Marketing
Strategies For
Higher
Education
Institutions
Technological
Consideration
s And
Practices
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This book highlights
the latest research
presented at the first
Digital Marketing &
eCommerce
Conference
(Barcelona, Spain,
June 2020). Papers
include a diverse set
of digital marketing
and eCommerce-
related topics such
as user psychology

and behavior in
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social commerce,
influencer marketing
in social commerce,
social media
monetization
strategies, social
commerce
characteristics and
their impact on user
behavior, social
branding, business
model, user privacy,
and more.

Discover the
Page 3/207



successful
marketing strategies
of programs which
have extended the
resources of a
university to its
community.
Marketing University
Outreach Programs
covers all aspects of
continuing
education program
construction and the

marketing process
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for positioning the
university into the
public. This book
begins to eradicate
academicians’ fears
of marketing by
showing them a
contemporary
marketing plan
using terminology
and examples
familiar to them.
Seventeen contribut

ors--professors,
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administrators, and
outreach profession
als--comprehensivel
y describe the
strategies being
successfully used to
extend the
resources of a
university to its
community through
programs of
extension, public
service, and

continuing
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education. Although
many existing
models of the
education process
contain parallels to
elements in a
generic marketing
process, education
is not viewed as a
consumer product.
Even educators may
not view themselves
as marketers

involved in a
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marketing process.
This attitude can
place barriers
between
understanding the
marketing process
and how it relates to
education.
Marketing University
Outreach Programs
helps educators
overcome these
potential barriers; it

explains marketing
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as a comprehensive
process using
terminology and
examples which
university extension
and education
professionals will
find familiar and
understandable.
Application-
oriented, it cites
numerous examples
of how the

marketing process
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can be put to use
immediately. Each
chapter explores in-
depth a separate
segment of the
marketing process
involved in public
university outreach
programs: issue-
based versus
discipline-based
programs program
delivery and delivery

technology funding
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outreach programs
comprehensive
promotional
strategy customer
service long-range
planning marketing
research
information
resources future
trends model
programs This book
is of value to the
faculty of

universities,
Page 11/207



specifically those in
the disciplines with
a mandate for
professional
renewal or
recertification
(engineering,
medicine,
education); faculty
and professional
staff in divisions of
continuing
education; program

leadership in
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cooperative
extension
organizations (as
well as those in
other identifiable
university extension
units); and faculty
affiliated with
applied research
centers. Members of
professional
associations
focused on higher

education outreach
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can also
successfully apply
these strategies.
The application of
basic marketing
techniques to
achieve the goals of
colleges and
universities is
discussed. The
guide is designed to
help administrators
and admission

officers influence
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the image projected
by their institutions.
Attention is also
directed to how to
position-an
institution among its
competitors, how to
develop activities
and
communications to
meet customer
needs, and how to
plan marketing

strategies for
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different program
audiences.
Marketing
techniques can be
applied to students,
clients, supporters,
influential
constituents,
alumni, foundations,
faculty, staff, and
corporate support.
Image perception,
segmenting target

audiences, defining
Page 16/207



institutional
mission, and
trademarks are also
covered, along with
the following
marketing
strategies: product
strategy, place or
distribution
strategy,
promotional
strategy, and pricing
strategy. Case

studies illustrate
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how institutions
apply marketing
techniques, and
questions in each
chapter help readers
assess the
strengths and
weaknesses of their
current marketing
strategies. A chapter
on market research
by Cletis G. Pride
and Joseph S.

Fowler outlines the
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steps for conducting
effective surveys of
audience attitudes
toward the
institution. (SW)

A Practical Guide
Administrative
Opinions
Concerning
Utilization of
Marketing Strategies
in Management of
Higher Education

Institutions in the
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United States
Advancing Higher
Education

New Strategies for
Fundraising,
Philanthropy, and
Engagement
Marketing Strategies
for Higher Education
Institutions
Marketing University
Outreach Programs
A Guide to

Admtmsterm7g Online
Page 2



Learning provides an
overview of tasks to
be accomplished in
order to direct
dynamic online
initiatives.
Experienced distance
learning teachers and
administrators share
their insights
regarding what must
be done to administer

effective online
ff Page 21/207



learning.

