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Abstract 
This study aims to identify the most suitable marketing strategies utilized by 

higher education institutions. Specifically, it seeks to: (a) Analyze the 

marketing system of Initao College based on market segmentation, enrollment 

trends, current student population, institutional vision, mission, goals, and 

academic programs. (b) Examine the college’s organizational environment, 

focusing on administrative practices, institutional characteristics, and socio-

psychological factors. (c) Assess the effectiveness of the college’s educational 

marketing strategies in terms of the marketing mix, brand perception, and 

market positioning. (d) Determine the correlation between marketing practices 

and key institutional factors, including the college’s profile, mission, vision, 

goals, academic programs, and organizational environment. (e) Identify 

specific variables, individually or in combination, that influence the marketing 

strategies of Initao College. (f) Identify challenges encountered by the 

institution in implementing its marketing strategies. This study employs a 

descriptive-correlational and causal research design, utilizing purposive 

sampling. Findings reveal that outdoor advertising is the most commonly used 

marketing practice, contributing significantly to various institutional aspects. 

The overall institutional profile is well-established, supporting student 

attraction and retention efforts. The college demonstrates a dynamic 

organizational environment through its administrative practices. Additionally, 

while the local government consistently supports the institution, its marketing 

strategies appear to have no significant impact on the college’s autonomy in 

attracting students. 
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INTRODUCTION 

  Modern higher education institutions must understand market conditions to align their offerings 

with current demands and develop effective marketing strategies. This involves evaluating existing 

services, identifying opportunities, analyzing competitors, and positioning themselves strategically. Market 

restructuring in higher education is a natural response to economic shifts and competitive pressures, 

requiring continuous monitoring and adaptation to enhance service quality and user satisfaction. Institutions 

must integrate marketing into governance processes, aligning curriculum with industry needs and 

leveraging the marketing mix to gain a competitive edge (Chan, 2016; Gajic, 2019). In this regard, Initao 

College’s marketing goals: (1) Provide high-quality education and competency-based training. Strengthen 

partnerships with academic institutions, businesses, and the tourism sector; (2) Promote entrepreneurship 

in agricultural products and services; (3) Produce skilled, responsible professionals contributing to 

economic growth; (4) Develop proactive leaders and environmental advocates; and (5) Uphold gender-

responsive curriculum, research, and community programs. 

Higher education institutions exist in various forms, including four-year and two-year programs, 

offering students multiple options. To attract students, institutions must effectively communicate their 

mission and values through marketing, especially as declining enrollments and reduced government funding 

necessitate active recruitment efforts. Despite skepticism from administrators and faculty, marketing helps 

institutions navigate change, complexity, and competition. Although extensive research exists on marketing 

strategies for four-year institutions, studies on marketing implementation and effectiveness in other higher 

education settings remain limited. This study examines the marketing system of Initao College, analyzing 

its profile, organizational environment, and educational marketing strategies. It also explores correlations 

between marketing practices and institutional factors, identifies key influences on marketing strategies, and 

assesses challenges faced by the college in its marketing efforts. Findings highlight the significant role of 

outdoor advertising in attracting students and strengthening institutional presence.  

Marketing has historically developed sporadically rather than systematically, with limited 

academic focus until the early 20th century (Hartley, 1985). Early works on marketing evolution, such as 

Bartel’s History of Marketing Thought (1979), primarily examined market-driven philosophies and key 

figures. Specialized studies on retailing and advertising, like Mahoney’s The Great Merchants (1959) and 

Presbrey’s History and Development of Advertising (1929), provided insights into industry growth but 

lacked theoretical depth. Strategic thinking traces back to ancient figures like Sun Tzu (The Art of War, 400 

BC) and Machiavelli (The Prince, 1513). In the 20th century, marketing strategy became more structured 

through influential works such as Chandler’s Strategy and Structure (1962), Ansoff’s Corporate Strategy 

(1965), and Porter’s Competitive Strategy (1980). Later contributions, including Mintzberg’s Rise and Fall 

of Strategic Planning (1994) and De Geus’s The Living Company (1997), further refined strategic thought, 

with recent developments adapting to technology and modern business environments (Young, 2015). Some 

of the challenges could be related to environmental education and literacy (Magdugo et al., 2016; Baroro 

et al, 206), waste management, (Balaba et al., 2024) and even drop-out rates and children in conflict with 

the laws (Fabre et al., 2015; Fabre et al., 2016). 

In higher education, services marketing has been emphasized (Mazzarol, 1998; Nicholls et al., 

1995; Enache, 2011; Zeithaml et al., 1985). Education services are characterized as perishable, 

heterogeneous, inseparable, and intangible, posing challenges for standardization, storage, and quality 

control. Effective marketing strategies must address these issues while maintaining institutional credibility 

and student engagement. The study draws on Kotler’s (1989) Marketing Mix theory, defining the four key 

variables—product, price, place, and promotion—essential for influencing consumer demand. McCarthy 

(1960) further refined this framework, making it a foundational model for both business-to-consumer and 

business-to-business marketing. While primarily used for tangible goods, the marketing mix also applies to 

service-oriented sectors, including higher education.  

