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ABSTRACT 

The main purpose of this study is to determine the effectiveness of the current marketing practices of Future 

University and the degree of seriousness of the marketing problems encounter, in order to design a strategic intervention 

scheme to improve and develop an appropriate marketing strategy by utilizing the descriptive survey method. 

Furthermore; it was able to determine the weak and strong areas of the current marketing practices. And designed a 

program that is suited to the problems, recommendations was also given to intensify itself against competition and 

maintain a good position in market place In spite of its success in school business. 
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INTRODUCTION 

In today’s business either company is establish or not it is very important to strengthen the core capabilities of 

every business, companies must realize the important of marketing strategy especially in this time of crisis. For school 

business it is necessary to determine and analyze if their marketing strategies are still aligned base on the market trend in 

order stay attune in the business, thus existing strategy should scrutinize if it is still applicable to the client demand. 

Especially needed is the analysis of the four factors such as product, price, place, and promotion. 

Marketing is very important especially for school business it helps to determine the different demands of the client 

and conceptualize the position of the business; therefore the analysis of this so-called 4 P’s in marketing is very vital to 

provide management with relevant, accurate, reliable, valid, and current information. Competitive marketing environment 

and the ever-increasing costs attributed to poor decision making require that marketing research provide sound 

information. Sound decisions are not based on gut feeling, intuition, or even pure judgment. 

Branding and marketing are syllabus standard in business school, but sometimes school leaders do not apply those 

principles when marketing their own school. There is actually a great deal that is taught in business schools that should be 

taught to business school. (Mathew 2009) 
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Breivick (2006) emphasized that private institution depends on student tuition for the large proportion of their 

income and seeks to establish a niche in a highly competitive and expanding market place. They exist at all levels of the 

academic hierarchy, although most of the growth seems to be at the bottom, it is important to understand their realities and 

complexities. 

In this view, an examination of these four factors needs to be undertaken by Future University. In spite of its 

success in school business. The researcher found out that the competition in the academe and related business is increasing 

and the researcher found that the current marketing management practice of Future University is not so aggressive in terms 

of product, price, place, and promotion. As experience some of their programs namely faculty of IT, Faculty of Arts and 

Design, Faculty of Engineering, Faculty of Architecture and Design, Faculty of Computer science, Faculty of 

Geoinformatics, faculty of Telecommunication and Space Technology, faculty of Post Graduate studies etc. so there is still 

a need to cushion, improve, enhance, and intensify itself against competition and maintain a good position and image in the 

market place for a better opportunity.  

THEORETICAL BACKGROUND 

This study is anchored on the theory of Kotler who stated that marketing management represents the key factor 

that propels business and industry to attain accelerated growth and development. Complex organizations such as colleges, 

universities, businesses, and government agencies are being confronted daily with an unfriendly economic environment, 

which significantly hinders their ability to remain viable in an effective ever-changing global society. (Kotler 2006) 

The marketing concept is a management orientation that holds that the key task of the organization is to determine 

the needs, wants and value of a target market and to adapt the organization to deliver the desired satisfactions more 

effectively and efficiently than competitors. Marketing That Works is possibly the best of both the academic and practical 

approaches to marketing issues—it comes from the intersection of both approaches.  

In a downturn, marketing becomes even more important to the company's bottom line, making a profit. A 

marketing plan is a key to establishing the dimensions of your market, where you fit according to your product and 

identifying where a company should focus its marketing budget to achieve the best overall results.  

Contemporary marketing is about the building. A product, service, brand, or corporation is successful only to the 

degree that it means something important to the people with whose lives it is linked. Retailers, competitors, neighbors, 

government leaders, and even members of the press- people we call stakeholders because they have a stake in the success 

of companies and brand are involved with or affected by marketing programs. (Keegan 2000) 

In the consumer-driven approach, consumer wants are the drivers of all strategic marketing decisions. No strategy 

is pursued until it passes the test of consumer research. Every aspect of a market offering, including the nature of the 

product itself, is driven by the needs of potential consumers. The starting point is always the consumer. The rationale for 

this approach is that there is no point spending R&D funds developing products that people will not buy. History attests to 

many products that were commercial failures in spite of being technological breakthroughs. (Borden 2003) 

The greatest challenge for faculty is the impact of the internet on how students relate their learning. Nowadays, 

both faculty and students are increasingly using electronic resources and know how to judge the inherent quality of 

information, and their research schedules allow them to wait for print materials to be delivered where appropriate. Many 
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students disclosed that the web is a time saver when looking for information and has a modest influenced in their academic 

performance. Information literacy is a survival skill in the information age. Instead of drowning in the abundance of 

information, literate individuals know how to find, evaluate, and use information effectively to solve the problem. ( 

Jemielniak 2008)  

Marketers today have the responsibility to treat the customer as the guest, suppliers as partners, and employees as 

team members, earth and its environment as a fragile vessel that can carry us to bountiful future or to ecological calamity. 