Education is
becoming more
competitive - choice in
education'is now a key
issue. This book will
help parents, schools,
colleges, universities
and policy makers
understand how
education and
training markets

work. Choosing
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Futures of fers a wide
ranging perspective on
how young people,
and their parents,
make choices'as they
travel through a
lifetime of education
and training. The
authors challenge
traditional views of
how choices are made
of primary school,

secondary school,
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college, university and
career, which assume
that choices are
rational and objective.
Instead this book
reveals how choices
depend upon a range
of factors: *young
people's personal
experiences
*individual and
Jfamily histories

% .
erceptions o
p Palg’e 241207 f



education and
careers. The book
compares choice for 5
to 11'year olds, and
for 16 and 18 year
olds; drawing out
models of the decision
making process, and
at the same time the
consequences on
schools, colleges and
individuals of

'enhanced choice'.
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This document sets
out one segment of a
comprehensive
approach intended to
assist institutions of
higher education in
developing and
carrying out alcohol
abuse and other drug
prevention programs.
Social marketing is
described as a tool of

environmental
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management, that
seeks to produce a
specified behavior in
a target audience.
Intended for a broad
campus audience, the
brochure examines
the development of
social marketing and
uses 10 campus
examples to illustrate
ways to popularize

positive ideas and
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attitudes, and
encourage favorable
changes in social
values and individual
behavior. Commercial
marketing principles,
summed up as the
four Ps: product,
price, place, and
promotion, are
translated into
equivalent elements

for use in a social
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marketing campaign.
The report emphasizes
the importance of
appropriate research
and evaluation and
recommends that
research be focused
on four areas: (1) the
problem the campaign
will address; (2) the
audience; (3) the
messages; and (4) the

communication
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channels to be used.
Since data gathered
before a campaign
are essential for
measuring its impact
afterward, it is
suggested that the
requirements for an
evaluation be
considered during the
planning stage.
Appended are a list of

resources and
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estimated costs of a
social marketing
program. (Contains
11 endnotes.) (BF)
A Survey of
Techniques and
Strategies
Understanding
Student Choice of
University and
Marketing Strategies
in Syrian Private

Higher Education
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An Experiment
International
Marketing of Higher
Education

Marketing Strategies
by Higher Education
for Corporation Fund
Raising

A Critical Analysis of
Marketing Strategies

in Higher Education
This book
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examines
marketing from
both the
market and
educational
perspectives
and offers a
view of its
value and use
within this
dialectic

relationship.
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In this

respect this
book is
distinctive.
Consumer
interaction
and engagement
are vital
components to
help marketers
maintain a

lasting
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relationship
with their
customers. To
achieve this
goal,
companies must
utilize

current

digital tools

to create a
strong online

presence.
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Competitive
Social Media
Marketing
Strategies
presents a
critical
examination on
the
integration of
social
networking

platforms into
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business
tactics and
the challenges
presented by
consumers’ use
of these
online
communities.
Highlighting
pivotal issues
such as brand

management,
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customer
loyalty, and
online
services, this
publication'is
a pivotal
reference
source for
business
managers,
professionals,

advanced-level
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students, and
consultants
interested In
the latest
research on
the use of
digital media
tools for
business
opportunities.
With rising

financial
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difficulties

and declining
enroliments,
many colleges
and
universities
are finding
that they need
new and better
ways to
present and

promote
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themselves to
potential
students and
the general
public. New
Strategies in
Higher
Education
Marketing
contains
practical,

“how-to”
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applications
of marketing
thought and
theory for the
higher
education
environment.
Written by
practitioners
for
practitioners,

this valuable
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book offers
new
viewpoints,
tools, and
creative ways
to solve
potentially
devastating
problems
through the
implementation

of marketing.
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Each chapter
IS application
oriented and
cases and
situations
common to most
universities
and colleges
are discussed
to illustrate
marketing

strategies and
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techniques to
make them more
easily
understood and
readily

usable. New
Strategies in
Higher
Education
Marketing is
divided into

four sections:
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Strategy
Research and
Promotion
Enrollment
Services
Development.
It includes
informative
chapters on
topics
including

perceptions
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and proper
application of
marketing in
higher
education:;
fund raising;
public
relations;
coordination
of intra-organ
izational

efforts:
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techniques and
methods of
gathering
information
and data; and
the challenge
and management
of student
enrollment.
Directors,
presidents, vi

ce-presidents,
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and others
responsible
for or
interested in
the marketing
of a college
or university
will find a
wealth of
highly
practical

information in
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this book.
New Strategies
in Higher
Education
Marketing
Higher
Education
Marketing
Strategies