Additionally, Relationship Marketing (RM) theory emphasizes emotional and strategic exchanges 

between institutions and their stakeholders (Gupta & Sahu, 2012; Østergaard & Fitchett, 2012). RM theory 

helps businesses foster customer loyalty and competitive advantages through sustained relationships 
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(Catoiu & Tichindelean, 2012). Within higher education, these marketing approaches guide institutions in 

addressing market demands, enhancing student satisfaction, and positioning themselves effectively in a 

competitive academic landscape. 

 

METHODOLOGY 

 This study employed a descriptive correlational and causal research design to analyze the marketing 

strategies of Initao College. Descriptive correlational research was used to gather observations through 

questionnaires, while causal research helped investigate the factors influencing the college’s marketing 

approach. The research was conducted at Initao College, located in the municipality of Initao, Misamis 

Oriental, a third-class municipality with a population of 32,370. Participants included all Initao College 

leaders, 76 fourth-year BSBA students, and 24 faculty and staff, selected through purposive random 

sampling. 

A Likert-scale-based questionnaire (adapted from Stewart, 2007) was developed to collect data on: 

(1) Initao College’s profile (market segmentation, enrollment history, population, vision, mission, goals, 

and programs). (2) Organizational environment (administrative practices, socio-psychological aspects). (3) 

Marketing efforts (marketing mix and institutional image). 

The study combined quantitative (numerical data) and qualitative (descriptive information) 

approaches to identify marketing patterns and success factors. Research processes involved: (1) Approval 

& Permissions: The proposal was approved by Liceo de Cagayan University and Initao College authorities. 

(2) Data Collection: Participants completed questionnaires assessing Initao College’s marketing practices 

and effectiveness. (3) Data Processing: Responses were encoded and analyzed using descriptive statistics 

(frequency, percentage, mean, standard deviation), Pearson-Moment Correlation to determine relationships 

between variables, and Multiple Regression Analysis to identify key predictors of effective marketing 

strategies. 

The study also assessed six major institutional goals of Initao College, including quality-driven 

learning, industry partnerships, entrepreneurship, workforce readiness, leadership development, and 

gender-responsive programs. Limitations included potential inaccuracies in self-reported data and external 

influences on marketing operations. 

 

RESULTS AND DISCUSSION 

 

Profile of Initao College: Market segmentation and target market; enrolment history; current population; 

vision, mission and goals; and institutional programs 

 

Table 1. Profile of Initao College in terms of market segmentation and target market , vision, mission and 

goals and institutional programs.  

                      Indicators Mean Standard 

Deviation 

Descriptive 

Rating 

Qualitative 

Inter- 

pretation 

Market Segmentation and target market 

1. IC’s target markets are met 

 

3.68 

 

0.67 

 

Agree 

 

High 

2. IC’s constituents are segmented based on admission 

criteria 

3.56 0.65 Agree High 

3. A relatively increasing pattern of enrolment is observed 

per year 

3.72 0.64 Agree High 

4. Student population is currently increasing from previous 

years 

Vision, Mission and Goals 

3.76 0.66 Agree High 

5. IC’s faculty and staff are increasing and academically 

uplifted 

3.89 0.68 Agree High 

 3.91 0.67 Agree High 
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6. Vision of IC is clearly observed by the staff and students 

7. IC’s mission is competently followed  

          by all constituents 

3.98 0.71 Agree High 

8. IC’s goals are relatively met in a timely manner 

Institutional Program 

4.19 0.74 Agree High 

9. Programs of the College are regularly enhanced 3.84 0.68 Agree High 

10. Programs are frequently presented and discussed among 

the students, faculty and administration. 

4.44 0.78 Agree High 

 

OVERALL MEAN 

 

3.89 

 

0.68 

 

Agree 

 

High 

      Table 1 presents Initao College’s profile in terms of market segmentation, target market, vision, 

mission, goals (VMGO), and institutional programs. The highest-rated indicator is institutional programs 

(mean = 4.44), followed by VMGO (mean = 3.98), while market segmentation and target market received 

the lowest mean (3.56).  

The high rating for institutional programs (4.44) indicates that discussions about these programs 

are well-communicated within the college. Similarly, the VMGO rating (3.98) suggests that students, 

faculty, and staff actively uphold the college’s mission and goals. Vision and mission statements are 

essential, as they provide clarity and direction, ensuring alignment between institutional objectives and 

stakeholders’ expectations (Kishore, 2006; Labaree, 1997). 