(Duncan 2000). 

Truly successful businesses over the long term have achieved greater than markets levels of profit return to their 

investors because they have been able to somehow insulate themselves from competitive pressures. If a company cannot 

insulate itself from competitors, it becomes  doomed to market level rates of return as competitive forces continually attack 

its profit margins and revenue sources. (Lodish 2008) 

Wing (2008) posited that higher education is commercialized nowadays and increasingly being seen as a good. 

This idea links higher education to returns on investment. It gives added significance to the issues of quality to maximize 

such returns. Quality is not just about implementing and running a system. It is an attitude, a strategy, which not only 

improves an organization but the way people work and live. It grows from within rather than being imposed from outside. 

Quality assurance becomes the underpinning value that holds together other aspects of  higher education institutions. It 

thus has to span the processes of marketing management practices, adoption of different strategies and institutional 

linkages.  

The marketing function is therefore, an essential ingredient of corporate strategy, and this marketing focus should 

be communicated through marketing planning into all aspects of business activity. In choosing a marketing strategy a 

frequent distinction that is made is between undifferentiated marketing and differentiated marketing.   

The new concept starts with the firm's existing and potential customer; it seeks profits through the creation of 

customer satisfaction; and it seeks to achieve this through an integrated, corporate-wide marketing program. These are the 

three pillars of the new marketing concept. Customer-Oriented Focus... Integrated Marketing... Profit through Creating 

Customer Satisfaction. (Kotler 2004) 

Said that money is scarce today due to the global crisis. What is significantly different today are neither the 

problems nor issues confronting higher education, but the full-scale arrival of the internet and its inherent age of 

information. Today, most people have a vague and uncomfortable awareness of information overload set against a 

shrinking global community. Too often such awareness is slow to result in changes in how learning takes place or business 

is done on campuses. The widespread failure of the academic community to recognize or take the enormous potential of 

the internet is lamentable. Despite significant changes in internet resources and information technology, most people view 

them in simplistic terms. (Breivick 2006) 

There are a number of key challenges to any organization that will operate over the next decade. Globalization, 

corporate consolidation, ecological issues, increasing sensitivity to privacy and data ownership issues, and new 

governmental regulation must all be considered when designing marketing efforts. Marketing across national boundaries 

creates challenges that once could only be profitably managed by large companies. Because the Internet immediately puts 

one’s products and service information at the fingertips of the world, it is important to be ready for the global customer 



12                                                                                                                                                                                                                   Roland Getaruelas 

 
Impact Factor (JCC): 4.9956                                                                                                                                                                       NAAS Rating: 2.08 

from day one. In addition, one must be prepared for competition from very far away, for on the Internet, no one cares if 

you’re next door or halfway across the world, as long as the goods or services can be delivered in a timely, reliable 

manner. (Lodish 2008) 

There are four elements in the marketing mix. The first is a product. Product is anything tangible or intangible 

offered to a market by the business to satisfy needs. A tangible product is anything that can be touched and seen such as 

books, foods, etc. On the other hand, intangible products are those that cannot be touched but can be felt such as services. 

It is important for  marketers to realize that consumers view a product differently than business people. Business 

often sees their products as the first part of the definition anything offered to a market. Consumers have a different view of 

products. They are concerned about  their needs. Those two views can result in problems when businesses develop and 

market products. (Burrow 2006) 

A product is anything that can be offered on the marketplace, with the purpose of interest, buying, usage or 

consumption as long as it can satisfy a need or fulfill a wish. Products can be a physical object, service, person, place, 

organization or idea. The e-marketing works in many cases with non-physical products and is situated more on the 

tangible, virtual side. As we already have guessed, the e-marketing opens a new dimension, a new modality to perceive and 

utilize virtual instrument in order to achieve real goals. (Hubert 2001)  

In higher education institutions, the course offering and school facilities are their main products. Distance 

education nowadays is very popular and common in the top ranking universities and colleges in the world. Chances are 

good if students work with someone who has taken online classes or completed online training. In this day and age, 

accredited online degrees are fast becoming mainstream credentials. Some are calling online schools the next major 

internet application. Futurist and education experts cite society’s increasing acceptance of this medium and its enhanced 

delivery mechanism as two of the reasons why more and more students are logging on to virtual campuses. ( Birnbaum 

2000) 

THE PROBLEM 

Statement of the Problem 

The study was to determine the marketing strategies of Future University in Khartoum, Sudan as evaluated by 

administrators and faculty in order to design  improvement of the existing marketing strategies. Specifically, it answers  the 

following questions: 

As assessed by the administrators and faculty, what is the effectiveness to which marketing strategies are adopted 

by Future University in terms of the following parameters: 

• Products; 

• Price; 

• Place; and 

• Promotion? 

