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Abstract 

Education, especially the k-12 education has traditionally been seen as a state responsibility and 

a ‘not for profit’ activity and on the face of it, would perhaps remain so. In the post-

independence era the Indian government faced serious and severe challenges of poverty and 

defence and the budgets allocated to the education sector were meagre and inadequate. Also, 

India needed more of the skilled manpower to take on the wagon wheel of the Indian economy 

ahead, and the focus of the education sector in the first few decades in the post-independence era 

was significantly on higher education. Adequate impetus could not be given to the school 

education sector. Moreover, owing to the sheer magnitude of the numbers and cultural diversity, 

the focus of school education was reach and inclusiveness and somewhere the quality of 

education took a back seat. This is where the privately run schools mushroomed and over a 

period of time scored over the government schools. Being fee charging schools, they attracted 

the upper-middle and upper socio-economic class of students and they have been able to deliver 

better quality of education not only in terms of the academic results but also updating themselves 

with the needs of the industry and society as well. In order to provide infrastructural facilities 

and superior quality, the schools needed to charge a higher fee to meet the rising costs. Also, in 

order to attract quality students and teachers they needed to brand themselves so that they 

become the preferred choice among the targeted parents.  

The study of the available literature on branding of educational institutes suggests little on 

branding of schools globally in general and in developing countries in particular. Whilst there is 

no concrete methodology or approach to brand or re-brand a school, there is a general 

recognition of the need to closely identify the antecedents of the school branding and the inter-
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linkages between the same, especially in view of the contribution of school education in 

delivering quality education and contributing to the economic growth and job creation. 

Whereas the state-run schools do not charge a fee (or charge a nominal fee at best), the non-

government schools have to meet their expenses from the fees from the students. The willingness 

of the parents to pay the same is contingent on the ‘brand’ of the school. Given that nearly 40-

45% of the students enrolled in the k-12 sector in India are enrolled in the non-government 

schools, this study is of special importance to them. However, the findings are equally relevant 

for state run schools as well.  

The research started with an extensive review of the existing literature on branding of 

educational institutes. A significant gap in the literature was observed while studying the same 

for branding of schools. Three objectives were then identified for the study as under: 

To identify the factors that drive the school brand 

To identify similarities and dissimilarities in the branding parameters as perceived by the 

school principals and parents 

To develop a model for creating a school brand 

Owing to the dearth of literature in the school segment, Grounded Theory Method was used to 

identify the antecedents of school branding and the items contributing to each of the. Total of six 

factors, namely Academic Performance, Extra and Co-curricular Activities, Physical 

Infrastructure, Information Technology (IT) Infrastructure, Marketing and Advertising and 

Teacher and Staff Quality were identified as the factors contributing towards the school 

branding. Further second objective was to identify the similarities and dissimilarities between 
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how school branding is perceived by school principals and parents. Exploratory Factor Analysis 

(EFA) and Confirmatory Factor Analysis (CFA) were conducted to identify the perceived 

importance of each item towards contribution to the school branding as perceived by the school 

principals and parents. Independent sample t-test was conducted to identify similarities and 

dissimilarities in perception of branding based on each factor. Null hypothesis was rejected for 

four factors indicating difference in perception of their impact on the school branding. Two 

factors i.e. Physical Infrastructure and Marketing and Advertising failed to reject the null 

hypothesis, indicating that both the stakeholders are of the similar opinion about their impact on 

the school branding. Objective three dealt with developing a school branding model using 

Structural Equation Modeling (SEM). The input framework for the school branding was 

developed using Total Interpretive Structural Modeling (TISM) and further the framework was 

modified to develop the school branding model using SEM.  

From the study, it emerged that ‘Academic performance’ and ‘Marketing and Advertising’ were 

the most significant factors impacting the school brand. It also emerged that there is a strong 

inter-linkage between ‘Extra and co-curricular activities’ and ‘Academic performance’.  

A model has been developed for the branding of schools and the same is validated through action 

research using the case method approach. This study is a significant contribution to the 

understanding of branding of schools. As stated earlier, while the study was carried out with 

focus on the non-government schools, the methodology and the findings are applicable to the 

state-run schools as well, though it may need some customization. That may be an agenda for 

future research. 
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Keywords: Branding of Schools, Service Branding, Grounded Theory Method, Structural 

Equation Modeling (SEM), Total Interpretive Structural Modeling (TISM), Triangulation 

Research, Case Study 
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