A Guide to
Administering

Distance
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Learning
Marketing the
Program
National and
Global
Perspectives
Marketing
Strategies and
Instruments
Used in
American
Higher
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Education by

the Example of

a Liberal Arts
College

Although higher
education institutes
are not typically
thought of as a
business, colleges
and universities
utilize marketing
strategies in order

to compete for
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students.
Information and
communication
technologies have
enhanced and
changed the nature
and context of
communication
exchange, allowing
for a broader range
of competition.
Marketing Strategies
for Higher Education

Institutions:
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Technological
Considerations and
Practices provides
different aspects of
marketing
management and
technological
innovations in all
parts of education,
including K-12, non-
formal, and distance
education.
Highlighting

research studies,
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experiences, and
cases on
educational
marketing, this book
is essential for
educational
planners,
administrators,
researchers, and
marketing
practitioners
involved in all
aspects of

educational
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development.

This book offers
theoretical and
practical insights
into the marketing of
higher education in
Africa. It explores
the key players,
challenges and
policies affecting
higher education
across the
continent; their

marketing strategies
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and the students’
selection process.
While
acknowledging the
vast size of the
continent, this book
aims to provide an
understanding of
the dynamics of
higher education in
Africa. This book
recognises the
private and

government
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involvement in
higher education
provision and
students and staff
as stakeholders . in
the marketisation
process. Strategic
efforts are directed
by universities to
attract prospective
students. This book
further addresses
issues such as the

responses of higher
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education sectors to
the notion of
markets and
marketing;
consumerism and
competition in
higher education in
Africa; conceptions
of the
commodification of
higher education in
Africa; and the
dominance of

Western
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epistemologies and
their influence in
transforming higher
education sectors.
Students as
consumers in
increasingly
marketised higher
education sectors in
Africa are also
discussed. Though
primarily for
marketing students

and academic
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researchers, the
book's feature of
blended theoretical
and practical
knowledge means
that it will also be of
interest to marketing
practitioners and
university
managers.

This book is
intended to highlight
some of the

implications of such
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changes for
advancement
practice on the
threshold of the
century’s third
decade.
Explorations into
Student Choice
Marketing Higher
Education to
International
Students
Transformation in

Teaching
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The Case of
Australia

Strategic Marketing
of Higher Education
in Africa

Strategies for the
Marketing of Higher
Education with
Comparative
Contextual
References Between
Australia and Turkey
“Nobody cares?
Real Pg’?” For most



colleges and
universities in the
U.S., the answer is
a resounding,
“Yep, nobody
cares! The
demographic
bubble of the
millennials has
burst and, all over
the country,
institutions are

shutting down or
Page 64/207



merging with
neighborsin a
desperate attempt
to survive. From
higher-education
alternatives that
promise to prepare
students for jobs
to the big online
for-profits that are
grabbing an ever-
increasing share
of the ra idly
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shrinking pool of
prospective
students, there’s
never been more
competition, more
pressure; and
more noise in the
marketplace. So
yeah ... nobody
cares. But that
doesn’t mean it's
time to give up
hope. Written by a
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team of higher-ed
marketing
veterans, this book
offers a new way
forward. Called the
OpenEDU Model,
the tactics laid out
here ditch the
hype and focus on
practical ways you
can combine your
hard-won

marketin
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experience with
cutting-edge
technology in
order to raise your
institution’s

profile, attract the
students you want,
and build a brand
that will
survive—and
thrive—in the
toughest higher ed

market there’s
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ever been. They
might not care
now, but once you
put the OpenEDU
Model'into action,
they will:
Strategic
Marketing of
Higher Education
in Africa explores
higher education
marketing themes

along the lines of
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understanding
higher education
markets, university
branding and
international
marketing
strategies, digital
marketing, and
student choice-
making. The
Higher Education
landscape around

the world is
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changing. There is
global competition
for students’
enrolments,
universities are
competing within
their home market
as well as in the
international
market, and as
government
funding for public

universities is
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reducing there is
pressure on
universities to
seek additional
income by
increasing their
student enrolment.
African
universities are
not an exception in
this competitive
market. This book

IS unique in
Page 72/207



providing a
composite
overview of
strategic
marketing and
brand
communications
of higher
education
institutions in
Africa. It
recognises that

there is a growing
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need for
universities to
understand the
stakeholders and
develop'strategies
on how best to
engage with them
effectively.
Highlighting the
unique
characteristics,
nature, and

challenges of
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African
universities, this
book explores the
marketisation
strategies of
African
universities, with
focus on the
strategic digital
marketing and
brand
management. The

book provides
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significant
theoretical and
marketing practice
implications for
academics,; higher-
education
administrators,
and practitioners
on how best to
market higher
education in Africa
and reach out to

rospective
p Bage 76/207



students.
International
practitioners
aiming to market
to Africans ‘and
start a partnership
with an African
university will also
find this relevant
in understanding
the dynamics of
the African market.

