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ABSTRACT

STRATEGIC MARKETING APPROACHES LEVERAGING
THE 7P MARKETING MIX FRAMEWORK TO OVERCOME
SALES CHALLENGES AND ENHANCE PURCHASE
INTENTION FOR IELTS PROGRAMS AT ATHENA
ENGLISH COURSE

By
Ilman Sadri
Student ID: 29123081
(Master of Business Administration Program)

Athena English Course, an English language learning institution based in Bandung,
faces challenges in increasing enrollment, particularly for its online IELTS
preparation classes. To better understand the factors influencing prospective
students’ decisions, this study aims to analyze the impact of the 7P marketing mix
elements—Product, Price, Place, Promotion, People, Process, and Physical
Evidence—on customer purchase intention when choosing an online IELTS
preparation course. The research adopts a mixed-method approach, combining both
qualitative and quantitative methodologies. Data was collected through surveys of
respondents interested in IELTS preparation courses and analyzed using the
SmartPLS statistical method to evaluate the significance of relationships between
variables in the research model.

The findings reveal that among the seven marketing mix elements analyzed, only
Price, Promotion, Product, and People have a significant and positive influence on
purchase intention, while Place, Process, and Physical Evidence have a weaker or
even insignificant impact. These insights provide valuable guidance for English
course providers in designing more effective marketing strategies to enhance course
attractiveness and ensure sustainable business growth. Based on the research
results, Athena English Course can optimize three key strategies: first, targeting a
more specific market segment with minimal competition; second, strengthening
promotional efforts through digital marketing, particularly on social media, to
increase visibility and reach more potential students; and third, adjusting pricing
strategies to remain competitive and appeal to a broader market. By implementing
these strategies, Athena English Course has the potential to increase enrollment,
expand its market share, and strengthen its competitive position in the English
language education industry in Indonesia.

Keywords: Marketing Mix 7P, STP, Purchase Intention, Marketing Resources,
PESTEL, Competitor analyses, Customer Analysis, SWOT, IELTS Course, SmartPLS.
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ABSTRACT

STRATEGIC MARKETING APPROACHES LEVERAGING
THE 7P MARKETING MIX FRAMEWORK TO OVERCOME
SALES CHALLENGES AND ENHANCE PURCHASE
INTENTION FOR IELTS PROGRAMS AT ATHENA
ENGLISH COURSE

By
Ilman Sadri
Student ID: 29123081
(Master of Business Administration Program)

Athena English Course, sebuah lembaga kursus bahasa Inggris yang berbasis di
Bandung, menghadapi tantangan dalam meningkatkan jumlah pendaftar, terutama
pada kelas persiapan IELTS online. Dalam upaya memahami faktor-faktor yang
memengaruhi keputusan calon siswa, penelitian ini bertujuan untuk menganalisis
pengaruh elemen bauran pemasaran 7P—Product, Price, Place, Promotion,
People, Process, dan Physical Evidence—terhadap minat beli pelanggan dalam
memilih kursus persiapan IELTS online. Pendekatan penelitian yang digunakan
adalah metode campuran, yaitu kombinasi antara pendekatan kualitatif dan
kuantitatif. Data dikumpulkan melalui survei terhadap responden yang memiliki
minat dalam kursus persiapan IELTS online, kemudian dianalisis menggunakan
metode statistik berbasis SmartPLS untuk mengevaluasi signifikansi hubungan
antar variabel dalam model penelitian.

Hasil penelitian menunjukkan bahwa dari tujuh elemen bauran pemasaran yang
dianalisis, hanya Price, Promotion, Product, dan People yang memiliki pengaruh
positif dan signifikan terhadap minat beli pelanggan, sedangkan Place, Process,
dan Physical Evidence memiliki dampak yang lebih lemah atau bahkan tidak
signifikan. Temuan ini memberikan wawasan penting bagi penyedia kursus bahasa
Inggris dalam menyusun strategi pemasaran yang lebih efektif guna meningkatkan
daya tarik kursus serta pertumbuhan bisnis secara berkelanjutan. Berdasarkan
hasil penelitian, Athena English Course dapat mengoptimalkan tiga strategi utama,
vaitu pertama, melakukan segmentasi pasar yang lebih spesifik dengan target
audiens yang memiliki kebutuhan akan kursus persiapan IELTS namun masih
minim kompetitor; kedua, memperkuat strategi promosi melalui pemasaran digital,
terutama media sosial, guna meningkatkan visibilitas dan menjangkau lebih
banyak calon peserta; dan ketiga, menyesuaikan kembali strategi penetapan harga
agar tetap kompetitif serta dapat menjangkau pasar yang lebih luas. Dengan
menerapkan strategi-strategi ini, Athena English Course berpotensi meningkatkan
Jjumlah peserta, memperluas pangsa pasar, serta memperkuat daya saingnya dalam
industri pendidikan bahasa Inggris di Indonesia.

Keywords: Marketing Mix 7P, Purchase Intention, SWOT, IELTS Course,
SmartPLS, Education Marketing.
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Chapter I Introduction

1.1 Background

English, as an international language, is essential for communication across
cultures and languages, connecting people worldwide. Indonesia itself is a
country that provides clear evidence of how important English is for various
needs and requirements in entering an agency, pursuing education or a better
career. By mastering English, people have begun to realize how this skill
will take them to a further level both in career, business and education. With
its role as an international language, this has also become a business industry
in the scope of education internationally including Indonesia, the English
language course industry plays an important role in helping every individual
or group who wants to improve their skills in mastering English. With this
fact and phenomenon, all countries are competing to improve the ability of

their population to speak English.

Figure 1.1 English proficiency rate in Southeast Asia 2021

Source: databoks.katadata.co.id
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If we look at the data, based on the 2021 English Proficiency Index report
by Education First (EF), Indonesia ranks fifth among Southeast Asian
countries with an English proficiency score of 466. This score puts
Indonesia in the low proficiency category, far behind countries such as
Singapore, the Philippines and Malaysia which are in the very high and high

proficiency categories respectively.

Figure 1.2 Ranking indoensia's English proficiency in the world

Source: EF English Proficiency Index 2022
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Meanwhile, according to the EF English Proficiency Index 2023, the
English language skills of Indonesians are still at a low level with a rank of
79 out of 113 countries and a score of 469. This condition shows the need
for improvement in English language skills, especially to face the challenges
of global industry and support the increasing foreign investment in
Indonesia. The index was compiled from tests of 2.2 million participants

from 113 countries with the majority of participants aged between 18 and

60.

Indonesia's low ranking shows that its people still have limitations in
English language skills compared to neighboring countries. This can have
an impact on international competitiveness, especially in the economic and
education sectors, where English proficiency is an important skill. To
improve this ranking, Indonesia may need to strengthen English education
from an early age and provide more practical training opportunities for
people to develop their English skills and become more competitive at the

regional level.

