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Foreword

By Marina Stock McISAAC, Ph.D.
Professor Emerita, Arizona State University, USA

Marketing strategies were not clearly developed when distance education
programs began. The early landmark program, The British Open University
in 1970, led the way by providing students the opportunities and
technological support to supplement print-based instruction in an open
learning environment. By the 1980s, the Open University model was being
successfully adapted to meet the specific needs of various distance education
programs in other countries. Since these early distance education programs
were developed to provide additional opportunities for students, marketing
the programs was easily done, usually within the umbrella of each
institution.

Anadolu University in Turkey was one of the early leaders in this movement.
With a mission to educate growing numbers of university students,
Anadolu’s Open Education Faculty took on the task of developing and
distributing large-scale educational programs via print and other media, first
to prospective students throughout the country, and later to students in 6
European countries and Northern Cyprus. These Open Education programs
have grown from 29,000 students in 1982 to over 1,500,000 in 2009. At the
same time, distance education and open education programs around the
world are developing e-learning (electronic learning), b-learning (blended-
learning), m-learning (mobile-learning) and u-learning (ubiquitous learning)
programs to meet the needs of many different clients. To add to the
competitive nature of distance education programs, commercial industries
are now targeting large sectors of the population needing re-training, higher
education, and lifelong learning.

The rapid development of ICTs (Information and Communication
Technologies) bringing broadband and cellular connectivity to much of the
world has altered the distance learning playing field, and is providing a much
larger arena of business opportunities. What was once a self-contained
market with only a few providers has now become an industry of academic
institutions competing for market share with companies designing their own
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computer-mediated distance learning programs and offering online
certificates and degrees.

Marketing has become an increasingly important skill in this environment.
With so many players competing for students, a successful program must
address the needs of each student with appropriate, high quality learning
materials delivered quickly and easily with seamless support. Marketing
strategies now become essential to an organization in this competitive
market. Very little exists in the literature to point the way forward. It is
appropriate that this book, edited at Anadolu University, begins to assemble
a body of knowledge to identify successful marketing strategies that can be
used both by university and commercial providers of open and distance
learning programs.

This book is divided into five sections, each dealing with a different aspect
of marketing for distance learning programs:

strategic framework

advertising, promotion, intellectual property and collaboration
reaching global markets

providing language teaching

3 case studies from Turkey

lessons learned and literature review

YVVVYVYY

Strategic framework

In the first chapter, Demiray and Sever set the stage for the content of the
book. They argue for the importance of addressing client (student) centered
needs in Open and Distance Learning (ODL) settings, and they present the
Integrated Marketing Communications (IMC) approach as one model that
may be useful. They review global trends, examples from the Middle East,
and they describe what has been done in Turkey.

The second chapter by Tripathi and Mukerji from Indira Ghandi National
Open University (IGNOU) makes the case for India, where sustainability
through human development and education is a high priority. The authors
suggest strategies for maintaining quality services in the competitive Open
and Distance Learning market. In Chapter 3, Demiray, Nagy and Yilmaz
discuss comparative strategies between Turkey and Australia in quality
assessment, and program development. The authors detail implications of the
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Bologna Process for universities seeking to compete in the international
market.

In Chapter 4, Shaik introduces the concept of relationship marketing as a
paradigm for balancing student recruitment and retention. The goal is to
develop and maintain successful long-term relationships with students. Shaik
reviews studies and concludes that relationship marketing is more
appropriate than mass marketing when targeting distance learners, because
of its emphasis on consistent and personal services. In Chapter 5 Unal and
Ruzgar propose treating online education as a form of e-commerce. They
argue that basic 4P marketing variables (product, price, promotion, and
place) could be applied to online education to make it more competitive in
the marketplace.

Advertising, promotion, intellectual property and collaboration
Sabuncuoglu and Gokaliler begin this section in Chapter 6 with their
discussion of the importance of the market environment in producing a
successful distance education program. They elaborate on eight stages of
successful advertising campaigns. Wang, in Chapter 7, discusses major
issues in online education and examines the relationship between online
education and adult learners. Whether these issues can be successfully
solved will affect the marketability of online education programs. Ozturk, in
Chapter 8, presents a study that examines the use of web sites for public
relations conducted for distance learning institutions.

