing the reasons why local and international students choose to attend a particular college.

1.1 Problem Statement

Private colleges are harnessing their full potential and the marketing strategy in maximizing the number of local and
international students and lacking sustainable and competitive business model which does not improve student
admission results. Unfavorable perception hurts private colleges’ publicity and image, severely impacting growth in
student admission. A wide range of studies has been conducted. However, there are still several gaps remaining in
previous researches suggested for further study. There are still limitations in the previous researches on the
generalization of its findings due to the differences in research context, background and methodology and
importance to further research this topic due to globalization. Respondents in previous researches were the student
population. Studies in the institutional context to investigate how the higher education institution successfully
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influences student admission is lacking. Previous studies did not cover all types of higher education institutions such
as private colleges. Although it has found numerous factors in influencing student admission, these factors have
different levels of importance and may be different from one place to another. Therefore, this research will determine
the additional success factors that contribute to the success of private college in influencing student admission.

2. Literature Review
2.1 Private College Admission

Private higher education institutions have been given the autonomy to set their own criteria for student selection and
the processing of applications is decentralized and accepted by individual colleges. In the free market, college
admission ise facing matchs between the interests and skills of the applicants and the higher education programs and
response to challenges such as intense competition, causing smaller applicant pool, a low number of qualified
applicants, selective students, affordability, declining college-going rates and etcetera. Students will start with
research, enquiry, shortlist of a few education institutions that are best for their desired programs and would
understand the admission cycle before applying. Students would highly likely to attend a college that has a bundle of
benefits or at least the most affordable ones even without financial aid (Asia Exchange, 2016).

2.2 Relationship Between Marketing Mix Strategy and Student Admission

The right marketing mix is the key ingredients to achieve the entry application goals in a course or program in an
intake at a college (Awang, et al, 2012). In Malaysia’s higher education context, there are substantial studies
grounded by the marketing mix that have been conducted. Previous researches on several public universities in
Malaysia such as Malaysia National University (UKM), University Of Malaya (UM), Universiti Utara Malaysia
(UUM) and International Islamic University Malaysia (IIUM) on the graduate school towards pre-university students,
local and international students, shows that, generally, there are varying significance levels of relationship of
elements of marketing mix which are the product, promotion, place, people, price, process and physical evidence
with student determinant of choice factors (Beiler, 2014). Studies in private higher education institutions such as Lim
Kok Wing on the Enrollment Program over various students found a significant relationship between the same set of
variables with choice of institutions, foundation of decision-making and determinant of enrolment.

2.3 Theory of Extended Marketing Mix

The 7P’s Marketing Mix is the underpinning theory in this research. Also known as services marketing mix, it
consists of a set of variables which are Product (PRO), Promotion (PROM), Price (PRI), Place (PLA), People (PEO),
Process (PROC) and Physical Evidence (PE). There are many other variables that have been studied and regarded as
the elements of marketing mix theorizing influential relationship with customer behavior and various marketing
objectives set by higher educational institutions (Beiler, 2014). The 7P’s marketing mix is the mostly found theory
used in academic literatures. A study conducted on the preferences towards the selection of university in Indonesia
among first-year students including international students found that all the 7P’s marketing mix were considered by the
students in making a choice. A study conducted in Spain proposed a new 13Ps marketing mix framework consisting of
price, people, process, program, place, physical facilities, planned corporate image, publics, philosophy, positioning,
perception and performance amid the rising need of a more favorable perception and reputation and to match the
perception of customers, competitors and shareholders towards the university. In this study, four additional marketing
mix will be introduced which are Partnership (PART), Publishing & Conference (P&C), Presentation (PRE) and
Extracurricular Program (PROG) to determine the success factors influencing student admission into private colleges.