However, despite Indonesia's low ranking for English proficiency, it is
positive to see the significant growth of the English course industry as the
need for foreign language skills increases in the face of globalization.
According to Haina Xiang, Duolingo's Asia Pacific Marketing Director,
interest in learning foreign languages in Indonesia is growing rapidly,
making Indonesia Duolingo's second largest market in Southeast Asia after
Vietnam. Since 2020, Duolingo users in Indonesia have increased sixfold,
higher than Vietnam and Thailand. Initially, this increase was triggered by
the COVID-19 pandemic, but users in Indonesia have continued to actively
learn after the pandemic, showing that interest in learning foreign languages

in Indonesia is growing and persisting.
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Figure 1.3 English proficiency levels in 10 Indonesian cities

Source: EF English Proficiency Index 2022

The data above shows that 10 cities in Indonesia have relatively high
English proficiency scores compared to other cities. Bandung occupies the
fourth position with a fairly good score, indicating that the English course
industry in this city has positive prospects. This position reflects the interest
and awareness of the people of Bandung on the importance of mastering
English. This can be attributed to the active role of course institutions that
help improve the English language skills of its residents. If course
institutions in Bandung continue to provide quality training programs, their
contribution to improving the English language skills of Bandung residents
will be even more significant, making the city more competitive in terms of

language proficiency than other cities in Indonesia.
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Figure 1.4 Distribution of English language course institutions in Bandung city

Source: Google Maps (2024)

Data from Google Maps shows that there are 20 active English course institutions
in Bandung offering a variety of programs ranging from intensive courses, TOEFL
and IELTS special classes, to general conversation classes. This intense
competition requires each institution to have a different appeal and be able to offer
a unique learning experience. Overall, the English language course industry in
Bandung has great potential but comes with significant challenges. In order to
compete, course institutions must be able to identify market needs appropriately
and adopt marketing approaches and teaching methods that are relevant to the

changing times.
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1.2 Company Profile

Figure 1.5 Athena English Course’s LOGO

Source: Internal Data

Athena English Course is one of the English courses located in Bandung City that
still exists and is developing until now, founded in March 2018 by Rhesa Rafsanjani
and Astari Arindra. This course was built with a very segmented market, namely
English for private classes. Not only that, in its teaching and learning process,
Athena English Course has its own uniqueness, namely studying in a cafe as a class
that brings a new atmosphere and is far from the usual blackboard class atmosphere.
This creative idea emerged from the business model developed by its owner, Rhesa
Rafsanjani, she created a business model that can be said to be quite creative
because it makes the cafe a business partner in running the Athena English Course
class, the principle is collaboration with a win-win solution, the cafe itself gets
several benefits from this collaboration, including increasing visitor traffic and free
English speaking training for cafe employees themselves in improving English
language skills which are scheduled for 1 meeting in one week. For Athena English
Course, they get a free place as a space to run private classes between tutors and
students without any costs incurred at all in the signed cooperation contract. This is
a form of business collaboration that is mutually beneficial.

The concept of this kind of course, hopefully, can bring a new atmosphere in
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learning English to be more relaxed and fun, of course also a class with an open
public concept like this will train a student's mentality to be stronger because they
have to learn English, especially speaking in front of many people who can pay
attention and stare at them at any time. But here is the value, Athena was built as a
very efficient and effective course in learning English privately, the cafe that is the
place for Athena students to study is also not just any cafe, but a cafe that meets
the requirements and special criteria that can support focus and good results in the
learning process, such as a cafe that is far from noise, sound that is not noisy, a
comfortable room, and a table that is suitable for use as a study table. Uniquely,
studying at Athena English Course will not find a whiteboard, but only uses paper
and other simple teaching media as learning aids, which in essence Athena does not
want to bring the class atmosphere that we usually find in other courses in its class

Athena’s cafe.

Figure 1.6 Athena English Course Class Activities

Source: Internal Data

However, even though they study in formal classrooms, the curriculum and learning
outcomes of Athena students are quite good, this is because Athena has truly
qualified tutors to teach in every field of class taught, another thing is also because

Athena has a detailed assessment to see the development of students from their
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learning process from time to time. This makes Athena English Course still able to
provide learning services that prioritize results and quality according to student

targets when registering as students who want to learn and master English.

Athena English Course itself provides a new learning method adapted from the
Finnish education system as the main approach by focusing on rethinking
competence, interaction, and competence, as well as learning methods for effective
learning. This is what makes Athena English Course continue to exist and develop
amidst the high competition in the education and course business in Indonesia,
especially in the city of Bandung. Since its founding from 2018 until now, Athena
has had many alumni spread across the city of Bandung, especially in the Antapani
area, who come from various ages and backgrounds. This course continues to be
committed to being one of the best courses as a choice in learning English from

basic to advanced levels.

Figure 1.7 Instagram Account of Athena English Course

Source: Instagram Platform
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Instagram is an important platform utilized by Athena English Course in building
its brand on social media channels. Instagram is one of the social media that offers
a huge opportunity to reach a wider audience both organically and non-organically,
this platform allows Athena to present interesting visual content, such as
educational materials, student testimonials, and course program information, which

can create emotional closeness with potential customers.

In addition, with the right strategy, consistent content, and maintained quality,
Athena English Course's Instagram account has the potential to significantly
increase visibility, engagement, and conversions. Consistency in posting relevant
content, using the right hashtags, and interacting with followers can strengthen the
brand's presence on this platform. In the context of education, building trust is very
important, and Instagram can be an ideal medium to showcase Athena's strengths
through inspiring, informative, and effective promotional content. All of this can
contribute to building long-term relationships with the audience and driving

Athena's business growth.
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Organizational Structure

Figure 1.8 Organizational Structure

Source: Internal Data

Director of Athena English Course

This position is responsible for leading and directing all company operations to
ensure the organization achieves its goals effectively. The director plays a pivotal
role in strategic decision-making, setting the vision and mission, and translating
them into actionable plans for all departments. Additionally, the director supervises
and evaluates the performance of each department to ensure that they align with the

company's objectives and targets.

Finance and Accounting
This section is in charge of managing all financial aspects of the company, including
creating financial reports, overseeing budgets, and ensuring expenditures are in line

with plans. In addition, its responsibilities include managing salaries, paying taxes,
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and developing long-term financial strategies that support the stability of the
company.

Human Resource Development (HRD)

The HRD division is in charge of managing human resources, from recruitment,
training, to employee performance evaluation. Its main responsibility is to ensure
the development of employee potential and create a work environment that supports
productivity. HRD also handles internal policies such as employment contracts,
leave schedules, and employee problem resolution.

Customer Service/Admin

This section is the spearhead in interacting with students and customers. Their main
tasks are to provide program-related information, manage administration such as
student registration and class schedules, and handle complaints with effective
solutions. In addition, they also ensure that all student data is stored neatly and
support the operational needs of the teachers.

Academic Supervisor

The Academic Supervisor is responsible for maintaining the quality of teaching by
developing the curriculum and ensuring that the teaching methods applied by
teachers are in line with the institution's standards. In addition, they monitor student
learning progress through periodic evaluations and provide feedback to improve
learning effectiveness.

English Teacher

Teachers are in charge of providing interactive learning to students to improve their
English skills. They are also responsible for preparing teaching materials,
periodically evaluating student progress, and providing student progress reports to

the Academic Supervisor.