Cuadrado and Ruiz-Molina, in Chapter 9, describe a collaborative e-learning
project between the London School of Economics in the UK and the
University of Valencia in Spain. Virtual Learning Environments (VLEs) are
explored and results of the study are described. Ownership of content has
also become a crucial issue when distance learning courses become
globalized. Intellectual property issues and the implications for marketing
courses are explored by Richardson, Lane and Hancock in Chapter 10. This
important topic has a good list of references to help in the difficult task of
identifying intellectual property rights.

Reaching global markets

Kurubacak uses a critical theory approach in Chapter 11 to examine global
marketing (GM) as a primary means for solving local distance education
marketing problems. The author argues that Media Richness Theory can play
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a vital role in developing and implementing successful GM. In Chapter 12,
Yamamoto looks at marketing implications in a global context.

In Chapter 13, Ojo examines the challenges facing distance education in
Africa and the difficulties in marketing for such a socially and politically
changing environment. The author states that rather than narrowing the
digital divide, we are currently widening it. The article maintains that the
environment in developing countries is an important variable we must
consider in determining the success of distance education in Africa.
Guessoum, in Chapter 14, extends the global perspective to online education
in the Arab world. The author describes the many degrees of online access
from the Emirates to Yemen, and makes the case that access is not the same
for all. The Arab world is an emerging market for (global) online education,
but finances are not equal and progress is slow. Important social, cultural
and economic issues need to be dealt with for the situation to improve.

Linder-Vanberschot, Borden, and Pagels, Chapter 15, explore the literature
of culture as it relates to distance learning, and propose a model for global
online learning that considers cultural diversity to create more effective
learning environments. Their model suggests marketing strategies that
include social and cultural perspectives. In Chapter 16, Rajesh from Indira
Ghandi University expands Sir John Daniels’ concept of movement from the
triangle-pentagon to an octagon. That is, to the pentagon of Access, Quality,
Cost, Governance, Relevance, Rajesh adds Equity, Market Orientation and
Consumer Satisfaction to form an octagon that represents the important
aspects of distance education. This chapter describes IGNOU and its
participation in these processes.

Providing language teaching

The two chapters, 17 and 18, that are included in language teaching address
the issue of marketing distance education for foreign language. The authors,
from Mugla and Akdeniz Universities in Turkey, present descriptive studies
of foreign language teaching. The first chapter, by Usun and Komur,
describes the influx of large organizations ready to provide English language
instruction. The authors offer detailed web resources for language instruction
reference. In the second chapter Mirici agrees that foreign language teaching
is exploding through the use of the Web and supportive technologies. This
study examines marketing of distance foreign language education by
focusing on three main target groups; learners, teachers and teacher trainers.
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Three case studies from Turkey

Chapters 19, 20 and 21 describe three case studies; healthcare, private sector
involvement and repurposing content for ODL courses. Argan and Argan
discuss virtual communities and their role in health care. A case study was
conducted to review the role of marketing in virtual health communities, and
concluded that interactive forums were most helpful to users.

The second case study, by Gokdag, is one of the most interesting in the
book. The author examines the unusual situation of private schools that are,
somewhat illegally, providing face-to-face education using the same
materials used by Anadolu University’s Open and Distance Learning
Programs. These schools provide books, materials, and test exercises face-
to-face to help students pass courses and graduate from Anadolu
University’s programs. In a country where private tutoring occurs at every
level of education to help students become successful, this case study raises
interesting questions.

The final case study by Kumtepe, Ataizi, Caliskan, Uztug and Aydin
describes marketing strategies for Anadolu University’s Open Education
Programs. With 1,500,000 students, undergraduate and graduate degrees,
and certificate programs delivered at home and abroad, Anadolu is
constantly re-examining their marketing strategies.

Lessons Learned

In the final chapter Demiray summarizes the transition from traditional
education forms to modern distance education, and analyzes the studies cited
on marketing distance education. Demiray also provides extensive annotated
references that will be very useful to the reader.

Conclusion

This collection of papers brings together educators from Turkey, USA,
Africa, UAE, Spain, UK and India. Each has contributed valuable ideas and
long lists of resources to create a body of knowledge around marketing
distance education programs and courses. Although the settings may be
different, there are common threads throughout their discourses. New
technologies have provided us with new tools for teaching and learning. In
today’s global marketplace, programs must be competitive to succeed. And
marketing these programs will require sensitivity to cultural, social and
economic needs of the students.
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Preliminary Words

We wish to thank all of those involved in the collection, without whose
support, the project could not have been satisfactory completed. The work of
this magnitude and significance is not possible without the support, efforts
and time of many persons. At he outset, as we editor we would like to thank
all of the authors for their excellent contributions. Trough your efforts, we
have been able to produce this valuable resource. It has been an exciting
experience working with colleague from across the world. We also, take this
opportunity to thank those colleagues who devoted time in developing and
submitting their proposal but later on could not join our team. We hope and
believe to join with them in other studies in due course.

