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Abstract 

This study looks into the institutional promotional discourse of constructing Pakistan's 

educational elites and the class privilege in the context of elite schools. The study is 

qualitative in nature and analyzes around fifty promotional texts that have been gathered from 

the official websites of ten elite private schools in Lahore, Pakistan, along with promotional 

texts from the promotional materials. To analyse discourse, the Three-Dimensional Critical 

Discourse Analysis framework of Fairclough is used which encompasses the textual, 

discursive, and social practice dimensions of discourse. The findings show that the discursive 

strategies that are used to build elite educational identities are educational excellence, 

internationalization, leadership, global citizenship and institutional prestige. These 

representations serve as branding and create the institutional superiority while maintaining 

the symbolic power and class distinction. The study finds that promotional discourse is not 

only an institutional marketing tool, but also an ideological tool that influences the perception 

of the quality of education in public and creates educational inequality in the Pakistani 

educational market. 
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1. Introduction 

Education is well known to be a strong social mobility, cultural reproduction, and 

identity forming institution. In addition to its pedagogical role, education also 

helps to shape specific social meanings through language that serves as a 

representation of the educational institution. Today's education system is highly 

competitive and schools are not just educational institutions but are also branders 

who strategically promote themselves through advertising language to attract 

students, parents and other stakeholders. This type of discourse goes beyond the 

facts and figures about academic programs and facilities. It simultaneously builds 

institutional identities, projects symbolic value and communicates specific 

ideology about educational quality, excellence, leadership, and success. According 

to Critical Discourse Analysis (CDA) approach, promotional texts are not neutral 

communicative products but are socially situated processes through which power, 

ideology and social inequalities are reproduced (Norman Fairclough, 1995; Teun 

A. van Dijk, 2018). 

Private education has exploded in many developing nations, making 

education a fiercely competitive business where schools are increasingly using 

highly developed marketing strategies to create institutional reputation and 

differentiate themselves from other schools. Especially elite private schools spend 

a lot of effort and money in the production of carefully crafted promotional 

materials including websites, prospectuses, mission statements, admission 

campaigns, brochures, and social media content; all designed to build desirable 

institutional images. These promotional messages often highlight the themes of 

global citizenship, innovation, leadership, academic excellence, international 

curricula, and personality development. These images seem to reinforce 

educational excellence but are part of a wider symbolic production of exclusivity, 
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privilege and distinction that is beyond the educational agenda (Stephen J. Ball, 

2017; Ball, 2021). 

In the sociological perspective on education, language becomes an important 

tool by which institutions validate the social statuses and maintain equalities. 

Schools are not just educational institutions, but social institutions that influence 

an individual's view of being intelligent, successful, culturally competent, or 

socialized. Then, the work of promotional discourse is an important ideological 

one that makes certain values about education seem desirable across the board and 

that prioritises certain cultural and economic capital. These are frequently used to 

‘normalise' educational inequality, creating the impression that elite institutions 

provide access to ‘good life' opportunities, such as abroad, leadership and ‘special' 

learning environments, which in turn legitimise class-based distinctions in society 

(Pierre Bourdieu, 1986; Reay, 2021). 

In Pakistan, private schools have witnessed extraordinary growth in the last 

30 years, leading to an extremely polarized educational system with a considerable 

difference between the public and elite private schools. These elite schools hold a 

special status in the educational system as they are affiliated with international 

institutions, medium of instruction is English, have advanced infrastructure, their 

curricula are foreign and are well known for their performance in academics, 

especially in major cities like Lahore. These institutions are often connected with 

better socio-economic backgrounds and seen as a stepping stone to esteemed 

institutions, career and international opportunities. Therefore, their promotional 

discourse leaves a significant impact on the formation of the public image of 

quality and superiority of education institutions (Rahman, 2020; Malik & Rose, 

2022). 

The language of elite school promotional materials is not just about selling 

the services offered by the institution, but also creates social identities and ideal 



Constructing Educational Elitism and Class Privilege… 
 
 

 

    https://jals.miard.org/index.php/jals           358                          JALS 4(8) 2026 

education subjects. By engaging in the strategic use of language, evaluative 

expressions, visual symbolism and persuasive narratives, schools present 

themselves as good schools as well as build future students as future leaders, 

innovators, entrepreneurs and as global citizens. These representations are 

important because they suggest—and sometimes make explicit—the social 

boundaries for entry to elite educational institutions and those for those who do 

not attend them. The idea of excellence being associated exclusively with a certain 

type of schools leads to the normalization of educational elitism, and the broader 

structures of social inequality (Machin & Mayr, 2019; KhosraviNik, 2020). 

CDA is an appropriate theoretical and methodological approach to studying 

these institutional representations as it focuses on language as a social practice that 

is situated within relations of power and ideology. CDA is not just about what texts 

describe, but also about how they create social reality, author the legitimacy of 

institutional power and reinforce unequal power relationships. The Three-

Dimensional Model of Fairclough represents one of the most extensive analytical 

frameworks among a range of different CDA approaches, as it incorporates issues 

of text, discourse, and broader social practices. This multi-dimensional approach 

allows the examination of aspects of the language of promotional discourse as well 

as the institutional processes by which meanings are created, disseminated and 

understood within wider sociocultural contexts (Norman Fairclough, 1995, 2015). 

Educational discourse studies in the past have focused on the branding of 

institutions, university marketing, commercialization and the neoliberal influences 

on higher education in various international settings. Researches have proven that 

companies' communication strategies are gradually being implemented in 

educational institutions, with the aim of improving their competitiveness, building 

institutional prestige, and attracting economically privileged students. Most of this 

scholarship is directed towards universities, Western educational systems or 
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marketing higher education, and less towards elite private schools in developing 

countries. Moreover, there are few studies that have explored the self-

representation practices of Pakistani elite schools in the construction of 

educational elitism and endorsement of class privilege (Blackmore et al., 2021; 

Rizvi & Lingard, 2020). 

The Pakistani educational context is a significant area of investigation in this 

regard due to the fact that educational inequality is linked with socio-economic 

status, linguistic capital, and access to prestigious institutions. English-medium 

elite schools frequently represent the possibility of upward social mobility, and 

also help to reaffirm class hierarchies. Their advertising often emphasizes such 

attributes as global recognition, contemporary educational ideals, technological 

progress, leadership development, and international competitiveness, and thus 

places a strong emphasis on the idea of educational success being tied to elite 

institutional affiliation. The discursive representations can add to the symbolic 

reproduction of privilege by constructing an idea that elites have a superior 

education, and other educational experiences are possible with less privileged 

social groups (Rahman, 2020; Bourdieu, 1986). 

While discourse studies and educational marketing have increased in 

popularity, there is little literature that systematically examines the ideological 

assumptions in the self-representation of Pakistani elite schools as per the 

framework of Three-Dimensional Critical Discourse Analysis (CDA). Many prior 

research works tend to focus on the curriculum, language policy, educational 

quality or the socioeconomic inequalities rather than the role of promotional 

discourse as a way of shaping institutional authority, educational prestige and 

social distinction. The gap is significant because it calls for research that brings 

together linguistic research with a broader sociological analysis of the issue of 

ideology, power, and class reproduction in educational institutions. 
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In this backdrop, the current study explores the making of education elites 

and class privilege in the discourse of promotion within the frame of Pakistani elite 

schools. Based on the work of Fairclough (1995), a three-dimensional approach to 

Critical Discourse Analysis is used to analyze the promotional materials gathered 

from 10 elite schools in Lahore such as institutional websites, prospectuses, 

mission and vision statements, brochures, admission campaigns and official social 

media posts. The study aims at a discourse analysis at three levels: text, discursive 

practice and social practice, thus revealing linguistic strategies, institutional 

representations, ideological assumptions and power relations by which elite 

schools create institutional prestige and legitimate educational inequality. Finally, 

the study reinforces the growing research and literature on Critical Discourse 

Analysis by contributing to the understanding of how institutional promotional 

discourse is a significant space for the reproduction of educational elitism, class 

privilege and symbolic power in the current Pakistani context. 

1.1. Statement of the Problem 

In Pakistan, the growing usage of promotional rhetoric to build institutional 

prestige, educational excellence, and competitiveness can be found in elite private 

schools. But such promotional texts also go beyond marketing educational 

services, and they also tend to implicitly replicate educational discourse of 

educational elitism, class privilege and social distinction. Though existing 

literature on educational inequality and private schooling in Pakistan addressed 

the topic, there is very little research that studied the language used to represent 

the institutions to legitimise the power relations and to sustain the class hierarchy. 

Besides, not many studies have used the Three-Dimensional Critical Discourse 

Analysis framework of Norman Fairclough to discuss the ideological 

presumptions included in the promotional discourse of Pakistan's elite schools. 