Graphic Design

This position supports branding and marketing needs through attractive visual
design. The main task is to create promotional materials such as posters, brochures,
and digital content for social media. In addition, they also ensure the designs are

consistent with the company's visual identity and relevant to the target audience.
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1.3 Business Issue

Based on the interview conducted with the owner of Athena English Course to
identify business problems that occur, Athena is currently facing several problems
related to sales performance and overall growth. First, there has been a decline in
sales in the last 9 months in several existing class products especially in IELTS
class, based on the presentation of the owner of Athena English Course, this decline
is also caused by the lack of use of promotional media both online and offline which
has an impact on low brand awareness and market reach of potential customers,
especially for digital marketing, both in terms of social media optimization, content,
advertising and available marketing budget, while in general digital marketing is
currently playing a crucial role in helping companies to get a wider reach and

greater revenue.

Figure 1.9 Sales Trend of Athena English Cource

Source: Internal Data
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Figure 1.10 Sales Trend of IELTS Product

Source: Internal Data

In Figure 1.9 it can be seen that the IELTS preparation class has the lowest revenue during
the period January to September 2024, which is IDR 20,392,655, this shows that the IELTS
program is less attractive to students compared to other programs so that it does not
contribute significant revenue. This IELTS class is the most expensive product and in
recent months the sales of this class have not provided high sales, the initial assumption is
that there is no appropriate marketing strategy approach to boost sales of this classes in the
midst of very high market competition. from the above problems indicate that the IELTS
product from Athena English Course requires innovation in marketing strategies to boost
sales which based on an explanation from the owner that this IELTS class is still in a low
awareness position in the midst of high market competition. From these business problems,
Athena English Course realizes the need for changes in marketing strategies to help boost
or increase sales in order to compete and continue to develop into a business that has good

performance both in terms of service and sales.

1.4 Research Questions and Research Objectives
Reseach Questions

a. What are the internal and external factors that influence sales decreasing
of Athena English Course in IELTS product?
b. How does marketing mix 7P influence the purchase intention of customer

for Athena English Course’s IELTS product?
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c. What is the most appropriate marketing strategy to enhance the Athena

English Course’s sales performance in IELTS product?

Reseach Objectives

a. To identify and analyze the internal and external factors that influence
sales decreasing of Athena English Course in IELTS product

b. To identify and analyze marketing mix 7P influence the purchase intention
of customer for Athena English Course’s IELTS product

c. To analyze and provide most appropriate marketing strategy to enhance

the Athena English Course’s sales performance in IELTS product

1.5 Research Scope and Limitation

This research has several limitations that become the focus and clarity of scope. First, this
research only be conducted at Athena English Course as the object of research. Other
English course institutions not be part of this research, so the findings generated are only
applicable to Athena English Course and may not be relevant if applied to other institutions

that have different characteristics.

Secondly, this researcs focus exclusively on business issues related to the sales
performance of online IELTS classes at Athena English Course. This limitation means that
other divisions, such as administration, or operations, not be part of the discussion. In other
words, this research did not examine aspects that fall outside of Athena's online IELTS

product sales, even though they may indirectly impact on overall business performance.

In addition, the approach taken in this research only focus on marketing strategy solutions
as proposed improvements to enhance sales performance. Other business strategies, such
as operational effectiveness, financial strategies and others not be examined. This limitation
allows the research to explore marketing strategies that suit the business problem at hand
so as to find the right solution for athena englsih course. Finally, this research was

conducted in October-December 2024.
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Chapter II  Literature Review

A literature review provides a concise overview of previous research findings
on a particular topic, positioning the proposed research within the existing body
of knowledge. Its purpose is to ensure the research question has not been
previously answered and to outline the contribution the new research. At the
early stages of a research project, conducting a literature review can inspire
ideas and help identify existing assumptions and confidence levels in the field.
This can highlight areas where further research might provide valuable insights.
Additionally, the literature review may expose weaknesses in reasoning or gaps
in the evidence within established consensus. In this study, the literature review
fulfils two key roles: it establishes the theoretical foundation, offers
explanations related to the theories employed, and it outlines the conceptual

framework, which illustrates the relationships between the research variables.

II.1 Theoretical Foundation

The Theoretical Foundation section provides the essential academic
frameworks and concepts relevant to analyzing and addressing the challenges
faced by Athena English Course. This section explores key theories, including
Marketing Mix 7P, customer analysis and purchase intention, which are crucial
for understanding the factors behind the declining sales in specific programs.
By grounding the analysis in established literature, the researcher can
systematically identify the root causes of the problem and propose actionable
solutions that align with Athena’s innovative business model and market
positioning. These theoretical insights also help guide the strategic development

of Athena's marketing and operational improvements.
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II.1.1 Marketing Strategy

Marketing strategy plays a crucial role in how a business connects with
its target customers, achieves its goals, and stays competitive. In the ever-
changing business landscape, companies must adapt their strategies to
reflect shifts in consumer behavior, technological advancements, and
market trends. As defined by Kotler and Keller (2016), a marketing
strategy involves identifying and selecting a target market, and then
designing a plan to deliver value to that market effectively. It is not just
about selling a product or service but understanding customer needs and

positioning the brand to meet those needs. (Kotler Keller, 2016).

Marketing strategy is about making strategic decisions on product
offerings, pricing, distribution channels, and promotional tactics that
align with a company’s overall business goals. According to Paul Fifield
(2007), marketing strategy links a company's long-term objectives with
its daily operations. It involves both internal and external analysis to
ensure that the company understands its strengths and weaknesses and
how these align with the opportunities and threats in the market. The goal

is to create a competitive advantage that is sustainable over time.

Innovation plays a significant role within the context of marketing
strategies. Businesses need to innovate not only in the products and
services they offer but also in how they approach marketing. An
innovative marketing strategy can involve new ways of reaching
customers, using technology to gather data and provide personalized
experiences, or finding creative ways to build brand loyalty. The need for
constant innovation is particularly evident in competitive markets where

businesses must differentiate themselves to stand out.
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Figure II.1 The Business Unit Strategic-Planning Process

Source: Book (Kotler & Keller, 2016)

Figure II.1 The strategic planning process for a business unit involves
several key stages. It starts with defining a specific mission for the
company, followed by a SWOT analysis to assess internal strengths and
weaknesses, as well as external opportunities and threats. This analysis
monitors the internal and external marketing environments, considering
macro and microenvironmental factors that may impact profitability.
To effectively track trends and seize new opportunities, companies
should implement a marketing intelligence system. Each business must

also carefully examine its internal strengths and weaknesses.

Conducting a SWOT analysis is essential for setting targeted goals and
creating strategies to reach them. These strategies should encompass
marketing, technology, and sourcing plans. Even the best marketing
strategies can be undermined if they are poorly executed. To achieve a
position of technological leadership, companies need to strengthen their
R&D department, gather intelligence on technological advances,
develop cutting-edge products, equip their sales team with knowledge,

and communicate their technological edge effectively.