2.3.1 Price (PRI) Factor in Private College Marketing Mix Strategy

Price is the amount of money given in payment for something that may be bought or sold which in this case is the
tuition and student fees. Prior researches have shown that price can be a major factor for potential students’ decision to
apply and enroll. A study by Stephen Wilkins over 320 of UAE students studying in an international branch found that
avoiding financial expenses is one of the factors in making choice (Boehman, 2010). Lower tuition fees are
extremely important determinant in their decision to study (Boehman, 2010). Cost of study varies by region, type of
higher education institution and courses (Charles Darwin University, 2016). There are prestigious private colleges
with best facilities charge high tuition fees to the student (Chartered Institute of Marketing (CIM), 2015).

2.3.2 Place (PLA) Factor in Private College Marketing Mix Strategy

Place is defined firstly as the location of the market where a private college will place its products and services in an
attempt to gain market share and secondly the means of distribution where the delivery of the process of teaching a
particular subject and interaction by a lecturer and the learning experience and activities which take place on the
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most feasible-cost-effective way. Interstates or branches located in a remote place where access to public phone,
internet facility and shopping mall is limited, is for the students to apply for a remote placement near home. Shorter
course periods and accommodation is also intended to attract students (Commission of Malaysian Law Reference,
2006). A study conducted by Wilkins et al found that there are several factors to select the location of a private
college such as the number of expatriates in the area to tap for international student market segment, parent
affordability, salary level, number of school leavers, and etcetera (Department of Statistic Malaysia, 2016).

2.3.3 Product (PRO) Factor in Private College Marketing Mix Strategy

Product refers to the academic products or study programs offered in the market for students to purchase. The
outcome of college education makes student become educated, knowledgeable, mindful and skillful individuals who
are able to understand and contribute to their career and the world around them. Universities worldwide have
developed extremely different study programs and curricular design, concerning all fields and area of interest to
satisfy the needs of higher education consumers (Emanuela, 2012). According to Hanover Research, students
perceive or make value judgments about courses based on results, chance of gaining employment, internship,
entrepreneurship, and etcetera (Goi and Goi, 2009; Mohd Yusob, et.al. 2015;Zhu, et al 2018).

2.3.4 Promotion (PROM) Factor in Private College Marketing Mix Strategy

Promotion in higher education is defined as all of the activities undertaken to communicate and promote its products
to the target market encompassing all the selling tools including, advertising, personal selling, sales promotion,
public relations and others or the combination of it (promotion mix) (Hanlon, 2014). According to Campus France, a
French national agency for the promotion of higher education, international student service and international student
mobility, 80 websites in 32 countries being used by student to apply for admission identify suitable programs and
request entry visa have been maintained. It organizes international event that reaches an average of 160,000 visitors
each year. According to a recent report by a communications agency Noir sur Blanc, 93% of the higher education
institutions have already considered their institution to be a brand (Hanover Research, 2014).

2.3.5 People (PEO) Factor in Private College Marketing Mix Strategy

There are a wide range of people divided into curricular and extracurricular staff (rectors, deans, professors),
managerial staff (student service staff, sales staff, managing director, to lower-qualified staff), business partners with
university that provide financial support (alumni, ex-students, referral donors) and stakeholders (parents, law makers,
society) (Jeyaraj, 2012). Prior researches show that the contribution of people and its impacts are a key success for
higher educational institution enrolment. People influence in various ways such as giving a private college a positive
image in the eyes of the students, thus affecting their perceptions and decisions. European academics agree that
human actors who play parts in service delivery and in high contact with students are widely accepted as a new
variable in the marketing mix (Zhao and Lan, 2017; Levin and Fox, 2006).

2.3.6 Process (PROC) Factor in Private College Marketing Mix Strategy

Academic and admission procedures are considered as the process factor in this study and vital factors to influence
student application. A study by the Chartered Institute of Marketing found that user-friendly internet experience,
good first impression, short waiting times, information given to student, the helpfulness of staff, fast and informative
website and behavior of those who deliver, are crucial to ensure student satisfaction (Malaysia Qualification Agency
(MQA), 2016). A study found that the process increases student assurance and confidence that they are buying from
a reputable higher education institution or else they will tell their friends not to use the college’s poor process
(Stibinger, et al 2017; Ming, 2010).