What are the problems encountered and their degree of seriousness in terms of the above-mentioned parameters? 

Based on the findings, what improvement can be proposed? 
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RESEARCH METHODOLOGY  

In order to examine directly the marketing practices, the researcher adopted the 4 P’s in the marketing mixes such 

as product, price, place, and promotion. For a proper evaluation using the questionnaire there were two groups of 

respondents namely; administrators and full-time faculty, with  a total of 84 and were equally divided into different 

departments and offices. Using the two sets of the questionnaire, the respondents were assigned to assess the degree of 

effectiveness of the current marketing practices, and the degree seriousness of the problem encounter of Future University. 

The respondents of the study were the school administrators and comprise of (school President, VP - Finance, VP – 

Academic, VP – Students Welfare, Deans and chairpersons of different colleges and directors of different departments of 

Future University. 

The second group comprised of full-time faculty members of different colleges of the university. They were 

chosen by the researcher as respondents because they spend most of their time in the university and the researcher believed 

that since they been staying for so many years in Future University and they know already the problems existed 

furthermore they know some areas that need to improve, in which the researcher believes they can give exact insights 

about the study. The outside part-time teachers are not included since they spend their time in  university after 5:00 o’clock 

in the afternoon and even on Saturdays. The new faculty is also not included because they are just new in the organization 

and their knowledge about the school operation is insufficient. 

Table 1 shows the total number of school administrators and full-time permanent faculty members of the 

University who are the respondents of the study. 

Table 1:Respondents of the Study 

              n = 84 

 ADMINISTRATOR Full-Time Faculty  
Departments / Offices   Faculty Total 

 President office 1   1 
VP-Academic 1   1 
VP- Business & Finance 1   1 
VP- Student Welfare 1   1 
   Faculty of IT         4  10 14 
Faculty of Arts and Design 3  5 8 
Faculty of Computer Science 2  11 13 
Faculty Engineering 3  9 12 
Faculty of Telecommunication and Space Technology 2  7 9 
Faculty of Geoinformatics 1  4 5 
Faculty of Architecture and Design  1  6 7 
Faculty of Basic Studies 1  4 5 
Faculty of Graduate Studies 1  6 7 

Total 22 62 84 
 
Research Instrument 

The researcher made questionnaires that were used in this study as the main instrument of data collection. The 

questionnaire was  divided into two parts. Part I contains a question to elicit responses regarding the respondent’s 

perception on the effectiveness of an adaptation of the marketing strategies with regards the four parameters such as 

Products, Price, Place, and Promotion. Each statement is followed by a number of indicators corresponding to each scale 

indicator is the numerical scales with the following qualitative interpretation. 
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Scale Effectiveness Interpretation 
4 Very Effective When the strategy contributes attainment to the marketing objectives in all cases. 

3 Effective 
When the strategy contribute the attainment to the marketing objectives in the majority of the 
cases 

2 Less Effective When the strategy contributes the attainment to the marketing objectives in some cases. 
1 Not Effective When the strategy does not contribute to the attainment of the marketing objectives  

Legend: 
Scale Range 
3.26 – 4.00 Very Effective (VE) 
2.51 – 3.25 Effective (E) 
1.76 – 2.50 Less Effective (LE) 
1.0 – 1.75 Not Effective (NE) 

 
Part II dealt with the degree of seriousness of the problems encountered with regards the four parameters such as 

Products, Price, Place, and Promotion. Each statement is followed by a number of indicators corresponding to each scale 

indicator is the numerical scales with the following qualitative interpretation. 

Scale Effectiveness Interpretation 
4 Very Serious Means that the problem hinders the attainment to the marketing objective in all cases. 
3 Serious Means that the problem hinders the attainment to the marketing objective in most cases. 
2 Less Serious Means that the problem hinders the attainment to the marketing objective in all cases. 
1 Not Serious Means that the problem does not affect the attainment to the marketing objective in all cases 

Legend: 
Scale Range 
3.26 – 4.00 Very Serious (VS) 
2.51 – 3.25 Serious (S) 
1.76 – 2.50 Less Serious (LS) 
1.0 – 1.75 Not Serious (NS) 

 
Data Analysis 

 For accuracy and precise interpretation and analysis of the findings, the following statistical tools will be used: 

Numerical rating scales were assigned to the descriptive rating scales pertaining to the effectiveness of the marketing 

strategy of Future University. The researcher used the percentage and  weighted mean methods. 