After defining marketing programs, businesses should project

associated costs. Over time, a company's alignment with the
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environment may weaken as the market evolves rapidly. Strong
leadership helps companies adapt to these changes, ideally before crises
occur. A key aspect of maintaining organizational health is the ability
to continually reassess the shifting environment and adopt new goals

and behaviors to stay relevant (Kotler & Keller, 2016).

Business strategy refers to an organization’s long-term approach to
achieving its goals and objectives. This strategy outlines the
organization’s overall vision, specific goals, and the plans and tactics it
use to achieve these goals. By building a sustainable competitive
advantage, a business strategy enables a company to differentiate itself
from competitors. It also considers market trends, customer demands,

and the organization’s own strengths and weaknesses.

I1.1.2 Customer Analysis

Customer analysis is crucial for industrial markets as it helps company
maintain their competitive edge and avoid customer loyalty erosion.
Company must regularly add new products and technologies to meet
customer needs, as breaking into new customers is difficult in mature
markets (Campbel Cunningham, 1983). There are three elements in
customer analysis, namely customer influence and cognition, customer
behavior, and customer environment (Peter & Olson, 2010). This research
uses customer behavior elements to analyze factors that can influence the

addition of distribution channels from the customer's perspective.

Customer behavior is constantly evolving, necessitating ongoing market
research and analysis by marketers to stay informed about changing
customer thoughts, feelings, and actions (Peter & Olson, 2010). Marketing
decisions based on explicit customer behavior theory, assumptions, and

research are more successful than hunches or intuition, providing a
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competitive advantage (Mothersbaugh & Hawkins, 2016). Marketers focus
on understanding customers' buying decisions by mining big data to
understand their purchasing paths. The stimulus-response model of buyer
behaviour presented in Figure I1.2 is the beginning step for comprehending
the buying decision process. Figure I1.2 illustrates the way marketing and
other stimuli influence the customer's decision-making process and elicit

certain buyer responses (Kotler et al., 2023).

Figure I1.2 Model of Customer Behavior
Source: Book (Kotler Keller et al., 2016)

The consumer behavior model in the image explains how various stimuli,
both from marketing and external factors, influence the consumer's
decision-making process. Marketing stimuli such as products, price,
distribution, and communications, as well as other stimuli like economic
conditions, technology, politics, and culture, are received by consumers and
processed through their psychology. Consumer psychology includes
motivation, perception, learning, and memory, which affect how they
respond to the information. Additionally, personal characteristics, including
cultural, social, and individual factors, play a role in how consumers analyze

the stimuli they receive.
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The decision-making process begins with problem recognition, where
consumers realize their needs or desires, followed by information search and
evaluation of the available alternatives. After evaluating their choices,
consumers make a purchase decision, which includes product choice, brand
selection, where to buy, as well as the timing and payment method. After
the purchase is made, consumers assess their satisfaction with the decision
in the post-purchase behavior stage. This model provides a comprehensive
overview of the factors that influence consumer decisions, from external
stimuli to the final decision and post-purchase evaluation. The buyer's
decision process consists of five stages: need recognition, information
search, alternative evaluation, purchase decision, and post- purchase

behavior shown in Figure I1.3.
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Figure I1.3 Buyer Decision Process Source: (Kotler et al., 2023)
Source: Book (Kotler Keller et al., 2016)

The image depicts the "Buyer Decision Process," which is a model
representing the stages a consumer typically goes through when making a
purchasing decision. The process begins with Problem Recognition, where
the buyer realizes a need or problem that requires a solution, often triggered
by internal stimuli (like hunger) or external stimuli (like advertising). Once
the problem is identified, the buyer moves on to Information Search, where
they gather relevant information about possible solutions. This search can
involve personal experiences, advertisements, or recommendations from

others.

The next step is Evaluation of Alternatives, where the buyer compares
different products or services based on factors like quality, price, and
features. After weighing the options, the consumer makes a Purchase
Decision, choosing the product or service that best fits their needs. Finally,
the model ends with Post purchase Behavior, where the buyer evaluates their
satisfaction or dissatisfaction with the purchase, which can influence future

buying decisions and brand loyalty.

This process, as outlined by Kotler et al., 2023, helps marketers understand
consumer behavior and improve their strategies to align with customer needs.
Marketing stimuli, in this case the 4P marketing mix, utilised in this research to
investigate how they affect the two variables that are tested, namely customer
attitude and purchase intention. Customer attitude reflects the stage of information
search, while purchase intention represents the stage of alternative evaluation based

on the buyer decision process. (Kotler Keller, 2016).
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II.1.3 Internal Analysis

Understanding the internal environment of a company is crucial for
conducting an environmental analysis. Before adopting any strategy, a
business must evaluate its resources and capabilities, which is the focus of
internal analysis (Porter et al., 2007). The internal environment of a
corporation refers to the organizational context that directly and specifically
affects the business (Hubeis & Najib, 2008). Business owners and managers
should assess their organizations to identify internal strategic factors, such as
strengths and weaknesses, which determine their ability to seize opportunities

and avoid risks (Indris & Primiana, 2015).

There are multiple approaches to analyzing a corporation's internal
environment. One of them, proposed by Porter et al. (2007), states that
internal analysis can be done by reviewing a company's resources. A resource
audit, which "identifies and categorizes the physical, human, financial, and
other resources that an organization possesses or can access to support its
strategies," should also include resources the company does not own but can

access (Porter et al., 2007).

1. STP (Segmenting, Targeting and Positioning)

Segmentation, targeting, and positioning (STP) are fundamental components
of any marketing strategy (Schlegelmilch, 2022). STP is a strategic marketing
framework that aids in understanding how effectively a business organizes its
marketing efforts to compete in a specific market and how these efforts relate
to the overall market (Kalam, 2020). The three main steps in STP are widely
considered crucial in making marketing decisions and planning, as they help
identify and select potential customers while conveying the unique

advantages of the product within the market (Ellson, 2004).
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a. Segmenting
According to Kotler & Keller (2018:227-249) there are three stages of
marketing strategy, namely STP (Segmentation, Targeting and Positioning)
to identify market potential in order to compete and develop wider product
marketing. Segmentation (market segmentation) is the process of identifying
customer groups by dividing the market into parts based on different needs
and wants and benefits. Segmentation can be seen from several characteristics
based on demographics, psychographics and behavior. After carrying out the
process of segmentation, the next process is to do targeting. Targeting (setting
market targets) is identifying and determining market segments that be
targeted. Then after determining the target market process to be targeted, then
the positioning process is carried out. Segmentation is the process of dividing
a market into distinct groups of buyers with varying needs, characteristics, or
behaviors, where each group may require tailored products or marketing

programs. (Kotler and Armstrong, 2003).