2.3.7 Physical Evidence (PE) Factor in Private College Marketing Mix Strategy

Physical evidence is defined as the tangible cues or material components of the service which would be delivered
(Ministry of Higher Learning Education (MOHE), 2015). Students rely on physical cues to help them evaluate a
place to study before they decide because it is difficult to justify a high-quality education. In previous researches,
there are many types of physical evidence cues found, used by higher education institutions to reinforce services
such as physical environment (prestigious offices, scenic headquarters, and etc.), ambient conditions (temperature,
color, smell, sound, music, noise etc.), spatial layout (way furniture or machinery is set up) functionality (how
well-suited the environment to accomplish your needs) and signs, symbols and artefacts (packaging, brochures,
signage, employee uniforms etc.) (Ministry of Higher Learning Education (MOHE), 2015 (Tat-Chee, 2015).

2.3.8 Partnership (PART) Factor in Private College Marketing Mix Strategy
Partnership can take various forms, partnership between two education institutions, public-private partnership or
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education institution-industry partnership, working with the best to promote its colleges. Previous studies found
partnership competencies facilitate product differentiation, avoid keeping profit margins too low, create a high
reputation, allow larger firms to leverage their own depth of resources and smaller firms to compensate for a lack of
resources useful for firms in vulnerable strategic positions and powerful engine for innovation and economic growth
(Ministry of Higher Learning Education (MOHE), 2015). Partners have bundles of resources, tradable and
non-tradable ones, such as knowledge, social status, relationships, reputation, technology and trust on the market
which are obviously not possible to acquire as these resources develop internally (Nedepour, 2014) (UiTM Integrity
Unit, 2015).

2.3.9 Publication and Conference (P&C) Factor in Private College Marketing Mix Strategy

Publishing is issuing academic researches or information available to people for sale or distribution. It is a part of the
conference organized for researchers to present, discuss and exchange information on their work (Percetakan
Nasional Berhad, 2012). A study conducted on the impact of Open Course Ware Publication (OCW) in
Massachusetts Institute of Technology (MIT) found that 31% of undergraduates, 30% of graduates and 11% of
freshmen described the OCW site’s influence on their choice of place to study as very significant or significant,
indicating that the site does help MIT to be more competitive in attracting students of all levels. Publications of
students as authors inspire, increase enthusiasm and make them feel proud in their work. If students publish, they are
likely seemed as established academics or informed professionals in their chosen fields of practice (Singh, et al 2018)
(Sbaouelgi, 2017).

2.3.10 Presentation (PRE) Factor in Private College Marketing Mix Strategy

Presentation is accolades or recognitions given to institutions including staff, organization and student for their effort
to pursuit excellence in diverse fields such as academics, athletics, research, entrepreneurship, and technology over
the year (Zhang and Gao, 2018) (Senathip, et al 2017). A study on leaders from 202 higher education institutions
(HEIs) in 41 countries on how ranking impact HEIs found that 50% of respondents felt it is a critical determinant for
applicants, helps maintain and build institutional position, reputation and lucrativeness for the international market.
Rankings are published by the media around the world and primarily for student reference. A plaque of
commemoration, certificate and winning facilities are displayed on website benefiting the institution in the aspect of
marketing (Setiyawati, et al 2018) (Singh, 2018).

2.3.11 Extracurricular Program (EP) Factor in Private College Marketing Mix Strategy

Extracurricular program is the activities that fall outside the realm of the normal curriculum of education or and
pursued in addition to the normal course by students beyond the classroom in private colleges (Simpletuition, 2016).
An online survey on over forty-eight Egyptian graduates studying on impact of extracurricular activities in Egyptian
colleges on the job market found that 56% of the graduates agreed that the type of the extracurricular activity has an
impact on the job market and a small percentage disagreed or chose to be neutral. Furthermore, 79% out of 48
participants agreed that the different positions in the extracurricular activities provide them with different skills. Also,
70% agreed that they learned soft skills from joining extracurricular activities (Singh and Issac, 2018) (Stavrou,
2018).

