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Abstract

In the education sector, interest in marketing has snowballed in the recent times. More and more schools are including
marketing into their operation framework. Despite this, some find school marketing not promising and do not appreciate
its function and methods. This article attempts to delineate the key elements in the school marketing concept, analyse
common misunderstandings and reasons for reservations about it. The author also examines the reasons for its popularity

and points out several key factors in the strategic implementation of school marketing.
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