Market segmentation aims to break down the market into smaller sections,
such as regional groupings, specific countries, industries, or targeted
customer groups that are likely to react similarly to product offerings or
marketing strategies (Schlegelmilch, 2022). Marketers need to consistently
evaluate the relationship between the product and the market, determining
which client group the offering should be tailored for (Andaleeb & Hasan,
2016). Client group classification can be based on geographic, demographic,
psychographic, and behavioral criteria. Moreover, for market segments to be
effective, they must be measurable, accessible, significant, distinct, and

actionable (Kotler et al., 2023).

b. Targeting
After identifying the segments, businesses choose which ones to focus on.
This process involves evaluating each segment’s potential profitability, size,
and alignment with the company's objectives. Companies then tailor their
marketing efforts to the most attractive segments (DeSarbo et al., 2008). Also,

targeting refers to the process of identifying a specific group of buyers who

23



Koleksi digital milik UPT Perpustakaan ITB untuk keperluan pendidikan dan penelitian

have similar needs or characteristics that a company aims to serve. Market
targeting involves analyzing and assessing the attractiveness of different
market segments and then choosing one or more of these segments to focus
on. This approach allows businesses to prioritize certain groups that align best
with their products or services, ensuring a more effective allocation of
resources and maximizing the potential for success in those segments (Kotler

& Armstrong, 2014).

Market segmentation highlights the benefits of different market segments for
a company. The next step for the firm is to evaluate these segments and decide
which ones it can serve most effectively (Kotler et al., 2023). A target market
refers to the specific market or segments where the firm's promotional efforts
are concentrated. After identifying the segments, the company must

determine how many and which customer groups to focus on (Proctor, 2014).

When evaluating different segments, a firm needs to consider three key
factors: the size and growth of the segment, the segment's structural appeal,
and the company’s objectives and resources. Initially, the company seeks to
find segments with suitable size and growth potential, though "suitable" is
subjective. In addition, the firm should assess critical structural factors that
affect the segment's long-term attractiveness. Even if a segment meets the
criteria for size, growth, and structure, the company must ensure that it aligns
with its goals and available resources. Some seemingly attractive segments
may be ruled out if they do not fit the company's long-term strategy (Kotler
et al., 2023)

c. Positioning
Positioning is about shaping a product or service so it stands out and holds a
special place in the minds of the target audience. The aim is to set the product
apart from competitors by ensuring it meets the wants and needs of the chosen
market. This involves crafting a strong brand message that connects with the

target customers. Positioning also means how businesses make their products
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unique in the eyes of consumers compared to their rivals. By using advantages

over competitors, understanding customer views, and emphasizing what

makes them different, companies can secure a competitive edge. This concept

is widely used across various industries for both consumer and corporate

branding (Saqib, 2020).

Positioning Framework

1.

Understand customer perceptions: Before positioning a product, it
is crucial to understand how consumers perceive the company’s
product and its competitors. Market research is essential to gauge
consumer preferences, attitudes, and opinions about different
products or brands (Chew, 2006).

Identify unique attributes: Successful positioning requires
identifying unique product attributes or benefits that resonate with
the target market. These attributes may include tangible factors like
features, price, or quality, and intangible factors such as brand
image or emotional appeal, these attributes could be tangible, like
features, price, or quality, or intangible, like brand image,
emotions, or customer service (Punj & Moon, 2002).

Competitor analysis: Positioning also entails understanding the
competitive landscape by analyzing competitors’ products and
identifying gaps where the product can be positioned as superior or
different (Kalafatis et al., 2000).

Communicate the value proposition: The final step is to
communicate the product's unique value to the target market. This
involves crafting a message that clearly reflects how the product
solves specific problems or satisfies needs better than competitors

(Garachkovska et al., 2021).
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Type of Positioning Strategy

1. Attribute-Based Positioning: This strategy positions a product
based on its specific attributes or benefits that resonate with the
target market. For example, Volvo positions itself as the safest car,
while Apple positions its products as user-friendly and innovative
(Gwin et al., 2003).

2. Price-Based Positioning: Companies may compete on price by
either offering value for money or focusing on premium pricing to
communicate higher quality or exclusivity. Price-based positioning
is particularly effective in competitive environments where
customers are highly sensitive to pricing differences (Rhim et al.,
2005).

3. Competitor-Based Positioning: In this strategy, brands position
themselves in direct relation to competitors, highlighting why their
product is superior in terms of quality, features, or price. This
approach allows firms to emphasize points of differentiation that
matter most to consumers (Chernatony et al., 1994).

4. User-Based Positioning: This strategy targets specific groups of
users by aligning the product with their lifestyle or identity. For
example, a brand may profile users based on "behavioral life-
styles," using purchasing patterns to position products that resonate
with particular consumer behaviors, beyond simple demographics

(Alpert et al., 1969).

I1.1.4 Marketing Mix 7P

Kotler and Armstrong define the marketing mix as a set of marketing tools
that can be used to achieve marketing objectives and target markets (Kotler
& Armstrong, 2008). The marketing mix in educational services is a
component of educational institutions that can be controlled by the foundation

to communicate with parents and is used to ensure that parents and students
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feel satisfied (Permatasari & Ashriana, 2019). According to Kotler and
Keller, services have four distinct characteristics that significantly influence
the planning of marketing programs. First, services are intangible, unlike
physical products that can be seen, felt, touched, heard, or smelled before
being purchased. Second, services are inseparable, while physical products
can be produced, stored in inventory, distributed through various
intermediaries, and consumed separately. Third, services are variable, as their
quality depends on who provides them, when and where they are provided,
and for whom they are intended, making services highly variable. Fourth,
services are perishable, meaning they cannot be stored, leading to challenges

when demand for services fluctuates (Kotler & Keller, 2009).

1. Product

According to Singh (2016), a product refers to either a tangible item or a
service that consumers are willing to purchase. This includes physical goods
like furniture, clothing, and groceries, as well as intangible offerings such as
services. Dang (2015) also highlights that the product is one of the
fundamental components of marketing. Quoting Kotler and Armstrong, he
notes that a product is something that can be presented to the market to attract
attention, be acquired, utilized, and ultimately fulfill the desires or needs of
consumers. In context of education product are like curriculum design,
extracurricular programs, and certifications meet the expectations of students

and parents.

27



Koleksi digital milik UPT Perpustakaan ITB untuk keperluan pendidikan dan penelitian

Figure I1.4 Product/service life cycle stage

Source: LITHUANIA article

Therefore, it is divided into these PGC (product life cycle) phases (Uzniené
(2011):

a.

Product development: This phase begins when a business identifies a
new product idea and starts developing it. At this point, the product has
no sales revenue as it’s not yet on the market, and the company incurs

high development and investment costs.

Introduction to the market: In this stage, the product is officially
introduced to the market. Sales start to rise, but very slowly. However,
the company does not see much profit yet because the costs related to

marketing and promotion are still very high.

Growth phase: At this point, the product gains acceptance in the market,
leading to a significant increase in sales. Profitability improves as more

customers buy the product and economies of scale begin to take effect.

Maturity phase: During maturity, the growth in sales begins to slow
down. Most potential customers may have already purchased the
product or switched to alternatives. Additionally, marketing expenses

increase as the company works harder to defend its market position
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from competitors.

e. Decline stage: This final phase occurs when both sales and profits begin
to decrease. This happens because the market for the product is
shrinking, either due to new innovations or changing consumer

preferences, leading to less demand.