2.4 Conceptual Research Model

The theory used as an approach to marketing problems influencing student admission into private colleges is the
Sales Performance Model. Student admission (Independent Variable) is explained by the marketing strategy
(Dependent Variable). The underpinning theories form dependent variables are 11 Ps Extended Marketing Mix
Theory (Wilkins, et al 2012).
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Figure 1. Research model

3. Research Methodology

This study implemented a conclusive research design by using the quantitative research method. It composes of the
structuring fieldwork and the sampling design. Structuring fieldwork specifies types and sources of data, techniques
to obtain data to address the research problem, objectives and also hypotheses. The types of data used are primary
and secondary data. It is used to better refine the problem, develop the approach to the problem and strengthen the
findings. The secondary data sources are computerized database and published secondary data. The primary data
collection method is e-mail survey questionnaire. It was administered to the marketing manager of the private
colleges as the respondents. Sampling design is the framework in defining and selecting the sample. The sample size
of this study is 366. The sampling method used is probability sampling, a typical area sampling technique (Zainal, et
al 2012).

4. Results and Findings
4.1 The Success Factors Influencing Marketing Strategy of Private Colleges

Marketing mix is widely used as strategy in attracting students to study in higher education institutions. Private
college has not been conducting the study on the marketing success factor s amid the rising importance in boosting
student admission growth and attracting international students to study in national private colleges. In this study,
11Ps are the success factors influencing private college’s marketing mix strategy in influencing students to study in
private colleges.

Pooled Second-Order Confirmatory Factor Analysis (PCFA) is conducted to validate of the measurement model and
there were few items deletion and modification. All of the requirement of CFA namely, fitness index,
unidimensionality, reliability and validity of measurement model fulfilled. According to Hair (2012) at least one
fitness index from each category of model fit use in validating the model. According to the table Figure 4.1 in upper
right, Good Fit Index (GFI) and Tucker Lewis Index (TLI) score which are 0.953 and 0.932 respectively are above
the leel of acceptence point > 0.90 and Chisqg/df score is 2.332 below the minimum cut off point < 3.0.
Unidimensionality of the measurement model is achieved when items measuring the subconstruct and construct
obtain factor loadings in the range of 0.538 to 1.00. According to Zainudding Awang (2014) acceptable factor
loadings for every item should be 0.5 or higher. Validity requirement is achieved when all of the validity assessments
of Convergent Validity, Construct Validity and Discriminant Validity meet the acceptance level. Convergent
Validity requirement is achieved when AVE score for every construct and subconstruct is in the range of 0.5 to 1.00
above the acceptance level 0.5 indicating all items in a measurement model are statistically significant. Construct
Validity requirement is achieved when all of the fitness indexes meet required level. Discriminat Validity
requirement is also achieved when the measurement model of a construct is free from redundant items indicated by
Modification Index (M.I) which in range of 1.37 to 15.00 equal and below acceptance level of 15.0 which above
consider high.
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Figure 3. Unstandardized estimate of research model

Table 1. Unstandardized, standardized and significance levels for structural equation model

Standarized Unstandardized
Construct Subconstruct R2 . ]
Estimate Estimate
MMS - PD 0.694 0.833 0.961 .000*
MMS <eem PRO 0.722 0.850 1.119 .000*
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PD3
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PS3
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PS1
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PCO2
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PRE2
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PL3
PL2
PL1

0.863
0.528
0.783
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0.621
0.456
0.801
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0.555
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0.726
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0.563
0.742
0.524
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0.629
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0.834
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0.51

0.509
0.592
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PR <--- PR3 0.523 0.88 1.156 .000*
PR <--- PR2 0.831 0.85 1.238 .000*
PR <--- PR1 0.728 0.724 1 .000*
PCA <--- PCA3 0.499 0.911 1.09 .000*
PCA <--- PCAZ2 0.953 0.853 0.965 .000*
PCA <--- PCAl 0.46 0.644 1.018 .000*