This book is about
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strategies to
conduct higher
education
marketing with'the
focuseson
marketing
theories, the
application of
marketing in
higher education
services, the
online higher

education service
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marketing, how to
build student
satisfaction,
loyalty ‘and
retention. This
book contents
include: -Basic
Concepts and Defi
nitions-Theoretical
Basis-Marketing C
ommunication-
Modification and

Application of
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Marketing Mix in
Marketing of
Higher Education |
nstitutions-
Customer
Relationship Mana
gement-
Competitive
Advantage-Higher
Education
Program Offers-
Higher Education

Marketin
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Strategies-Online
Higher Education
Marketing-Building
Student Satisfactio
n-Building Student
Loyalty-Student
Retention Strategy
Advances in
Digital Marketing
and eCommerce
Technological
Considerations

and Practices
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Nobody Cares
About Your
University...Yet.
Social Media
Strategiesin
Higher Education
Public Relations
and Marketing
Strategies of
Higher Education
in the
Globalisation Era

Theory and
Page 82/207



Practice

This volume
provides a critical
examination of
branding and
marketing in
higher education
from national,
regional, and
global
perspectives.
Contributors with

expertise in
Page 83/207



higher education,
saciology,
comparative and
international
education,
marketing,
rankings, and
educational
philanthropy use
novel theoretical
frameworks and
cases from Africa,

Asia, E urope,
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Latin America,
and the US to
map the
brandscape of
higher education.
Empirical cases
and literature
analysis show
that brand
building is
becoming a
deliberate goal
for higher
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education. This
book illustrates st
udent-institution
dynamics, as well
as the critical
role of policy and
professionalizatio
n to support
branding and
marketing
strategies in
higher education

in relation to
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equity.

How does social
media affect
working life in
Higher
Education? How
are universities
harnessing its
power to aid
student learning?
This innovative
collection brings

together
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academics and
those working in
professional
services to
examine these
questions and
more. The diverse
and expert
contributors
analyse the many
ways social media
can be used to

enhance teaching
Page 88/207



and learning,
research,
professional
practice,
leadership,
networking and
career
development. The
impact of social
media is
evaluated
critically, with an
eye both to the
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benefits and the
problems of using
these new forms
of digital
communication.
This'is the first
volume to give
such detailed
attention to this
area of high
interest. Its
innovative

approach extends
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to its creation,
with contributors
found via their
presence on
Twitter. The short
and impactful
chapters are
accessible while
retaining an
academic focus
through their
application of

relevant learning
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theories and
educational
context. Social
Media and Higher
Education is
essential reading
for any
professional
working in higher
education,
including
lecturers

teachin
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education
courses. It is also
significant for
researchers
looking at more
recent
developments in
the field and what
it means to work
in a modern
higher education
environment.

Education is now
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a global product
with institutions
worldwide
competing for
students and
finding ever more
creative ways to
satisfy student
needs and
preferences. With
the continuing
rise in the

rejerence jor
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flexible distance
learning,
educational
institutions are
finding that when
students and
faculty have
significantly
different cultural
backgrounds and
learning styles
that the

expectations of
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the learning
experience can be
unfulfilled. In
Australia,
international
students have
made education
Australia's third
largest service
export, earning
$5.8 billion. This
means that

student
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populations have
moved from being
homogeneous
and captive to
domestic
constraints and
expectations, to
being multi-
cultural,
dispersed and
subject to a
plethora of

constraints and
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expectations.
Today in Turkey,
education is the
responsibility of
government
however, in
recent years, the
private sector has
entered the
market providing
educational
services at all

levels. In
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particular, after
the 1990s, private
higher education
institutions
(HEIs) with a
commercial focus
have
mushroomed. In
2007, there are
25 private
universities in
Turkey with more
than 2.000.000
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students enrolled
in these
universities. Of
these students,
more than
1.000.000 are
registered in
distance
education
faculties. With
such large
student numbers

competition
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between private
universities for
students has
intensified
particularly over
the last 15 years.
As a consequence
the need to
develop
strategies for
attracting
students has

become more
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important.
Marketing
strategies in
Turkey have
tended to
concentrate on
three distinct
categories:
strategies
between
governmental
HEIs, private
HEIs and
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distance
education HEIs.
The contribution
of technologies to
education
processes has
been immense
with students and
faculty each
learning to adapt
to an
environment of

continuous
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change and
opportunities.
This paper seeks
to'explore the
notion that a
competitive
advantage in
marketing of
higher education
can be attained
by customizing
learning

experiences for
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particular
student cohorts
in a pro-active
and constructive
way.