The formula used in setting the percentage is: 

 P = _f__  

 n 

Where:   P = percentage 

 f = number of respondents under scale 

 n = number of respondents  

Mean 

This was  used to determine the extent of marketing strategies of Future University as assessed by the 

administrators and full-time faculty. The formula is presented below: 

The weighted mean was computed using the following formula: 
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 µ =Σ f x 

  N 

 Where:          µ = weighted mean 

 Σ = summation 

 f = the no. of responses under each scale 

 x = the weight assigned to each scale 

 N = number of respondents 

Summarized Interpretation and Analysis of Data  

Summarized Data on the Effectiveness of  the Marketing Strategies  

 Table 2 contains the summarized data on the effectiveness of the marketing strategies adopted by Future 

University based on the four P’s of the marketing mix – product, price, place, and promotion. The grand mean of 3.04 

taken from the group mean of 3.11 for the administrator and 3.03 for the faculty from the various faculty or colleges shows 

that the strategy was  generally rated to be effective. Specifically, in the area of the product, the programs offered by the 

university were viewed to be effective (µ=3.23) in the meeting industry, trade both local and global as well as a 

government institution. The factor mean of 2.55 likewise, this factor were assessed to be effective. it can be gathered from 

this finding that the price levels of the services and products offered by the were at par with its competitors. In the area 

place, the location of the school was considered effective (µ=3.30). Considering it’s nearest to business establishment and 

dormitories as well as its accessibility to various mode of transportation. 

 Lastly, for promotion strategies used by the school were deemed to be effective in communicating and increasing 

awareness of the program offerings, achievements, and activities of the school. 

Table 2:Summarized Data on the Effectiveness of theMarketing Strategies of Future University n = 84 

 Administrator  Faculty  Item Average  

INDICATORS µ Int. µ Int. µ Int. 

1. Product 3.18 E 3.2 E 3.23 E 

2. Price 2.82 E 2.42 LE 2.55 E 

3. Place 3.3 VE 3.3 VE 3.3 VE 

4. Promotion 3.16 E 3.22 E 3.09 E 

Grand Mean 3.11 E 3.03 E 3.04 E 
 
Summarized Data on the Seriousness of the Marketing Strategies Problems  

 Table 3 contains the summarized data on the degree of seriousness of the problems encountered in marketing 

strategies adopted by Future University based on the four P’s of the marketing mix – product, price, place, and promotion. 

The grand mean of 2. 43 taken from the group mean of 2.34 for the administrator and 2.52 for the faculty from the various 

faculty or colleges shows that the strategy was  generally rated to less serious. Specifically, in the area of the product, the 

programs offered by the university were viewed to be serious (µ=2.74) in the meeting industry, trade both local and global 

as well as a government institution. The factor mean of 2.14, indicated this factor was  assessed to be less serious. It can be 

gathered from this finding that the price levels of the services and products offered by the school were at par with its 



16                                                                                                                                                                                                                   Roland Getaruelas 

 
Impact Factor (JCC): 4.9956                                                                                                                                                                       NAAS Rating: 2.08 

competitors. In the area place, the location of the school was considered effective (µ=2.32). Considering the fact that the 

school location is with the capital city and yet it is conducive to learning and free from any disturbance 

Lastly, the seriousness of problems encounters in terms of promotion were also evaluated as to be serious (µ= 

2.52) which means that even though the school has widened their scope in promotion there still a need to improve on their 

strategies. 

Table 3:Summarized Data on the Seriousness of TheMarketing Strategies Problem of Future University N = 84 

 ADMINISTRATOR  FACULTY  ITEM AVERAGE  

INDICATORS µ Int. µ Int. µ Int. 

1. Product 2.58 S 2.90 S 2.74 S 

2. Price 2.08 LS 2.22 LS 2.14 LS 

3. Place 2.29 LS 2.35 LS 2.32 LS 

4. Promotion 2.41 LS 2.64 S 2.52 S 

Grand Mean 2.34 LS 2.52 S 2.43 LS 
 
SUMMARY, FINDINGS, CONCLUSION, AND RECOMMENDATIONS 

SUMMARY 

 Marketing in education is an idea whose time has come; Strategies and marketing tools development primarily for 

the private sector in  most areas are applicable to the to the education sectors. Educational marketing involves developing 

or refining specific school programs in response to the needs and desire of specific target markets using effective means of 

communication to understand those needs, inform an motivate those enables an educational system to envision its future 

and communicating this to link the realities of the present to the expectations of the future. 