2. Price

According to Kotler and Armstrong, price is defined as the amount charged
for a product or service, or the sum of all the values that customers exchange
to obtain the benefits of owning or using a product or service (Kotler &
Armstrong, 2008). Anderson et al. (1994) also argue that loyal customers
contribute to a stable cash flow. For instance, they describe three employees
who regularly purchase meals from a nearby restaurant. Assuming each
meal costs $6 and they dine there three times a week, this would generate
$2,700 in yearly revenue for the restaurant. If the restaurant has an
additional 100 loyal customers with similar purchasing habits, its annual
revenue could reach $90,000. Therefore, loyal customers are the primary
revenue drivers for a business, making it crucial for the company to retain

them to maintain long-term success.

Price is regarded as a crucial component of the marketing mix, and many
researchers view it as one of the most vital factors in the marketplace,
contributing not only to profit growth but also to expanding market share.
Moreover, price is not just a key element in competitive environments that
directly influences a company's sales and profitability, but it is also one of
the most adaptable marketing mix components, capable of quickly

responding to changes in the environment.

The price includes a fair evaluation of the product, such as a reasonable
price for a quality item (Ehmke et at., 2016). Kotler and Armstrong explain
price as the amount of money a customer pays for a product or service, or

the value customers exchange to receive a product or service for a specific
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sum. "So, the direct cost during this time is the amount of money the buyer
has to spend on the product or service they are likely to purchase." Price can
also be described as the monetary value that a consumer agrees to pay
(Entrepreneurship Academy, 2012). Price is the amount a consumer must
pay in exchange for a product, and it is influenced by various factors. Price
is the only marketing factor that generates revenue, while other factors are
related to cost. Therefore, price is an important factor for consumers because
it helps them determine the value of the product. Additionally, price can be
seen as the real or perceived value, giving worth to the product, and
companies use price to position their products or services and control how

they are marketed (Owomoyela et at., 2013).

3. Palace

According to Kotler and Armstrong, place refers to all activities carried out
by a company to ensure its products are easily accessible and available to
the target market (Kotler & Armstrong, 2008). In the context of services,
place involves location and decisions regarding distribution channels, which
relate to how services are delivered to consumers and the selection of

strategic locations (Abdillah & Herawati, 2018).

For a business to effectively manage and control its distribution, it must
design a suitable marketing channel that aligns with its broader business
goals and strategies. This requires careful planning and coordination, as the
choice of distribution channels can directly impact customer satisfaction,
the speed of delivery, and the overall success of the product or service in the
market. A well-thought-out distribution strategy ensures that the right
products are available at the right time and place, which is critical to meeting

customer demands and maintaining competitive advantage (Dang, 2015).

a. Study customer needs;
b. Set goals for the distribution chain and identify any challenges to

reaching them;
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c. Identify the main options for the distribution chain;

d. Evaluate these options.

The analysis of the scientific literature revealed, it was found that businesses
have different ways to deliver products and services to customers. Two
common types of distribution channels are direct and indirect marketing

channels (Dang, 2015).

4. Promotion

Promotion is considered one of the strongest factors in the marketing mix.
It refers to conveying and convincing the intended audience by recognizing
the needs of a particular target segment to purchase the company’s products.
The promotion concept encompasses all marketing efforts aimed at
informing, convincing, and reminding the target market about a company
and its products or services, with the goal of establishing a positive image
in the customer’s mind (Sidhanta et al., 2010). Similarly, Kotler and
Armstrong (2012) describe promotion as human actions that involve a
communication process, which can be carried out through direct personal

selling or indirectly via advertisements through various media channels.

The primary goal of promotion is to raise awareness of the company and its
products or services among the target audience, driving purchase rates. In
Al Buraimi, SMEs use promotion to introduce their offerings and encourage
repeat purchases. Promotion strategies depend on decisions regarding
marketing budgets or promotional expenses. The promotion mix, which
includes advertising, personal selling, sales promotion, and public relations,
is crafted to achieve marketing goals. Advertising, particularly, is crucial as
it shapes the product’s image and positions it in the customer’s perception

(Latif & Abideen, 2011).
People

According to Lupiyoadi and Hamdani, in the context of service marketing,

the role of people who provide services greatly influences the quality of the
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services delivered. Decisions related to people include aspects of selection,
training, motivation, and human resource management (Lupiyoadi &
Hamdani, 2009). Align with Mutia & Pujianto (2022), people refers to all
individuals involved in the provision of services, either directly or
indirectly. This includes employees, salespeople, or anyone else who
interacts with customers. People play an important role in building a
positive customer experience, especially in service sectors such as health
and education. Competent, friendly, and professional people create trust and
increase customer satisfaction. For example, in the hospital industry, the
interaction between medical personnel and patients greatly influences
patient loyalty to the health services provided (Mutia & Pujianto, 2022). In
education, people include not only teaching staff, but also administrative

staff who support the overall education service (Kaushik, 2018).

Process

According to Zeithaml and Bitner, the service process is a series of concrete
procedures, mechanisms, and activities used to deliver services from the
provider to the consumer. In the context of education, the management of
educational services refers to a series of activities experienced by students
throughout the learning process, including teaching, guidance,

examinations, graduation, and other academic processes (Wijaya, 2012).

Process refers to the systems and procedures used to deliver products or
services to customers. A good process ensures smooth customer interaction

with the service, improving efficiency and customer experience.

Physical Evidence

Physical evidence refers to the environment where services are delivered
and where the company interacts with customers, including tangible
elements that facilitate the service process or communication. According to

Alma, the physical evidence of educational services is the school
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environment where students can interact, including visible elements that

support the effectiveness of teaching activities (Wijaya, 2012).

In education, Physical Evidence refers to all the physical and tangible
elements that provide evidence to students, parents or other stakeholders
about the quality of the educational services offered. These elements include
facilities, environment, and visual attributes that support perceptions about
the credibility and quality of educational institutions.

According to research by Asiah et al. (2022), Physical Evidence in the
context of education includes various components such as school buildings,
classrooms, laboratories, libraries, learning technology, school
environment, and other educational tools or infrastructure. These elements
not only serve as learning support but also reflect the professionalism and
commitment of educational institutions to the quality of their services

(Asiah et al., 2022).

I1.1.5 Purchase Intention

Purchase intention, according to Mowen (2011), is the result of learning and
thinking processes that shape a person's perception. This interest creates
motivation that is stored in the consumer's mind and develops into a strong
desire. When needs arise, consumers will realize these desires in the form of

purchasing decisions.

Kinnear and Taylor (2011) define purchase intention as a component of
consumer behavior that reflects an individual's tendency to act before actually

making a purchase.

Philip Kotler (2012: 34) explains that buying interest and purchasing behavior
are influenced by several main factors, including:
Cultural factors, which include culture, subculture, and social class.
b. Social factors, such as reference groups, family, roles, and social status.
c. Personal factors, including age, life stage, occupation, economic

conditions, lifestyle, and personality and self-concept.
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d. Psychological factors, such as motivation, perception, learning, beliefs,

and attitudes.