Marketing Higher
Education
Strategies for
Applying Services
Marketing
Concepis to the
Marketing of
Higher Education
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Marketing and
Branding in
Higher Education
Institute
Marketing
Strategies for
Higher Education
Institutions:
Technological
Considerations
and Practices
Higher Education
Marketingmin
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Africa

First
International
Conference, 2020
Drl-Seyed
Mohammad
Mohajer, author
of this book,
for the first
time, on the
subject of SEM
(Student

Experience
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Management) and
TEM : (Teacher
Experience
Management)’,
Expresses/and
writes (In
today’s
competitive
world in which
men are looking
for acquiring a
better place

for themselves
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and their
properties,
indeed it can
be - 'said’''that
people who
compete on a
full scale in
marketing and
branding by
learning
knowledge and
experience, are

more
Page 109/207



successful.
Apart from
people,
countries,
cities,
businesses,
historical and
religious
sites,
companies,
products,
services, and

even government
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agencies are
endeavoring and
competing to
possess’'a
better place
and more
profitability.
In the
meantime,
universities,
higher
education

institutions,
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and specialized
schools such as
Business
Schools,
Language
Schools, (Art
Schools, etc
are not
exceptions.
Contest in the
digital and
traditional

area,
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simultaneously,
and with a
proper strategy
and 'developing
systematic
advertising
campaligns can
make a
university or
higher
education
institutions a

brand. Since
Page 113/207



the branding
process, as 1ts
name implies,
has a ' —ing
(continuous);
the process
must be
continual and
running
continuously.
One of the most
significant

tools in higher
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education
institutions
branding is CEM
(Client
Expéerience
Management)
which includes
SEM (Student
Experience
Management) and
TEM (Teacher
Experience

Management) .
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Valuing the
main audiences,
which'are
students 'and
professors,’ 'and
creating @
distinctive and
excellent
experience in
the educational
environment
either in a

digital or in a
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traditional
area, can lead
to receive
excellent
feedback [from
these ‘audiences
and direct them
to the brand
layers that are
Awareness,
Knowledge,
Attitude,

Engagement,
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Satisfaction,
Loyalty and the
highest level
that 'is
Passion, 'which
the same matter
make the sense
of constancy
and belonging
and conversion
Trademark
(Servicemark) a

higher
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education
institution to
a Lovemark. But
how 'this
distinctive
experience and
feeling can be
infused with
the audiences?
Undoubtedly,
many solutions
are recommended

in this field,
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such as the use
of sensory
branding
methods,. but
the“important
pointihere ds
who can create
and improve
this
experience?
Certainly, the
University

Staff has a key
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and very
effective role
in the
mentioned
process.
However, the
significant
point is which
employees can
make this
experience? The
answer 1s very

simple but key:
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Employees who
first receive a
good-sen'se of
working'in-a
scientific''and
educational
environment.
Therefore, we
are facing a
phenomenon
called SEM
(Staff

Experience
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Management) ,
that is,
university
administrators
and-heads),
before engaging
in Client
Experience
Management,
should seek to
create a sense
of

satisfaction,
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belonging, and
loyalty in the
educational
environment' and
grow!their
educational
brand set,
which its tools
are certainly
Employer
Branding and
Human Capital

Management. By
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mentioning all
the foregoing
keywords',” each
of which 'is' a
deep'concept: in
BRAND/ ‘Building
and Branding of
higher
education
institutions
discussion, we
begin our main

discussion,
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namely
marketing and
branding in
higher
education
institutions. I
hope you will
be with us by
the end of the
book and
experience a
different

studying the
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book, dear
reader. Dr.
Mohajer writes
in-his
introduction:
Bel theibest
version of
yourself T
daresay all
brand and
branding
concepts and

definitions can
Page 127/207



be observed in
the above
sentence.
whereof’ the
brand,~'Iike a
human,
experiences all
the before
birth, birth,
growth,
maturity, wane
and death

processes, and
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since a real
human being is
always looking
for 'growth“and
ascendancy, ‘and
this continuous
process to
reach the
endpoint Life,
thus the grown
man is always
looking to

reach a higher
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point of his
present and
past. The most
important “tool
inla’human
ascendancy or a
brand is
certainly an
education.
Either for a
human or a
brand, becoming

