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ABSTRACT 

The objective of this research was to determine the relationship between 
educational marketing and student satisfaction in Higher Education 
Institutions in the Tacna region, in order to analyse the characteristics 
that are related to the study variables. The methodology was carried out 
under a quantitative approach, with a correlational and transversal 
research design; sample was composed of 249 students. Pearson's 
statistical test was applied, showing that the educational marketing 
variable is significantly related to student satisfaction in higher education 
institutions. Finally, it was demonstrated that the students evidenced 
effective characteristics of their respective institutions that differentiate 
them from others.
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1. Introduction

urrently, there are considerable contrasts with respect to companies in the education sector, 
specifically in the higher education service and the academic offer proposed for the student 
(Larios, 2014). Therefore, higher education institutions must have the ability to shrewdly impact 

the changes in the educational market, which is increasingly broader and requires proposals in line with 
the needs of the target audience. 

According to Manes (2004), educational marketing is defined as that process of researching needs at 
the social level that allows the development of educational services likely to satisfy them, in relation to 
their perceived value over time, as well as promoted in an ethical manner to promote well-being 
between the learner and the organization. In the same line, Mogaji and Hyunsun (2019) consider 
marketing as an innovative instrument that higher education institutions handle to achieve presence 
and consolidation in the educational service market, with the purpose of building user loyalty, 
generating an increase in economic income, always seeking that both maintain reciprocal benefits. 

On the other hand, Gento and Vivas (2003) state that student satisfaction should be defined as the 
positive evaluation of the experiences and results associated with the education and/or service they 
received, according to their stated needs. Considering that students are a crucial and important axis in 
higher education institutions (Salinas and Martínez, 2017), it is that the periodic measurement of 
student satisfaction is important since it will show the true image of the institution, so that their opinion 
or impression is relevant to carry out programs or, if necessary, to optimize the existing ones, in order 
to achieve educational quality (Sánchez, 2018). Therefore, it is necessary and transcendental to identify 
highly reliable formats to measure student satisfaction in higher education, so that institutions will 
know the situation in which they find themselves, be able to contrast it with that of other competitors 
and analyse it in the short term. 

At the national level, the demand to achieve quality standards and verification of basic conditions in 
public and private universities drives universities to continue improving the educational service 
(SINEACE, 2016). However, monitoring and verification by students, who are the ones who receive the 
educational service and the influence of educational marketing on it, is essential (Turpo-Gebera et al., 
2021).  

Thus, the current research aims to analyse the relationship between educational marketing and the 
level of satisfaction of students in higher education institutions in the Tacna region, Peru, and thus 
provide significant opportunities for better institutional management to offer optimal service delivery 
with respect to academic, social, scientific and professional training. 

2. Methodology

2.1. Type and design of research 

The study was developed under the basic research type and the design of the present research was non-
experimental, correlational and cross-sectional (Hernández-Sampieri & Mendoza, 2018).  

2.2. Population 

According to the objectives of the work and the geographic space of the study, the population of the 
research consisted of three higher education institutions in the Tacna region, among them: two 
universities (private and public) and a higher technological institute. 

2.3. Sample 

The sample included 249 undergraduate students from the first to the fifth cycle of the professional 
careers of the different faculties of the higher education institutions considered for the study. Likewise, 
these 249 students were divided among the three institutions, resulting in 83 students as a sample for 
each institution. 
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2.4. Data analysis techniques 

The survey technique and the questionnaire instrument were used to measure the variables educational 
marketing and student satisfaction.  

The first questionnaire, aimed at measuring educational marketing, consisted of 14 questions, which 
were divided into the following dimensions: 

− Product: If the institution complies with SUNEDU's requirements, seeks integral development
and differentiates itself from other institutions.

− Price: Regarding the existence of strategic academic alliances that reduce costs and if the price
of the service fully covers all educational aspects such as extracurricular demands.

− Place: The location of the institution is accessible, clean, tidy and spacious for the realization of
the service.

− Promotion and quality: Implementation of promotional strategies, satisfaction of expectations,
efficient use of communication channels, implementation of innovative changes and
educational quality.

The questionnaire that measured the student satisfaction variable consisted of 15 questions divided 
into five dimensions: 

− Tangible elements: Perception of adequate facilities, use of modern technological equipment
and uniformity in the clothing of the institution's employees.

− Reliability: Fulfilment of functions by employees and the institution, as well as the provision of
constant information about educational services and activities.