37 authors wrote 22 chapters from different 17 universities in 6 countries.
Hereby, I need to declare the names and affiliations of my authors who are N.
Serdar Sever, R. Ayhan Yilmaz, Mesude Canan Ozturk, Giilsiin Kurubacak,
Metin Argan, Dursun Gokdag, Alper Tolga Kumtepe, Murat Ataizi, Hasan
Caliskan, Ferruh Uztug, Cengiz Hakan Aydin, from Anadolu University,
Nursel Selver Ruzgar from Marmara University, Ayda Sabuncuoglu, Ebru
Gokaliler from Yasar University, Gonca Telli Yamamoto from Okan
University, Salih Usun and Sevki Komiir from Mugla University, Ismail
Hakki Mirici, from Akdeniz University, Mehpare Tokay Argan from Bilecik
University, Turkey. Purnendu Tripathi, Siran Mukerji and M. Rajesh from
Indira Gandhi National Open University, India, Judy Nagy from Deakin
University, Australia, Manuel Cuadrado-Garcia, and Maria-Eugenia Ruiz-
Molina from University of Valencia, Spain, Nidhal Guessoum from
American University of Sharjah, United Arab Emirates. From the United
States; Najmuddin Shaik from University of Illinois Urbana-Champaign,
Fahri Unsal from Ithaca College, Victor C. X. Wang from California State
University, Michael D. Richardson, Kenneth E. Lane, Robert J. Hancock,
from Southeastern Louisiana University, Bamidele A. Ojo Fairleigh from
Dickinson University, Jennifer A. Linder-Vanberschot, Allison M. Borden,
from University of New Mexico and Amy L. Pagels.

Sectional structure of the book as served here that section one is mentioned
about strategic framework of marketing for open and distance learning
programs. Section two is focused on advertising, promotion, intellectual
property issues and collaborative distance education. Section three is
specialized on marketing in global. And Section four is dealt with the
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marketing of language teaching via distance and online programs. Section
five gives three specific cases from Anadolu University, Turkey and the last
section is structured on lesson learned from literature review on marketing of
distance education. The book ends with the Last Words

We express my gratitude to emerita professor Marine Mcisaac from Arizona
and professor and Ramesh C. Sharma from Indira Gandhi Open University,
India for accept to write a foreword and The Last Words for this study

This has been mammoth task, but one which we have found most rewarding.
As well as providing articles for his volume, most of the authors are
supported me to start to this project. So, we are particularly grateful to the
authors for their excellent contributions in this crucial and growing area of
research, helped to promote interest in project.

Initially, this book was thought to be published as an eBook. Then it was
decided to get it published through by Anadolu University. Thus this project
took more time to completion. For this reason, once more my thanks go to
all the authors for their understanding. We have been demanding much
information from them every now and then; they have been very gracious in
accommodating me on every step. Due to their efforts and willingness, we
were able to bring this book within the tight schedule. And also its eBook
version will be on the net as soon as possible. Moreover, we are still thinking
republish, expanded and revised version in due course.

Our special thanks also go to Anadolu University administration for their
invaluable assistance and publishing opportunity through Project particularly
to rector Prof. Dr. Fevzi SURMELI who promptly encouraged me, as ever
he did.

Hope to raffish readings. ..
April 20, 2009

Editors Ugur DEMIRAY-N. Serdar SEVER
Anadolu University, Eskisehir, TURKEY.
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SECTION-I

Strategic Framework of Marketing
For Open and Distance Learning
Programs



CHAPTER I

Marketing Strategies in
Open Distance Learning and Online
Education

Ugur DEMIRAY
Anadolu University, Eskisehir, TURKEY

Necip Serdar SEVER
Anadolu University, Eskisehir, TURKEY

ABSTRACT

Education is now 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 preference for flexible distance
learning, educational institutions are finding that when students and faculty
have significantly different cultural backgrounds and learning styles that the
expectations of the Learning experience can be unfulfilled.