a distinct
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brand goes
through
practical
training. “The
above 'sentences
are a summary
of my little
experience as
Seyed Mohammad
Mohajer in
education and
especially

training in the
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brand
management
field.
Certainly, “the
brand ‘@nd
education and
the combination
of these two
words are the
main and vital
tools for the
development of

any country and
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human being.
Now that I am
the ‘President
of Tarjoman
Oloom Higher
Education
Institute and
the BrandAfarin
international
group, I
consider it
necessary as my

social mission
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to start first
from myself and
with a better
understanding
of 'myself, then
the great God
and
comprehending
the universe; I
announce to the
cultured
society that we

seek to
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identify
brilliant
talents in the
three 'areas'of
education),
researchiand
management
consulting, and
we warmly
welcome
intellectuals,
professionals

and individuals
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seeking
individual and
organizational
growth. '‘Also,
bylicreating
skilllitraining
courses 1in four
specialized
fields of
management in
the Business
School, foreign

languages ?7?7in
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the Language
School of Art
and ‘Media in
the 'Art' School,
and-new
technologies in
the 14.0 School
for people who
can not afford
to pay for the
training
tuition, We

have created
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the chance to
study at
Tarjoman Oloom
Higher
Education
Institute for
free and then
go to the
business
market. It
would be my
honor to

contact me for
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more
information and
direct
communication
through ‘my
website www.moh
ajer.tvlinks to
an external
site. and my
email info(at)m
ohajer.tv. Book
Details:

ISBN-13 :
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979-8574963845
Paperback : 272
pages Language:

English ASIN

BO8PJIPQSKY
Paperback = 272
pages Author:
Seyed Mohammad
Mohajer, PhD.
(President of
Tarjoman Oloom
Higher

Education
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Institute) For
more
information on
Marketing-and
Branding''in
Higher
Education
Institute,
visit: https://
WWW .amazon.com/
dp/B08PJPQSKIL1
nks to an

external site.
Page 141/207



The South
African higher
education
sector 'is
currently
facing many
challenges.
Factors such as
a decrease in
government
funding,
mergers and

student unrest
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compel higher
education
institutions to
apply effective
strategies for
funding and
recruitment of
quality
students.
Higher
education
institutions

are forced to
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focus' on
restructuring
and
repositioning
themselves,
build a 'strong
brand,
communicate
their image and
to sustain
their position
in order to

ensure a
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competitive
advantage. In
order to be
locally
relevant and
globally
competitive,
higher
education
institutions
need to become
more marketing-

oriented. In a
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restricted
financial
environment,
higher
education
institutions
will have to
assess and
reassess
marketing
strategies
aimed at

attracting
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quality first
year students.
A proper
assessment-of
the“importance
ofthe choice
factors
students
consider when
selecting a
higher
education

institution as
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well as the
usefulness of
the ‘information
sources they
consider, will
enable
institutions to
allocate funds,
time and
resources more
efficiently and
effectively. A

quantitative
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study with a se
1f~
administrated
questionnaire
was -used to
allow rstudents
to complete the
questionnaire
during class
lectures. Non-
probability
convenience

sampling was
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used and a
sample of 1241
students
responded -from
six-higher
education
institutions:
the University
of Pretoria,
Tshwane
University of
Technology,

University of
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Johannesburg,
University of
the Free State,
University-of
Kwa“-Zulu Natal
and the North-
West
University. The
sample
consisted of 64
percent females
and 36 percent

male students.
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The ethnic
orientation
distribution
was 'as ‘follows:
46/ 'percent
Caucalsian, 41
percent Black
African, 9
percent Indian,
3 percent
Coloured and 1
percent

students of
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other ethnic
groups. The
main- goal of
this study was
tollinvestigate
the relevant
importance of
the choice
factors, as
well as the
usefulness of
the information

sources, that
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first year
Economic and
Management
Sciences
student'siiat
selected thigher
education
institutions in
South Africa
considered when
they decided to
enrol at a

specific higher
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education
institution.
The findings
indicated that
some'choice
factors were
more important
to students
than others, as
well as the
fact that
students from

different
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gender groups,
ethnic groups,
language groups
and
institutions
differed dmn the
importance they
attached to the
choice factors.
The top ten
choice factors
respondents

regarded as
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important in
the selection
of ‘a 'higher
education
institution
are: quality of
teaching,
employment
prospects
(possible job
opportunities),
campus safety

