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Abstract: This paper will investigate the impact of school marketing activities 
on student enrollment intention by investigating the mediating effect of 
school image and the moderating effect of parental socioeconomic status 
(SES). Partial Least Squares Structural Equation Modeling (PLS-SEM) was 
employed in SmartPLS 4 to test the moderated and direct mediation of the 
model. The findings showed that the marketing mix has a strong positive 
effect on school image (b = 0.875), which has a significant positive effect on 
enrollment intention (b = 0.303). The total model was found to highly explain 
school image and enrollment intention, 76.6 and 79.4 percent, respectively. 
The moderating impact of SES was, however, statistically insignificant, 
meaning that there is no statistical difference in the way parental decisions 
are affected by marketing in different income groups. This work builds upon 
the Theory of Planned Behavior (TPB) by incorporating the socioeconomic 
context into the education marketing framework that offers the theoretical 
component and practical recommendations of how schools can maximize 
image-based enrollment decisions, based on inclusive and value-based 
marketing practices. 
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Introduction 
Within the sphere of competition of the question of private schooling, the schools turn more towards strategic 
marketing aimed at shaping the intention of parents and students to enter the school. With the emergence of 
educational institutions that adopt the market-oriented approach to administration by abandoning the traditional 
methods, marketing mix elements in promotion, people, process, and physical evidence have become significant in 
activities to create perceptions of quality and trust (Kwok et al., 2020). These marketing policies do not only provide a 
channel to convey institutional strengths but also creates a positive school image, which will be an intermediating 
variable between marketing activities and parental choices. But even the effects of these activities are not evenly 
distributed; higher-income parents are more oriented to academic reputation and lower-income groups are more 
oriented toward affordability and inclusiveness due to moderating factors of parental socioeconomic status (SES) 
(Akiri, 2014; Wilkins & Huisman, 2021). In this respect, the discussion of how marketing efforts in the schools can be 
transformed into enrollment behavior in terms of the image formation and socioeconomic differentiation would be 
of interest to the educational managers aiming to make their institutions more appealing, particularly in the emerging 
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markets where the competition between institutions that are privately owned is gaining momentum (Li et al., 2021; 
Wong et al., 2022; Widodo & Maylina, 2022). 

The education sector has become a very competitive service offering industry where the institutions have no 
choice but to strike a balance between academic merits and strategic marketing to appeal and retain the student. In 
developed and developing societies, higher education institutions and private schools are becoming almost business-
like enterprises in the quest to remain in business and have a growing population of students (Wilkins & Huisman, 
2021; Pardiyono et al., 2022). This competition has been enhanced by globalization of education, digital shift and 
parental awareness and became an additional factor why schools have to consider the aspects of social media 
marketing, digital branding and experiential communication in their outreach tactics (; Li et al., 2021). In addition, the 
online interaction medium and hybrid learning that has been swiftly adopted due to the post-pandemic educational 
setting has forced schools to redefine their market positioning with easy, trusting, and value-focused communication 
(Langendorfer , 2009; Perera et al., 2022). This has led to a situation where education industry has ceased to be 
considered as a purely public service but as a vibrant market system wherein good marketing and institutional image 
building has become key success factors in enrolment. 
 
Literature Review  
The school marketing efforts (SME) construct describes the sources of the strategies and operational steps applied 
by educational facilities to appeal to, contact and keep potential students and their families. Using corporate-style 
marketing practices is becoming popular in the marketing community based on the principles of the marketing mix 
(7Ps) product, price, place, promotion, people, process, and physical evidence schools in order to improve their 
visibility and differentiation (Kwok et al., 2020; ). Marketing campaigns in academic institutions involve brand 
promotion using social media, open days, testimonials of alumni, and quality demonstrations of services that 
cumulatively create the parents perception of institutional value (Wong et al., 2022; Akiri, 2014). Research in the field 
of marketing in higher education shows that proper exploitation of online platforms does not only enhance interest, 
but also develops a perspective on credibility and the quality of the provided education among the stakeholders (Li et 
al., 2021; Park & Namkung, 2022). Accordingly, SME is a multidimensional force that has an effect on tangible 
(infrastructure, curriculum innovation) and intangible (trust, reputation) aspects of school choice upon which 
enrollment-related decisions are based. 

What is needed to supplement this is the construct of school image (SI) a perceptual and attitudinal assessment 
of how parents and students perceive the reputation, reliability, and educational quality of a school is. School image 
is an intermediary between the marketing inputs and behavioral intentions that convert promotional exposure into 
the psychological assurance and loyalty (Perera et al., 2022; Widodo & Maylina, 2022). The success in sharing a vision, 
the quality of faculty, and values at schools leads to the parents being more emotionally and cognitively connected to 
a school (Wilkins & Huisman, 2021). Nevertheless, the socioeconomic status (SES) of parents also plays an important 
role in forming this perception by defining expectations, the factor of affordability, and access to information (Nur et 
al., 2019). The more SES group could be prestige and international standard-oriented and the lower SES group could 
be affordability and inclusivity-oriented, thus balancing the relationship of school image enrollment intention. The 
above constructs, collectively, combine behavioral, perception contingents, and contextual facets, which form a holistic 
basis on analyzing the survey of enrollment results brought about by school marketing. 
 
Theoretical Framework 
Theory of Planned Behavior (TPB) 
The research will mainly be based on Theory of Planned Behavior (TPB) which includes attitudes, subjective norms 
and perceived behavioral control, which work together to determine the intention of an individual to carry out a given 
behavior. The TPB within the education marketing context is rich in that it gives a good explanation of how parents 
develop an enrollment intention because of their impressions of the schools marketing intentions and credibility. 
Promotion, communication, and service quality in schools are some of the marketing activities that influence the 
attitudinal beliefs that the institutions are good and worth trusting and subsequently improve parents in their positive 
attitudes towards enrolling their children (Li et al., 2021; Al Maalouf et al., 2024). In the same manner, the perceived 
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legitimacy of the school is supported by subjective norms, including those provided by peers or social networks, 
whereas the perceived control, including being affordable and accessible, helps parents in making the ultimate 
decision about enrolling (Kwok et al., 2020; ). 