FINDINGS 

 The following are the findings of the study: 

 The effectiveness of the marketing strategies adopted by Future University based on the P’s of marketing mix was 

assessed as follows: 

• In terms of product, the marketing strategies were rated to be generally effective. 

• In the area of price, the marketing strategies viewed to be generally effective. 

• In the fact pertaining to place, the marketing strategies were rated to be very effective. 

• With regards to promotion, the marketing strategies were evaluated to be effective. 

• The seriousness of the problems pertaining to the marketing strategies anchored on the four P’s was viewed as 

follows: 

• The problems pertaining to the product were regarded to be generally serious. 

• The problems relating to promotion were rated to be less serious. 

• The problems regarding place were also assessed to be less serious. 
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• The problems concerning promotion were also evaluated to be serious. 

• Based on the findings of the study, the researcher presents a program entitled “DECIDE MARKETING STYLE 

which comprises a series of strategic change schemes designed to improve the marketing strategies of Future 

University. 

CONCLUSIONS 

 Based on the findings of the study, the researcher concluded that although the marketing strategies utilized by the 

Future University were generally assessed to be effective based on the four P’s marketing, yet there is  a serious problem 

associated with such practices that need to be corrected or addressed. 

RECOMMENDATIONS 

Primary Recommendation 

 That the administrator of the FU considers for implementation of the strategic schemes of the program DECIDE” 

MARKETING STYLE. 

Secondary Recommendation 

 That the administrator together with the other stakeholders will draw up individual department marketing plans to 

be consolidated into an institutionalized market plan on an annual basis anchored on the findings of the market research 

done, further that the annual market research must be done per college to determine the market trends, threats, and 

opportunities, this scheme shall be conducted by a core group of people in each department, the data of which will be 

consolidated and submitted to the school board for perusal and deliberation. 

REFERENCES 

1. Anderson, W. (2000). Dynamics Marketing Behavior. Homeward, Illinois Richard Irwin. 

2. Annavarjula, M. and Weinstein, L. (2001). Marketing Management. South-Western College Publishing. Thomson 

Learning, USA. 

3. Birnbaum, R.(2000). Management Fads in Higher Education. Jossey Base Press inc. San Francisco, USA.  

4. Blythe, J. (2001). Business To Business Marketing Management. J&L North Yorkshire. Thomson Learning, USA. 

5. Breivick, P. (2006). Higher Education in the Internet Age. American Council in Education and Praeger 

Publisher, USA. 

6. Borden, R. and Marrion, W. (2003). Thinking Trough the Curriculum. MPG Book LTD. Bodwin, Inc. London, 

England. 

7. Burrow, J. (2008). Marketing. Thomson Southwestern, USA. 

8. Cateora, P. (2002). International Marketing. The Irwin Series in Marketing ISBN 0-256-20682, USA. 

9. Chonko, L. (2003). Ethical Decision Making in Marketing. SAGE Publication International Educational and 

professional Publisher. 

 



18                                                                                                                                                                                                                   Roland Getaruelas 

 
Impact Factor (JCC): 4.9956                                                                                                                                                                       NAAS Rating: 2.08 

10. Christ, P. (2004). Know This Marketing Basic. Know This Media, A Division of Know This LLC615 Juniper 

Drive, Blue Bell 19422. 

11. Drummond, G. (2004). Marketing Concepts. Elsevier Butterworth – Heinemam Linacre House, Jordan Hill, 

Oxford 30 Corporate Drive, Burlington. 

12. Hartline, M. (2002). Marketing Strategy. The Irwin Series in Marketing ISBN 0-256-20682, USA. 

13. Hulbert, J. (2001). Marketing Management in the 21st. Century. Prentice Hall Inc. New Jersey, USA. 

14. Jemielniak, D. (2000). Management Practices in Hi-tech Environment. Information Science References, New 

York, USA. 

15. Kampwirth, T. (2004). Collavorative Consultation in the Schools. Prentice Hall, Upper Saddle River, New Jersey.  

16. Keegan, A. (2000). Global Marketing Management. St Lucie Press Inc. Florida, USA. 

17. Kezar, A. Meeting today’s Governance Challenges. The Journal of Higher Education: 2004 

18. Kotler, P. and Gary A. (2006). Principles of Marketing. Upper Saddle River, Pearson Prentice hall, New Jersey.  

19. Kotler, P. (2006). Marketing Management. Upper Saddle River, Pearson Prentice hall, New Jersey. 

20. Kotler, P. (2003). Marketing Management. Pearson Education, New Jersey. 


