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ABSTRACT
A System flowchart is a chart that shows the overall work flow of the system. This chart describes the sequence of
procedures that exist in the system. Through diagrams, it is hoped that a problem in the field of education can be solved
by processing and decision steps as the main basis for the work system of the flowchart. So that the purpose of using a
flowchart is to explain the sequence of processes whose implementation has many choices or branching. This article
examines a strategy that can be used by schools in marketing educational services at Vocational Secondary (SMK) of
Shalahuddin 2 Malang because there is any inconsistency between the number of students and the number of teachers
which results in an excessive number of teachers. So that a strategy must be made in marketing the school so that the
quota of students can be met. The research method used is the descriptive qualitative method.
Keywords: flowchart, marketing strategy, vocational secondary school

1.

INTRODUCTION

The body text starts with a standard first-level The
system is a procedure stage that becomes a complete unit,
which is related to one another. The system is a
collection/group of subsystems / parts / components of
any kind, both physical and non-physical which are
interconnected with each other and work together
harmoniously to achieve one particular goal [1]. When
viewed from this explanation, a system will work
together. Likewise, integrated quality management will
work together in implementing a strategy as an effort to
increase customer satisfaction as a sign of quality.
In addition, integrated quality management can
provide interactive changes in public education, as well
as establish a flexible infrastructure that can respond
quickly to changing community demands and can help
education adapt to limited funds and time [2], [3]. The
transformation to an integrated quality school begins with
adopting a shared dedication to the quality of the school
board, administrative staff, staff, students, teachers and
the community [4]. With the implementation of

integrated quality management, it is hoped that schools
will develop an integrated quality focus that can help
schools adapt to changes in a positive and constructive
way in standard processes and educators and education
personnel.
One of the tools used in total quality management is
a flowchart. Flowchart is a graphic depiction of the steps
and sequence of procedures in a program. This can affect
problem solving which in particular needs to be studied
and evaluated further [5]. The types of flowcharts can be
divided into 5 types, namely system flowcharts,
document flowcharts, schematic flowcharts, flowchart
programs, process flowcharts. The five of them are a
form of stages and processes in solving a problem.
Including the issue of education, such as what happened
at SMK Shalahuddin 2 Malang, there was an
unsynchronous where the number of teachers and
students was not balanced. In one school there are 22
teachers with 36 students for 3 majors. Whereas
according to Government Regulation Number 74 of 2008
Article 17 concerning Teachers states that the ratio the
minimum number of students to their teachers for the
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SMK level or the equivalent 15 : 1 [6]. This means that
in a study group at least 15 students are taught by 1
teacher.
This has become a polemic that must be resolved by
the school so that as an effort to increase the number of
students is to do promotion or marketing by SMK Saladin
2 Malang. Marketing in the context of educational
services is a social and managerial process to get what is
needed and wanted through creating offers, exchanging
valuable products with other parties in the field of
education. Ethics of marketing services in education is to
offer quality intellectual services and character building
as a whole.
Because education is more complex, which is carried
out with full responsibility, the results of education refer
far to the future, fostering the lives of citizens, future
generations in the future [7]. Five factors that drive the
marketing of educational services, namely increased
competition, changing demographics, public distrust,
media investigations, and limited resources. With the
importance of marketing educational services, it is hoped
that schools can make specific strategies through one of
the tools used in education quality management, namely
flowcharts so that the ratio of the number of teachers and
students can be balanced.

2.

METHOD

The approach used in this study used a qualitative
approach. A qualitative approach is a research procedure
that produces descriptive data in the form of writing
about people or their visible or visible behavior words
[8]. The data collection method used the interview
method and the subjects in this study were the head of
SMK Shalahuddin 2 Malang. The interview is a method
used to obtain data by conducting interviews, with
sources such as the principal and teachers to obtain
information related to research [9].
Interviews in this study came from school sources,
namely the principal of SMK Shalahuddin 2 Malang. The
data collected is to be selected, grouped, then assessed
and finally made conclusions. It can be concluded that
this study uses a qualitative approach and data collection
using the interview method and research that aims to
understand a phenomenon as it is described in the form
of words and sentences.

3.

RESULTS AND DISCUSSION

SMK Shalahuddin 2 Malang is one of the private
vocational high schools in the city of Malang. SMK
Shalahuddin 2 Malang, is included in the Saladin Islamic
education foundation which includes SMP (High school),
SMA (Senior High school)and SMK which are included
in the scope of the school. In one school environment
there are 2 SMK and 1 SMA, but all three have different
marketing services for education. The process of