Ferdinand (2011) identifies purchase intention through four main indicators:
a. Transactional interest, which is a person's tendency to buy a product.
b. Referential interest, which is a person's desire to recommend a product
to others.

c. Preferential interest, which is consumer loyalty to a product that will
only change if there are factors that influence their preferences.

d. Exploratory interest, which is the behavior of consumers who actively
seek information related to the product of interest and look for positive

aspects that can strengthen their interest.

I1.1.6 External Analysis
External analysis is a very important approach to understanding an organization's
environment, both current and future, with the main objective of identifying the
key factors needed to support competitive advantage in the market (Nijssen et al.,
2001). This process focuses not only on current market conditions, but also on
various external dynamics that may affect the organization's competitiveness. As
the first step in formulating an effective strategy, external analysis helps an
organization recognize the strategic forces that determine its success, including
macroeconomic factors, industry trends, as well as competitive forces that exist
within the market (Gandellini et al., 2012). In this regard, Milani (2019) adds that
external analysis includes an in-depth evaluation of the external business context
using various analytical techniques such as PESTEL, trend analysis, and Porter's
Five Forces. These techniques enable organizations to identify opportunities and
challenges that exist in the ever-changing business environment. With a
systematic and thorough approach, external analysis acts as a strategic foundation
to support change initiatives, improve an organization's adaptability, and ensure

its sustainability and success in facing future challenges.
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1. PESTEL Analysis
PESTEL analysis is a framework used to evaluate macroeconomic factors,
such as political, economic, social, technological, environmental, and legal,
that affect organizations. This framework helps organizations understand
the opportunities and threats in the external environment, so that they can
design adaptive and relevant strategies to deal with changes in the market
(Helmold, 2019). The strategist needs to assess all organizational conditions
to develop more forward-looking plans. The PESTEL framework examines
key components of the macroenvironment, emphasizing flexibility,
thoroughness, adaptability, and the integration of the analysis process (de

Sousa et al., 2022).

a. Political: Political factors include government policies, political
stability, regulations, and legislative decisions that affect businesses
directly or indirectly. For example, taxation policies affect the tax
burden, and international trade regulations affect import-export.
Diplomatic relations, domestic stability, and government intervention
are also important factors that can create opportunities or risks for

businesses (Yiiksel, 2012).

b. Economic: Economic factors include elements that affect consumer
purchasing power and business strategies, such as inflation, interest
rates and economic growth. Economic instability such as recession
can reduce market demand, while positive economic conditions
encourage investment and business expansion. This factor influences

a company's financial health and strategic decisions (Kung, 2023).

c. Social: Social factors include social and cultural trends that influence
market preferences. Changing demographics, such as an increasing
working-age population, create new opportunities. Awareness of
healthy lifestyles, for example, drives demand for eco-friendly

products. Social factors help companies understand consumer
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behavior to design relevant strategies (Matovi¢, 2020).

d. Technological: Technological innovations, such as Al, automation,
and digitalization, drive operational efficiency and competitiveness.
However, outdated technology can be a bottleneck. Research and
development (R&D) is important to maintain relevance and deal with

technological changes (Schiitz et al., 2018).

e. Environmental: Environmental factors include sustainability issues
such as climate change and waste management. Pressure to comply
with environmental standards is increasing, both from regulators and
consumers. Companies that adopt environmentally friendly practices
can build a positive image in the eyes of customers (Nurmi &

Niemeld, 2018).

f. Legal: Legal factors include regulations such as labor laws, consumer
protection, and data privacy regulations. Compliance with the law is
important to avoid risks such as fines or revocation of business
licenses. Changes in regulations can affect a company's business

model (Vojinovic et al., 2022).

2. Competitor Analysis
Competitor analysis is a strategic process that aims to understand and
analyze competitors in order to support effective decision making.
According to Hatzijordanou (2020), this analysis involves a structured
process of identifying and analyzing competitors, which helps understand
the competitive environment, position the product or company, and support
strategic decision-making, especially in the early stages of business
development (Hatzijordanou, 2020). Fisher et al., (2020) added that this
analysis uses a systematic approach to identify current and future
competitors, evaluate their strengths and weaknesses, and predict their

reactions to new strategies launched by the company (Fisher et al., 2020).
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In addition, Adom et al., (2016) emphasized the importance of this analysis
to identify competitors' weaknesses and evaluate the impact of strategic
actions, which gives companies a competitive advantage in a dynamic

market (Adom et al., 2016).

a. SWOT
SWOT analysis is a strategic framework designed to categorize and
analyze internal and external environmental factors in an organization,
which include strengths, weaknesses, opportunities, and threats
(Pickton & Wright, 1998). This analysis is widely recognized for its
simplicity and flexibility in assisting the strategic decision-making
process, making it one of the most frequently used tools in business
planning. In addition, Valentin (2001) explains that SWOT analysis is
not only a tool for identifying and evaluating these factors, but is also
capable of generating deeper strategic insights when combined with
modern approaches in strategic management, such as the resource-
based view theory. With this approach, SWOT can provide a more

focused understanding of the organization's competitive advantage.

Furthermore, Phadermrod, Crowder, & Wills (2016) highlighted the
importance of integrating Importance-Performance Analysis methods
to improve the accuracy and relevance of SWOT analysis results. This
approach helps organizations determine more appropriate strategic
priorities based on customer perceptions of the performance and
importance of various aspects of the business. SWOT analysis also
helps companies recognize opportunities in the market, such as
technology trends or unmet consumer needs, and leverage them to
strengthen marketing strategies. For example, Valentin (2001) points
out that SWOT can be used to identify market environment-based
opportunities that allow companies to direct the development of new
products or services. Thus, SWOT analysis serves not only as a simple

tool, but also as a holistic and dynamic strategic instrument to face
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complex business challenges and make the most of opportunities in

the market.

. TOWS

TOWS, which is a development of SWOT analysis, is a strategic
marketing initiative designed to aid the hierarchical decision-making
process. This process is based on setting objectives, criteria, and
alternatives that need to be analyzed and evaluated in depth
(Yamagishi et al., 2021). The TOWS matrix acts as an important
framework for further research in identifying and understanding the
influence of external and internal factors on the company. Using this
tool, managers can thoroughly analyze their company's situation and
devise strategies designed to efficiently achieve the organization's
mission and goals (Weihrich, 1982). Furthermore, the TOWS matrix
provides a structured way to link a company's internal strengths and
weaknesses with opportunities and threats from the external
environment, thus providing strategic insights that can drive better

decision-making (Proctor, 2014).

Table II.1 The TOWS Matrix
Source: (Proctor, 2014)

Figure II.1 shows how the TOWS Matrix was developed as a tool for
strategizing through the systematic incorporation of elements in

SWOT analysis. The SO (Strength-Opportunities) strategy is
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formulated by combining the strengths and opportunities components,
resulting in a strategy that utilizes the strengths of the organization to
capture existing opportunities. Furthermore, a WO (Weakness-
Opportunities) strategy is designed by linking weaknesses and
opportunities, where the focus is on effectively utilizing opportunities
by overcoming or reducing internal weaknesses. When the strength
and threat components are juxtaposed, an ST (Strength-Threats)
strategy is created to use the organization's strengths to counter or
even avoid possible external threats. Finally, the combination of
weaknesses and threats results in a WT (Weakness-Threats) strategy,
which aims to minimize the organization's vulnerabilities while trying

to avoid the impact of existing threats (Proctor, 2014).