However, market segmentation (3.56)—which is crucial for determining student placement in 

specific programs—scored the lowest. Despite this, respondents agreed on the importance of student 

profiling and specialization, as the college continues to expand and improve over time. Higher education 

institutions are often challenged in defining their role in society, leading to debates about the value and 

purpose of college degrees in a globalized world (Kennedy, 2014). 

Initao College has offered various courses since 2009, with steady enrollment growth over the 

years. In 2019, BS Criminology was introduced to cater to students aspiring to careers in law enforcement 

and public safety. This trend aligns with global higher education growth, where tertiary enrollment has 

significantly increased across multiple regions (Altbach, Reisberg, & Rumbley, 2009; Scott-Clayton & 

Sacerdote, 2016). 

  

Level of organizational environment at Initao College in terms of: Administrative practices and 

characteristics; and Socio-psychological environment 

 

Table 2. Level of organizational environment at Initao College in terms of administrative practices and 

characteristics and socio-psychological environment. 

INDICATORS Mean Standard 

Deviation 

Descriptive 

Rating 

Qualitative 

Inter- 

pretation 

1. Dynamism in the practices of the administrators are 

observed geared to achieving its VGMO 

3.98 0.88 Agree  High 

2. Admin characteristics have rooted to uplift the 

academic needs of poor but deserving students 

3.97 0.84 Agree High 

3. Full- support to all institutional programs of IC is 

ensured by the administrators 

3.75 1.08 Agree High 

4. The Initao constituents are responsive to the call of 

admin in maintaining the college academic integrity 

 

3.77 1.05 Agree High 

5. The constituents are in constant   support for all 

institutional    programs of IC. 

3.85 0.97 Agree High 
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OVERALL MEAN 3.86 0.96 Agree High 

 

Table 2 presents the organizational environment of Initao College, focusing on administrative 

practices, characteristics, and the socio-psychological environment. The overall mean score is 3.86, 

indicating a high level of agreement among respondents. Key findings involved: The highest-rated item 

(3.98) reflects that administrators demonstrate dynamism in achieving VMGO.  The second-highest 

(3.97) highlights the administration’s role in uplifting students' academic needs. The third-highest (3.85) 

indicates strong support from the college community for institutional programs. The lowest-rated item 

(3.75) pertains to administrators’ full support for institutional programs, though it is still rated high. 

These findings align with higher education governance theories, which suggest that colleges and 

universities are adaptive organizations responding to external changes (Estermann & Nokkala, 2009). 

Leadership plays a crucial role in policy reforms and institutional autonomy (Teichler et al., 2013). 

Higher education institutions must continuously redefine their mission to stay relevant in an 

evolving socioeconomic, political, and technological landscape (Teichler, 2000). Policies and practices 

should align with societal expectations (WCHE, 1998). Additionally, student academic performance is a 

critical factor in producing skilled graduates who contribute to national economic and social development 

(Ali et al., 2009). Various factors—including social, psychological, economic, and environmental 

influences—affect student success, making academic performance a complex yet vital aspect of higher 

education research. Extent of educational marketing strategies in Initao College in terms of Marketing mix; 

and Image impression 

 

Table 3. Extent of educational marketing strategies in Initao College in terms of marketing mix.  

INDICATORS Mean Standard 

Deviation 

Descriptive 

Rating 

Qualitative 

Inter- 

pretation 

1. Initao College conducted Outdoor 

advertising – (banners, bus ads, billboards)                          

4.20 0.44 Agree High 

2. The institution is promoting if there are 

special events such as Schools Alumni and 

Founding Anniversary 

3.99 0.91 Agree High 

3.  Initao College conducted High    School 

Visitation 

  3.97      0.60     Agree     High 

       4. Initao College conducted Retention   program 3.94 0.94 Agree High 

       5. Initao College conducted surveys through 

asking and giving of questionnaires to its target 

market 

3.86 0.99 Agree High 

 

6. Initao College is promoting the institution 

through electronic and social media 

advertising (TV, Radio and Facebook) 

 

3.83 

 

0.98 

 

Agree 

 

High 

7. Initao College is Advertising through 

written ads and flyers 

3.73 0.91 Agree High 

8. Initao College is indulging themselves in 

community partnering and linkages 

3.79 0.96 Agree High 

 

OVERALL MEAN 

 

3.91 

 

0.84 

 

Agree 

 

High 
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Table 3 presents the extent of educational marketing strategies at Initao College, focusing on the 

Marketing Mix. The most utilized strategy is outdoor advertising, followed by institutional promotion 

(mean: 3.99) and high school visitations. Conversely, the least used marketing approach is advertising 

through written ads and flyers. 

These findings suggest that the identified marketing strategies significantly contribute to the 

college’s overall educational marketing efforts. As Ac-ac (2014) emphasized, marketing plays a crucial role 

in institutions by delivering superior value and maintaining customer satisfaction. Therefore, integrating 

various marketing elements is essential to ensuring the college’s programs and services remain accessible 

and appealing to its target audience. 