and security,
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academic
facilities
(I'ibraries and
laboratories),
international
links/ o (study
and Jjob
opportunities),
language
policy, image
of higher
education

institution,
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flexible study
mode (evening
classes and use
of-'computers),
academic
reputation
(prestige), and
a wide choice
of subjects/cou
rses. The
findings also
revealed that

information
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sources
directly from a
higher
education
institution,
such 'as open
days and campus
visits,
university
publications
and websites
are the most

useful to
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students, while
information
from 'mas's media
such 'as ‘radio,
television,
magazines and
newspaper
advertisements
are not as
useful. The
findings give
marketing

educators an
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indication of
the importance
of ‘choice
factors
considered by
prospective
students in
selecting a
higher
education
institution,
and enable

higher
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education
institutions to
use their
limited funds
more
efficiently to
attract quality
students,
create a unique
position and
gain a
competitive

advantage.
Page 163/207



Based on the
usefulness of
information
sources and' the
importance of
choice factors
considered,
student focused
marketing
communication
can be
developed. This

should aid
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students to
make more
informed
decisions about
the-higher
education
institution
they wish to
attend. The
study also add
to existing
theory in the

fields of
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services
marketing,
higher
education
marketing/ ‘and
consumer
behaviour,
especially the
field of outlet
selection, as
the institution
can be viewed

as the outlet
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for buying
education.
Information
obtained from
this/istudy 'also
contributes to
the available
research and
literature on
this topic and
could be used
by other

researchers as
Page 167/207



a basis for
future
research.
An-old 'Tibetan
proverb ‘says: A
child without
education is
like a bird
without wings.
It has been
clear for many
decades that

good education
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is the best
investment one
could make. The
marketplace has
become
saturated with
companies and
institutions of
all kind. They
all compete in
the uneasy
world of trying

to attract
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their target
audience in the
most-effective
way. 'Without
doubt,
universities
and colleges
are one of such
institutions.
Based on the
current trends
in services

marketing, it
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is important to
understand
which
strategies - can
bellsuccessfully
used when
marketing such
establishments.
Considering
that the goal
of most of the
higher

education
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institutions is
to attract the
brightest
possible
student'siiland
deliver the
best possible
education and
life
experience, the
question of how
to market these

comes into
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play. The aim
of the thesis
isg'to  find out
whether’ there
isla
relationship
between the
higher
education
marketing
strategies
institutions

employ and the
Page 173/207



students
perceptions of
them. Are the
currently‘used
tertiary
education
marketing
strategies
effective? Do
students
perceive the
strategies the

way the
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marketers
thought they
would, “or are
there any
mismatch gaps
present?
Moreover, the
paper attempts
to identify the
latest trends
in higher
education

marketing and
Page 175/207



find out what
benefit could
they serve in
marketing-a
higher
education
institution.
Also, it looks
into practices
used in North
America which
could possibly

serve as an
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inspiration.
The issues are
looked at' from
two 'different
perspectives
the universitys
and the
students one.
Connections are
made and
conclusions
drawn.*****An

old Tibetan
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proverb says: A
child without
education is
like 'a 'bird
without wings.
ItChasibeen
clear for many
decades that
good education
is the best
investment one
could make. The

marketplace has
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become
saturated with
companies and
institutions of
all-kind. They
all compete in
the uneasy
world of trying
to attract
their target
audience in the
most effective

way. Without
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doubt,
universities
and ‘colleges
are 'one ‘of“such
institutions.
Based on!the
current trends
in services
marketing, it
is important to
understand
which

strategies can
Page 180/207



be successfully
used when
marketing such
establishments.
Considering
that the goal
of most of the
higher
education
institutions is
to attract the
brightest

possible
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students and
deliver the
best possible
education‘“and
life
experience;- the
question of how
to market these
comes into
play. The aim
of the thesis
is to find out

whether there
Page 182/207



is a
relationship
between the
higher
education
marketing
strategies
institutions
employ and the
students
perceptions of
them. Are the

currently used
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tertiary
education
marketing
strategies
effective? Do
students
perceive the
strategies the
way the
marketers
thought they
would, or are

there any
Page 184/207



mismatch gaps
present?
Moreover, the
paper - attempts
tol'lidentify the
latest i trends
in higher
education
marketing and
find out what
benefit could
they serve in

marketing a
Page 185/207



higher
education
institution.
Also, Vit 'looks
intolpractices
used in North
America which
could possibly
serve as an
inspiration.
The issues are
looked at from

two different
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perspectives
the universitys
and ‘the
students one.
Connections'are
made and
conclusions
drawn.
Competition in
Higher
Education
Branding and