Distance education has become a strategic means of providing training and
education to business, educational institutions, government and other public
and private agencies Distance education institutions have always had the
potential to teach very globally. For 100 years European distance education
institutions, especially in Britain and in France, have taught government and
business cadres sent to their overseas territories, and frequently their children
too, Thousands of government and business officers in Singapore, Nigeria,
Hong Kong, Dakar, Abidjan India, USA and elsewhere were trained at a
distance. In recent years, improvements of communications technologies
have seen this possibility extended. Today the Center National
d'Enseignement a Distance (CNED) in Poitiers, France each year from 170
counties and teaches them through the competitive examinations all over the
world. The development of email has greatly enhanced these possibilities and
student to institution communication via e-mail, institution to student body
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communication by bulletin boards, and student to student communication via
conferencing packages are now features of many systems. WWW based
courses offer distance education institutions further possibilities of
developing their global offerings, which they have maintained for the last
century. Teaching very globally is rarely seen as an inherent characteristic of
flexible learning or of open learning with which distance education is
sometimes confounded. It is a major asset in distance education's role in
lifelong learning in the 21st century.

Highly developed and competitive organization in the market of educational
services, owing to an effective and flexible system of accumulation and
utilization of scientific, business, financial and information resources.
Impact: Formation of a qualitatively new learning culture in the framework
of the involved institutions enhanced by technology and revealed in three
dimensions: a universal self-organized student, existence of a working
network of professional development and research of faculty; and the
appreciation of the phenomenon of continuous learning. Universities and
other educational institutions interested in introducing or disseminating
educational and consulting services using up-to-date Web-technologies are
welcome to collaboration.

The marketing of education is a controversial issue. Although the opinions
on the signification of the educational institution as a product and the
students as the customers still remains arguable the transformation of the
instruction process as a student-based model requires the utilization of the
marketing opportunities are used. Teaching has been increasingly developed
as a learner-centered model, shaping the process as a life-long learners
experience to match their existing knowledge and skills is crucial. At
distance education institution-DEI level being market oriented means
adapting a client-centered perspective and managing the school in a way that
matches the needs of primary and secondary clients. This student-based
model is not much different than the client-based utilization of marketing
strategy. In the marketing approach the needs and desires of the customers
are given a primary and major importance so they are treated as “kings”.
When this strategy is employed in distant education the course programs and
materials are observed to be shaped in accordance with the needs and desires
of the students and multimedia use are also observed to be very common
with these are presented within the most appropriate channels to the students.
The customer “king” transforms into the student “king”. Marketing is about
achieving organizational goals and these are determined by the values of the
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organization (its “culture”) and shape its decision-making. Marketing helps
the DEIs to make them achieve to be identified with those clients for whom
they offer an appropriate range of learning opportunities. (Demiray and et.
all, 2007, p.157)

While the conventional education system with different forms of distance
and open learning and rigid academic instructive curriculum could not bring
desired changes in specified timeframe work at rural level in the targeted
communities and groups, a multipronged sociological approach with a
sociable and flexible curriculum in new distance and open learning programs
becomes need of hour. The impact of socializing influence of these distance
and open learning programs should be properly exploited to motivate and
inspire the rural target groups. The benefits of distance and open learning
then become extensive and soon integrate with the needs of the lower strata
of the society in order for achieving a rapid social transformation in the lives
of the farmers, vocational groups, artisans and small income self help groups
comprising women, girls and physically challenged.

Relationship distance and open education and marketing have emerged as a
dominant paradigm with consequences for marketing and management of a
relationship-type marketing strategy.

A number of researchers have advocated a move towards relationship
marketing in the corporate world but application of relationship marketing
strategies towards educational services has received little attention. The
relevance of relationship marketing paradigm to student recruitment and
retention in distance and open learning programs is described. A comparison
of the roles and responsibilities of the marketing and non-marketing staff in
implementing the relationship marketing strategy is discussed.

INTRODUCTION

The 21st century is an era of sudden changes in the social, economic,
political and cultural values. As an element of the society, education is
affected by those changes as well. The high demand for personal
development, the great increase in population, the technological
developments spreading its effects to the education and the new perspective
viewing education as a key to remaining competitive in the national and
international enterprises lead to an inquiry for new, effective and efficient



methods in education. Distance and online education is a result of this
growing inquiry.