 

 Table 4. Extent of educational marketing strategies in Initao College in terms of image impression. 

INDICATORS Mean Standard 

Deviation 

Descriptive 

Rating 

Qualitative 

Inter- 

pretation 

1. IC’s marketing strategies include all forms to capture 

students in particular to enroll the offered curricular  

             programs. 

4.20 0.44 Agree High 

2. Admission did not limit to test given but rely also to the 

capacity of the incoming students to finish his/her 

desired degree course. 

3.99 0.91 Agree High 

3. IC maintains to be responsive to the call of a college 

degree to students deprived from other Higher  

            Education Institution. 

3.97 0.60 Agree High 

4. IC responses to uplift the graduates work performance 

in the future. 

3.94 0.94 Agree High 

5. IC maintains its strategic locations and its position as a 

Higher Education Institution of the locality. 

3.86 0.99 Agree High 

6. Initao College attract students who wants to become 

value-laden individual and professional 

3.83 0.98 Agree High 

7. Initao College Administration hired fully competent 

teachers 

3.73 0.91 Agree High 

8. Initao College had its conceptualize vision that will 

support its fulfillment by setting long and short term 

goals 

3.79 0.96 Agree High 

9. Initao College involve the students in building the 

school culture through discussion, involvement in a 

variety of activities and leadership responsibilities 

3.83 0.98 Agree High 

10. The school integrate faith and learning in every 

discipline 

3.73 0.91 Agree High 

11. Initao College has the curricula that take a holistic 

approach to education that incorporates the intellectual, 

emotional, physical, relational, and spiritual aspects of 

human development. 

3.79 0.96 Agree High 

 

OVERALL MEAN 

 

3.87 

 

0.87 

 

Agree 

 

High 

 

         

           

    Table 4 presents the extent of educational marketing strategies at Initao College, focusing on image 

impression. The overall mean score is 3.87, interpreted as "high", indicating strong agreement among 

respondents. The highest-rated item is Initao College’s use of outdoor advertising (e.g., banners, bus ads, 

billboards) with a mean of 4.20. This is followed by the recognition that admission is not solely based on 
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test results but also considers students' capacity to complete their chosen degree. Conversely, the lowest-

rated item pertains to hiring fully competent teachers and integrating faith into learning across disciplines. 

These findings highlight the importance of creating a strong institutional image, engaging 

prospective students, keeping the campus community informed, and fostering positive relationships among 

students, educators, and stakeholders. As Brown et al. (2006) emphasized, an institution’s external 

perception significantly influences public impressions and must align with stakeholders' expectations, 

beliefs, and overall sentiment at any given time. 

 

Profile Characteristics: Mission, vision, and goals; Institutional programs; and Organizational 

Environment 

 

Table 5. Relationship between the extent of marketing practices to profile characteristics, mission, vision, 

and goals; institutional programs; and organizational environment. 

       VARIABLES Correlation  

Coefficient 

p-value Interpretation 

Marketing practices    

    Marketing mix   0.041 0.697 not significant 

    Image impression 0.003 0.978 not significant 

College general profile    

    Profile characteristics 0.086 0.411 not significant 

    Mission, vision, goals 0.033 0.751 not significant 

    Institutional programs 0.092 0.377 not significant 

    Organizational environment 0.035 0.735 not significant 

    

 

  The Pearson correlation analysis was conducted to examine the relationship between the extent of 

marketing practices and various factors, including the college's profile characteristics, mission, vision, 

goals, institutional programs, and organizational environment. Table 5 indicates that there is no significant 

relationship between the college’s general profile and its marketing practices (p-value > 0.05). This suggests 

that the marketing strategies implemented to attract students and stakeholders have no substantial impact 

on enrollment or engagement. The primary reason for this is that Initao College was established to serve 

individuals with limited financial means who may not have access to other higher education institutions. 

As a result, students and parents opt to enroll at the college regardless of marketing efforts. 

This can be attributed to the college’s strategic positioning, where its accessibility and affordability 

outweigh marketing influences. Iacobucci (2019) emphasizes that positioning involves designing a product 

or service to meet the target segment’s needs, setting a price that balances profitability and value, and 

effectively communicating these aspects through promotions. 

Furthermore, in the competitive educational market, multiple universities offer similar academic 

programs, all striving to highlight their quality and uniqueness to attract students. Bialon (2015) notes that 

universities must differentiate themselves by emphasizing the quality of education and the ability of 

graduates to contribute effectively to their future workplaces, improving efficiency and innovation in their 

respective industries. 
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Marketing strategies and influences of Initao College 

 

Table 6. Multiple regression analysis of the independent and dependent variables 
 

 

     

UNSTANDARDIZED 

COEFFICIENTS 

STANDARDIZED 

COEFFICIENTS 

 

    t 

 

Sig. 