Hence the study focuses on this lacuna by examining how the promotional 
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literature of the elite schools in Lahore builds 'educational elitism', reinforces class 

privilege, and maintains institutional authority. 

1.2. Research Objectives 

• To analyze how Pakistani elite schools construct and promote discourses 

of educational elitism through their promotional materials. 

• To investigate the linguistic and discursive strategies through which class 

privilege and social distinction are reproduced and legitimized in elite 

school promotional discourse. 

• To uncover the ideological assumptions and power relations embedded 

in the institutional self-representation of Pakistani elite schools.  

1.3. Research Questions 

1) How educational elitism is discursively constructed in the promotional 

discourse of Pakistani elite schools? 

2) What linguistic and discursive strategies are employed to reproduce and 

legitimize class privilege and social distinction in elite school 

promotional materials? 

3) What ideological assumptions and power relations underpin the 

institutional self-representation of Pakistani elite schools.  

1.4. Significance of the Study 

This study is important as it is an extension of Critical Discourse Analysis study 

into an under-researched context like the promotional discourse of Pakistani elite 

schools, which explores the construction of educational elitism and reproduction 

of class privilege through such institutional self-representation. The study, with 

the lens of the Three-Dimensional Critical Discourse Analysis model of Norman 

Fairclough, reveals linguistic and ideological processes by which elite schools 

cultivate institutional prestige, social distinction, and perpetuate power relations. 

The results will be beneficial to Critical Discourse Analysis, educational 
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linguistics and sociology of education and will also provide insights for 

researchers, educators, policy makers and school administrators who are interested 

in issues related to educational equity, institutional communication and the social 

dimension of educational marketing in Pakistan. 

1.5. Limitations of the Study 

The findings of this study are limited to qualitative analysis of the promotional 

materials publicly available to the selected elite private schools. The findings are 

interpretation of texts based on Critical Discourse Analysis and can contain 

researcher interpretation although the researcher has tried to be rigorous in making 

the interpretation. The study only explores institutional promotional discourse; it 

does not include the perception of students, parents, teachers and school 

administrators of these promotional messages. 

1.6. Delimitations of the Study 

The study is delimited to the promotional discourse of nine purposively selected 

elite private schools in Lahore, Pakistan: Beaconhouse School System, Lahore 

Grammar School (LGS), Learning Alliance International, Aitchison College, The 

City School, International School of Choueifat (SABIS), Roots International 

Schools and Colleges, International School Lahore, and Bloomfield Hall School. 

These institutions are selected on the basis of their prominence within Lahore’s 

elite private-school sector and their substantial use of institutional promotional 

communication for representing their educational identities, values, achievements, 

and offerings. 

The study corpus comprises approximately 50 purposively selected 

promotional texts drawn from the official communication of these institutions, 

including website content, prospectuses, mission and vision statements, 

institutional brochures, admission campaign materials, and textual content 

published on official social media platforms. In the case of social media, the study 
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considers only the linguistic content of posts and captions and does not analyse 

accompanying images, videos, graphics, typography, or other visual elements. 

Analytically, the study is delimited to the ways in which these institutions 

construct and represent themselves through promotional discourse. It therefore 

focuses on institutional self-representation rather than on audience reception, 

parents’ or students’ interpretations, or the effectiveness of promotional strategies. 

The study excludes public-sector schools and private schools that do not fall within 

the defined category of elite institutions. It also excludes the analysis of visual and 

other non-linguistic semiotic resources. Accordingly, the findings are intended to 

illuminate the discursive construction of institutional identity and positioning 

within the selected elite private-school context in Lahore and are not intended to 

be generalized to the entire private or public school sector of Pakistan. 

2. Literature Review 

2.1. Educational Elitism, Class Privilege, and the Marketization of 

Education 

The process of education's 'marketization' has fundamentally changed the nature 

of education institutions from public service units to competing brands that 

actively market themselves to prospective students and parents. Neoliberal 

educational systems use promotional discourse to build their institutional 

reputations on excellence, innovation, leadership and global competitiveness. 

Promotional discourse is used in the neoliberal educational system to build 

institutional reputation, to differentiate themselves, and to create a reputation for 

excellence, innovation, leadership and global competitiveness. Fairclough (1993) 

sees the spread of commercial discourses within education, whereby students are 

regarded as consumers and education as a commodity. Likewise, Ball (2017, 2021) 

argues that the pressure of competition in schools under neoliberal education 

policies has led them to build institutional brands and market their institutional 



Constructing Educational Elitism and Class Privilege… 
 
 

 

    https://jals.miard.org/index.php/jals           364                          JALS 4(8) 2026 

image. Likewise, recent studies on Pakistani educational institutions reveal that 

they have increasingly started using persuasive language, testimonials, positive 

framing, and employability narratives to recruit students in a growing educational 

market (Nasim, 2024). 

One of the most important consequences of educational marketization is the 

phenomenon of the educational elite, where the upper-level schools are 

increasingly able to establish symbolic barriers between elite and non-elite 

education in order to distinguish themselves. Sociologically, schools can serve not 

only as a place for knowledge to be passed on but also as a space for the 

reproduction of social inequalities in the unequal distribution of cultural and 

symbolic, as well as economic capital. Welfare is legitimate in elite schools, which 

legitimize privilege by bestowing cultural capital that is more common among the 

higher socioeconomic classes, and perpetuate class inequalities across generations 

(Bourdieu, 1986). This functions as a way to socially differentiate people who 

have education and makes learning more than just a qualification. This argument 

is still upheld in contemporary scholarship, which shows that the dominant 

institutions of education are often linked to the ideal of educational excellence and 

to notions of leadership, cosmopolitanism, international exposure and professional 

achievement, thus reinforcing symbolic forms of exclusion which privilege 

wealthy families over those from marginalized social groups (Reay, 2021; Ball, 

2021). The results indicate that educational discourse operates as a communication 

process within the educational institution, and as a process that reproduces and 

sustains class privilege. 

Over the past few years, this interaction between discourse and class 

privilege has come to the forefront of scholarly interest, as institutional language 

is a major factor in the construction of perceptions of educational quality and 

legitimacy. Through the use of evaluative language, success stories, institutional 



Constructing Educational Elitism and Class Privilege… 
 
 

 

    https://jals.miard.org/index.php/jals           365                          JALS 4(8) 2026 

prestige, overseas connections and assertions of academic excellence, promotional 

discourse often legitimises schools as special places of excellence. These images 

not only help to sell prospective parents on the school, but also create symbolic 

separation between the elite school and other education providers. A number of 

studies have investigated university and school marketing promotions in various 

countries and have found that the language used in them focuses on concepts of 

excellence, innovation, employability, and global citizenship, while other concepts 

such as equity and inclusion are undermined (e.g., Askehave, 2007; Teo & Ren, 

2019; Zhang, 2017). In recent years, the study of higher education language has 

revealed that promotional discourses are growing more pervasively under an 

assumption of neoliberalism, assuming education is an investment, institutional 

status is a competitive advantage, and students are consumers who should seek to 

maximize their economic potential in the future (Ma, 2024; Nasim, 2024). The 

information presented here suggests that the education promotional discourse is an 

important arena in which institutional power, educational elitism and class 

privilege are all generated and sanctioned. 

2.2. Institutional Promotional Discourse and Educational Branding 

Over the years, public perceptions of the quality and legitimacy of education have 

been affected by the growing commercialisation of education, which has brought 

the importance of institutional promotional discourse to the fore. Both educational 

institutions and students are using websites, prospectuses, brochures, admissions 

campaigns, mission statements and social media as key tools in the process of 

building the attractive institutional identity. These promotional texts are not just 

about the facts but also the carefully-packaged image of excellence, innovation, 

leadership, internationalization and academic success. It is this double nature of 

language as a representation of and a construction of social reality that makes 

institutional discourse inherently ideological, as Fairclough (1995) claims. Thus, 
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marketing or promotional discourse can be seen as a persuasive tool by which 

educational institutions are cast in a new light in the educational market and 

educational expectations and aspirations are influenced. Educational marketing 

research in recent years also shows that the branding of educational institutions 

has become an integral part of the competition in education, and that the reputation 

of educational institutions is a key factor in determining course choice, especially 

in the private education sector (Ball, 2021; Komljenovic, 2021). 

One of the most powerful aspects of promotional discourse is institutional 

self-representation: organizations make a conscious effort to shape the identities 

that they communicate, in order to convey a sense of the values that they represent, 

as opposed to actual facts. By using carefully selected language, positive 

assessment, catchy phrases, stories of winning, and images of symbols, schools 

position themselves as delivering outstanding learning and one day future leaders, 

innovators and citizens of the world. The images used often contain terms like 

world-class education, academic excellence, future leaders, international 

standards, holistic development, and global citizenship that link the identity of the 

institution to prestige and exclusivity. It is not a neutral description, but an 

ideological construction, which represents values that are held in certain social 

groups and institutional identities that are normalised, Fairclough (2003) claims. 