marketing educational services carried out at SMK
Shalahuddin 2 Malang is carried out in various ways,
starting from distributing brochures, through websites
and by mouth to mouth. It is very unfortunate that even
though we have used registration with the lure of prizes
during registration, the results obtained from the school
are still far from sufficient.
The requirements for a vocational high school group
are based on the Regulation of the Minister of Education
and Culture Number 17 of 2017 which discusses the
Acceptance of New Students in one class at least 15 to at
most 36 students. With at least 3 groups and at most 72
groups, with 24 groups per level. Thus SMK Shalahuddin
2 Malang is unable to meet the requirements of
Regulation of Ministry of Education and Culture
(Permendikbud) Number 17 of 2017, because in one
school it only consists of 9 groups and 36 students which
are further divided into 3 majors, namely computer
network engineering, skin and hair beauty, and
multimedia. So it can be interpreted that 1 class only has
4 students. With the number of teaching staff and
educational staff as many as 22 people.
This is very out of sync considering the location of
SMK Shalahuddin 2 Malang is in the city center. SMK
Saladin 2 Malang has also collected affordable fees with
sufficient facilities complete. Unfortunately, the
marketing of the school in attracting parents of students
is still lacking in sending their children to SMK
Shalahuddin 2 Malang.
The use of aloe chart system or a chart that shows the
workflow or explains the sequence of procedures in the
system is the most appropriate flowchart to describe the
work sequence of the marketing system to be used in
SMK Shalahuddin 2 Malang. The use of flowcharts in the
application of service marketing education at SMK
Shalahuddin 2 Malang is deemed necessary considering
internal matters marketing educational services must be
coherent and systematic.
Not only at the marketing stage but also providing an
overview of what is the continuation of these students if
they are willing to go to school at that school. In addition
to preparing the materials, schools also need to prepare
steps for use to convince the buyer to buy the goods he
has [10], [11]. For example, by offering programs that are
able to bring these students out of the country, as well as
schools that are capable provide guarantees that are ready
to work for graduates or have a similar relationship
attractive to graduates after school.
In addition to the programs being offered must be
attractive, schools also need to improve various
deficiencies that exist in school. For example, in terms of
infrastructure, a minimum must be according to
standards, besides that it is also balanced with
improvements in the quality of school learning [12], [13].
Because the school will not get new students even though
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they are promoted in that way if the school is not
qualified. Parents of students will look for schools that
have names for their children’s schools.
Private schools must begin to start student admission
(PPDB) due process to ensure from the beginning in the
coming school year the existing estimates of the number
of students who will enter. Thus certainty about students
who will enter means that there is also certainty about the
sustainability of educational operations. The entry of new
students is related to the entry of funds. However, private
schools do have to do more to attract consumers by
spending more upfront. The entry of students will cover
the funds that have been issued.
In a school, you must use the 4P (Product, Price, Place
and Promotion) when marketing educational services.
The diagram flowchart that will be used in the
educational services marketing strategy will start with the
product. Products are output or school graduates and also
the quality of services provided by educators. Both are
considered successful if the NUN (National Exam Score)
scores satisfactory. And it can also be seen from the
achievements that have been made. These three things are
added value that can be exhibited to attract buyers. The
added value ii must have a characteristic that can be used
as a school appeal.
The price that must be paid by the parents of students
to get services at the school is the second important factor
after the product. Because the parents of students always
want cheap costs but want good facilities too. Private
schools will be less competitive with public schools that
receive a free school policy from the government [14],
[15]. However, this can also be used as a boomerang for
private schools to take into account the many costs that
will be incurred by parents of students. Providing
scholarships is something that can attract buyers to find
schools.
Place or location of a school has a huge influence on
the popularity of a school. Supported by the completeness
of existing infrastructure in the school to support the
effectiveness of learning. Location can also determine
how much interest parents send their students to the
school.
Promotion or promotion is an effort to offer a product
that aims to attract buyers, in selling a service of a quality,
competitive price and also a strategic location that will
not be of much interest if it is never known by the public.
A good promotion will not have much impact if the target
is wrong. In carrying out a promotion, planning, goals
and objectives of the promotion itself are needed.
The educational service marketing strategy that can
be done by SMK Shalahuddin 2 Malang is guided by the
marketing mix that can be applied through a flowchart.
Strategy of marketing that can be done by SMK Saladin
2 Malang to increase the number of students to enrol:

3.1. Identify the Target Audience
School needs to do the analysis and determine the
destination of the goal targeted mainly of learners of
junior MTs located in Malang. This is useful in
facilitating promotion and knowing the characteristics of
each school so that they are interested in continuing their
studies at SMK Shalahuddin 2 Malang. In addition, it is
also useful in the distribution of teacher duties, especially
the public relations division, to spread to various schools.

3.2. Planning
Making a school goal formulation, meaning that in
this case the school must think about how the output will
be produced when continuing education at SMK
Shalahuddin 2 Malang. In addition, it should plan to
introduce the school to the community about its
advantages. Designing messages, meaning that in this
case the school designs a marketing instrument by
preparing persuasive messages so that students and the
public are interested in continuing their education at
SMK Shalahuddin 2 Malang.

3.3. Determining the Budget
In this case the budget is needed for the smooth
running of the marketing process where this budget is
needed for making brochures, banners, and printing in
newspapers. However, what needs to be considered again
is the facilities and infrastructure that support the learning
process. Where the facilities and infrastructure are factors
supporting of the quality of learning. If the quality is
good, the resulting output is also directly proportional.

3.4. Choosing Communication Channels
In general, the selection of communication channels
can be divided into 2, namely direct communication and
indirect communication. Direct communication includes
mouth to mouth without the aid of tools. In addition, there
is also cooperation with other institutions in improving
the quality of graduates. Meanwhile, indirect
communication uses tools, for example by using web
channels, browsers, banners, radio, and other social
media uses.

4.

CONCLUSION

In increasing interest in a school, it must be guided by
the 4P marketing mix (place, product, price and
promotion) which can be used to attract consumers to buy
the educational services provided. In carrying out the 4P
steps, various existing things must be supported, for
example by improving infrastructure, quality of learning
and also affordable prices in order to increase the interest
of parents in sending their children to school.
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Schools that have implemented the 4Ps but are not
balanced with improvements are useless, because they
only rely on the promotion or marketing of school
services without being balanced with improvements
therein. So, in order for the marketing of educational
services to run according to what has been planned, it
would be nice to be balanced with school improvements
such as facilities and infrastructure as well as improving
the quality of schools.
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