II.1.7 Marketing Resources

Marketing resources are defined as a firm’s market-oriented assets,
capabilities, and competencies that can be leveraged to build and sustain
competitive advantages, directly impacting customer satisfaction, loyalty, and
overall firm performance. These resources include tangible and intangible
assets such as brand equity, customer relationships, market knowledge, and
distribution networks. Each component plays a critical role in how a firm
positions itself in the market, differentiating it from competitors and improving

financial performance (Hooley et al., 2005).

Moreover, marketing resources are not only useful for brand-building but also
influence a firm’s operational performance. Through customer-oriented
marketing resources, firms can achieve enhanced coordination and cooperation
within organizational departments, aligning marketing strategies with broader
company goals. These resources help companies achieve superior customer
satisfaction, which translates into loyalty, repeat business, and ultimately,
financial growth. By optimizing marketing resources, firms are better

positioned to capture market share and maximize sales volumes, thereby
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securing a prominent standing in the industry (Spillan et al., 2006).

Resource-Based Theory (RBT): This foundational theory suggests that firms
can gain competitive advantage through unique resources that are valuable,
rare, and difficult to imitate. In marketing, RBT emphasizes that market-based
assets—such as brand equity and customer relationships—are integral to
building sustainable advantages. This theory has driven much of the research
on how firms can leverage marketing resources to achieve superior

performance (Kozlenkova et al., 2014).

Resource-Based Theory (RBT) in marketing teaches that companies can
achieve and maintain competitive advantage by utilizing their unique assets,
such as brand equity and solid customer relationships. These assets are
considered important because they have high value, are rare, and difficult for
competitors to replicate. By focusing on developing and protecting these assets,
companies can create stronger marketing strategies, which in turn improve their

sustainable performance in the market.

According to Barney (1991), the Resource-Based View (RBV) suggests that a
firm's competitive advantage stems from owning and managing unique, high-
value resources. Internal resources like skilled labor and financial capital are
key to this advantage. Skilled human resources are seen as strategic assets that
competitors struggle to replicate, while financial capital enables investment in
training, research, and product development. These investments help
companies create better products, respond quickly to market needs, and
strengthen their market position. Overall, RBV highlights the importance of
rare, valuable, hard-to-imitate, and irreplaceable resources for sustaining long-

term competitive advantage.
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I1.2  Conceptual Framework

A conceptual framework is a guide to structuring research, which serves to
organize key ideas and concepts to make them easier to understand. In research,
a conceptual framework connects key ideas and provides guidance for
answering research questions or exploring a particular topic. By organizing
interrelated concepts, a conceptual framework helps researchers understand and
explain complex phenomena, as well as providing a clear direction for further

research (Jabareen, 2009).

Unlike theoretical frameworks that usually focus on testing or predicting certain
outcomes based on existing theories, a conceptual framework focuses more on
organizing and breaking down ideas. This makes the conceptual framework
more flexible, allowing researchers to identify key elements, such as variables
and other factors, that are relevant to their research. In a conceptual framework,
each concept is explained and connected to create a coherent picture of what
will be studied. This helps researchers design research in a systematic and

effective manner (Thorhallsson, 2017).
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Figure II.5 Conceptual Framework

Source: Author

According to Margono (2014) explains that the hypothesis comes from the words
hipi and thesis. Hipo means less than, while thesis means opinion. So the hypothesis
is an opinion or conclusion that is temporary. The hypothesis is a possible answer
to the problem posed. Based on the description of the framework of thinking above,

the researcher tries to formulate the following:

H1: Product has a significant effect on purchase intention.

This aligns with the findings of Nurhabibah and Murniati (2016), which indicate
that products significantly and positively influence consumer purchase intention.
Hence, sellers must provide products that capture attention, generate demand, and

encourage purchases to fulfill market needs.
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H2: Price has a significant effect on purchase intention.

Study by Tsaniya and Telagawathi (2022), which demonstrates a positive and
significant relationship between price and buying interest. When the price aligns
more closely with consumer preferences, it can positively impact their buying
intention.

H3: Location has a significant effect on purchase intention.

Strategic Location Theory underscores the importance of strategic location in
attracting customers and creating faster purchase decisions. This applies to both
physical locations and online presence Siregar et al., (2024). Consumers tend to
prefer products that are easy to find and access without significant distribution
barriers. (Siriwatpatara, 2021).

H4: Promotion has a significant effect on purchase intention.

Denniswara's research (2016) which shows that promotion has a significant positive
effect on purchase intention. As well as Adelia's research (2018) which shows that
online promotion has a positive influence on repurchase intentions.

HS: People have a significant effect on purchase intention.

Research by Effendi (2019) which states that the variable “people” has a positive
and significant influence on buying interest and purchasing decisions. This shows
that direct interaction between employees and consumers plays an important role in
shaping consumer buying interest.

H6: Process has a significant effect on purchase intention.

According to Kotler and Keller (2016), the 'process' element in the marketing mix
refers to the series of actions or steps taken to deliver a product or service to
consumers. This encompasses everything from how a service is delivered, customer
interaction during the process, and the efficiency and consistency of service
delivery. Dang (2015) emphasizes that process is a critical element of the marketing
mix, especially in service-based industries, as it directly affects customer
satisfaction and perceptions.

H7: Physical Evidence has a significant effect on purchase intention.

Physical evidence is one of the important elements of the 7P marketing mix which
includes physical aspects that customers can observe to assess the quality of a

product or service. This element includes the environment, facilities, interior
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design, and other visual elements that influence customer perceptions and
purchasing decisions (Wirantari et al., 2022).

Jang, Park, and Lim (2012) found that physical elements in educational apps, such
as attractive interface design and app availability across multiple platforms, have a
significant influence on user satisfaction and purchase intentions. Elements such as
interactivity and entertainment also contribute to attracting user interest.
Meanwhile, Kliziene et al. (2023).

H8: Marketing Mix (7P) has a significant effect on purchase intention.

The marketing mix theory consisting of 7P has a simultaneous or joint influence.
According to (Rahayu & Muafiah, 2022) although the effect may vary in each
educational institution, in general the marketing mix theory influences customer
decisions in choosing an educational institution, both public and private educational

institution.
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Chapter III Research Methodology

Research can be broadly defined as a systematic and rigorous process aimed at
expanding knowledge, answering questions, or solving specific problems. Key
characteristics of research include its structured, logical, and empirical approach,
which allows it to produce generalizable and replicable findings (Deb et al., 2018).
This definition is widely accepted across fields, where research is often categorized
into basic, applied, or theoretical types, each with unique methodologies and

purposes to foster knowledge or resolve practical issues (Supino, 2012).

Research is