B Std. Error Beta 

Marketing practices      

    Marketing mix   1.295 0.673 0.072 0.925 0.741 

    Image impression 0.034 0.109 0.051 0.309 0.758 

College general profile      

    Profile characteristics 0.176 0.119 0.244 1.483 0.142 

    Mission, vision, goals 0.175 0.182 0.166 0.964 0.338 

    Institutional programs    0.042 0.072 0.065 0.576 0.566 

    Organizational environment 0.022 0.066             0.037 0.325 0.746 

      

Note:  R2 = 0.034, R = 0.185, F-ratio =0.460 , P-value=0.137 

       

       The multiple regression analysis indicates that marketing practices do not have a significant impact 

(p-value > 0.05) on the general profile of Initao College. This confirms that enrollment decisions are not 

influenced by marketing strategies—students and parents are already aware of the college and choose to 

enroll based on factors other than promotional efforts. 

The effectiveness of marketing strategies depends on correctly identifying the target market within 

the education sector. Best (2009) suggests that marketing strategies should focus on factors such as market 

demand, revenue per customer, and marketing expenses to maximize profitability. Young (2015) describes 

strategy as a plan, approach, or tactic aimed at achieving specific goals. 

Target marketing—dividing a market into segments and focusing on specific groups—is key to 

business success. Ward (2019) highlights that targeting the right audience makes marketing efforts more 

efficient, cost-effective, and impactful by streamlining promotion, pricing, and distribution strategies. 

 

CONCLUSIONS AND RECOMMENDATIONS 

This study examined the marketing system of Initao College, focusing on market segmentation, 

organizational environment, educational marketing strategies, and the relationship between marketing 

practices and institutional characteristics. It also identified key challenges faced by the college:  

1. College Profile & Market Segmentation – The institution’s vision, mission, goals, and enrollment 

trends were actively discussed, with adaptability to emerging trends suggested for improvement. 

2. Organizational Environment – Policy reforms have led to organizational changes, particularly in 

administrative practices and socio-psychological aspects. 

3. Educational Marketing Strategies – The college employed various marketing strategies, with 

outdoor advertising being the most utilized, while flyers and written ads were less effective. 

4. Marketing Practices vs. College Profile – Marketing strategies did not significantly influence 

student enrollment, as the college primarily serves students with limited access to higher education 

in nearby areas. 

5. Effectiveness of Marketing Strategies – No single or combined marketing strategy significantly 

affected student enrollment since the institution was already well-known in the community. 

6. Challenges Faced by the College – Issues were identified in physical infrastructure, finances, 

library resources, faculty publications, and recruitment. 
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This study underscores the importance of strategic marketing, institutional support, and 
infrastructure development in enhancing the educational experience at Initao College, as such 
the following are recommended:  

1. The college should enhance its profiling and adapt to current trends to improve student engagement 

and enrollment. 

2. The Board of Trustees should continuously update administrative policies to align with institutional 

goals. 

3. The local government should support marketing efforts and expansion to attract students from 

neighboring towns. 

4. Initiatives should be spearheaded to address educational accessibility issues in the community. 

5. The college administration should prioritize improvements in physical facilities and overall student 

services. 

6. Future research should further explore higher education marketing strategies and their impact on 

community development. 

 

 

 

 

ACKNOWLEDGEMENTS  

 

 The authors are grateful to all individuals and institutions who had contributed all supports in the 

completion of this study.  

 

 

 

 
 Conflicts of Interest 

The authors have disclosed no conflicts of interest.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
Seybold Report Journal                                                                                                  Vol. 20. No. 02. 2025 

28 

 

 

 

 

Author’s Affiliation  

 

Lily France J. Echavez, Nenita I. Prado and Sonnie A. Vedra 

 

corresponding author: lilyfrancea386@gmail.com 

https://orcid.org/0000-0001-8646-3492- 
 

 

 

 

 

 

 

 

 

 

 

COPYRIGHT 

© 2024 The Author(s). This is an open-access article distributed under the terms of the Creative Commons Attribution 

4.0 International License (CC-BY 4.0), which permits unrestricted use, distribution, and reproduction in any medium, 

provided the original author and source are credited. See http://creativecommons.org/ licenses/by/4.0/. Seybold Report 

is a peer-reviewed journal published by Seybold Publications.  

