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In a sea of sameness, higher ed marketers need to turn attention to why their institutions do what they do.

By the way, the question in the questionnaire maybe will make some respondents do not understand due to the
questions are ambiguous or some of the question will combine two or more issues in a single question.
Involvement and concern for the environment and the society in which the marketing task is performed are
typical characteristics of a strategic approach to marketing management. It is in this space that the most
rewarding student conversations are hadâ€”both today, and well into the future of your institution, too. These
stages are referred to as production, sales, marketing and societal marketing. Featured image attribution: Pang
Yuhao Recommended for you by Kyle Harper Kyle Harper is a writer, editor, and marketer who is passionate
about creative projects and the industries that support them. The production orientation focuses on the internal
capabilities of the organisation rather than the needs of the market, while a sales orientation is based on the
premise that people will buy more if aggressive sales techniques are used. Mode used to measure the central
tendency and show the value that are most frequently occurred within the dataset. Higher education
institutions may pursue more than one of these objectives at the same time depending on the situation they are
facing. Along with these resources, there is a two-pronged approach that higher education marketing teams
can use to tackle these internal obstacles: Adopt a change management mindset: Deloitte published a fantastic
walk-through of what change management steps look like in a higher education context, but it all boils down
to a central idea: People are more amenable to change when they feel like active partners in the process, rather
than bystanders. Social media challenges for higher education institutions As with any digital marketing
strategy, there are obstacles that need to be overcome to find success on social media channels. Your
marketing team is now ready to compete in a higher education market that is extremely crowded and flooded
with tons of communication. Zeithaml and Bitner suggest that a more complex integrated form of
communication is needed for services, hence the ISMC approach as shown in Figure 3. Higher education
institutions are making use of radio, television, newspapers, buses, taxis and open days as well as more
professional brochures and promotional material as vehicles for communication Jones,  Mowen and Churchill
and Peter agree that the basic idea of the marketing concept is to give the customers what they want. Let
faculties handle their social media channels In higher education institutions, faculties are often held
accountable to maintain the same values and mission as the university or college they belong to but operate
separately by teaching specific content. A marketorientation requires a commitment and power from top
management. Want to learn more about how Skyword and TrackMaven can help your higher education
marketing strategy? Law emphasises the importance of addressing the values that are important for
prospective students in the publications of the institution. The communication process and the promotional
mix elements advertising, public â€” 99 â€” elations, personal selling and sales promotions are used by
organisations to communicate to their prospective customers. To truly differentiate, schools need to articulate
why they do what they do and de-emphasize what they do. Communication can be viewed upon as the transfer
of a message from a sender to a receiver by means of a signal of some sort via a channel or medium. Students
and parents are looking for the best overall deal in terms of educational quality and prices Laurer,  The price of
a service plays two major roles. It is evident that offering educational services involve special challenges,
since most services education is intangible, inseparable, variable and perishable. Shoemaker states that glossy
brochures, catchy slogans and the existence of marketing programmes do not give higher education
institutions a market-orientation. The three independent variables to be tested are university's reputation,brand
exposure and Electronic-Word of Mouth as the determinants of potential students' brand awareness towards
UTAR. This has given prospective students hundreds of new options within easy reach. This is of special
importance when a comment is offensive or dangerous. Subscribe Industry insights and news straight to your
inbox. The units from the population for study are selected by the researcher based on judgment. A
marketing-orientation is an all-embracing concept referring to both behavioural and philosophical standing of
marketing, therefore incorporating the market-orientation. Organisations should therefore strive to obtain the
goodwill of the society, rather than only the support of the target market. Therefore, the personal
characteristics of the provider are an important part of the service. If so, congratulations! The consumer
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analysis component of the first step enables an organisation to identify groups of individuals with similar
needs. Financial aid is seen as a form as discount by students. Figure 2. Higher education institutions in
Shanghai started in to reform their policies to be more marketing-oriented People Daily,  There will certainly
be challenges, both internal and external, but it is possible to strike a balance between personal-facing content
that puts student outcomes at the center of your message with incremental technological changes focused on
serving underserved audience segments. And while these efforts are hugely important, without a smart digital
marketing strategy to accompany them, they might fall short of the impact and ROI desired. The completed
questionnaire will be attached in the Appendix. In short, higher education institutions need to set marketing
objectives and formulate a marketing strategy. This chapter will explore the literature available on the
changing role of marketing, the marketing concept, market- and marketing-orientation, consumer behaviour
and the integration of all the units of a higher education institution to formulate a service product strategy,
price strategy, distribution strategy, communication strategy, people strategy, physical evidence strategy and
process strategy in order to meet the needs of students. Twenty years ago, for-profit colleges emerged in
shopping centers and others in physical spaces that were less costly and easily expandable.