Research on the content of websites and promotional materials also shows that 

schools always prioritize achievement, innovation and employment over more 

general issues of equity, accessibility and social inclusion (Askehave, 2007; 

Zhang, 2017). 

Language is one of the most central ways of establishing institutional 

legitimacy, in constructing symbolic differences between the elite schools and 

other schools. Superlative adjectives, evaluative language, modality, testimonials, 

achievement statistics, international affiliations and excellence narratives often are 
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used in promotional discourse to create the impression of institutional superiority. 

Such linguistic practices not only help to legitimize the institution, but also help 

to create educational elitism by suggesting that some schools offer education of a 

superior quality. Educational branding studies have shown that promotional texts 

typically mix corporate marketing strategies with educational rhetoric and redefine 

schools as "aspirational brands" with a value that goes beyond academics to social 

prestige, cultural capital, and socioeconomic success. Therefore, institutional self-

representation is a discursive strategy that helps to create and legitimize 

educational prestige, class privilege and symbolic distinction. The results offer 

valuable insights into how promotional discourse is a product of power relations 

and social inequalities, and not just a form of advertising (Fairclough, 1995; Ball, 

2021; Komljenovic, 2021). 

2.3. Critical Discourse Analysis, Fairclough's Three-Dimensional 

Framework, and the Construction of Educational Elitism 

One of the most dominant methods in the study of how language is used to 

construct, legitimize and reproduce power relations in a society is called Critical 

Discourse Analysis (CDA). CDA theoretical perspective differs from traditional 

linguistic ones, which tend to focus on structures or organization of text, by using 

discourse as a social practice to see how ideology, dominance and inequality are 

created and maintained. As Fairclough (1995, 2003) has argued, the qualities of 

discourse are not just manifestations of reality but are also creators of social 

identities, institutional relations and systems of knowledge. In the same way, van 

Dijk (2018) contends that discourse is a major instrument in the reproduction of 

social power in that dominant institutions use discourse in a strategic manner to 

normalize a certain ideology and exclude other ideologies. Another point to be 

noted is that CDA can help researchers to identify the underlying assumptions of 

institutions in their communication, which is especially well suited when analysing 
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educational discourse, as power is often implicit rather than explicit (Wodak and 

Meyer 2016). Thus, CDA has been generally used in political speeches, media 

texts, policy documents, advertisements, and educational communication to 

examine the language–ideology-social inequality nexus. 

One of the most comprehensive analytical frameworks for investigating 

institutional discourse is the Fairclough's Three-Dimensional Model (3DM) in 

which he examined various types of CDA.One of the most comprehensive 

analytical frameworks for investigating institutional discourse is one of 

Fairclough's approaches that is the Three-Dimensional Model (3DM) that 

examines several types of CDA. Fairclough (1995) suggests such a triple level 

examination of discourse: textual analysis, discursive practice, and social practice. 

The textual dimension examines linguistic aspects like modality, evaluation, 

transitivity, metaphor, pronoun, grammatical structure to build up meanings. The 

discursive practice dimension looks at the production and distribution of texts in 

relation to consumer and their position in the text, as well as institutional 

communication strategies. The social practice aspect is the one that analyzes how 

discourse creates wider ideological structures, power of the institutions and social 

inequalities. The integrated analytical framework allows the researcher to couple 

the micro level language choice with the macro level social structure to uncover 

how institutional communication helps to perpetuate dominant social relations. 

Due to its multidimensionality, Fairclough's model has been widely used, for 

instance, in research about educational policy, institutional branding, media 

discourse and organizational communication. 

Recent use in education contexts shows that in educational contexts, 

discourse often perpetuates neoliberal ideologies, with a focus on competition, 

excellence, accountability, employability, and institutional performance. An 

educational policy analysis in Pakistan indicates that the official language of 
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education is built around certain language ideologies and institutional priorities 

that are not about the neutral educational goals but an expression of political and 

socio-economic agendas (Khan et al., 2022). Similarly, Aisha Khan (2023) used 

the framework proposed by Fairclough to understand the implementation of 

education policies in Pakistan and found that the processes of education policy 

implementation are actively making the configuration of educational realities in 

Pakistan. Similarly, Aisha Khan (2023) applied Fairclough's framework to 

understand how education policies are being implemented in Pakistan and found 

that the ways in which education policies are implemented are creating the 

configuration of the educational realities in Pakistan. In addition to policy 

documents, recent Pakistan research has shown that school discourse, institutional 

naming and educational communication practices also help shape the making and 

construction of prestige, identity, and social hierarchy. Overall, these results 

suggest that educators use language to not only impart content but also to create 

the legitimacy, authority and institutional superiority within competitive 

educational settings. 

While Critical Discourse Analysis has been used extensively in the context 

of educational policy, political communication, media representation and textbook 

analysis, comparatively little has been done in the context of the promotional 

discourse of elite private schools in Pakistan. Current research mostly focuses on 

language policies, curriculum documents, classroom interaction, or educational 

reform, while documents created by the institution to promote its educational 

offerings, including websites, mission statements, brochures, and admission 

campaigns, as well as social media presence, are not widely researched. Moreover, 

the link between the ideas of educational elitism, class privilege, institutional 

branding, and self-representation in the past has been rarely discussed 

simultaneously in one analysis. Most significantly, the present study is the first 
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systematic study to examine the production of institutional prestige, educational 

elitism and class privilege in the promotional discourse of the leading schools of 

the Lahore city including the Beaconhouse School System, Lahore Grammar 

School, The City School, Roots International Schools and Colleges, Learning 

Alliance International, Aitchison College, Lahore American School, International 

School Lahore, SABIS International School of Choueifat, and Bloomfield Hall 

School in the context of Fairclough's Three-Dimensional Critical Discourse 

Analysis model. To address this, the present study aims to fill this void by 

employing Critical Discourse Analysis and the sociology of education to analyze 

the linguistic strategies, ideology and power dynamics that are embedded in the 

self-representation of Pakistan's elite schools, which thus provide fresh empirical 

data for the disciplines of discourse studies, educational linguistics, and the 

sociology of education. 

3. Methodology 

3.1. Research Design 

Researchers chose qualitative research design, specifically Critical Discourse 

Analysis (CDA) to analyze the process of the construction of educational elitism, 

class privilege, and institutional prestige in the educational context of Pakistani 

elite schools through promotional discourse. The qualitative approach is suitable 

because it enables the interpretation of the language and ideology in the 

institutional self-representation in a deep way. 

3.2. Theoretical Framework 

The study is based on the framework of the Three-Dimensional Critical Discourse 

Analysis (CDA) put forward by Norman Fairclough (1995) that conceptualises 

discourse as a form of social practice. The model consists of three parts: 

description, interpretation and explanation. This framework allows the study to 

explore the linguistic constructions of educational elitism (Objective 1; Research 
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Question 1), the discursive strategies which reinforce class privilege (Objective 2; 

Research Question 2), and the ideology and power relations implicit in 

institutional self-representation (Objective 3; Research Question 3). 

3.3. Samples and Data Sources 

For this study, purposive sampling method is used to select the data of promotional 

discourse from ten elite private schools in Lahore city of Pakistan such as 

Beaconhouse School System, Lahore Grammar School (LGS), The City School, 

Roots International Schools and Colleges, Learning Alliance International, 

International School of Choueifat (SABIS), Aitchison College, Lahore American 

School, International School Lahore, and Bloomfield Hall School. The corpus 

consists of about fifty promotional texts collected from the official websites of 

schools, school prospectuses, mission and vision statements, institutional 

brochures, admission campaign and official social media of schools. The texts 

were chosen based on educational excellence, leadership, innovation, prestige and 

international standards and standards that directly answer the objectives of the 

study. 

3.4. Unit of Analysis 

The unit of analysis is institutional promotional texts such as the websites, mission 

and vision statements, admission advertisements, brochures, institutional 

descriptions, slogans and official marketing messages generated by the schools 

chosen. 

3.5. Data Analysis 

Data collected are analysed in accordance to Fairclough's Three-Dimensional 

Critical Discourse Analysis model. The analysis of texts focuses on the analysis 

of lexical, evaluative language, modality, metaphor, pronouns and persuasive 

linguistic features that are employed to build educational elitism and institutional 

prestige. The discursive practice analysis examines the ways in which the 
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institutional identities are built in promotional texts, how prospective students and 

parents are placed and how class privilege is reproduced in the processes of 

branding and marketing. Lastly, the social practice analysis examines the wider 

ideological beliefs and power dynamics that underlie the promotion discourse and 

validate educational elitism, social differentiation and class-based inequities in the 

Pakistani education system. This analytical procedure directly meets the three 

research objectives and research questions through connecting the linguistic 

choices with wider institutional and societal processes. 

