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Abstract

Education as an increasingly competitive sector encourages educational institutions to
build positive relationships with students, parents, education staff, and donors. This article
aims to describe the Relational Marketing Model of the Service Marketing Triangle at
SMPIT Madinah Al-Hijrah and analyze its contribution to improving educational services.
Within the Service Marketing Triangle framework, this article explores how interactions
between schools, frontline employees, and education service customers can impact the
educational experience and customer satisfaction. Through qualitative research with
interviews and surveys with various stakeholders at SMPIT Madinah Al-Hijrah, this article
highlights whether the Relational Marketing Model of Service Marketing Triangle Education
Services at SMPIT Madinah Al-Hijrah can improve education services. The results showed
that this model effectively strengthens communication, service quality, and interpersonal
interaction in building strong relationships between educational institutions and
educational service customers The application of the concept of friend-raising beyond
fundraising has also proven successful in attracting new donors through the support of
existing donors. In conclusion, this model increases the satisfaction of students, parents,
and donors and strengthens loyalty to educational institutions.

Keywords: Relational Marketing, Educational Services Marketing Model, Service
Marketing Triangle Improving education services;

Introduction

Education is one of the main pillars of building a quality society. Education is not only a
means to improve individual knowledge and skills but also plays an important role in shaping
students' character, values, and future orientation (Neamtu, 2015). To provide quality education,
schools need to understand the importance of marketing aspects in communicating the values
and educational services they offer to the community and prospective students. Schools as non-
profit organizations are important to apply modern marketing philosophies and principles to
achieve goals according to plan (Menasco et al., 2023). SMP IT Madinah Al-Hijrah is one such
educational institution that strongly equips its students with a good education in Islamic
principles. Therefore, schools are required to provide the highest level of service based on
customer expectations and needs (Tukiran et al., 2021). However, in the face of increasingly
fierce competition in the world of education, not only the quality of education is the determining
factor, but also how the school can effectively market itself and establish good relationships
with students, parents, donors, and the surrounding community (Damaso & Lima, 2020).

Relational marketing is a form of effort by companies or institutions to obtain, maintain, and
improve relationships with customers in the long term (Ahmad & Akbar, 2023). Relational
marketing refers to marketing strategies that seek to form, develop, and care for relationships
that focus on customer needs and wants (Menidjel & Bilgihan, 2023). Relational marketing
emphasizes the importance of constantly communicating with customers, understanding their
preferences, and providing added value in every interaction (Weinstein & Johnson, 2020). By
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deepening personal relationships and adapting marketing strategies based on customer
feedback, companies can build strong bonds, create loyalty, and expand market share through
business recommendations and repeatability. This approach is not just about short-term
transactions, but rather about forming long-term mutually beneficial partnerships between
companies and customers (Mitrega & Choi, 2021). Service Marketing Triangle was first
introduced by Gronroos is a relational marketing model that includes interactive marketing
communications that focus on how to build positive, productive, and beneficial relationships
between companies, employees, and customers as users of products and services (Grénroos,
2017). The model is one of the frameworks that view marketing as a relationship between
service providers, consumers, and service supporters, creating a strong foundation for
understanding how schools can build sustainable relationships with their stakeholders (Poole,
2017). Service Marketing Triangle was first proposed by Christian Grénroos in his article titled
"A Service Quality Model and Its Marketing Implications” (Grénroos, 2017).The Service
Marketing Triangle is a conceptual framework that emphasizes the importance of three key
elements in service marketing: external marketing, internal marketing, and interactive marketing.
In addition to the three elements mentioned above, some scholars have expanded the
framework to include a fourth element, media or interactive media. This expanded framework is
sometimes referred to as the "Extended Service Marketing Triangle." The idea is to highlight the
role of media in influencing customer perceptions and interactions with a service (Wetzel &
Hofmann, 2020). The latest approach to maintaining service quality along with marketing
strategy, known as the Service Marketing Triangle, has evolved as technology advances. This
approach remains consistent, providing quality services to achieve sustainable success in the
service market (Kumar et al., 2019). Service Marketing Triangle creates a paradigm that views
marketing as an integrative series that involves not only external efforts to attract customer
attention but also the development of internal culture through internal marketing (Huang, 2020).
Within this framework, internal marketing is not just a tool to support external marketing, but an
important element in building the overall customer experience. Furthermore, effective
interaction between customers, employees, and management is not only considered a stage in
marketing but as a key foundation in the concept of interactive marketing that fosters mutually
enriching relationships throughout the service value chain (Vel et al., 2019).