Using TPB in this model, school image is a psychological mediator which alters the marketing induced attitudes 
into tangible enrollment intentions. The presence of a positive school image enhances the attitude intention 
relationship with the fact that when parents hold the school as reputable and value oriented, attitude intentions are 
more likely to translate to an action. The moderating impact of parental socioeconomic status (SES) is consistent with 
the fact that the orientation of the TPB on control beliefs suggests that parents associated with higher levels of 
socioeconomic status will have more autonomy and resource access, creating the stance that their marketing 
persuasion will not constitute a significant factor in influencing their attitudes and intentions, as compared to parents 
with lower socioeconomic status (Wong et al., 2022; Widodo & Maylina, 2022). Therefore, TPB is a highly valid model 
capable of incorporating all three elements of cognitive, social and contextual elements but provides a sound 
reasoning of how school marketing initiatives can alter enrolment intentions due to perceived image and social 
economic differentiation. 
 
Supporting and Negating Views 
The literature discussing the effectiveness of school marketing activities in influencing the parental enrollment 
intentions also offers the supporting view and the opposite view. Pro-side arguments underscore the fact that 
properly developed marketing plans go a long way in improving school image and admissions through trust cultivation, 
publicity and emotional appeal to the target groups. Research has found that the applications of the integrated 
marketing mixes, especially, the dimensions of promotion, people, and process, effectively increase the perceived 
institutional credibility and push the decision-making behavior of the parents (Kwok et al., 2020; ). It is also discovered 
that digital and social media marketing contributes to engagement and loyalty towards the brand and helps schools 
to express their educational values and achievements more convincingly (Li et al., 2021; 2022 et al., 2022). Moreover, 
studies on service and education marketing prove that positive school image is an intermediary between promotional 
activities and the behavior change in the form of attitudes and enrollment behavior, turning exposure to promotional 
activity into positive perceptions, and enrollments (Widodo & Maylina, 2022; Wong et al., 2022). Negating views, on 
the other hand, are that marketing in education frequently has a lopsided or superficial influence, especially when 
marketing and claims of quality, as well as when service delivery by the institution does not correspond with the 
propositions. According to some researchers, being over-promoted without any true academic merit could destroy 
trust between parents, particularly those with high education or high-SES backgrounds who approach academic 
standards highly instead of focusing on brand recognition (Wilkins & Huisman, 2021). Some argue that the families 
with lower-SES are more vulnerable to the appeals of marketing, but usually restricted by their financial and 
accessibility possibilities, not allowing to make positive perceptions into real enrollments (Park & Namkung, 2022).  
 
Perspective of Mediation and Moderation. 
In the sense of mediation and moderation, the connection between school marketing activities and enrollment 
intention exists in perceptual and contextual channels. School image acts as an interpreter and helps to convert 
cognitive and emotional impacts of marketing communication into an intention to behave. Parents who have a positive 
perception of the school perceiving it as a credible, reputable, and consistent with their educational values would 
develop a positive image of the school when schools actively promote the use of promotional strategies, have open 
communication channels, and high-quality services (Perera et al., 2022; Widodo & Maylina, 2022). Such a positive 
image strengthens the attitude of parents and increases their preferences to that school, which helps to confirm the 
mediating role of the attitudes as postulated in the Theory of Planned Behavior as the attitudes (school image) mediate 
the intervention between the external stimuli (marketing efforts) and the behavioral intention (enrollment decision). 
This mediated interaction, however, is not present in all social groups, and so the presence of socioeconomic status 
(SES) of parents is introduced as a mediator.  
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Figure 1 
Conceptual Framework 

 
 
Hypothesis Development  
Marketing Mix and School Image  
The strategic application of marketing mix, especially promotion, people, process, and physical evidence, shapes 
parents' cognitive and affective evaluations of the school, strengthening perceived credibility, service quality, and fit. 
There is evidence from education services that balanced and value-driven social and digital touchpoints facilitate the 
narration of quality, reduction of uncertainty, and signaling of reliability by institutions to prospective families, thus 
elevating the image of a school. In real life, clear information on programs, transparent pricing/financial aid, responsive 
service processes, and visible facilities serve as quality cues that cohere into a favorable reputation. 
H1: The marketing mix has a positive and significant effect on school image. 
 
School Image and Student Enrollment Intention  
A good school image, which would incorporate perceptions of credibility, quality, and consistency with family values, 
increases parents' enrollment intention through awareness transformed into preference and choice. Empirical work 
in education marketing reveals that brand or image aspects and perceived value resulting from institutional 
communications and experiences lead to downstream intention and choice likelihood (Wies et al., 2023; Widodo & 
Maylina, 2022; Julia et al., 2022; Wilkins & Huisman, 2021). Image therefore is the proximal attitudinal mechanism 
which transforms earlier communications into action tendencies. 
H2: School image has a positive and significant effect on student enrollment intention. 
 
Marketing Mix, School Image and Student Enrollment Intention  
The marketing mix in educational institutions is a comprehensive set of tools, promotion, people, process, and physical 
evidence that help build the image of the school and influence parents' perceptions of institutional quality. The 
implementation of coherent strategies within the school along these dimensions enhances the affective and cognitive 
brand evaluations, which, in turn, provide a more positive school image (Al Maalouf et al., 2024; Wong et al., 2022; 
Kwok et al., 2020). An appropriate marketing mix will not only convey value and reliability but also add to the 
institutional transparency and professionalism that creates trust among prospective parents. These perceptions are 
further converted into social media engagement and digital storytelling, converting promotional cues into symbolic 
signals of credibility and care, essential in shaping image and differentiation in the competitive educational market. 
H3: School image mediates the relationship between marketing mix and student enrollment intention. 
 