4. Data Analysis and Findings 

4.1. Constructing Educational Excellence and Institutional Prestige 

The analysis of the promotional discourse of the ten selected elite schools, shows 

that the construction of educational excellence, and institutional prestige is the 

most dominant discursive pattern in the corpus. All schools use highly evaluative 

language for all purposes, no matter what their institutional history, curriculum, or 

organizational philosophy is, in order to portray themselves as offering superior 

educational experiences. The institutions present a university-prepared version of 

academic excellence which is distinct from that of mainstream schools, using 

academic standards, international standards, innovation, leadership, holistic 

development and university preparation as reference points. These marketing 

stories are not just about providing educational information; they are strategies for 

branding which can help build the institution's reputation and appeal to aspirational 

families. 
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Table 1: Discursive Construction of Educational Excellence and Institutional 

Prestige 

School Representative 

Promotional 

Discourse 

Discursive Strategy Emerging 

Meaning 

Beaconhouse 

School 

System 

"Quality education of 

an international 

standard"; 

"Excellence through 

quality management"; 

"One of the largest 

school networks in 

the world." 

Internationalization, 

positive evaluation, 

prestige discourse 

Educational 

excellence is 

represented as 

internationally 

recognized 

and 

institutionally 

superior. 

Lahore 

Grammar 

School 

"Academic 

excellence"; "Highest 

standards of teaching 

and learning"; 

"Innovation, 

inclusivity and 

intellectual 

brilliance." 

Quality discourse, 

modernization, 

prestige 

Excellence is 

constructed 

through 

innovation, 

quality, and 

intellectual 

superiority. 

The City 

School 

"Quality education"; 

"Academic 

excellence"; 

"Learning is 

limitless." 

Aspirational 

discourse, lifelong 

learning 

Educational 

success is 

represented as 

continuous 

intellectual 

growth. 

Roots 

International 

Schools & 

Colleges 

"Roots is 

synonymous with 

excellence"; 

"Dedicated to your 

success"; "Rigorous 

academic 

programme." 

Branding discourse, 

achievement 

orientation 

Institutional 

identity is 

equated with 

educational 

excellence and 

student 

success. 

Learning 

Alliance 

International 

"Confident and 

competent lifelong 

learners"; "IB World 

School"; 

Global educational 

discourse 

Excellence is 

associated 

with 

international 

educational 
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"International 

education." 

standards and 

holistic 

learning. 

International 

School of 

Choueifat 

(SABIS®) 

"Top-quality 

international 

education"; 

"Comprehensive and 

challenging academic 

programme." 

Academic rigor, 

globalization 

Educational 

prestige is 

linked to 

internationally 

recognized 

academic 

standards. 

Aitchison 

College 

"Knowledge-based 

education"; 

"Academic 

excellence"; "Beacon 

of education in 

Pakistan." 

Heritage discourse, 

prestige 

Institutional 

superiority is 

legitimized 

through 

historical 

reputation and 

educational 

distinction. 

Lahore 

American 

School 

"American college 

preparatory 

curriculum"; "Highly 

recognized 

international 

institution." 

International 

branding 

Educational 

excellence is 

associated 

with American 

education and 

global 

recognition. 

International 

School 

Lahore 

"Global mentors"; 

"No-compromise 

education"; "Best 

potential." 

Student success 

discourse 

Institutional 

quality is 

represented 

through 

personalized 

learning and 

international 

guidance. 

Bloomfield 

Hall School 

"Quality 

environment"; "High 

standard of 

education"; "High 

expectations." 

Quality assurance 

discourse 

Academic 

excellence is 

constructed 

through 

educational 

quality and 

holistic 



Constructing Educational Elitism and Class Privilege… 
 
 

 

    https://jals.miard.org/index.php/jals           375                          JALS 4(8) 2026 

student 

development. 

Text (Description) 

At the textual level, the selected schools' promotional discourse shows great 

uniformity in building educational excellence in the form of the use of highly 

positive evaluative language. The recurring mention of terms like quality 

education, academic excellence, highest standards, international education, 

rigorous programme, knowledge-based learning and top-quality education in the 

corpus consistently situates the schools as educational providers of exceptional 

experiences. The lexical patterns act as persuasive linguistic tools that help raise 

the status of the institution but also have the effect of differentiating elite schools 

from those that are more common. 

The frequent use of the word international, comprehensive, challenging, 

innovative, quality and leading in the course gives the impression that the 

education is superior and it is an intrinsic quality of the institution, not just an 

advertising slogan. Positive evaluation and superlative expressions are particularly 

key features of the discourse in building institutional prestige and legitimacy, also 

its use of globalization vocabulary and future oriented lexical choices. 

There is an interesting textual characteristic in which internationalization is 

an indicator of educational quality. Beaconhouse regularly mentions "international 

standards" and "multi-country" and Learning Alliance International's site overtly 

states that it is an IB World School   with a focus on creating global learners. 

Lahore American School also emphasizes its American curriculum, Advanced 

Placement programmes and international accreditation and SABIS® emphasises 

its international curriculum and preparation for prestigious universities. The 

lexical and semantic selections are always linked to one another with the 

educational quality and the global educational frameworks. 
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The corpus also goes beyond the concept of excellence in education in terms 

of academic achievement. Learning Alliance International believes in holistic 

education; educating the intellect and personality at the same time and Lahore 

Grammar School is a school that values leadership, innovation, creativity and 

emotional intelligence along with academic excellence. The quality of education 

in Bloomfield Hall is also defined as developing enquiring minds, self-worth, 

responsible citizenship and lifelong learning. These representations of language 

expand the concept of educational excellence to include intellectual, personal, 

social and ethical growth. 

The institution branding is another reinforcement of the textual creation of 

excellence. The use of such slogans as “Roots is synonymous with excellence”, 

“Learning is limitless”, “A beacon of education in Pakistan” and “No-compromise 

education” makes the institutional identity a prestigious educational brand. These 

expressions serve as a symbolic expression of difference, affirming the credibility 

and legitimacy of institutions and the significance of quality education as a key 

feature of institutional identity. 

Discursive Practice (Interpretation) 

In terms of discursive practice, these promotional texts are considered as strategic 

marketing tools to influence parents' perception and to influence the educational 

decision-making process. Instead of giving factual accounts of educational 

services, the schools use aspirational stories that involve enrollments as 

investments in children's success in the future. Academic excellence, international 

recognition, all-round development, leadership and innovation are repeatedly 

stressed to build a convincing discourse that resonates with the hopes of middle- 

and upper-class families for a high-status education. 

Throughout the discourse the emphasis is on parents as consumers of 

education, deciding what is the "best" institution to provide the education that will 
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lead to a successful academic and professional career for students. This 

interpretation is reinforced by institutional slogans and branding strategies which 

make schools recognisable as educational brands that carry the connotations of 

excellence, prestige and competitive advantage. 

 There is an important discursive element to internationalization in the 

corpus, operating throughout the corpus. International curricula, IB programmes, 

American education, global learning environments and international accreditation 

not only serve as descriptions of education but are also persuasive resources that 

help to represent quality and institutional legitimacy. In the process of these 

discursive practices, international educational models are legitimated and 

normalized as the desirable ones, against which the quality of education is 

assessed. 

Likewise, stories of 'whole education', leadership development, creativity, 

emotional intelligence and global citizenship expand the appeal of elite schools as 

providing all-round development – more than just academic learning. Therefore, 

the concept of excellence in education is seen not only as effective teaching but 

also as a trademark institutional image that will give a competitive edge, socially 

responsible and professionally successful graduates in the national and 

international markets. 

Social Practice (Explanation) 

The promotional discourse is situated at the social practice level—the neoliberal 

ideologies are reflected and reproduced in this discourse. Academies are described 

as a group of institutions bidding for the top spots in the hierarchy of academic 

achievement, international connections, cutting edge teaching methods and 

institutional branding. In this context, the concept of educational excellence is 

about symbolic capital, which can contribute to the improvement of the status of 

the institution in the symbolic world and competitiveness on the market. 
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Quality education remains a marker for international education curricula, 

admission to top universities, high-quality teaching, global citizenship, and 

institutional reputation, all of which help to perpetuate the process of educational 

elitism. Here it is implied that high-quality education is more likely to be found in 

elite private schools than in the broader public education system, by repeatedly 

portraying these characteristics as the hallmark of high-quality education. 

Ideas like innovation, leadership, holistic learning, creativity and global 

citizenship seem to be inclusive and universally desired, but also serve as symbolic 

resources that justify institutional hierarchy and social differentiation. The 

naturalization of educational inequality is manifested in the discourse on elite 

schooling as the most suitable form of education for academic success, success in 

the labor market, and competitiveness in international markets. As a consequence, 

it strengthens the prevailing social hierarchy, corresponding to the access to good 

schools and the economic privilege of the schooling. 