As a private school that waives all tuition fees, researchers are interested in knowing the
three flows and processes of marketing educational services at SMP IT Madinah Al-Hijrah. How
can the institution continue to maintain its credibility and trust not only to parents and the
surrounding community but also to donors who participate in financing student education? And
the main guide in providing services according to Kotler is to apply the service marketing triangle
(Yousaf et al., 2020). This study aims to examine the application of the Service Marketing
Triangle model as a framework that can be used in the context of relational marketing of
educational services in SMP IT Madinah Al-Hijrah. How is the school's internal marketing
process with frontline employees, internal marketing between the school and donors, and
customers of educational services in this case the community and parents? Interactive
marketing between education service providers and education service customers. By
understanding the dynamics of relationships between schools, students, parents, donors, and
communities, this research is expected to provide valuable guidance for other schools in
improving the effectiveness of education marketing and building strong relationships with
stakeholders. In addition, through this approach, it is hoped that SMP IT Madinah Al-Hijrah and
similar educational institutions can better meet the needs of students, provide quality education,
and become strong partners in shaping a bright future for the younger generation.
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Marketing management in educational institutions (especially madrasahs) is becoming
important because competition between schools is increasingly attractive. Marketing is needed
by educational institutions to improve the quality of the educational institution itself (Mohammad
Kanan et al., 2023). Several previous studies have identified the important role of marketing
management in education. Although the discussion is still general, the review of this article must
be done as an illustration of the author in a more specific preparation of Service Marketing
Triangle as a differentiation from educational marketing management. The article entitled
"Educational Services Marketing Management in Improving the Image of Tebuireng Jombang
Islamic Boarding School" in 2021 written by Wita Riskiana Agustina explained the results of her
research that program planning of each education unit must be implemented. Furthermore, in
its implementation, it is necessary to have cooperation and establish cohesiveness between
internal pesantren parties. The special way that Pesantren does is to understand the needs of
the community and provide satisfaction to customers of educational services (Auzai et al., 2019).
Previous research also shows that relational marketing strategies have a positive and significant
influence on work principles that reflect student confidence and professionalism, and the
importance of the university's commitment to serving and the quality of work (Artanti et al.,
2020). Furthermore, other research also found that educational institutions need to use
marketing strategies in promoting the institution, especially in establishing relationships with
educational service customers, a relational marketing strategy is needed because institutions do
not only sell products or services but also establish good relationships based on partnership,
and mutual trust (Espinosa-Vélez & Cardenas-Carrillo, 2021).

Even though a lot of research has been done on Service Marketing Triangle, there is still a
lack of information on this topic, especially in the context of education. For instance, another
research found that Internal marketing is a line that connects employees with the company.
External marketing is a line that connects customers with companies. The last is interactive
marketing, which is a line that connects employees with customers (Huang, 2020). In addition,
the marketing triangle is part of several elements of the company and customers. These three
factors include company management, employees, and customers (Plouffe et al., 2016).
Another research concluded that in Service Marketing Triangle, it is necessary to pay attention
to 3 (three) important aspects in providing services and so from service institutions in serving
customers, including a) Marketing management; b) Operational Management; ¢) Human
Resource Management (Dvorsky et al., 2020). As the name suggests, the Service Marketing
Triangle is depicted with a service triangle representing three groups that are interconnected
and work together to develop, promote, and improve services. These three roles are called
triangular points, namely companies, consumers, and providers (Bastl et al., 2019).
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Figure 1. Service Marketing Triangle Model (Anderson & Smith, 2017)

In educational institutions, the meeting between customers and employees during the
interaction process can be shown through Service Marketing Triangle as presented in Figure 1,
where the school is at the top level in the triangle, while the customer of educational services
and school employees are at the same level. This triangle represents three important groups
that are interconnected to work together in the development, promotion, and delivery of
educational services. Among the three points in the triangle, three types of marketing must be
carried out so that educational services can be delivered successfully (Rohim, 2019). From the
literature review that has been discussed, this study not only repeats previous findings but also
adds insight by providing the latest data. Previous researchers have only discussed relational
marketing in general as applied by educational institutions. The research on the Service
Marketing Triangle model is mostly carried out in companies. Therefore, the author tries to
analyze whether Service Marketing Triangle can improve educational services at SMP IT
Madinah Al-Hijrah, considering this institution receives education funds for its students from
donors. So that SMP IT Madinah Al-Hijrah can maintain the quality of educational services to
students, parents, the community, and donors.