School Image, Parental Socioeconomic Status and Student Enrollment Intention 
While school image consistently predicts enrollment intention, it does so variably across different levels of parental 
SES. Generally, it is observed that families from a higher SES background place greater emphasis on institutional 
prestige, curriculum diversity, and social reputation than on marketing communications, relying on preestablished 
networks and firsthand knowledge of schools (Wilkins & Huisman, 2021; Hansen et al., 2018; Park & Namkung, 2022; 
Li et al., 2021). Conversely, lower-SES parents with limited access to such insider information would tend to depend 
more on observable marketing signals and perceived image as heuristics for inferring educational quality and value 
from schools. Therefore, parental SES moderates how strongly image influences intention: marketing-driven 

Parental Socioeconomic Status 

Marketing Mix School Image 
Student Enrollment 

Intention 
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perceptions may have stronger effects among middle- or lower-income parents, while affluent parents would be able 
to exert a greater sense of decision autonomy and skepticism toward marketing appeals. 
H4: Parental socioeconomic status moderates the relationship between school image and student enrollment 
intention, such that the relationship is stronger among lower-SES parents than higher-SES parents. 
 
Marketing Mix, School Image, Parental Socioeconomic Status and Student Enrollment Intention 
The integrated pathway of marketing mix → school image → student enrollment intention represents a moderated 
mediation framework, where parental SES shapes the mediating influence of school image in the marketing-
enrollment behavior relationship. When schools use consistent and inclusive marketing strategies that communicate 
affordability, accessibility, and credibility, they build a positive image that differs across socioeconomic groups (; Perera 
et al., 2022; Karabenick, 2014; Kwok et al., 2020). In a family of lower SES, perceived image will be enhanced if marketing 
communication emphasizes finance transparency, supportive staff, and community-driven values; hence, this 
enhances enrollment intention. In contrast, signals of exclusivity, advanced pedagogy, and international partnerships 
could be more effective in influencing the strength of image as a mediator for high-SES families. 
H5: Parental socioeconomic status moderates the indirect effect of marketing mix on student enrollment intention 
through school image, such that the mediated relationship is stronger among lower-SES parents. 
 
Conceptualization  
In the past 10 years, marketing research in the education sector has since moved beyond the descriptive studies of 
the promotion and branding into the consideration of behavioral frameworks geared at connecting the marketing 
efforts and decision-making psychology. Past research has revealed that the marketing mix is effective as it improves 
institutional perceptions, engagement, and loyalty in the education sector at higher learning institutions, as well as in 
the school sector (Perera et al., 2022; Wong et al., 2022). Other theories that have been extensively used to 
comprehend the influencing power of marketing cues on attitude and intentions include the Theory of Planned 
Behavior (TPB) and the Signaling Theory (Li et al., 2021; Al Maalouf et al., 2023). Nevertheless, although there is marked 
advancements in the study of marketing communication and image building, minimal studies have been done relating 
to the way these relations operate within the socioeconomic segmentations where perceptions and behavioral 
response toward school marketing varies widely. The current literature pays little attention to the parental decision-
making aspect of enrolling in a particular school, learning the aspects of higher education context rather than paying 
attention to the issues of inaccessibility and its impact on the disparity between social classes (Wilkins & Huisman, 
2021; Widodo & Maylina, 2022). Thus, the existing conceptual framework builds on the current theoretical 
backgrounds by introducing the attitudinal pathway of TPB (marketing mix - school image - enrollment intention) into 
the realms of socioeconomic moderation to present a new, context-specific goal of how school marketing affects 
parental behavioral intention in people belonging to different economic strata. 
 
Methodology 
Research Design 
The proposed research design is a quantitative, cross-sectional study design that will investigate the interrelations 
between marketing mix, school image, parental socioeconomic status (SES), and student enrollment intention in the 
context of the high schools and universities of the United Arab Emirates. Quantitative designs are especially 
appropriate when the hypothesized associations between latent constructs are to be tested and the stringency and 
direction of the effects are to be measured with the help of the statistical modeling approach, including Partial Least 
Squares Structural Equation Modeling (PLS-SEM) (Wies et al., 2023; Jabbour et al., 2024; ). The use of the cross-
sectional design allows to collect data concerning a varied sample of parents during one specific moment of time, 
identifying perceptions, attitudes, and intentions to act in a particular way, in terms of educational marketing results 
(Javadiasayesh et al., 2021; Li et al., 2021). This methodological direction is congruent with previous works on the 
research of education and marketing that rely on evidence collection through surveys in order to justify theoretical 
frameworks and determine causality through mediation and moderation analysis (Park & Namkung, 2022; Kwok et al., 
2020). In turn, the selected design guarantees empirical rigor and statistical accuracy of assessing the effect of 
marketing strategies in increasing the intentions to enroll based on perceptual and socioeconomic routes. 
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The reason of using a quantitative cross-sectional design is that it allows to take into consideration complicated 
interdependences between school marketing efforts, school image, parental socioeconomic status (SES), and 
enrollment intention in one empirical framework. In this manner, it is possible to test several directional, mediating, 
and moderating paths at the same time, providing an effective insight into the behavioral patterns in educational 
decision-making (Perera et al., 2022; Widodo & Maylina, 2022; ). The cross-sectional surveys are specifically suitable 
in cases where there is a desire to measure the perceptions and intentions of a rather large, heterogeneous group of 
respondents, like parents with different economic and social backgrounds, which gives it portability and statistical 
validity (Lalicic et al., 2020; Li et al., 2021). Furthermore, PLS-SEM facilitates validating the theoretical frameworks that 
entail latent variables, small-to-medium samples, un-normalized data distributions which are characteristic of social 
sciences studies (Park & Namkung, 2022; Kwok et al., 2020). This design therefore gives it a theoretical and 
methodological consistency, the investigation can empirically evaluate the role of the marketing plans in producing 
the image creating and SES-based disparities to influence the parental enrollment behavior. 
 