 

 

 

 

 

 

 

 

 

 

 

 

HOW TO CITE THIS ARTICLE 

 

Echavez, L. F. J., Prado, N. I., & Vedra, S. A. (2025). Effectiveness of the marketing strategies for 

higher education institutions in Mindanao. Seybold Report Journal, 20(2), 19–32. DOI: 

10.5281/zenodo.14911017 
 

 

 

 

 

https://orcid.org/0000-0001-8646-3492-
https://zenodo.org/records/14911017
https://zenodo.org/records/14911017


 
Seybold Report Journal                                                                                                  Vol. 20. No. 02. 2025 

29 

 

REFERENCES 

 

Adisu, K. (2009). Impact of Enrollment Management, Marketing and Strategic Planning on          Adult 

Higher Education Enrollment Patterns. Retrieved from 

https://scholarworks.wmich.edu/cgi/viewcontent.cgi?article=1932&context=dissertations 

 

Ac-ac, MV. M. (2014). Principles of Marketing revised edition. 

 

Akomolafe, C et. Al (2016). The Impact of Physical Facilities on Student’s level of                                       

Motivation and Academic Performance in Senior Secondary School in South West Nigeria.       Journal of 

Education and Practice vol.7, no. 4 

                    

American Library Association (2018). State of Americas Libraries 2018. Retrieved from      

http://www.ala.org/news/state-americas-libraries-report-2018/school-libraries. 

 

Antevenio, S. A. (2018). Marketing strategies for educational institutions. Retrieved from 

https://www.antevenio.com/usa/marketing-strategies-for-educational-institutions/ 

Balaba, SJG, Entia, AC, Echavez, LFJ, Vedra, SA. 2024. Level of Awareness and Practices on Solid Waste 

Management at Initao College, Misamis Oriental, Philippines, International Journal of Science and 

Management Studies (IJSMS), v7(i4), 208-215. DOI: 10.51386/25815946/ijsms-v7i4p126  

 

Baroro, M.L.E., J.G. Gorospe, R.E. Relox and S.A. VEDRA. 2016. Environmental education embedded in 

K-12 program in urban and rural secondary schools in Iligan City, Lanao Del Norte, Philippines. World 

Journal of Educational Research. 3(4):1-11. 

 

Barnhart, B. (2018). The Scholarly Guide to Higher Education Marketing. 

Bialon, L. (2015). Creating marketing strategies for higher education institutions. Retrieved       July 13, 

2019. 

 

Bialon, L. (2017). Creating markting strategies for higher education institutios. Pages: 129-   145 (Volume 

18: Issue 4). Retrieved July 13, 2019. 

 

Boone, L. E. & Kurtz, D. L. (2013).  Principles of Marketing. 

 

Brown, J. (2016). Higher Education Market Segmentation. Encyclopedia of International        Higher 

Education Systems and Institution. 

 

Carillo, C. (2017). Higher education in the Philippines:in transition. Retrieved from     

https://qswownews.com/higher-education-philippines-transition/ 

 

Chan, R. (2016). Understanding the Purpose of Higher Education: An analysis of the Economic and Social 

Benefits for completing a College Degree. Retrieved from 

https://scholar.harvard.edu/files/roychan/files/chan_r._y._2016._understanding_the_purpose_aim_functio

n_of_higher_education._jeppa_65_1-40.pdf July 13, 2019. 

 

Clemena, R. M.  (2006). Higher Education Research in the Philippines: Policies, Practices, and Problems. 

Retrieved from 

https://www.researchgate.net/publication/304724471_Higher_Education_Research_in_the_Philippines_P

olicies_Practices_and_Problems (Higher Education  

 

https://scholarworks.wmich.edu/cgi/viewcontent.cgi?article=1932&context=dissertations
http://www.ala.org/news/state-americas-libraries-report-2018/school-libraries
https://www.antevenio.com/usa/marketing-strategies-for-educational-institutions/
https://doi.org/10.51386/25815946/ijsms-v7i4p126
https://qswownews.com/higher-education-philippines-transition/
https://scholar.harvard.edu/files/roychan/files/chan_r._y._2016._understanding_the_purpose_aim_function_of_higher_education._jeppa_65_1-40.pdf
https://scholar.harvard.edu/files/roychan/files/chan_r._y._2016._understanding_the_purpose_aim_function_of_higher_education._jeppa_65_1-40.pdf
https://www.researchgate.net/publication/304724471_Higher_Education_Research_in_the_Philippines_Policies_Practices_and_Problems
https://www.researchgate.net/publication/304724471_Higher_Education_Research_in_the_Philippines_Policies_Practices_and_Problems


 
Seybold Report Journal                                                                                                  Vol. 20. No. 02. 2025 

30 

 

Research in the Philippines: Policies, Practices, and Problems, Rose Marie Salazar Clemena, Divine World 

College Of Legazpi Philippines. 

 

Fabre, R.P., S.G. Mansueto, N.B. Dayta, D.L. Obina and S.A. VEDRA. 2015. Gender and dropout rates of 

public High Schools in Iligan City, Philippines. World Journal of Developing Country Education and 

Research. 2(1): 1-5. 