The overall results indicate that the concept of education excellence is not 

conveyed as an objective of education as such, but rather as a socially constructed 

institutional identity that increases the prestige of the institution and maintains its 

symbolic distinction. The chosen schools project their image as high-quality 

providers of education that deliver successful university performance, social 

responsibility and global competitiveness through the use of evaluative statements, 

internationalization, aspirational branding, and stories of holistic development. 

These findings directly contribute to achieving the goal of Research Objective 1, 

as they illustrate how the construction of educational elitism occurs through 

promotional discourse, while it answers the research question 1 by showing that 

the discourse of educational excellence is discursively produced; it is produced 

strategically through linguistic choices, institutional branding, and the 

normalization of elite educational values. 
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4.2. Constructing Global Citizenship, Leadership and Future Success 

Another major trend in the promotional discourse is the creation of future global 

citizens, leaders, innovators and change makers. In the selected schools, the focus 

on education as a transformative process, taking place across the entire corpus, 

consistently frames education as preparing pupils for a world that is more 

connected than ever before. The institutions do not define educational success 

exclusively in terms of examination success; globalization, leadership, innovation, 

critical thinking, lifelong learning and personal development are key aspects of the 

institutions' institutional identity. It is in these rhetorical figures that the elite 

education and its relationship to international mobility, leadership, and future 

success are established as the mainstays of the future. 

Table 4.3 Discursive Construction of Global Citizenship, Leadership, and 

Future Success 

School Representative 

Promotional 

Discourse 

Discursive 

Strategy 

Emerging 

Meaning 

Beaconhouse 

School System 

"Meet the needs of the 

future"; "Step 

confidently into the 

highly competitive 

real world." 

Future-oriented 

discourse 

Education 

prepares students 

for global 

competition. 

Lahore 

Grammar 

School 

"Shapes character, 

cultivates leadership 

and inspires lifelong 

learning." 

Leadership and 

identity 

construction 

Leadership is 

portrayed as a 

fundamental 

educational 

outcome. 

The City 

School 

"Learning is 

limitless"; "Face life's 

challenges with 

courage and 

conviction." 

Aspirational 

discourse 

Learning is 

represented as a 

lifelong journey 

leading to 

resilience. 

Roots 

International 

"Develop critical 

thinking, creativity 

Student 

empowerment 

Leadership and 

innovation define 
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Schools & 

Colleges 

and leadership 

abilities." 

institutional 

identity. 

Learning 

Alliance 

International 

"Responsible, 

compassionate and 

dynamic citizens of 

the global society." 

Global 

citizenship 

discourse 

Students are 

positioned as 

internationally 

responsible 

citizens. 

International 

School of 

Choueifat 

(SABIS®) 

"Future success"; 

"Students take an 

active role"; "Shadow 

Teachers®." 

Student 

leadership 

discourse 

Leadership 

develops through 

active 

participation and 

responsibility. 

Aitchison 

College 

"Scientific 

investigation, 

entrepreneurship, 

debating and public 

speaking." 

Leadership and 

intellectual 

development 

Education 

prepares future 

leaders through 

diverse 

opportunities. 

Lahore 

American 

School 

"Independent 

thinkers"; "Global 

citizens"; "Empathetic 

individuals." 

Humanistic and 

global 

discourse 

Student identity 

combines 

academic 

excellence with 

global 

responsibility. 

International 

School Lahore 

"Global mentors"; 

"Spirit of inquiry"; 

"Social change." 

Mentorship and 

innovation 

discourse 

Global guidance 

promotes 

leadership and 

social 

transformation. 

Bloomfield 

Hall School  

"Good citizens"; 

"Enquiring minds"; 

"Responsible for their 

own learning." 

Citizenship 

discourse 

Education 

develops 

responsible and 

independent 

learners. 

Text (Description) 

Globally, at the textual level, the promotional discourse of the selected schools 

builds the ideas of global citizenship and leadership as a core part of elite 

education. In the corpus, students are not only seen as the students learning the 

knowledge of school subjects; rather they are discursively constructed as future 
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leaders who contribute to their local, national and international communities. This 

is done by using the same words to highlight the theme of leadership, enquiry, 

creativity, innovation, responsibility, resilience and lifelong learning. 

The use of future-oriented vocabulary is a salient text feature. Beaconhouse 

offers students a chance to "meet the needs of the future" while International 

School Lahore fosters the "spirit of inquiry" for discovery and social change. 

Likewise, Roots International Schools and Colleges focus on nurturing the 

students' critical thinking, creativity and leadership abilities, while Learning 

Alliance International consistently emphasizes lifelong learning and global 

citizenship based on the International Baccalaureate philosophy. Such word 

selections promote education as a means to success in the future, not just to gaining 

academic credentials. 

Another key text pattern is the development of the text-based ideal student 

identity. Students are consistently presented as independent thinkers, confident 

leaders, compassionate people, innovators, resilient learners and as globally 

responsible citizens as a result of the promotional discourse. The Lahore American 

School explicitly states that its students are independent thinkers, lifelong learners, 

global citizens and empathetic individuals, whereas in Learning Alliance 

International, responsible, compassionate and dynamic citizens of the global 

society are their key traits. Bloomfield Hall School supports this depiction with its 

emphasis on enquiry, independence and responsible citizenship. The linguistic 

selections broaden the scope of what is considered an educational success beyond 

academics to moral responsibility, intercultural awareness, and personal 

development. 

Leadership is also a consistent theme in the texts of the corpus. The schools 

do not make leadership a secondary skill that is added to the curriculum; instead, 

they build it into the core of the curriculum as a result of the elite education a 
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student receives. While Lahore Grammar School believes leadership is 

synonymous with character building and life-long learning, Aitchison College sees 

debating, scientific investigation, entrepreneurship and public speaking as tools 

for building leadership. SABIS® takes a unique approach by having students be 

"Shadow Teachers®" and peer tutors; thereby embedding leadership within 

practice itself in the classroom. These written accounts convey the image of 

leadership as being a systematic product of high-quality educational contexts. 

The discourse is also constantly related to innovation and critical thinking in 

terms of word usage including critical thinking, creative learning, innovation, 

scientific investigation, problem-solving, exploring concepts. The schools build 

students as active participants rather than passive recipients of knowledge who 

could engage in inquiry, creativity, intellectual independence and innovation. 

These linguistic characteristics contribute to the presentation of an image of 

excellence in education, in line with current global educational priorities. 

Discursive Practice (Interpretation) 

The texts are used as strategic tools for the institutional branding in the 

promotional context, where they aim to peddle a high-status education for their 

children to parents. The stories of leadership, innovation, global citizenship and 

life-long learning are not just statements of educational philosophy; they are 

convincing marketing tactics that make elite schools into generators of future 

success. 

Through the discourse, parents are viewed as consumers of education, 

investing in their children's education for future academic, professional, and social 

success. Instead of buying education, parents are asked to consider enrollment as 

being able to develop their leadership skills, acquire global experiences, 

intercultural competence and opportunities. The schools develop a positive 

institutional image by frequent use of the terms inquiry, creativity, resilience and 
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innovation, which resonate with the families looking for advantages in a 

globalized society. 

These branding strategies are further enhanced by internationalization. The 

idea of global citizenship, the International Baccalaureate programmes, 

international curricula, intercultural competence and global opportunities are all 

persuasive tools, which differentiate elite schools from ordinary education 

institutions. Likewise, the consistent depiction of students as independent thinkers, 

compassionate leaders and lifelong learners helps to consolidate the image of the 

school as capable of producing students that are fit for higher education and 

international careers. 

With these discursive practices, leadership and global citizenship become 

institutional brands that enhance the prestige of organizations in an educational 

competitive market, while at the same time distinguishing elite schools from the 

others. 

Social Practice (Explanation) 

The social practice level of the discourse mirrors the wider neoliberal educational 

discourse that views education as a means to produce ‘human capital for a global 

market’. Leadership, innovation, critical thinking, intercultural awareness, and 

global citizenship are shared as key skills and characteristics that are essential for 

success in today's globalized world. Education is thus conceived and perceived as 

a public good and also as a strategic investment that brings social, economic and 

professional benefits. 

At the same time, there is a symbolic connection of the concept of leadership 

and global competence with the elite private education, which further reinforces 

the educational elitism of the discourse. The notions of social class are seldom 

explicitly mentioned in the promotional texts, but are always suggested as the 

advantages that come with attending high-quality educational institutions: 
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international mobility, prestigious universities, intercultural competence, and 

future job prospects. The “legitimization” of the elite schools as privileged spaces 

for the development of identities valued globally. 

Additionally, the discourse is used to reproduce institutional hierarchy in that 

leadership, innovation, resilience and global citizenship are systematic features of 

elite education. The images de-normalize the inequitable distribution of 

educational opportunities, suggesting that access to globally competitive identities 

is mainly through private education, and not through public education. 