Marketing
Page 187/207



A Descriptive
Study
Marketing in
Higher
Education
Underistanding
the Higher
Education
Market in
Africa
Evaluation of
Private Higher

Education
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Marketing
Strategies in
New ‘England
Colleges
Marketing
Strategies in
Higher
Education with
Specific
Reference to
Public and
Private

Educational
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Institutions
Within Gauteng,
South Africa

In this study, a
comprehensive set of
successful- marketing
strategies and tactics for
the recruitment of
Mexican-Americans
into four-year colleges
and universities was
identified. A taxonomy
of findings ranging from
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very successful to not
successful ' was
developed.

This'book examines
both the theory and
applications of
marketing higher
education in a global
environment.
Universities and colleges
face new challenges in
student recruitment and
international

competition. This book
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is designed to offer new
insights into
international marketing
of higher education.
With declining domestic
enrollments and
continuing funding cuts,
many higher education
institutions are
exploring new ways to
market and promote
themselves to
international students.

Higher education
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institutions view
international students
not only as'a source of
revenue; but also as an
integral part of an
overall academic
strategy. While
international students
face many destination
choices, they normally
choose universities and
colleges in developed
countries such as the

US, Canada, UK,
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Australia, and New
Zealand. The
international marketing
of higher education is of
growing importance to
universities and colleges
today.

This collection of essays
examines the role of
marketing in the
recruitment and
retention of community
college students. First,

Philip Kotler and Leslie
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A. Goldgehn define the
marketing process and
assess its potential
benefits. Richard C.
Richardson, Jr., and
Donald S. Doucette
question the
effectiveness of
marketing in the
community college.
Callie Foster Struggs
considers the
importance of

community impact
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studies. Anne Mulder-
Edmondson proposes
the inclusionof the
entire college
community- in the
development of a
marketing plan. The
promotion of a
marketing plan via the
printed media is
described by Barbara A.
W. Smith, while Robert
H. Gaffner examines

uses of the electronic
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media in marketing.
The process of
identifying target
populations through
segmentation is
discussed by William A.
Keim. Wallace F.
Cohen and Jeanne
Atherton describe the
successful marketing of
an afternoon program.
Edwin R. Bailey
explores the potential

for coordination with
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universities in the
development of a
marketing plan. Don G.
Creamerand E. G.
Akins-examine the
effects of marketing on
student development
activities. Marybelle C.
Keim reviews strategies
for student retention.
James F. Gollattscheck
poses some potentially
negative effects of

marketing and means to
Page 198/207



avoid them. Gunder
Myran and Mark Ralph
evaluate marketing
practices in.community
colleges. Finally, Donna
Dzierlenga reviews the
ERIC literature dealing
with community college
marketing. (HB)
International Marketing
Strategies in Higher
Education

An Annotated and

Extended Bibliography
Page 199/207



of Higher Education
Marketing
Identification of
Successful Marketing
Strategies and Tactics
A Higher Education
Marketing Perspective
on Choice Factors and
Information Sources
Considered by South
African First Year
University Students
Marketing Higher

Education: "Is There a
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Relationship Between
the Higher Education
Marketing Strategies
Institutions Employ and
the Students'
Perceptions of Them?"
A Study Involving
Students at FHWN.
Social Media in Higher
Education: Case
Studies, Reflections and
Analysis

This book explores

the key players



challenges and
policies affecting
higher education in
Africa. It also
explores the
marketing
strategies and the
students’ selection
process, providing
theoretical and
practical insights
into education

marketing in
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Africa. In
particular, it
focuses on the
competition for
students. The
growing number of
student
enrolments, the
public sector’s
inability to meet
the ever-increasing
demands and new

private universities
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springing up mean
that it is essential
for universities to
identify their
market and
effectively
communicate their
messages. Although
there has been
substantial
theoretical
research to help
shed light on

Page 204/207



students’ choices
and universities'
marketing
strategies, little
work has been
undertaken on
higher education in
the African context.
Filling that gap in
the research, while
at the same time
acknowledging the

regional
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differences in
Africa, this book
offers empirical
insights'into the
higher education
market across the
continent.

Social Marketing
Strategies for
Campus Prevention
of Alcohol and
Other Drug

Problems
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Second Edition,
Featuring New
Winning Strategies
for Marketers
Competitive Social
Media Marketing
Strategies
Marketing Higher
Education to
Mexican-Americans
Choosing Futures
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