Sampling 
The instrument used to gather data in this study was the structured questionnaire survey which was administered to 
parents of students and those who intend to enroll to the private schools in urban centers. To investigate the 
moderating effect of SES, the target population was selected to include parents of different socioeconomic 
backgrounds to get representations of them. To obtain proportional sampling of the responses based on the incomes 
and education status, a stratified random sampling technique was used, which provided an opportunity to obtain 
balanced information regarding the same (how marketing and image affect enrollment behavior) (Perera et al., 2022; 
Widodo & Maylina, 2022). Question clarity and reliability as well as understanding of the instruments were investigated 
through a pilot test of 30 respondents before the actual data collection was carried out. The pilot test results proved 
the internal consistency and relevance of the measurement scales and some changes in readability and contextual 
appropriateness were conducted (Wong et al., 2022; Kwok et al., 2020). The completed survey was distributed online 
and face-to-face so that it can be accessed and received more responses of parents with different statuses of SES. 

The questionnaire contained five-point Likert scale questions based on already validated measures on marketing 
mix, school image, and enrollment intention (Werder et al., 2023; ; Wong et al., 2022; Li et al., 2021). Demographic 
questions were used to obtain major control variables like gender, age, education, monthly household income and 
number of school going children. In order to be valid and reliable, the instrument was validated in terms of content 
(expert opinion) and construct (PLS-SEM) in smartPLS 4 software (Widodo & Maylina, 2022, Park & Namkung, 2022, 
Kwok et al., 2020). The psychometric strength was guaranteed by testing convergent and discriminant validity based 
on Average Variance Extracted (AVE), composite reliability (CR), and HTMT ratio thresholds. SmartPLS was especially 
appropriate to the study because it could conveniently deal with reflective constructs, less large sample sizes, and 
interact in intricate models of moderated mediation offering high rigor empirical validation of the hypothesized 
theoretical model. 
 
Results and Discussion 
The theoretical framework proposed in this research has been substantiated in the empirical results of the study, as 
they have shown a strong positive effect on the marketing mix in the context of the school image increase that results 
in the improvement in student enrollment intention. The findings showed great path coefficients and statistically 
significant interrelations among the core constructs, which supported the mediated effect of school image and 
confirmed predictions that were made through the Theory of Planned Behavior (TPB) (Perera et al., 2022; Widodo and 
Maylana, 2022; ). This model was found to explain a significant percentage of variance in the image of schools (R2 = 
0.766) and the intention to enroll (R2 = 0.794), meaning that it was predictive and internally consistent (Wong et al., 
2022; Li et al., 2021). In contrast, the socioeconomic status (SES) of parents grew significantly non-significant in the 
number of its parents, indicating no difference in the effects of school image lead qualifier on enrollments across 
socioeconomic lines an observation that contradicts prior assumptions of SES-related distinction of parent behavior 
(Park & Namkung, 2022; Kwok et al., 2020). Generally, these findings make the role of institutional marketing and 
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perceptions in creating educational choice central and that perceived marketing communication and reputation-
building activities are still decisive in the process of enrollment behavior in competitive school markets. 
 
Table 1 
Reliability and Validity Analysis 

Construct reliability and validity 
Overview 

 
Cronbach's 

alpha 
Composite 

reliability (rho_a) 
Composite 

reliability (rho_c) 
Average variance 
extracted (AVE) 

Marketing_ Mix 0.920 0.921 0.940 0.758 

Parental_Socioeconomic_Status 0.909 0.910 0.932 0.733 

School_Image 0.917 0.921 0.938 0.751 

Student_Enrollment_Intention 0.901 0.902 0.927 0.717 
 
The construct reliability and construct validity analysis findings indicate that all four constructs, Marketing Mix, Parental 
Socioeconomic Status (PSS), School Image, and Student Enrollment Intention (SEI) have a high level of internal 
consistency and convergent validity. The alpha of Cronbach is between 0.901 and 0.920, and they are above 0.70 and 
this represents good levels of reliability of the measurement items. On the same note, composite reliability (rhoa and 
rho c) test scores range at 0.902 -0.940; which validates that there is no redundancy on any construct, meaning that 
the measure always measures what it intends to measure. Moreover, the values of Average Variance Extracted(AVE) 
are between 0.717 and 0.758 and all these values are over the 0.50 mark indicating a satisfactory convergent validity 
and evidence that over 70 per cent of the variance of each construct is accounted by the relevant indicators (Perera 
et al., 2022; Widodo & Maylina, 2022; ; Briganti et al., 2023; Kwok et al. 2020). All these findings shoot up to the 
conclusion that the measurement model is strong and that further structural model interpretations are dependable 
and sound. 
 
Figure 2 
PLS SEM Bootstrapping 

 
 
 
 
 
 
 
 
 
 
 
 

The bootstrapping outcomes of the structural model show that all the direct paths of the core constructs are 
statistically significant at the p = 0.000 which proves the relationships between constructs which were initially 
hypothesized in the model. The relationship between Marketing Mix - School Image path shows that there is a strong 
and positive relationship meaning that effective marketing activities would make a significant improvement in the 
perceived image of the school among the parents. Otherwise, another test of significance of positive relationship is 
School Image - Student Enrollment Intention with positive sign, which indicates that positive institutional image is a 
prime motivator of parents making choices to send their children to school. R2 values of 0.766 and 0.794 of School 
Image and Student Enrollment Intention are very high to demonstrate the high explanatory power and internal model 
consistency respectively. On the other hand, the mod factor (Parental Socioeconomic Status - School Image - 
Enrollment Intention) having p-value of 0.561 but not significant, shows no significant results of socioeconomic status 
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to change the relationship between image and intention. On the whole, the findings confirm that school marketing 
activities improve the image and, consequently, enrollment intention, and parental SES does not have a statistically 
significant moderating effect in this association (Ram-Tsur et al., 2013; Widodo & Maylana, 2022; Isnaini et al., 2022; 
Kwok et al., 2020). 
 