The overall findings show that the world citizenry, leadership and future 

success are socially constructed as integral parts of the elite educational identity. 

The selected schools use the strategic use of future-oriented language and 

representations of ideal students, leadership stories, innovation and international 

engagement to position themselves as institutions that create internationally 

competitive and socially responsible graduates. The findings inform Research 

Objective 2 by shining a light on the linguistic and branding techniques used to 

create institutional distinction, and Research Question 2 by showing how social 

distinction continues to reproduce itself in elite schools by offering and promoting 

globally valued educational identities. 

4.3. Institutional Self-Representation as Educational Branding and 

Symbolic Distinction 

It is also found that the elite school's institutional identity is built up through a 

complex branding process which goes beyond merely marketing its educational 

services. They do not live up to their role as schools, instead they position 

themselves as high quality brands of schools that for example carry international 

recognition, are high performing academically, have historical roots, are 

innovative, and are competitive globally. The schools create a narrative of 

symbolic difference, which distinguishes them from normal schools, with a choice 
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of distinctly linguistic language, a set of historical events, a series of successful 

institutional developments, the award of accreditation and the construction of 

claims to uniqueness. The institutional self-representation is thus not only a 

communication that promotes but an effective mechanism of construction of 

educational prestige and legitimacy. 

Table 4.4 Institutional Self-Representation and Educational Branding 

School Representative 

Promotional Discourse 

Branding 

Strategy 

Institutional 

Identity 

Constructed 

Beaconhouse 

School System 

"One of the largest 

school networks in the 

world"; "International 

standard." 

Global 

institutional 

branding 

International 

educational 

leader 

Lahore Grammar 

School 

"Nationwide educational 

network"; "Highest 

standards of teaching 

and learning." 

Quality 

assurance and 

expansion 

Progressive 

national 

educational 

brand 

The City School "500 schools"; "Strong 

global presence"; "UK 

National Curriculum." 

International 

expansion 

Global 

educational 

institution 

Roots 

International 

Schools & 

Colleges 

"Roots is synonymous 

with excellence." 

Corporate 

branding 

Premium 

educational 

brand 

Learning 

Alliance 

International 

"IB World School"; 

"International 

Baccalaureate." 

International 

accreditation 

Globally 

recognized 

institution 

International 

School of 

Choueifat 

(SABIS®) 

"SABIS® Educational 

System"; 

"Internationally-oriented 

curriculum." 

International 

educational 

system 

Global 

academic 

institution 

Aitchison 

College 

"One of the five Chiefs' 

Colleges"; "Beacon of 

education in Pakistan." 

Heritage and 

historical 

prestige 

Elite national 

institution 

Lahore 

American School 

"MSA accredited"; 

"American college 

preparatory curriculum." 

International 

accreditation 

American 

educational 

identity 
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International 

School Lahore 

"Global mentors"; 

"Lowest fees with no-

compromise education." 

Value-based 

institutional 

branding 

Affordable 

international 

education 

Bloomfield Hall 

School 

"Quality environment"; 

"Equal opportunities." 

Values-based 

branding 

Inclusive 

quality 

institution 

 

Text (Description) 

Promotional discourse at the textual level proves that institutional identity is 

carefully built on the basis of several institutional branding strategies which create 

symbolic difference in the competitive educational market in Pakistan. In terms of 

the range of words used to describe the schools as institutions, there are some 

consistent uses across the whole corpus of words used to describe prestige, quality, 

international recognition and educational superiority. 

One of the most prominent textual approaches is the creation of institutional 

prestige, through scale and international recognition. Beaconhouse's own 

description says it is one of the world's largest school networks, and The City 

School has a strong focus on its global presence and hundreds of campuses in 

various countries. Learning Alliance International emphasizes on its recognition 

as an IB World School while Lahore American School emphasises on its Middle 

States Association accreditation and American educational programme. 

Institutional claims serve as symbolic markers which link international affiliation 

to the quality of education and the institutional superiority. 

The other significant textual characteristic is historical legitimacy. The 

schools that are oriented towards international education build their identity 

around long-standing traditions, heritage, national significance and history unlike 

Aitchison College. Statements like "one of the five Chiefs' Colleges" and "a 

beacon of education in Pakistan" are historical, prestigious and institutional. 
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Aitchison College's reputation, past and present academic achievements create an 

institutional image that conveys both tradition and modernity. 

The large number of organizational and corporate discourses also is reflected 

in the corpus. Words like quality management, professional development, 

continuous improvement, innovation, performance, strategic growth, institutional 

excellence, etc., are used in the promotional literature of Beaconhouse, Lahore 

Grammar School, Roots International Schools and Colleges and Learning Alliance 

International. The language used here comes from the business and corporate 

management field, and reflects the view of the school as a professionally managed 

institution, functioning in a competitive field of education. 

Another aspect of the text that is crucial is the building of exclusivity via 

academic separation. There are numerous schools which stress on international 

curricula, demanding academic courses, worldwide university admissions, 

accreditation and specialized educational systems, among other aspects, 

repeatedly. SABIS® emphasises its all-encompassing educational system and 

success in external examinations, whereas Lahore American School sets itself up 

as successes in prestigious universities through its Advanced Placement 

programmes. Similarly, Beaconhouse, Learning Alliance International and The 

City School always link their own names to internationally acknowledged 

qualifications and standards of education. Such language representations place 

academic excellence as a key defining feature of school institutions to boost their 

prestige and distinguish them from other education providers. 

Discursive Practice (Interpretation) 

From a discursive perspective, these institutional stories are more sophisticated 

branding and marketing campaigns that seek to convince parents that institutional 

reputation has an impact on educational quality and future success. The 

promotional texts don't just include information on educational services, but rather 
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strategically build institutional identity which stands for excellence, exclusivity 

and competitive advantage. 

International affiliations, international recognitions, institutional statistics 

and renowned educational programmes are effective discursive tools that build an 

organization's credibility. Parents are placed in the role of consumers of education 

who are urged to compare schools based on their brand and reputation, 

international recognition, academic reputation, and organizational professionalism 

rather than just on classroom education and learning. 

These branding approaches are further reinforced by historical legitimacy as 

it presents the institutions as a longstanding aspect of educational authority, with 

a degree of social respect. At the same time, the use of corporate and managerial 

jargon gives schools the image of being efficient, up-to-date and constantly 

developing organisations that can achieve educational outcomes that can be 

measured. 

These are discursive practices that make the institutional self-representation 

a symbolic advertising competition between educational organizations for 

students, reputation and market position. Branding is not just a promotional tool; 

it is also a main mechanism of institutional difference-making and sustaining. 

Social Practice (Explanation) 

From the social practice perspective, the branding strategies are the manifestation 

of wider neo-liberal ideologies, in which education is presented as a market system 

with schools functioning as market organizations which seek to attract prestige, 

visibility, and symbolic capital. The quality of education is increasingly linked to 

the reputation of the institution, its international acclaim, its accreditation, and its 

organization and not just to pedagogical practice. 

The discourse goes hand in hand with the symbolic distinction, which is 

represented by the constant references to international accreditation, global 
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partnership, historical prestige, the professionalism of the organization, academic 

distinction, and the uniqueness of the institution. The literature that is produced 

for advertising the schools are seldom explicit about claims of exclusivity but 

taken together, they create a hierarchy of education, with elite schools being those 

of superior educational authority. 

The prestige of the institution thus becomes a norm, and prospective parents 

are drawn to the idea that a successful brand name means a successful academic 

performance, career and life. In these brand making exercises, educational 

institutions gain symbolic capital which further strengthens their privileged 

position in Pakistan's educational system. 

Analysis also shows that promotional discourse fulfills an ideological role, 

beyond institutional marketing. Elite schools develop educational brands with a 

significant symbolic value through the construction of strategic narratives of 

excellence, innovation, internationalization and prestige. Such brands have an 

impact on parents' aspirations, their decisions on educational options and the social 

ranking system within Pakistan's education system. The process of institutional 

self-representation then becomes a key means of producing, sustaining and 

legitimating educational distinction. 

The overall result shows that the selected schools strategically build their 

institutional identity by leveraging off the following branding strategies: 

international recognition, historical legitimacy, academic distinction, 

organizational professionalism and symbolic prestige. The representations help to 

enhance the reputation of the institution as well as reinforce the reproduction of 

educational hierarchy by positioning elite schools as better-equipped in providing 

a higher quality education. The findings are directly used to support Research 

Objective 3 since they bring to light the discursive strategies used to produce 



Constructing Educational Elitism and Class Privilege… 
 
 

 

    https://jals.miard.org/index.php/jals           390                          JALS 4(8) 2026 

institutional distinction, and serve as the basis for the final analysis of the ideology, 

educational elitism and class privilege. 