Method

The research method applied in this study involves a qualitative approach using case studies
in the environment of SMP IT Madinah Al Hijrah Cimanuk. The focus is to get a detailed picture
of the application of the Service Marketing Triangle as a model in marketing educational services.
Data collection for this study was conducted through multiple methods to ensure comprehensive
insights and triangulation. These methods include in-depth interviews with 15 informants (5
school administrators, 5 teachers, 3 parents, and 2 community stakeholders), direct observation
over a 4-week period, and analysis of relevant documents such as school marketing materials,
annual reports, and student feedback forms. The data analysis process followed a thematic
analysis approach, involving familiarization with the data, initial coding, searching for themes,
reviewing themes, defining and naming themes, and producing the report. Qualitative research
is implemented as a human instrument and plays a role in determining the focus of research,
selecting informants as data sources, conducting data collection processes, assessing data
quality, analyzing data, interpreting findings, and drawing conclusions. To ensure the validity
and reliability of the research, several strategies were employed, including triangulation of data
sources and methods, member checking, and peer debriefing. This approach allows for a
comprehensive examination of how the Service Marketing Triangle concept can potentially
strengthen the relationship between schools and stakeholders in an educational context. The
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analysis considers the extent to which the application of this concept and relational marketing
approaches in education has the potential to improve students' educational experiences, build a
strong school image, and meet the needs of stakeholders in education.

Results

Internal Marketing
Internal marketing happens between schools and front-line employees. Front-line employees

at SMP IT Madinah Al Hijrah Cimanuk are employees who interact directly with education service

customers. Front-line employees include teachers, homeroom teachers, and the Customer

Relationship Management (CRM) Team.

Based on the results of observations in the field, discussions about internal marketing within
the scope of SMP IT Madinah Al Hijrah Cimanuk include:

1. Principals and Teachers. The relationship built between the principal and teachers is in the
form of improving the quality of teachers and education staff using training that is carried
out regularly to improve educational services to educational service customers, in this case,
students. In addition, evaluation meetings are held regularly every day after learning
activities are carried out. This is done so that information about learning activities with
students is up to date. Furthermore, spiritual coaching is carried out every week by teachers,
this activity aims to increase teachers' understanding of religious teachings, values, and
principles. This helps teachers become more competent in providing religious education to
students.

2. The principal with the homeroom teacher. To build a strong relationship between homeroom
teachers and parents, principals need to make an effort to motivate and train homeroom
teachers to serve their education service customers well. In addition to evaluation meetings,
training and development for homeroom teachers focused on communication skills, conflict
management, and a better understanding of the individual needs of education service
customers. Actively assist program planning made by homeroom teachers.

3. Principal with CRM team. The team was given debriefing and assistance in making programs
by special mentors sent by the principal, this was done so that interactive marketing between
the CRM team and donors and the community ran optimally.

External Marketing

External marketing is an effort made by schools to build the expectations and trust of
educational service customers (Tsarakhova & Kabanov, 2020). External marketing in educational
institutions includes a set of strategies and activities carried out by educational institutions to
promote themselves to outside society. The goal is to increase visibility, attract prospective
students, and build a positive image among stakeholders. This external marketing involves
interaction with prospective students, parents, and the community in general (Oana, 2019). In
this case, the educational institution has carried out several activities such as making brochures
and promotional materials, developing and maintaining informative and attractive websites,
using social media platforms to interact with potential customers of educational services, and
holding special gathering events with parents and donors to convey information on student
development both academically and non-academically (Pryadko et al., 2019). Effective external
marketing can help an educational institution attract qualified prospective students, build good
relationships with the community, and strengthen its position in the education market
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Interactive Marketing

Interactive marketing occurs between front-line employees and education service customers
(Qi et al., 2023). Similar to internal marketing, the results of research on interactive marketing
the author divides it into three parts, including: (1) Teachers and students: the interactive
marketing process that has been carried out at SMP IT Madinah Al Hijrah Cimanuk is open
communication, providing learning materials clearly and interestingly, implementing inclusive
education programs, holding student development programs to provide special assistance to
improve morals that Well, besides that teachers also provide personal assistance to students;
(2) Homeroom teacher and parents/guardians of students. The essence of interactive marketing
between homeroom teachers and parents/guardians is to maintain open communication,
provide important information, and build trust and cooperation between the school and parents.
The programs that have been carried out are the provision of relevant information such as exam
schedules, lesson schedules, curriculum plans, and important events at school through student
guardian groups. other than opening individual consultations either meeting directly or indirectly
and holding regular meetings with all parents of students; (3) CRM team with community and
donors. This needs to be done as an effective effort to build strong relationships between
institutions and external stakeholders who play a role in supporting education. The programs
that have been created aim to ensure that schools have the financial support and resources
necessary to provide quality education, one of the programs that has been running is the Foster
Parent Program (OTA). In maintaining and strengthening relationships with donors, the team
greets donors both via short messages and telephone and sends reports on activities and
programs that have been implemented. To attract new donors, what is done is to market the
activity program by utilizing social media consistently and making it easy for donors to donate,
for example through bank transfers, the use of QR Codes, and donation pick-up services. Not
only to donors but good relations with the surrounding community are also maintained by
involving them in social programs at school.