− Responsiveness: If it provides an efficient educational service, and if there is willingness on the
part of employees to support students by providing the necessary time.

− Assurance: If the collaborators inspire confidence in the students, if they have the knowledge
to answer their questions and if the institution informs about its progress and situation
compared to others at the national level.

− Affinity: Understanding, flexibility of schedules and contextualization of the educational service
provided by the institution in relation to the students' demands.

For both questionnaires the Likert scale was used, which is subdivided into identifying whether the 
respondent totally disagrees, disagrees, neither agrees nor disagrees, agrees, or totally agrees with 
respect to the statements presented. 

2.5. Instrument reliability 

In order to check the reliability of the instruments applied, Cronbach's alpha coefficient was used. For 
the instrument of the digital marketing variable, 0.935 was obtained; and for the instrument of the 
student satisfaction variable, 0.931. Consequently, both instruments were found to be reliable. 

3. Results

In order to understand the results obtained in a stratified manner, they will be presented according to 
the institute from which the sample originated. 

Table 1. Rating level of the variable educational marketing in a national university 

Dimensions Total 
Rating 
level 

Product Price Place Promotion 
and quality 

N % N % N % N % N % 
Low 3 3.66 5 4.8 3 3.6 3 3.6 3 3.6 

Medium 55 66.3 60 72.3 47 56.6 26 31.3 64 77.1 
High 25 30.1 19 21.7 33 39.8 54 65.1 16 19.3 
Total 83 100.00 83 100.00 83 100.00 83 100.00 83 100.00 

Table 1 shows the results obtained with respect to the dimensions of the educational marketing 
variable, as well as the overall average perception of the variable at the national university in the sample. 
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It can be seen that in the product and price dimensions, a good percentage of respondents rated these 
aspects as average (66.3% and 72.3% respectively). On the other hand, in the place dimension, 56.6% 
responded as medium, and 39.8% as high; and, in the promotion and quality dimension, 65.1% of the 
respondents perceived this aspect as high. In general terms, the sample (77.1%) showed an average 
evaluation of the educational marketing provided by the national institution, inferring that the students 
value the educational service, costs, location, promotion and educational quality moderately, with the 
latter factor having a high perception. 

Figure 1. Rating level of the variable Student Satisfaction at a national university. 

Figure 1 shows the findings obtained with respect to the level of satisfaction of students at the 
national university in the sample. It is perceived that 74.7% of the students present a medium 
satisfaction, followed by 22.9% with high satisfaction and 2.4% with low satisfaction. From the results 
it can be inferred that students perceive the facilities, equipment, service reliability, responsiveness, 
teaching guarantee and affinity with their needs as moderately satisfactory. 

Table 2. Rating level of the variable educational marketing in a private university 

Dimensions Total 
Rating 
level 

Product Price Place Promotion 
and quality 

N % N % N % N % N % 
Low 2 2.4 7 8.4 1 1.2 8 9.6 1 1.2 

Medium 62 74.7 66 79.5 36 43.4 20 24.1 75 90.4 
High 19 22.9 10 12.0 46 55.4 55 66.3 7 8.4 
Total 83 100.00 83 100.00 83 100.00 83 100.00 83 100.00 

The results obtained with respect to the dimensions of the educational marketing variable, as well as 
the overall average perception of the same in the private university sample can be seen in Table 2. It is 
evident that the respondents rate the product and price dimensions as average (74.7% and 79.5% 
respectively). Likewise, the place and promotion and quality dimensions obtained significant 
percentages in high value perception with 55.4% of acceptance in the first, and 66.3% in the second. In 
general terms, the sample (90.4%) showed a medium valuation of the educational marketing provided 
by the private institution, so it can be inferred that students perceive that the educational service and 
costs of the institution are regular and that the location and promotion and educational quality is 
regular, leaning towards a high perception. 

0

20

40

60

80

Low Medium High

2,4

74,7

22,9

4



A Study on Higher Education Student Satisfaction and Educational Marketing in Peru 

Figure 2. Rating level of the variable Student Satisfaction at a private university 

Figure 2 presents the results achieved with respect to the level of student satisfaction at the private 
university in the sample. It is observed that 72.3% of the students present a medium satisfaction, 
followed by 32.5% with high satisfaction and 2.4% with low satisfaction. From the results it can be 
inferred that students perceive the facilities, equipment, service reliability, responsiveness, teaching 
guarantee and affinity with their needs as moderately satisfactory. 