Fabre, R.P., H.B. Barrero, G.C. Amay, S.G. Mansueto, N.B. Dayta, and S.A. VEDRA. 2016. Intervention 

programs for children in conflict with the law (CICL): gearing towards sustainable development. American 

Journal of Social Sciences, Arts and Literature. 3(3):1-6. 

 

Ferenzi, K. (2019). How to Identify and Analyze Your Target Market in 2019. Retrieved from 

https://www.bigcommerce.com/blog/target-market-analysis/#undefined, July 13, 2019. 

Filip, A. (2012). Marketing theory applicability in higher education. Retrieved 

https://sciencedirectassets.com/.pdf 

 

Finney, J. (2014). Why The Finance Model for Public Higher Education Institution is Broken and Must Be 

Fixed. Retrieved from https://publicpolicy.wharton.upenn.edu/issue-brief/v2n6.php 

 

Fumasoli, T. (2013). Organizational Studies in Higher Education: A Reflection on Historical Themes and 

Prospective Trends. 

 

Gajic, J. (2012). Singidunum University, Department of Marketing and Trade. Marketing in Education: 

Importance of Marketing Mix in Higher Education Institution. Retrieved from 

(researchgate.net/profile/Jelena_Gajic, July 6, 2019). 

 

Gallegos, J. (2019). 10 Higher Education Marketing Trends. Retrieved from 

https://www.tintup.com/blog/10-higher-education-marketing-trends-2018/. 

 

Hainline L. et. Al (2019). Changing Students, Faculty, and Institutions in the Twenty-First Century. 

Retrieved from 

https://www.researchgate.net/publication/258433661_Organizational_Studies_in_Higher_Education_A_

Reflection_on_Historical_Themes_and_Prospective_Trends 

 

Hemsley‐Brown, J. and Oplatka, I. (2006), "Universities in a competitive global marketplace: A systematic 

review of the literature on higher education marketing", International Journal of Public Sector 

Management, Vol. 19 No. 4, pp. 316-338. Retrieved from 

https://www.emerald.com/insight/content/doi/10.1108/09513550610669176/full/html, July 6, 2019. 

 

Hufford, B. (2012). Higher Education Marketing: Solve these three Huge Challenges. Retrieved from 

https://cliquestudios.com/higher-education-marketing/. 

 

Jones, T. (2018). Marketing the Why in Higher Education. Retrieved 

https://www.insidehighered.com/blogs/call-action-marketing-and-communications-higher-

education/marketing-why-higher-education. 

 

 

Kalimullin, A. et Al (2016). Higher Education Marketing Strategies Based on Factors Impacting the 

Enrollees’ Choice of a University and Academic Program. 

 

Keller, K. L. & Kotler, P. (2012). Marketing Management, 14th edition, p. 27). 

 

https://www.bigcommerce.com/blog/target-market-analysis/#undefined
https://sciencedirectassets.com/
https://publicpolicy.wharton.upenn.edu/issue-brief/v2n6.php
https://www.researchgate.net/institution/Singidunum_University
https://www.researchgate.net/institution/Singidunum_University/department/Department_of_Marketing_and_Trade
https://www.tintup.com/blog/10-higher-education-marketing-trends-2018/
https://www.researchgate.net/publication/258433661_Organizational_Studies_in_Higher_Education_A_Reflection_on_Historical_Themes_and_Prospective_Trends
https://www.researchgate.net/publication/258433661_Organizational_Studies_in_Higher_Education_A_Reflection_on_Historical_Themes_and_Prospective_Trends
https://www.emerald.com/insight/search?q=Jane%20Hemsley%E2%80%90Brown
https://www.emerald.com/insight/search?q=Izhar%20Oplatka
https://www.emerald.com/insight/publication/issn/0951-3558
https://www.emerald.com/insight/publication/issn/0951-3558
https://www.emerald.com/insight/content/doi/10.1108/09513550610669176/full/html
https://cliquestudios.com/higher-education-marketing/
https://www.insidehighered.com/blogs/call-action-marketing-and-communications-higher-education/marketing-why-higher-education
https://www.insidehighered.com/blogs/call-action-marketing-and-communications-higher-education/marketing-why-higher-education


 
Seybold Report Journal                                                                                                  Vol. 20. No. 02. 2025 

31 

 

Kilasi, P. K. (2013).  The Role of Higher Education in Promoting Entrepreneurship  Education: The 

Case of Public Universities in Tanzania (Order No. 3716355).  Available from ProQuest Dissertations & 

Theses Global. (1711625891). Retrieved  from 

https://search.proquest.com/docview/1711625891?accountid=139409 

 

Lawrence, K. (20150. The Growing Role of Strategic Marketing in Higher Education. Retrieved from 

https://evolllution.com/attracting-students/marketing_branding/the-growing-role-of-strategic-marketing-

in-higher-education. 