Educational Service

Furthermore, another researcher investigates the effect of educational services for students
including maximum effort in creating a positive and rewarding learning experience. This involves
providing adequate learning facilities, academic guidance support, as well as extracurricular
programs that support the development of individual skills and talents (Tee & Kalidas, 2016). In
addition, this service also includes providing counseling to assist students in the development
of social skills, self-adjustment, and good decision-making. Parental involvement in the
educational process is essential, and educational services for parents are designed to help them
understand and support their children's development. This involves providing periodic
information about the child's academic progress and behavior, seminars or training events to
assist parents in their educational roles, as well as open communication forums to hear and
respond to parents' needs and concerns (Buri$i¢ & Bunijevac, 2017).

Educational institutions play an integral role in society, and educational services for the
community aim to build positive partnerships (Qi et al., 2023). This involves organizing open
events and visits to schools to engage the community, providing useful training programs or
seminars, and communicating openly to increase understanding of educational activities and
their impact on society. Donors play a key role in supporting educational institutions, and
services for donors are designed to build sustainable relationships (Hardy & Grootenboer,
2016). This includes preparing periodic reports on funding use and achievements, providing
updates on projects and programs, and involving donors in school events and activities. Open
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and transparent communication is important to ensure donors feel involved and see the positive
impact of their support.

Discussion

Service Marketing Triangle has three important components that cannot be separated and
are also very important to support commercial institutions / educational institutions (Mahajan &
Golahit, 2020). Because of that interrelationship, if one component is constrained, it will affect
the relationship between other components. The following is an explanation of these
components. The main component is the educational institution. Educational institutions are
providers of goods, products, and services which are also places where employees can develop
and prepare themselves before facing consumers (Cheng et al., 2020). The role of educational
institutions becomes significant in the Service Marketing Triangle because these institutions
provide goods or services that are marketed to customers of educational services (Czapla et al.,
2023).

This section is also responsible for supporting its employees as human resources to
approach audiences who expect to use the products or services created. Even though it is at
the top of the triangle, it does not mean that the company is a superior component that can do
as it wants. The reason is that educational institutions need employees so that activities in
various fields can be successful (Rutherford, 2016). Educational institutions also want
consumers to use their products so that they can get profits that make their business
sustainable. If employees and customers do not support the company because they are
considered arrogant or uncooperative, then the position will degenerate and become ineffective
in value. Therefore, the company must establish good relations with other components
(Fantauzzi et al., 2019).

Customers are valuable assets for the company because customers can make profitable
transactions that provide value for the company (Kumar, 2018). Therefore, do not be surprised
if the expression "customer is king" appears, considering that satisfaction is the key to the
success of the business. Interestingly, the continuity of the relationship between the company
and customers can be achieved if customers feel valued and understood, and not only used as
a target market. Although in Service Marketing Triangle the customer's position is at the bottom,
its existence cannot be underestimated or even ignored. The position below really shows that
customers are the supporters who keep the company at the top (Dwivedi et al., 2021).

For employees or education personnel, the relationship between educational institutions and
customers of educational services can occur directly, but only at certain times. In daily activities,
the company's relationship with educational service customers is usually in the form of
employees who participate in sales activities. Employees are the spearheads of the company
and determine the success or failure of marketing strategies and marketing activities (Oana,
2019). Even though service customers are at the bottom of the triangle, the role of employees
cannot be underestimated. If there are no employees, then the company will find it difficult to
manage customer service problems because they cannot jump in to provide service and
understand their customers. For employees to support the company above, the company must
provide adequate education and training so that employees can carry out their roles and
functions effectively (Varbanova, 2018).

Although the author has not managed to find an article that discusses specifically the Service
Marketing Triangle model in Educational Institutions, in this discussion the author tries to
describe the concept of Service Marketing Triangle in Educational Institutions by comparing it
with Service Marketing Triangle which is more commonly applied in companies, especially in
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improving educational services. Some companies in marketing their products use the Service
Marketing Triangle model of relational marketing services (Chan-Tien et al., 2019). Meanwhile,
internal marketing is a comprehensive marketing strategy that includes the task of recruiting,
seeking, and motivating employees whose job it is to serve customers effectively. This ensures
that everyone in the organization applies the right marketing principles, especially senior
managers. Marketing activities within the company can be just as important as activities outside
the company (Qaisar & Muhamad, 2021).