4.4. Reproducing Educational Elitism, Class Privilege, and Ideological 

Power 

The final stage of analysis focuses on the way the promotional discourse in 

Pakistani elite schools perpetuates educational elitism, and justifies class privilege 

and underprivileged class subordination of the broader system of relations of 

symbolic power. The whole motto of the promotion is on the educational quality, 

leadership, innovation, global citizenship and holistic development, yet they are 

also working as an ideology and represent elite education as being the best and the 

most legitimate way to achieve academic success and social mobility. The schools 

build an educational hierarchy in which the elite educational institutions are seen 

as being superior to other educational options, through the repeated association of 

international curricula, the most prestigious institutional identities, the presence in 

the international university rankings, leadership positions and exceptional 

educational environments. 

Table 4. Discursive Construction of Educational Elitism and Class Privilege 

Discursive 

Theme 

Representative Evidence from 

the Corpus 

Ideological Function 

International 

Standards 

International curricula, IB 

World School, American 

curriculum, Cambridge 

programmes, SABIS® 

Educational System 

Constructs international 

education as the 

benchmark of 

educational quality and 

prestige. 
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Academic 

Excellence 

Excellence, highest standards, 

rigorous programmes, quality 

education, outstanding results 

Naturalizes institutional 

superiority and 

legitimizes elite 

educational identities. 

Global Success Global citizens, prestigious 

universities, global mentors, 

international opportunities 

Associates elite 

schooling with future 

socioeconomic success 

and global mobility. 

Leadership and 

Innovation 

Leadership, creativity, inquiry, 

entrepreneurship, critical 

thinking 

Produces an ideal elite 

student identity 

characterized by 

competence, 

confidence, and 

influence. 

Institutional 

Prestige 

Largest school network, 

historical legacy, accreditation, 

international recognition 

Reinforces symbolic 

distinction and 

institutional authority. 

Holistic 

Development 

Character, compassion, 

resilience, lifelong learning, 

emotional intelligence 

Expands educational 

excellence beyond 

academic achievement 

while enhancing 

institutional legitimacy. 

Social 

Responsibility 

Citizenship, community service, 

diversity, environmental 

awareness 

Legitimizes elite 

institutions as socially 

responsible rather than 

socially exclusive. 
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Text (Description) 

The educational elitism of the promotional discourse is subtly done through the 

language. No school in the selected schools explicitly states that it is superior; and 

no school directly proscribes specific social groups. Elite status, on the other hand, 

is produced through the reiteration of the lexical components of the international 

standard, academic achievement, leadership, innovation, opportunities for the 

international world, institutional reputation, and education. When embedded in 

these patterns in language, these messages implicitly elevate elite education as the 

education model of choice and devalue and demean alternative forms of education. 

A key feature in the text is normalization of international education. The 

internationally focused curricula, international educational systems, accreditation 

and international partnerships are always in focus in Beaconhouse, Lahore 

American School, SABIS®, The City School and International School Lahore. By 

perpetually articulating them in this manner, international education is not just one 

education option among others, but is the very essence of educational excellence. 

In addition, the corpus builds institutional prestige in terms of the legacy of the 

past, the reputation of the organization, its accreditation, university positioning, a 

broad educational network, and institutional success. Beaconhouse stresses that it 

is one of the world's largest educational networks, Aitchison College foregrounds 

its historical heritage and also its national reputation while Lahore American 

School emphasizes on its international accreditation and successful university 

placements. These text depictions have created institutional power and legitimacy 

based on symbolic rather than authentic dimensions of education. 

The construction of the ideal student identity is another textual pattern that 

is important. Everywhere in promotional materials, the student is consistently 

depicted as being independent thinkers, global citizens, lifelong learners, 

innovators, compassionate leaders, resilient and future change-makers. Beyond 
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academic achievement, leadership, creativity, critical thinking, intercultural 

competence and global awareness are frequently presented as the natural fruits of 

a high quality education and therefore, as outcomes of education. 

The language of professionalism in the organization and the competition in 

the market is also used in the discourse. Descriptive terms like organizational 

excellence, innovation, measurable achievement, international competitiveness, 

quality assurance and value-added education empower schools to be competitive 

in providing high-value education experiences. At the same time, there are a few 

institutions that use inclusive language, highlighting a sense of social 

responsibility, equal opportunities, diversity, accessibility, community 

involvement, and cultural tolerance, thus reinforcing the legitimacy of elite 

education. 

Discursive Practice (Interpretation) 

These promotional texts, at the discursive level, are persuasive institutional 

narratives of the normativization of elite education as the most desirable way in 

which to achieve academic success, professional success and social mobility. The 

schools' repeated focus on international recognition, institutional prestige, 

leadership development, innovation, and global opportunities in their marketing 

communicate strategically about the quality of the education and the credibility of 

the institution to the parents. 

Parents are placed in the position of rational consumers of education who 

need to choose the best educational brands that are able to give their children long-

term competitive advantages. Institutional quality is conveyed via branding 

strategies highlighting uniqueness, organizational excellence, international 

affiliation, historical reputation, academic distinction and future success. 

Investment in education is thus understood not just as the purchase of knowledge, 
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but as the purchase of symbolic benefits and recognized opportunities in the 

international marketplace. 

The discourse also is a device to build the ideal student image, with students 

who are graduates that can be described as leaders with global competency who 

have the ability to think critically, are aware of other cultures, are creative and 

resilient, and are able to learn throughout their life. The representations reinforce 

the idea of privileged access to education, professional, and international 

opportunities to elite schooling, with parents encouraged to identify with this. 

Interestingly, narratives of inclusion, social responsibility and working with 

community are complementary branding strategies. Bloomfield Hall has a focus 

on equality of opportunity and cultural tolerance; Lahore Grammar School has a 

focus on low-cost initiatives and employment of women and International School 

Lahore has a focus on community engagement and relatively lower fees. Such 

inclusive narratives, instead of challenging the hierarchy of institutions, show how 

they are socially responsible, engaged in “the social good”, and serve wider 

societal development, in the process reinforcing the institutional and 

institutionalist legitimacy to uphold their nobility. 

 Social Practice (Explanation) 

According to the social practice level, the promotional discourse helps in the 

reproduction of wider power dynamics in Pakistan's educational landscape by 

normalizing educational hierarchy, symbolic power and class privilege in the 

educational system. Neoliberal educational ideologies are manifested in the 

repeated association of educational excellence with institutional prestige, 

internationalization, leadership, innovation, and global competitiveness, in which 

education is both a market product and a force that generates human resources for 

the international market. 
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Language is not enough to simply represent institutional identity; it creates 

hierarchy in education as the elite private schools are seen as the best schools for 

quality education. This educational inequality is then naturalised as the necessary 

result of institutional quality and educational investment, and not necessarily as a 

result of wider structural and socioeconomic inequalities. 

The results also illustrate the notion of symbolic capital put forward by 

Bourdieu. The symbolic resources of institutional reputation, international 

accreditation, historical prestige, global educational affiliations, and 

organizational excellence bolster institutional power and influence while 

influencing parents' expectations and educational choices. Access to elite schools 

is discursively presented not only as a pathway to quality education, but as a bet 

on social mobility for future generations, career success and international 

opportunities. Thus, a culture of promotion reproduces class privilege by 

associating academic achievement with broader social and cultural benefits. 

In addition, while inclusion, diversity, citizenship, holistic development and 

social responsibility are often invoked in the discourse, they just serve to buttress 

and reinforce the distinction of institutions. They reinforce the moral legitimacy 

of elite education by reinforcing the image of prestigious schools as socially 

responsible institutions; at the same time, they help to establish symbolic divisions 

between elite and non-elite educational institutions. 

Overall, the results showed that the self-representation of Pakistani elite 

schools is not just confined to the promotional communication but has a greater 

ideological role. The schools collectively shape educational 'elitism' as legitimate, 

desirable and socially beneficial, through strategic uses of language, international 

branding, historical narratives, prestige markers, aspirational student identities and 

market-oriented representations of education. Therefore, promotional discourse is 



Constructing Educational Elitism and Class Privilege… 
 
 

 

    https://jals.miard.org/index.php/jals           396                          JALS 4(8) 2026 

an effective tool that helps maintain and legitimise the educational hierarchy, 

symbolic power and class privilege in the Pakistani society. 

The findings directly support Research Objective 3 and respond to Research 

Question 3 by showing the institutional self-representation of elite schools is 

firmly anchored in a wider ideological system which prioritizes 

internationalisation, prestige, symbolic capital and market-oriented 

understandings of education. The study finds with the help of the Three-

Dimensional Critical Discourse Analysis proposed by Fairclaugh that the use of 

promotional discourse goes beyond marketing a product and can be seen as a 

strong social practice to produce public perception of educational quality, 

legitimacy and social distinction. 