Table 2 
Hypothesis Testing 

Path coefficients 
Mean, STDEV, T values, p values 

 
Original 

sample (O) 
Sample 

mean (M) 
Standard 

deviation (STDEV) 
T statistics 

(|O/STDEV|) 
P 

values 
Marketing_ Mix -> School_Image 0.875 0.875 0.023 38.428 0.000 
Parental_Socioeconomic_Status -> 
Student_Enrollment_Intention 

0.620 0.617 0.061 10.196 0.000 

Parental_Socioeconomic_Status x 
School_Image -> 
Student_Enrollment_Intention 

-0.010 -0.007 0.016 0.581 0.561 

School_Image -> 
Student_Enrollment_Intention 

0.303 0.308 0.070 4.317 0.000 

 
The path coefficient output shows that the relationships that were predicted in the model are statistically strong with 
three paths out of four recording significant positive influences. The marketing mix-school image (b = 0.875, t = 38.428, 
p = 0.000) shows that the effect has been very strong and significant which significantly shows that successful 
marketing practices do have a substantial impact on the perceived image of a school. On the same note, School Image 
- Student Enrollment Intention (b = 0.303, t = 4.317, p = 0.000) shows that a positive institutional image actually 
contributes positively to the intentions of parents to enroll their children. The Parental Yes - Parental Socioeconomic 
Status - Enrollment Intention (b = 0.620, t = 10.196, p = 0.000) is also significant relationship which implies that the 
parental questions are influenced only by the Socioeconomic Structure where those with more sociological wealth 
are characterized by stronger enrollment intention. Nevertheless, interaction term (Parental SES x School Image - 
Enrollment Intention) also shows a low and statistically insignificant impact (b = [?]0.010, t = 0.581, p = 0.561), meaning 
that there is no significant variation in the effect of school image on enrollment intention on the backgrounds of 
socioeconomic differences. In general, the results prove that marketing activities and the institutional image are 
essential predictors of enrollment behavior, whereas the moderating effect of SES is insignificant (Watt et al., 2021; 
Widodo & Maylana, 2022; Wong et al., 2022; Kwok et al., 2020). 
PLS SEM 
 
Figure 3 
PLS SEM 
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The results of the structural model in this figure indicate that all the indicator loading are above and beyond the 0.80 
threshold indicating the existence of strong reliability and convergent validity of all constructs. The marketing mix to 
image of school path coefficient (b = 0.875) marks a strong relationship which is positive implying that effective 
marketing practices including promotion, people, process and the physical evidence are important in boosting school 
image image. The line between School Image and Student Enrollment Intention (b = 0.303) further verifies a positive 
influence and therefore indicates that the attitude of the parents towards a school is a strong motivating factor in 
their decisions on school enrolments. The explanatory power of the model is high; R2 = 0.766 of School Image and 
R2 = 0.794 of Student Enrollment Intention i.e. it predicts more than 76-79 percent of the variance in the same 
construct respectively and this is a good predictive power of the model. On the other hand, the moderating role of 
Parental Socioeconomic Status (b = 0.010) displays an insignificant small value, which implies that school image and 
the market in school enrolment are not significantly influenced by socialeconomic disparity. On the whole, the model 
proves that school marketing efforts have a significant positive performance in enhancing the image of institutions 
and support enrollment choices, with the moderating factor of parental SES being statistically insignificant (; Perera et 
al., 2022; Widodo & Maylana, 2022; Dada et al., 2020; Al-Sayegh 2023). 
 
Table 3 
Model Fitness 

Model fit 
Fit summary 
 Saturated model Estimated model 

SRMR 0.052 0.060 
d_ULS 0.564 0.745 
d_G 0.409 0.434 
Chi-square 866.350 876.619 
NFI 0.880 0.879 

 
The model fit indices show that the proposed conceptual model has a good fit with the observed data in general. 
SRMR values (0.052 and 0.060) of both the saturated and estimated models fall less than the recommended 0.08 and 
proves satisfactory level of model fit with low residual values. Equally, there are slight variations (0.564 vs 0.745 and 
0.409 vs 0.434) in the dULS and dG values of the saturated model and estimated model, indicating that there is good 
internal consistency and stability of the model structure. The mismatch between the two models is insignificant as the 
Chi-square statistics (866.350 vs. 876.619) suggests that the models are adequate. In the meantime, the Normed Fit 
Index (NFI) values of 0.880 and 0.879 are near the 0.90 standard, which is a good fit in the PLS-SEM standards. In 
general, these findings confirm that the measurement and structure items of the model match the empirical evidence 
fairly well, which proves that the model is not only valid but also theoretically sound (; Perera et al., 2022; Pardiyono 
et al., 2019; Wong et al., 2022; Kwok et al., 2020). 

