AFTER YEARS OF RESEARCH ,
STEPHEN HOLMES HAS COME
TO THE CONCLUSION THAT
SCHOOLS NEED TO FULLY
UNDERSTAND PARENTAL
VALUES, MOTIVATIONS AND
EXPECTATIONS IF THEY WANT
TO MARKET THEMSELVES
EFFECTIVELY.
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‘THE CUSTOMER IS ALWAYS RIGHT. NO
one’s quite sure whether Marshall Field or
Harry Gordon Selfridge coined the phrase,
but both used it — Field in Chicago and
Selfridge in London — so successfully that
the idea became a fundamental principle
of marketing in the Twentieth Century.
The consumer in the Twenty-first Century,
however, isn’t just right. Improved levels
of education, higher incomes and greater
social mobility mean today’s consumers
are always right and highly individualised,
which means they’re likely to question, and
likely to expect choice and points of differ-
ence as well as products or services that suit
their personal development. We now operate
in complex and sophisticated market places.
That means, essentially, that anyone involved
in marketing anything needs to recognise
that the market behaviour of consumers is
increasingly about finding opportunities for
personal expression and exploration.

That applies in education as much as any-
where else, since parent and student markets
are more diverse and fragmented than ever
before. Parents in particular are typically nar-
rower in their expectations and more demand-
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ing of targeted and customised information
that is aligned with their expectations. The
job for senior staff and marketers in schools
is to identify appropriate market segments
— subsets of consumers within a market who
share similar needs and who demonstrate
similar consumer behaviour. To targert seg-
ments meaningfully is challenging.

The key word here isn’t segment, it’s
meaningful, since to target a market seg-
ment successfully you need to be speak
meaningfully to the individuals in that
market segment and to do that you need
to understand the values of those individu-
als. Understanding the values of parents is
essential in a market environment increas-
ingly characterised by choice.

Values

You need to understand the enduring traits,
beliefs and convictions that help people
to interpret and filter the proliferation of
marketing messages or propositions they
receive to determine those that offer the
most benefits, since it’s people’s values that
lead them to perceive there will be positive
consequences of engaging in something.