4.5. Summary of Findings 

Both private schools and the analysis of their promotional discourse demonstrate 

that the institutional image is used in a systematic manner to create images of 

educational excellence, global citizenship, leadership, institutional prestige, and 

holistic development. The above-mentioned schools in the corpus consistently use 

"good" evaluative language, discourse of globalization, discourse of historical 

legitimacy, accreditation, and branding strategies to create symbolic distinction in 

the field of education in Pakistan. These marketing stories highlight quality 

education, innovation and student development, but they simultaneously 

legitimise the hierarchical nature of education by connecting high quality 

educational opportunities to the best private schools. The results show that there 

is no actual exclusion of a different kind in the process of educational elitism but 

it is rather an implicit discursive process that legitimizes the prestige of the 

institutions, symbolic capital and class privilege. Overall, the findings in the past 

four chapters address all three of the original research questions, and confirm that 

the discourse of promotion in elite schools is indeed a very powerful ideological 
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tool by which educational authority and social distinction are produced, 

reproduced and delegitimized. 

5. Discussion 

The conclusion of this study shows that the discourse of promotion of the elite 

schools in Pakistan is a process of systematically embodying the qualities of 

educational excellence, institutional prestige, global citizenship and leadership as 

the essence of elite education. The promotional texts are not simply informational 

documents but rather strategic discursive tools that schools use to shape and create 

idealized institutional identities and situate themselves within the competitive 

educational context. The results of this study confirm Fairclough's (1995, 2003) 

notion that discourse is a social practice which embodies social reality and also 

constructs institutional identity, power structures and ideology. The language 

used, specifically evaluative terms like academic excellence, international 

standards, quality education, leadership, and innovation, reveals how language is 

purposefully used to give institutions legitimacy in asserting their superiority and 

to build educational prestige. 

The results of the study also show that internationalization is one of the most 

powerful symbolic resources in the discourse of promotion of the elite school. The 

mention of international curricula, international citizenship, international 

accreditation, high quality universities, and international educational networks is 

a recurring motif throughout the selected schools as a marker of educational 

quality. These findings align with the recent research on educational branding that 

suggests that private schools seeking to legitimise and compete in the market are 

adopting global educational discourses (Ball, 2021; Holloway & Kirby, 2020). The 

current study contributes to the existing literature by proving that, in the context 

of Pakistan, internationalization is not just a marketing strategy but a discursive 
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process which helps in the formation of educational elite and symbolic differences 

between educational elites and mainstream schools. 

Another important discovery relates to the creation of ideal student identities. 

The language of the promotion is constantly used to portray students as lifelong 

learners, global citizens, innovators, socially responsible and independent thinkers 

and future leaders. The aforementioned representations corroborate the findings of 

some previous studies that assert that the emphasis on holistic development in elite 

schools is a growing trend in order to enhance the attractiveness of the educational 

institutions (Wilkins, 2022; Brooks & Waters, 2021). The current analysis shows 

how educational marketing is linked to other ideological narratives, which center 

on the idea of intellectual superiority, leadership, and future success in elite 

schools, rather than just education marketing.This analysis differs from previous 

research which has been largely focused on educational marketing, and instead 

demonstrates the role of educational marketing in the construction of broader 

ideological narratives that connect elite schooling with intellectual superiority, 

leadership, and future success. Such representations broaden the definition of 

educational excellence from exam results to global competence, resilience, 

creativity and intercultural awareness. 

The results also validate the importance of the notion of symbolic capital in 

the study of elite discourse on education that Bourdieu (1986) proposed. Prestige 

is constantly built on these historical legacies, international affiliations, 

accreditation, organizational size, university placement and educational 

excellence. These symbolic resources are in practice institutional capital that shape 

parental perceptions of the quality of education and opportunities for social 

mobility. Through smart campaigning of the institutional brand and international 

profile, schools like Beaconhouse, Aitchison College, Learning Alliance 

International and Lahore American School help cement their status in Pakistan's 
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educational system. As such, educational status gains social recognition as a 

resource beyond its academic achievements and plays a role in the maintenance of 

institutional hierarchy. 

This analysis, from Fairclough's three-dimensional perspective, shows that 

the promotional discourse has a dual function of both a textual and a discursive 

one as well as an ideological one. On the text level, positive evaluative vocabulary, 

superlatives and globalization discourse create very desirable institutional 

identities. On the discursive level, promotional texts are branding devices which 

re-present parents as consumers of education who are searching for quality, 

prestige and future opportunities for their children. At the social practice (SP) 

level, these institutional stories reproduce neoliberal discourses about education as 

an investment to be made competitively and schools as market-like entities with 

reputations, innovations, and symbolic differentiation. These results are similar to 

Ball's (2021) discussion of the education markets and institutional branding and 

are new evidence from the Pakistani private school sector. 

Last, this research shows that educational elitism is produced in subtle, not 

explicit, ways of discourse. There is no direct reference to social superiority in the 

selected schools, but the constant linking of educational quality with international 

standards, leadership, global opportunities and institutional prestige implies that 

elite private schooling is the most legitimate way to educational and social success. 

This discovery is consistent with the argument put forward by van Dijk (2018) that 

ideology is often conveyed in subtle discursive ways, in which the social hierarchy 

is naturalized, instead of being explicitly claimed. The promotional discourse of 

the role of Pakistani elite schools as institutional advertising therefore is not only 

a form of discursive promotion but also an ideological one that re-enforces the 

symbolic power, educational distinction and class privilege. The study thus adds 

to the existing body of education discourse literature by providing proof that 
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institutional representation entails a marketing of schools, the building of 

educational prestige and the reproduction of wider relations of power and 

inequality in the present Pakistani society. 

6. Conclusion 

In this study, the authors tried to find out how the educational elite and class 

privilege is being built in the Pakistani elite schools in their institutional 

promotional discourse by taking the help of Fairclough's (1995) 3D-CDA 

framework. The study examines the linguistic, discursive, and ideational 

approaches used to build institutional identities and educational prestige from 

promotional literature gathered from ten elite private schools in Lahore. The 

analysis found that the main discursive themes that dominate the corpus are 

educational excellence, internationalization, leadership, innovation, holistic 

development and global citizenship. All of these themes were used to position high 

quality schools as the source of high quality learning experiences, and to 

differentiate them from other types of schools. 

The results also show that institutional self-representation does not only exist 

in communication promoting the institution, but also as an effective 

communication tool in branding. The chosen schools develop credible institutional 

reputations based on positive evaluative language that signify that they can be 

trusted to provide quality education, along with a social mobility advantage for 

their children, through their international affiliations, historical legitimacy, 

accreditation and future success stories. These branding practices play 

simultaneously both symbolic distinction and building elite identities in education. 

The study revealed that the promotion discourse reflects existing ideology of 

education in the context of neoliberalism, symbolic power and class privilege from 

a critical discourse approach. While inclusion, character development, and social 

responsibility are often central themes of schools' educational programmes, the 
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frequent mention of 'international standards' and 'institution prestige' and ‘world 

class opportunities' in relation to schools' educational quality tacitly validates 

educational hierarchy and perpetuates social inequalities. The educational elites 

are therefore reproduced through subtle discursive practices that do not involve 

explicit claims of being excluded. 

Overall, this study helps the literature dealing with educational discourse by 

offering empirical evidence from a Pakistani context on the processes of the 

construction of educational prestige in the context of institutional promotional 

discourse and its relation to relations of power. It also shows how it is useful for 

the application of Fairclough's Three-Dimensional Critical Discourse Analysis to 

see the ideological aspect of institutional self-representation. The results provide 

important lessons for researchers, policymakers and educational practioners as it 

underscores how promotional discourse affects the public perception of the 

educational quality, legitimacy, and social distinction of the private education 

sector in Pakistan. 
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List of Selected Elite Schools and Official Website Links 

Sr. Selected Elite School Official Website Link 

1 Beaconhouse School 

System 

https://share.google/9zvvZ4PvlEHU0LiWp  

2 Lahore Grammar School 

(LGS) 

https://share.google/kwYcfn0bOkMbcgy3Z  

3 The City School https://share.google/XWjm9Nbvw7VVpqFNv  
4 Roots International 

Schools and Colleges 

https://share.google/RvWn3kbkCiLrbDa0D  

5 Learning Alliance 

International 

https://share.google/h9bFdXAerFe1IWGKQ  

6 International School of 

Choueifat (SABIS) 

https://share.google/VhbF9tftB9Jmd4807 

  

7 Aitchison College https://share.google/eTBYjzb234ksYgVqh  
8 Lahore American School https://share.google/nWYNk9a5qEBJ5Ug1j  
9 International School 

Lahore 

https://share.google/jYQA2DvpGB9zCGH3C  

10 Bloomfield Hall School https://share.google/InhvDeVs5Ef8eUUwv  
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