The observations closely coincide with the recent evidence of education-marketing: the exceedingly high 
Marketing Mix - School Image effect (b=0.875) corresponds to the results where balanced 7Ps expression on the social 
media boosts perceived credibility and engagement in the context of higher-education and where value-rich 
communication enhances brand/image aspects of the institutional equity (Perera et al., 2022). The Image - Enrollment 
Intention relation (b=0.303) is of similar strength as literature that attests to image/credibility as mediating 
downstream choice intentions in education consumers (Hashemi et al., 2020). In contrast to other forms of 
segmentation centric claims, our non-significant SES moderation idx indicates that image has a relatively homogenous 
impact on socioeconomic strata that are in line with work indicating that coherent digital strategy and information 
quality are highly diagnostic cues, which are largely diagnostic with respect to the specific segment, as researchers 
indicate that process, people, and physical-evidence-based cues (Li et al., 2021) are relatively homogenous. In sum, 
the single/ multiple-path design in our model is highly upstream market pulling, image-based mediating and 
moderating insignificant converges with current multi-channel findings and expectations are narrowed further in 
regards to SES heterogeneity in enrollment choices. 
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Discussion 
The final results of the given study contribute significantly to the theory, literature, and practice due to their ability to 
confirm and provoke the relationships between marketing mix and school image on the one hand and the intention 
to enroll to school on the other hand, as well as to test the moderating effect of parental socioeconomic status (SES) 
in a private school setting. Theoretically, the findings are the extensions of the Theory of Planned Behavior (TPB) as 
they prove the institutional marketing efforts to be mediated by school image as an attitudinal variable between 
institutional marketing efforts and behavioral intention. The high and meaningful connection between Marketing Mix 
- School Image (b = 0.875) confirms the idea that the perception of parents is conditioned to occur during their 
consistent exposure to behavioral antecedents promotion, process, people, and physical evidence as a result of 
repeated use of marketing cues owing to their interdependence (; Perera et al., 2022; Widodo & Maylina, 2022). This 
confirms the assumption that TPB makes about the role of attitudes as mediators of the effect of external stimuli on 
behavioral intentions (Chamundeswari., 2013). The importance of School Image - Enrollment Intention (b = 0.303) also 
confirms the idea that the good perception of institutional reputation and credibility also implies a high enrollment 
intention. Nonetheless, the insignificant moderating impact of SES (b = -0.010) offers an interesting theoretical 
variation that states that parental decision-making in relation to school choice is not differentiated by socioeconomic 
background as much as anticipated. This is opposed to previous assumptions of segmentation, including that of Li et 
al. (2021) and Kwok et al. (2020), who hypothesized that consumer reactions to marketing cues varied depending on 
economic and informational access. Rather, our findings indicate that whatever psychological processes administering 
the relationship between marketing communication and intention work across social classes when the institutional 
image is held as credible and trustworthy. 

Regarding literature, the findings coincide with the emerging literature that highlights the intermediation of the 
institutional image and perceived value in marketing educational services and decision-making in education 
marketing. In line with and Perera et al. (2022), this research empirically argues that effective marketing mix executed 
using both the traditional and online platforms is critical in creating a school image that directly relates to the desire 
to join the school. Close to the usefulness of the model can be explained by the high values of explanatory power (R2 
= 0.766 in the case of school image; R2 = 0.794 in the case of enrollment intention), proved by Widodo and Maylina 
(2022), who have proven that perceived value and social media utilization serve as critical predictors of behavioral 
intentions in education markets. Furthermore, we also find parallels in Wong et al. (2022), who concluded that social 
media marketing increases brand loyalty and engagement in digital-native populations in higher education and may 
suggest that the same mechanisms are applicable to parents in K-12 or private school classrooms. Our research, on 
the other hand, contrasts with the Wilkins and Huisman (2021) focus on socio-economic disparities usually as the 
antecedents of the salience of marketing and image-based persuasion in transnational education. Contrastingly, our 
findings show that despite any segment of SES, the development of school image and, next, behavioral intention is 
statistically homogenous, which can be possibly explained by the ubiquitous nature of digital communication and 
emotional sensitivity of choices made concerning school. This finding is also congruent with the study conducted by 
Park and Namkung (2022) because the researchers observed that social media credibility and influencer marketing 
have a stronger effect on purchasing intentions, whereas demographic segmentation is growing less predictive 
because of information access democratization. Hence, this study makes contributions to the literature by stating that 
marketing mix and image mechanisms consistent effectiveness is preserved between parental backgrounds in the 
digital education marketplace. 
 
Conclusion 
Findings of this paper are a strong evidence that the marketing mix is a major factor that influences the development 
of the school image, which in turn, leads to increased student enrollment intention, as postulated in the hypothesis 
as the mediator. The assumptions made by the Theory of Planned Behavior (TPB) that external marketing cues affect 
behavioral intentions in other words of attitudinal constructs can be supported by the strength of the direct path 
between the marketing mix and school image (b = 0.875) and the significant relationship between school image and 
enrollment intention (b = 0.303) (; Perera et al., 2022; Widodo & Maylina, 2022; Wong et al., 2022). The insignificant 
mediating role of parental socioeconomic status (b = -0.010) implies that marketing-based perceptions of credibility 
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and quality do have a consistent impact on parental enrollment decisions irrespective of their level of economic 
backgrounds, a result that contradicts previous association-based segmentation models. The implication of this 
finding is that the parental choice in contemporary educational markets with substantial deliberation of information 
transparency and digital access lends to the institutional image and trust rather than the income-based differentiation 
(Li et al., 2021; Park & Namkung, 2022). In that way, hypothetically, this research enhances the explanatory capabilities 
of TPB in the educational setting and empirically supports the mediation capacity of image as a behavioral intention 
determinant. 

Practically and policy wise, the findings focus on the fact that schools are to transition beyond traditional 
promotional campaigns into the world of relationship-based marketing that focuses on the elements of authenticity, 
transparency, and trust in the community. The effective connection between school image and marketing mix proves 
that enacting unity in communication, service delivery, and stakeholder interaction to build a consistent and plausible 
institutional image is significant (Perera et al., 2022) Digital marketing tools, uniformity of branding, and stakeholder-
focused activities that inspire the sense of emotional attachment and perceived trustworthiness among parents 
should be incorporated into educational institutions as per the recommendation of Widodo and Maylina (2022) and 
Wong et al. (2022). Moreover, as the socioeconomic differences did not play an essential role in affecting the 
perception or intention, schools need to implement inclusive interventions which are aimed at wide audiences, and 
at the commonality of the benefits of education and morale in institutions. This work has made a contribution to the 
marketing and education management literature since it shows that marketing credibility and school image are 
interconnected to predict enrollment behavior; in addition, this paper can give actionable information to 
administrators to enhance competitive positioning, student recruitment, and long-lasting institutional reputation 
(Wies et al., 2023; Widodo & Maylana, 2022; Wong et al., 2022; Bleik., 2013). 
 