 

Lewison, D. & Hawes, J. (2007). Student Target Marketing Strategies for Universities. Retrieved from  

 

https://www.researchgate.net/publication/234651175_Student_Target_Marketing_Strategies_for_Univers

ities 

 

Livingston, S. (2018). Higher education marketing- crucial strategies & trends. Retrieved      

https://www.lucidpress.com/blog/higher-education-marketing-crucial-strategies-trends 

 

Magdugo, J.A., J.G. Gorospe, R.E. Relox and S.A. VEDRA. 2016. Describing socio-economic indicators 

and level of environmental literacy among secondary schools in Iligan City, Lanao del Norte. World Journal 

of Educational Research. 3(4):1-11. 

 

Mbaleka, S. (2020). Factors leading to limited Faculty Publications in Philippine Higher          Education 

Institution. International forum vol. 18, no. 2. Retrieved from researchgate.net/publication. 

 

McGraw-Hill Education (2016). Operations Management, Asia Global Edition. 

 

Mustaq, I. & Khan, S. N. (2012). Mohammad Ali, Jinnah University Islamabad, Pakistan. Factors Affecting 

Students’ Academic Performance. Retrieved from 

http://dl.icdst.org/pdfs/files/3deebc68c9747ac3dbc60045c5ad9993.pdf (Global Journal of Management 

and Business Research Volume 12 Issue 9 Version 1.0 June 2012 

 

Nur, O. (2013). Marketing Strategies for Higher Education Institutions: Technological considerations and 

practices. Retrieved from http://tojde.anadolu.edu.tr/yonetim/icerik/makaleler/2034-published.pdf 

 

Roche. M. W. (2017). Realizing the distinctive university. Retrieved from 

(https://www.insidehighered.com/news/2017/03/21/author-discusses-his-new-book-vision-values-and-

higher-education, July 6, 2019). 

 

San Buenaventura, P. A. (2019), Quality of higher education: Education Equality in the    Philippines 

Republic of the Philippines Philippine Statistics Authority , Quality of higher education, Education Equality 

in the Philippines Patricia Anne R. San Buenaventura Chief Statistical Specialist Statistical Standards 

Division Standards Service Philippine Statistics Authority (International Workshop on Data Disaggregation 

for the Sustainable Development Goals 30 January 2019). Retrieved from 

2019/Session%2011.b.3_Philippines Education%20Equality%20AssessmentFINAL4.pdf, July 13, 2019. 

 

Sallustio, J. et. Al (2019). The 5 Secrets for Marketing and Enrollment Growth: Data (The First Secret). 

Retrieved https://evolllution.com/attracting-students/enrollment_strategies/the-5-secrets-for-marketing-

and-enrollment-growth-data-the-first-secret/ 

 

The Glossary of Education Reform (2015). Vision, Mission and Goals: Relevance and     Importance of 

Vision, Mission and Goals. 

https://search.proquest.com/docview/1711625891?accountid=139409
https://evolllution.com/attracting-students/marketing_branding/the-growing-role-of-strategic-marketing-in-higher-education
https://evolllution.com/attracting-students/marketing_branding/the-growing-role-of-strategic-marketing-in-higher-education
https://www.researchgate.net/publication/234651175_Student_Target_Marketing_Strategies_for_Universities
https://www.researchgate.net/publication/234651175_Student_Target_Marketing_Strategies_for_Universities
https://www.lucidpress.com/blog/higher-education-marketing-crucial-strategies-trends
http://dl.icdst.org/pdfs/files/3deebc68c9747ac3dbc60045c5ad9993.pdf
http://tojde.anadolu.edu.tr/yonetim/icerik/makaleler/2034-published.pdf
https://www.insidehighered.com/news/2017/03/21/author-discusses-his-new-book-vision-values-and-higher-education
https://www.insidehighered.com/news/2017/03/21/author-discusses-his-new-book-vision-values-and-higher-education
https://unstats.un.org/sdgs/files/meetings/sdg-inter-workshop-jan2019/Session%2011.b.3_Philippines%20Education%20Equality%20AssessmentFINAL4.pdf
https://evolllution.com/attracting-students/enrollment_strategies/the-5-secrets-for-marketing-and-enrollment-growth-data-the-first-secret/
https://evolllution.com/attracting-students/enrollment_strategies/the-5-secrets-for-marketing-and-enrollment-growth-data-the-first-secret/


 
Seybold Report Journal                                                                                                  Vol. 20. No. 02. 2025 

32 

 

 

Ward S. (2019). Target Marketing and Segmentation. 

 

Weerawardane, D. (2018). An empirical study to understand choice of higher education and marketing 

strategies of Sri Lankan Institutes. Retrieved from https://repository.uwl.ac.uk/id/eprint/5761/ 

 

 

 

 

 

 

 

 

https://repository.uwl.ac.uk/id/eprint/5761/