Table 3 Rating level of the variable educational marketing in a technological institute 

Table 3 presents the results obtained with respect to the dimensions of the educational marketing 
variable, as well as the overall average perception of this variable in the technological institute of the 
sample. It can be seen that in the product, price and place dimensions the participants (66.3% in the 
first two and 54.2% in the last one) value these aspects moderately. On the other hand, in the promotion 
and quality dimension, 75.9% of the respondents perceived this aspect as high. In general terms, the 
sample (74.7%) showed a good perception of the educational marketing provided by the technological 
institute, thus inferring that the students value the educational service, costs, location, promotion and 
educational quality in an average manner, with the latter dimension having a high value. 

Figure 3. Rating level of the variable Student Satisfaction at a technological institute 

The findings regarding the level of student satisfaction in a technological institute of the sample are 
shown in Figure 3. 65.1% of the students show medium satisfaction, followed by 25.3% with high 
satisfaction and 9.6% with low satisfaction. From the results it can be inferred that students perceive 
the facilities, equipment, service reliability, responsiveness, teaching guarantee and affinity with their 
needs as moderately satisfactory. 
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Dimensions Total 

Rating 

level 

Product Price Place Promotion 

and quality 

N % N % N % N % N % 

Low 11 13.3 12 14.5 5 6.0 0 0 9 10.8 

Medium 55 66.3 55 66.3 45 54.2 20 24.1 62 74.7 

High 17 20.5 16 19.3 33 39.8 63 75.9 12 14.5 

Total 83 100.00 83 100.00 83 100.00 83 100.00 83 100.00 
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Table 4. Normality test of the variables educational marketing and student satisfaction. 

Kolmogorov- Smirnov 

Statistical GI Sig. 

Educational 

marketing 

0.081 249 0.071 

Student satisfaction 0.053 249 0.093 

Note: Data obtained through SPSS statistical software. 

Table 4 shows the Kolmogorov-Smirnov normality test for the educational marketing and student 
satisfaction variables. It is evident that the p-value of the educational marketing variable (0.071) is less 
than the significance level (0.05); likewise, the p-value of the student satisfaction variable is 0.093. 
Consequently, it is concluded that there is normality in the data of both variables. 

Table 5 Testing of the general hypothesis 

Educational 

marketing 

Student 

satisfaction 

Pearson 

Educational 

marketing 

Correlation 

coefficient 

1 0.848 

Sig. (bilateral) . 0.000 

N 249 249 

Student 

satisfaction 

Correlation 

coefficient 

0.848 1 

Sig. (bilateral) 0.000 . 

N 249 249 

Table 5 presents the level of significance of the variables educational marketing and student 
satisfaction. With a 5% level of significance, it is concluded that there is a significant relationship 
between educational marketing and student satisfaction in Higher Education Institutions in the Tacna 
region. 

4. Discussion

After analyzing the results, it became evident that educational marketing is significantly related to the 
satisfaction of students in higher education institutions in the Tacna region (p-value = 0.000, being lower 
than the significance level 0.05). Regarding this, similar results were found in the master's thesis of 
Ramirez (2017) who concludes the existence of a direct relationship between educational marketing 
and educational service satisfaction, in students of educational institutions in the district of Bellavista, 
Callao, 2017, with a correlation coefficient of Spearman's Rho (r=0.643). 

These results are supported by Lara (2018) in his research conducted on undergraduate students of 
the Universidad de las Americas during the period 2018 on the influence of educational marketing 
strategies for the choice of university. He concludes that, the product dimension in the surveyed 
students is represented in 3 levels: high, medium and low with percentages of 46.4%, 44.8% and 8.9% 
respectively. In contrast to the present study, in the same dimension, it is evident that the respondents 
belonging to a national university are also represented in three levels: high, medium and low with 
percentages of 30.1%, 66.3% and 3.6%, respectively. Likewise, in the surveys conducted with students 
from a technological institute, 20.5% of the respondents were at the high level, 66.3% at the medium 
level and 13.3% at the low level. Next, the students surveyed from a private university in the high, 
medium and low levels, percentages of 22.9%, 74.7% and 2.4%, respectively, were observed. It can be 
evidenced in the results of Lara's research (2018) with the present research that, similarity is kept with 
respect to the variation of percentages regarding the product dimension, that is, in the high level 
similarity of percentages that do not exceed 50% is observed, likewise in the medium level, 
Demonstrating the similarity of information in different contexts on the perception of their students 
with respect to the product dimension of the educational marketing variable. 