Future Research Directions  
It is true that even though this study offers effective empirical data on the dynamics of marketing mix, image of the 
school and enrolment intention, there are still some areas that a learner can explore through future research. To 
begin with, it is important that future researchers investigate the relationships in various cultures and institutional 
settings to determine how the results can be generalized to other individuals beyond the present sample. The 
differences between the educational institutions of the state and independent ones or between the regions might 
also reveal the notion of moderator roles of contextual factors, including the nature of governance, the reputation of 
the educational institutions, or cultural values, which influence parental decision-making (Perera et al., 2022; Widodo 
& Maylina, 2022). Second, longitudinal designs could be utilized by the researchers to observe the development of 
the school image over time due to the continued marketing effort and its long-term impact on the loyalty and retention 
beyond the enrollment for a short time (Wong et al., 2022; Li et al., 2021). This study is based on the cross sectional 
data and therefore causal interpretation is not possible thus combining the time based or experimental design may 
offer greater information on the relationship between cause and effect. Moreover, the lack of significance between 
parental SES as a moderator indicates that more moderators can be investigated in the future, including cultural 
capital or trust in educational establishments and digital literacy that might drive parental reactions to the processes 
of marketing and image-building (Park & Namkung, 2022; Kwok et al., 2020). The extensions would lead to more 
theoretical refinements and theoretical diversity in education marketing research. 
 
 
 
 
 
 
 
 
 
 



Khurram Shahzad, Ayesha Wasti, Muhammad Hassan Kamal, and Muhammad Suhaib Siddiqui | 2025 
Exploring How School Marketing Efforts Influence Enrollment Intention: A Moderated Mediation Analysis of School Image and Parental SES 

 

 
    

40  ProScholar Insights - (PSI) Volume 4, Issue 4 (Fall 2025)  
 

References 
Akiri, A. A. (2014). Teachers’ career satisfaction and students’ academic performance in delta public secondary 

schools. Journal of Educational and Social Research. https://doi.org/10.5901/jesr.2014.v4n1p267 
Al Maalouf, N. J., & Al Baradhi, R. (2024). The impact of the economic crisis on the educational sector in Lebanon in 

terms of student enrollment, quality of education, and teachers’ motivation. Migration Letters, 21(4), 1561–
1570. https://migrationletters.com/index.php/ml/article/view/8204   

Al Maalouf, N. J., Daouk, A., Elia, J., Ramadan, M., Sawaya, C., Baydoun, H., & Zakhem, N. B. (2023). The impact of 
emotional intelligence on the performance of employees in the Lebanese banking sector during crisis. Journal 
of law and sustainable development, 11(9), e1030-e1030. https://doi.org/10.55908/sdgs.v11i9.1030  

Al-Sayegh, S. E. (2023). Professional Challenges for Lebanese Teachers. Global History Dialogues. 
https://globalhistorydialogues.org/stories/professional-challenges-for-lebanese-teachers 

Bleik, G. M. (2013).  Teacher's views on job satisfaction.(c2013) (Doctoral dissertation, Lebanese American University). 
https://doi.org/10.26756/th.2013.21 

Briganti, P., De Gennaro, D., Buonocore, F., & Varriale, L. (2023). Job (DIS-)satisfaction in pay-for-performance health 
care contexts: A meta-synthesis of qualitative literature. International Journal of Public Sector 
Management, 36(6/7), 606-631. https://doi.org/10.1108/ijpsm-02-2023-0061  

Chamundeswari, S. (2013). Job satisfaction and performance of school teachers. International Journal of Academic 
Research in Business and Social Sciences, 3(5), 420. 

Dada, S., Flores, C., Bastable, K., & Schlosser, R. W. (2020). The effects of augmentative and alternative communication 
interventions on the receptive language skills of children with developmental disabilities: A scoping 
review. International Journal of Speech-Language Pathology, 23(3), 247-
257. https://doi.org/10.1080/17549507.2020.1797165  

Hansen, L. M. (2018). Teaching academic concepts in a play-based preschool environment: A case study of guided play 
across three classrooms. University of San Francisco. 

Hashemi, S., & ABUHAMZEH, A. (2020). disgrafia Improvement Techniques in Primary School Student at Shahid 
Beheshti Elementary School. Pouyesh in Humanities Education, 6(19), 15-20. 

Jabbour Al Maalouf, N., Sayegh, E., Inati, D., & Sarkis, N. (2024). Consumer motivations for solar energy adoption in 
economically challenged regions. Sustainability, 16(20), 8777. https://doi.org/10.3390/su16208777 

Javadiasayesh, S., Arjmandnia, A., & Kashanivahid, L. (2021). The effect of hydrotherapy on stereotype behaviors in 
children with autism spectrum disorder. Journal of Psychological Science, 20(102), 901-910. 

Julia K., Hartnett M.S. & CCC-SLP. (2022). Speech & Language Therapy at Nemours Children's Health. 
https://kidshealth.org/en/parents/speech-therapy.html.  

Karabenick, S. A., & Conley, A. (2014). Enhancing teacher motivation for professional development: Scales to measure 
teachers’ beliefs about motivation-related features and outcomes of prospective, concurrent, and Post-PD 
interventions. Math and Science Partnership–Motivation Assessment Program, University of MI.  