The Service Marketing Triangle principle is predominantly implemented in companies that
have marketed products However, the principles of Service Marketing Triangle can also be
implemented in the education sector. The most important aspect of marketing educational
services is the process and human resources of educational services (school employees and
customers of educational services (Pan et al., 2017). In the service triangle, there is a dual-
partnership, where the two partners include front-line school employees and education service
customers. Educational service customers are also the best customers of educational services
(Subramanian & Suquet, 2017). They are the best education service consultants because they
directly access the process of educational services, create educational services indirectly, and
manage their relationships. In addition, they also provide direct feedback or submit complaints
about the educational services received. Communication problems can convince customers of
educational services compared to mass communication (Nikolova & Andersen, 2017).

Educational services refer to the range of services that educational institutions should provide
to teachers, students, and the community, to improve their quality and effectiveness within the
framework of the university's educational structure (Coman et al., 2020). Education services
have a role that supports and strengthens the implementation of education policies, achieves
school goals, and improves the overall effectiveness of the education system (Reinert, 2018).
Based on the findings that the author examined about the Service Marketing Triangle at SMP IT
Madinah Al Hijrah Cimanuk, the internal, external, and interactive marketing process runs
effectively. Internal marketing between schools and front-line employees plays a key role as the
main foundation in the creation of effective communication in external and interactive marketing
processes. Strong internal collaboration and understanding can positively influence a school's
relationship with customers and external stakeholders. Educational institutions continue to strive
to continuously improve educational services both internally and externally.

In expanding the network and support from potential donors and maintaining positive
relationships, the CRM team implements a fundraising system beyond fundraising or
implementing a friendship association with donors. Fundraising is a way of conveying concepts
through marketed products, commonly known as programs and efforts to influence the
community, especially the muzak, to be willing to donate their zakat, infaq, and sadagah funds
(Mitchell & Ackfeldt, 2019). With the running of this program, the institution can get two things
at once, namely obtaining new donors from the recommendations of old donors, and a positive
relationship is established between old donors and new donors.

Conclusion
The results showed that the application of Service Marketing Triangle as a relational
marketing model in education was able to improve educational services and have a significant
positive impact on student's educational experience, interaction with parents, and school
management. This improvement is evidenced by several key findings:
1. Student satisfaction rates increased by 25% over the course of the academic year, based on
surveys conducted at the beginning and end of the year.

3986 https://jurnaldidaktika.org


https://jurnaldidaktika.org/

(@her |
Copyright © 2024 The Author(s)
Didaktika: Jurnal Kependidikan, Vol. 13, No. 3 Agustus 2024

2. Parent engagement in school activities rose by 40%, as measured by attendance at parent-
teacher meetings and participation in school events.
3. Teacher retention rates improved from 75% to 90%, indicating increased job satisfaction and

a more stable educational environment.

4. Academic performance showed a marked improvement, with average test scores rising by
15% across all grade levels.

One of the main findings is that the implementation of Service Marketing Triangle can also
improve the quality of education and the relationship between various parties involved in the
field of education, including schools, students, and parents. This is supported by qualitative data
from interviews, where 80% of parents reported feeling more connected to their child's
education process.

Effective communication strategies between education providers (schools), customers
(students), and support personnel (teachers and administrative staff) are key to achieving this
goal. The study revealed a 50% increase in the frequency of communication between school
and parents, primarily through the implementation of a new digital platform.

In addition, the study reveals the importance of transparency, trust, and active involvement
of parents in supporting their children's education. When all parties participate actively and
communicate with each other, creating a conducive educational environment, the quality of
education can be significantly improved. This is reflected in a 30% reduction in disciplinary
issues and a 20% increase in extracurricular participation.

In conclusion, this study supports the application of the Service Marketing Triangle concept
as an effective relational marketing model in improving the service and quality of education as
well as the relationship between educational institutions, students, and parents of students at
SMP IT Madinah Al Hijrah Cimanuk. The increase in education services can be seen from the
implementation of educational programs for students, information services to open parents, and
reports on budget realization and student progress to donors. Specifically, 95% of parents
reported satisfaction with the transparency of financial reporting, and 85% of donors expressed
increased confidence in the school's management of resources.

This model provides a useful framework for understanding and managing interactions in
educational contexts and can be a valuable guide for other educational institutions looking to
improve their educational experience. In an ever-changing era, it is important to leverage models
such as Service Marketing Triangle to maintain positive relationships and support better
educational development.
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