It has been demonstrated that the educational marketing variable is significantly related to student 
satisfaction in higher education institutions in the Tacna region. Therefore, the students show that the 
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facilities of the institutions are adequate and equipped to provide the educational service, that their 
collaborators develop their functions in an adequate manner, provide information, use a language that 
inspires confidence and demonstrate knowledge in their area with respect to other institutions at the 
national level. Likewise, it is highlighted that students state that the institutions are flexible with respect 
to their needs given that they provide personalized attention and adequate schedules for their attention, 
understanding their requirements. 

Therefore, it is recommended that the directors of the higher education institutions under study 
gradually monitor the application of educational marketing strategies, as well as carry out exhaustive 
research to determine the satisfaction of their students with respect to the educational service they 
provide in order to maintain or improve the results obtained in this research. Finally, it is necessary to 
emphasize that studies regarding the situation of the institutions' graduates should be carried out in 
order to know the long-term results of the educational service provided; furthermore, such results can 
be enriching for the improvement of educational marketing. 

For their part, Vila & Camayo (2021) conclude in their research work that there is a significant 
relationship between institutional management and educational marketing, evidenced by a significance 
level of 0.05% and a Rho coefficient of 0.310 tc (2.609) > tt (2.02). In the same way, the present research 
demonstrates under a Pearson statistical test that educational marketing is significantly related to 
student satisfaction in a national university, a technological institute and a private university in the 
Tacna region (p-value = 0.000) with a significance level of 0.05. Likewise, Sanz et al. (2017) evidence 
that educational marketing should be incorporated in higher education institutions in order to use it as 
a tool to make the institution competitive in the higher education market. 

These results are supported by Chinguel et al. (2018) in their research entitled: "Educational 
Marketing Strategies to increase the demand for the service in the Educational Institution "Alfred Nobel" 
- Pasco, 2017" the results shown maintain a direct relationship according to the processing of the
information. With respect to the general hypothesis, the educational marketing strategies would
contribute in increasing the demand for the service in the Educational Institution "Alfred Nobel" of the
city of Pasco, 2017, according to the Chi-square statistical test = 50.93, with a p= 0.04 (p<.05). In that
sense, it can be affirmed that educational marketing strategies contribute in increasing the demand for
service in the educational institution under investigation, in the district of Pasco, 2017.

On the other hand, Mora (2021) in his research entitled Educational marketing for the positioning of 
postgraduate programs, where it is evidenced through Crombach's Alpha coefficient (rtt= 0.987) with 
respect to the educational marketing variable, concluding that, it is transcendental the application of 
marketing strategies for the attraction of students and the positioning in front of other institutions. 

In this regard, Becerra (2020) in his research conducted with students of the National University of 
Education shows that product marketing is significantly related to the attraction of students (p < 0.05, 
Spearman's Rho = 0.399). Likewise, similar results were found in the research of Castillo (2018), 
educational marketing influences the persuasion of students, on the other hand, with respect to 
promotional marketing it also has a significant relationship (p < 0.05, Spearman's Rho = 0.554). In the 
same way, the present research highlights the importance of educational marketing with respect to the 
promotion dimension, where it is evident that students of higher education institutions in the Tacna 
region mostly perceive a medium level of valuation. 

Finally, the different studies show similar results in spite of the difference in sociocultural contexts. 
Likewise, unlike the studies presented, the present study has collected information from three different 
higher education institutions in terms of their mode of administration. 

5. Conclusion

It has been demonstrated that the variable educational marketing is substantially related to student 
satisfaction in Tacna region higher education institutions. Therefore, the students demonstrate that the 
facilities of the institutions are adequate and equipped to provide the educational service, that their 
collaborators develop their functions in an adequate manner, provide information, use a language that 
inspires confidence, and demonstrate knowledge in their field relative to other national institutions. 
Similarly, it is emphasized that students perceive institutions to be accommodating with regard to their 
needs because they provide individualized attention and schedules that meet their requirements. 
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To maintain or enhance the results of this study, it is recommended that the directors of the higher 
education institutions under study gradually monitor the application of educational marketing 
strategies and conduct exhaustive research to determine the satisfaction of their students with regard 
to the educational service they provide. In conclusion, it is important to note that studies should be 
conducted to determine the long-term outcomes of the educational service provided; moreover, such 
outcomes can contribute to the enhancement of educational marketing. 
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