Kwok, L., Tang, Y., & Yu, B. (2020). The 7 Ps marketing mix of home-sharing services: Mining travelers’ online reviews 
on Airbnb. International Journal of Hospitality Management, 90, 
102616. https://doi.org/10.1016/j.ijhm.2020.102616  

Lalicic, L., Huertas, A., Moreno, A., & Jabreel, M. (2020). Emotional brand communication on Facebook and Twitter: Are 
DMOs successful? Journal of Destination Marketing & Management, 16, 
100350. https://doi.org/10.1016/j.jdmm.2019.03.004  

Langendorfer, S. J. (2009). Water learning: Improving mental, physical, and social skills through water 
activities. International Journal of Aquatic Research and Education, 3(1). https://doi.org/10.25035/ijare.03.01.09  

Li, F., Larimo, J., & Leonidou, L. C. (2020). Social media marketing strategy: Definition, conceptualization, taxonomy, 
validation, and future agenda. Journal of the Academy of Marketing Science, 49(1), 51-
70. https://doi.org/10.1007/s11747-020-00733-3  

Nur, L., Hamdu, G., Mulyadiprana, A., Nuraeni, E., & Yulianto, A. (2019). Thematic learning design development: STEM 
model through water play activity. Journal of Physics: Conference Series, 1318(1), 
012051. https://doi.org/10.1088/1742-6596/1318/1/012051  

https://doi.org/10.5901/jesr.2014.v4n1p267
https://migrationletters.com/index.php/ml/article/view/8204
https://doi.org/10.55908/sdgs.v11i9.1030
https://globalhistorydialogues.org/stories/professional-challenges-for-lebanese-teachers
https://doi.org/10.26756/th.2013.21
https://doi.org/10.1108/ijpsm-02-2023-0061
https://doi.org/10.1080/17549507.2020.1797165
https://doi.org/10.3390/su16208777
https://kidshealth.org/en/parents/speech-therapy.html
https://kidshealth.org/en/parents/speech-therapy.html
https://kidshealth.org/en/parents/speech-therapy.html
https://kidshealth.org/en/parents/speech-therapy.html
https://doi.org/10.1016/j.ijhm.2020.102616
https://doi.org/10.1016/j.jdmm.2019.03.004
https://doi.org/10.25035/ijare.03.01.09
https://doi.org/10.1007/s11747-020-00733-3
https://doi.org/10.1088/1742-6596/1318/1/012051


Khurram Shahzad, Ayesha Wasti, Muhammad Hassan Kamal, and Muhammad Suhaib Siddiqui | 2025 
Exploring How School Marketing Efforts Influence Enrollment Intention: A Moderated Mediation Analysis of School Image and Parental SES 

 

 
   

 ProScholar Insights (PSI) - Volume 4, Issue 4 (Fall 2025)  41 
 

Pardiyono, R., & Indrayani, R. (2019). Decision support system to choose private higher education based on marketing 
mix model criteria in Indonesia. IOP Conference Series: Materials Science and Engineering, 508, 
012112. https://doi.org/10.1088/1757-899x/508/1/012112  

Pardiyono, R., Suteja, J., Puspita, H. D., & Juju, U. (2022). Dominant factors for the marketing of private higher 
education. Decision Science Letters, 11(2), 137-146. https://doi.org/10.5267/j.dsl.2021.12.002  

Park, C.-I., & Namkung, Y. (2022). The effects of Instagram marketing activities on customer-based brand equity in the 
coffee industry. Sustainability, 14(3), 1657. https://doi.org/10.3390/su14031657  

Perera, C. H., Nayak, R., & Van Nguyen, L. T. (2022). The impact of social media marketing and brand credibility on 
higher education institutes’ brand equity in emerging countries. Journal of Marketing Communications, 1–26. 
https://doi.org/10.1080/13527266.2022.2086284  

Ram-Tsur, R., Nissim, M., Zion, M., Ben-Soussan, T. D., & Mevarech, Z. (2013). Language development: The effect of 
aquatic and on-land motor interventions. Creative Education, 04(09), 41–50. 
https://doi.org/10.4236/ce.2013.49b009  

Watt, H. M. G., Butler, R., & Richardson, P. W. (2021). Antecedents and consequences of teachers’ goal profiles in 
Australia and Israel. Learning and Instruction, 76(101491), 101491. 
https://doi.org/10.1016/j.learninstruc.2021.101491  

Werder, C., Hutchings, P., Otis, M. M., & Huber, M. T. (2023). Engaging student voices in the study of teaching and learning. 
Routledge. https://doi.org/10.4324/9781003444503  

Widodo, T., & Krisma Maylina, N. L. P. (2022). The mediating role of perceived value and social media word-of-mouth 
in the relationship between perceived quality and purchase intention. Jurnal Manajemen Dan Pemasaran 
Jasa, 15(1), 49–68. https://doi.org/10.25105/jmpj.v15i1.9468  

Wies, S., Bleier, A., & Edeling, A. (2023). Finding Goldilocks influencers: How follower count drives social media 
engagement. Journal of Marketing, 87(3), 383–405. https://doi.org/10.1177/00222429221125131 

Wilkins, S., & Huisman, J. (2021). Institution strategy in transnational higher education: late entrants in mature markets 
– the case of international branch campuses in the United Arab Emirates. Studies in Higher Education, 46(4), 
704–720. https://doi.org/10.1080/03075079.2019.1649386  

Wong, L.-W., Tan, G. W.-H., Hew, J.-J., Ooi, K.-B., & Leong, L.-Y. (2022). Mobile social media marketing: a new marketing 
channel among digital natives in higher education? Journal of Marketing for Higher Education, 32(1), 113–137. 
https://doi.org/10.1080/08841241.2020.1834486  

Zachlod, c., samuel, O., Ochsner, a., & Werthmüller, s. (2022). analytics of social media data – state of characteristics 
and application. Journal of Business Research, 144, 1064–1076. https://doi.org/10.1016/j.jbusres.2022.02.016 

 
 

https://doi.org/10.1088/1757-899x/508/1/012112
https://doi.org/10.5267/j.dsl.2021.12.002
https://doi.org/10.3390/su14031657
https://doi.org/10.1080/13527266.2022.2086284
https://doi.org/10.4236/ce.2013.49b009
https://doi.org/10.1016/j.learninstruc.2021.101491
https://doi.org/10.4324/9781003444503
https://doi.org/10.25105/jmpj.v15i1.9468
https://doi.org/10.1177/00222429221125131
https://doi.org/10.1080/03075079.2019.1649386
https://doi.org/10.1080/08841241.2020.1834486
https://doi.org/10.1016/j.jbusres.2022.02.016