Table 2 shows the result of Structural Equation Model (SEM), based on the Standardized Estimate table, the result
shows factors loading of Second Order Factor of Marketing Mix on its sub-construct. The strongest is People for
0.929, followed by Presentation (0.895), Physical Evidence (0.885), Promotion (0.850), Place (0.837), Product
(0.833), Extra Curricular Program (0.822), Partnership (0.788), Price (0.745), Process (0.726) and Publication and
Conference (0.675). The strength of the relationship is in range of 0.9-0.6 which indicates a perfect or strong
relationship. According to R? score, the subconstructs or in other words the factors with the highest percentage of
variation in contributing to the Marketing Mix Strategy are People for 86%, followed by Presentation 801%,
Physical Evidence 783%, Promotion 72%, Place 70%, Product 69%, Extra Curricular Program 67%, Partnership
62%, Price 55%, Process 52% and Publication and Conference 45%. Table of Unstandardized Estimate, shows the
regression coefficient of the Marketing Mix Strategy on all of the subconstructs. According to the table, p-values of
Price, Place, Product, Promotion, People, Process, Physical Evidence and Publication and Conference are highly
significant since their respective values are 0.00.

It also found that factor loading of Marketing Mix on Private College Admission is 0.333 indicating a weak
relationship. R? score 0.109 indicate the amount of variance explain in Private College Admission by Marketing Mix
is only 10%. It means there are other factors could contribute to the admission need to conduct further study. The
relationship between Marketing Mix on Private College Admission is also significant (p<0.05). Thus it can be
concluded that there is a significant relationship between the marketing success factors with the Marketing Mix
Strategy of private colleges. The findings also found that the Marketing Mix Strategy has a significant relationship
with Private College Admission addressing all of the objectives is in Table 4.3 below.

Table 2. The hypothesis statement and its conclusion

Hypothesis Statement Decision
H1 Price has a positive and significant relationship with Marketing Strategy Supported
H2 Place has a positive and significant relationship with Marketing Strategy Supported
H3 Product has a positive and significant relationship with Marketing Strategy Supported
H4 Promotion has a positive and significant relationship with Marketing Strategy Supported
H5 People has a positive and significant relationship with Marketing Strategy Supported
H6 Process has a positive and significant relationship with Marketing Strategy Supported
H7 Physical Evidence has a positive and significant relationship with Marketing Strategy Supported
H8 Partnership has a positive and significant relationship with Marketing Strategy Supported
Ho Publication and Conference has a positive and significant relationship with Marketing Supported
Strategy
H10 Presentation has a positive and significant relationship with Marketing Strategy Supported
H11 Extra-Curricular Program has a positive and significant relationship with Marketing Supported
Strategy
H12 Marketing Mix has significant relationship with Private College Admission Supported
5. Conclusion

In conclusion, this study aims to find solutions to the problems faced by private colleges. Private colleges harnessing

Published by Sciedu Press 447 ISSN 1923-4023 E-ISSN 1923-4031



http://ijfr.sciedupress.com International Journal of Financial Research Vol. 10, No. 5, Special Issue; 2019

their full potential and the marketing strategy in pursuit of maximizing the local and international student admission.
It is lacking sustainable and competitive business model in which does not improve student admission result. The
findings of the study show that the 11Ps as the factors which have a significant relationship with marketing mix
strategy are Price, Place, Product, Promation, People, Process, Physical Evidence, Partnership, Publication and
Conference, Presentation and Extra-Curricular Program. It successfully addressed the research objective of
answering what are the success factors influencing the marketing mix strategy. The findings successfully addressed
the research objective which is to determine the significant relationship between the marketing mix and private
college admission. It points out a specific set of capabilities, information sources, decision styles, strategies, and
attitudes required towards creating sustainable competitive advantages in private colleges. Theoretically, this study
introduces a new construct into the 7Ps of Marketing Mix Theory in the marketing aspect of the higher education.
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