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Abstract
This research article aims 1) to study the perception of the private school
administrators about the internal branding of their own schools and 2) to study the strategies
for internal branding of a private school with branches using qualitative research
methodology. Research approaches were an in-depth interviews with executives, including
the director and deputy director, and focus group discussions with teachers and school
personnel. The results are described in 2 parts. Part 1: The perception of the private school

administrators regarding the internal branding of their own schools. It was found that school
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administrators recognized the internal branding of their own schools in 4 areas, namely,
academic, personnel, learners, and premises. Part 2: Methods for internal branding. Results
revealed that there were 2 ways to create a brand, which are 1) to create understanding and
awareness for teachers and personnel about school identity and focus, 3 strategies were
used: building awareness and understanding by means of notification, expression of
executive leadership, and internal communication and 2) to create love and engagement
among teachers and school personnel, 4 strategies were used: rewarding and praise, freedom
atmosphere in the work place, working welfare and working environment.

Keywords: Internal Branding, Brand Awareness, Engagement, Private School With Branches
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AnuuanAsfulssdouszuia windunuinludrmesseiiiuunadfivesnisameifoudouly
Tsasuenvuiluuiliuanasog1eoiio (Stephanie Ewert, 2013) Laganvayavasd1tinaiu
ANNIINNITNISANINYULLY A, 2561nu71 HuUlsusewenyulnfianis 91uaU 15 Wi
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yhawlinindt 15 U deuszneude 1) nguiuinng Ioud germnenisuaz sesgduienislaely
1BN19HNRUULTNKUULANIZIAIIY (Purposive sampling) Lag 2) nuastazyuaaInsiulsuseu
o aguazidmihdlulsadou Taefisnisdenuuugnls (Snowball technique)
31nn1sAuTIUTINteyavedidelaenisduntvaldun1wali¥edn (In-depth
Interview) Tun1stusiusindeyaieaiunisuiuususnelulsadourewmuesainguimsuas 14
FBnsaunumuungy (Focus Group) Tunsiusunudeyaiiertuisnsaiisuwusudateluves
TsaSsuenvuiiianueietsanaguarynains wuindeyaaingsiuienis 5 au sesfdiuiens 5
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nnsaeanlanmstuiinundunivel 2) limslesendeyauuuguielaenisiniuuazldsia
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(Credibility) 2) n13d1enanteya (Transferability) 3) nsmuAndeya (Dependability) wagd) n13
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firnuasslanernuduiusudvedlsaiey (Brand Consideration)

2) Msuanseendanzgihmeuims Wuitnsfifuimsanudnwvestlsadeuly
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dushiionanelifndamlunsihau sieudusmdulunsliutyuasidslafuaslumsyhau
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2 Uszian e wuulunienis (Formal Communication) Lflmj'aqd’m%’u;:JU'%mﬁélu’miizé’UQ%’U
Tuaygyn {81283 wagsosdrunenismuddulassaiauimsvedsafou Tunstuaslous
drfyvadlsassuliiuaguazyaainslulsaseusuivg Wy nsvhununagns wnuimu 1Asenismse
nsdennasiiiusAdaniu sy wazuuuliilunisnis (nformal Communication) iugesmis
finguazyaansimnuiiunssfuindudemaiilianauasazaindenisuaniudeuanuaniiusieg
Tudnuaizngudes JanelmAnarmduius Asevinguinsuazaslulsaiou

(3) nsdeansiiiensliAnnisiAsuuasegadugusssu Wusesmsiiguimsd
fqusrasdlunsieasileliinnisiasunvasiunginssunisinuesasuazyaainsdll
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asuaymansilomalumsuansdnenmaieliunummiriinnuiuiaveu wu nmsdnfanssunis
Founisaou meviilassmadudu feasveunginssunindudiunisveusudlsedeuainnis
WauALEEnsalunsufiRnuvessuliaennaesiuLusuavelsuseu

3) a¥annislunmsiauatadnislunmsiauredsadey Wudsddglunisads
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nsTyunisfnwuaznislanenfiseuaguazyaainslulsafeudinuynden Wunaliaguas
yAaINsHenala (Employee satisfaction) inn153n31 (Retention) wazasausegalalinuaguas
yAaNs (Employee attraction) lun1svinnu

1) Awandonlunsvinsuusznovldfedandennisuen liud enansuaz
Asgnadeiifieuansales wasarwazeadsuiesuaelusazaeuonieseu nelin
nsandusuavadlsaseuld deinavesltuinmsyuvulndlsaseudn lsassugnnim lsuieu
uouusia uazAanadeulunisvhandia Afnmnmehouuuuisfedeiuremndiu fsausidy
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1. msfufvesiuinmslssSouenvuiisaiuuusudnsluveslsaiounules nan1sise
wu Tsadsuenvuwisifusiiniulsadouiidafanisds 8 arwn meldnisquaresdiuluaygn
Wissauien sgslsfmumuinguimsvedsaSoudiulngiusifeiusndnual azaunimlanisy
voslsaFeuiinuiesquaiiaenadodiu 4 fu Uszneuse 1) Mudvinng 2) fuyeains 3) sugizou
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TsaSsuvesiunases Aenmdnuaiveauusudlsadsuiimiuindede snnilsadeunlifinisaiis
awdnwalvesuusudlsaieu wazilonsuazyaainslulsafouinnisiuluuusuddmaliasuay
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a1 wuswiaegludunssuaunsiminamiluesdng nsufudeyasine Rerfuauvosusus
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wilnaw agelshaudiseuludiudrdglunisiiaueguaizeiwusun gdauntsuenauvili
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1 nagnéddnlunisaiuusudlsadouenvuglssSousendousgrmila fe nsadedeidsves
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Fouds uenanil enansanuiiflesn unnansanlsadeudu Wunsadenisandldlstuailuiug
vi3o5UUInTs uazaenndediu Keller (2008) lindanin mssuiteidsdsaSeuldduduusn Ao ns
nduususlsasouls (brand recognition) Gamanedis funases Tniseuasyuuiimaidniuuusud
TssSourdeiilenanistovedsaoudanan
2. 3nslunnsarauusudniglureslsaiouonvuiiiiinievisaist nan153donuin
fusmislssfouenvuuisiiitlumsahausudnelulifuasuasyaanslulsadeou 2 da ldun
2.1 msafnssuilvnuasuazyaains wudid 3 38 laun nsasianudilalieg
uazyAansfufiAeatuinuLazgaiureslsafou nsuanseandniziiveduinis uaznns
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Annssudludmuuazaaiiuredsadeudut fuusniidunvhau Saeldindunagnslunisass
auimnudlanaziinuaffiidessdns Jaaenndesiyu Matanda and Ndubisi (2013) na191
nsaanusud adunszuiunmsuisdunsnssduiagyanudilalulumenisinuesusud
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