Lets’ suppose that we lost our living dynamism for a moment. What will be
happen? Will our planet stop its turning on around? Answer is definitely, not.
It will carry on turning around its axle. So, we only have to keep actively and
dynamically ourselves by adapting to the sociological developments and
changings up to dead in social life. This changing fenomen is giving a power
and energy to all of us to carry on living dynamism. In this life dynamism,
education is one of the most changeable subjects according to meet human
necessity, in family, in school and society etc. (Demiray, 1995, p. vii). Large
population coupled with a growing awareness of the benefits of education are
leading governments to explore the possibility of using an alternative
educational means to provide education on a large scale, particularly as a
conventional education methods are becoming increasingly expensive Some
of the countries of the our planet are engaged in exploring and application
appropriate way of tackling the urgent problem of education their large and
growing young population in relatively little time and limited resource

As being a mankind, education is basic and very important right one of the
human rights in the world for all of us. The human right to freedom from
discrimination in all areas and levels of education, and to equal access to
continuing education and vocational training, the human right to information
about health, nutrition, reproduction and family planning, the human right to
education is inextricably linked to other fundamental human rights-- rights
that are universal, indivisible, interconnected and interdependent including:
The human right to equality between men and women and to equal
partnership in the family and society, to work and receive wages that
contribute to an adequate standard of living, to freedom of thought,
conscience, religion and belief, to an adequate standard of living, to
participate in shaping decisions and policies affecting ones community, at the
local, national and international levels.(Retrieved on February 13, 2008,
available from http://www.pdhre.org/rights/education.html)

"Everyone has the right to education. Education shall be free, at least in the
elementary and fundamental stages. Elementary education shall be
compulsory. Technical and professional education shall be made generally
available and higher education shall be equally accessible to all on the basis
of merit.... Education shall be directed to the full development of the human
personality and to the strengthening of respect for human rights and
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fundamental freedoms. It shall promote understanding, tolerance and
friendship among ... racial or religious groups..." -Universal Declaration of
Human Rights, Article 26-. And also,"... Education is a fundamental right for
all people, women and men, of all ages, throughout the world....

Every person -child, youth and adult- shall be able to benefit from
educational opportunities designed to meet their basic learning needs.... to be
able to survive, to develop their full capacities, to live and work in dignity....
to improve the quality of their lives, to make informed decisions....". (World
Declaration on Education for All, Preamble and Article 1, retrieved on
February 13, 2008, http://www.pdhre.org/rights/education.html)

In the other explanation is that every woman, man, youth and child has the
human right to education, training and information, and to other fundamental
human rights dependent upon realization of the human right to education.
The human right of all persons to education is explicitly set out in the
Universal Declaration of Human Rights, the International Covenants, the
Convention on the Rights of the Child and other widely adhered to
international human rights treaties and Declarations -- powerful tools that
must be put to use in realizing the human right to education for all! The
human right to education entitles every woman, man, youth and child to: The
human right to free and compulsory elementary education and to readily
available forms of secondary and higher education.

Generally, sociology can be summarized to examine people's social behavior.
When education evaluated from the sociological perspective; its main idea
relating to education is that the way of behaviors are formed by interactions
among individuals via formal and non formal educational environments. As a
branch of applied sociology in particular, has examined educational facts,
since at the beginning of this century. Its guiding assumption has been that
education is another name for socialization in the broadest sense and should
yield rational educational aims and methods and a body of techniques for
society. (Birkok, 2000, p.36) Sociology of education is the application of
sociological theories, perspectives and research methods to analyze
educational processes and practices (Jary, 1991).

The process of education, on the other hand, has been understood as a
contribution to the promotion and maintenance of the social order.
Especially, Durkheim and Mannheim's works have been done with the view
of functionalism and to regard education as a means of solving problems and
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removing social antagonism.In the contemporary period is often
characterized by unpredictable changes realized in all dimensions of sphere
of human social life.

Besides individuals, also societies with its all-institutional structures are
compelled to change in order to survive within the process of globalizations
and post-modern trends. Thus globalization and post-modernism as the key
terms that underlie the dynamics of societal change and technology another
of the accelerative force of change agent have defined the process of change
as a whole. Education as also societal institution has been in this process of
change. Strategies which aim to cope with accelerative change have became
much important not only important for individuals but also institutions.
Common demands of both institutions and individuals to meet the needs of
change necessitate the search of new educational environment that solves the
problem in access, equity, excellence and funding. And distance education
with the means of new information and communicative educational
technology has emerged as a leading strategy for meeting needs of change
drived by concept of globalizations and postmodernism. Thus globalization
and post-modernism as the key terms that underlie the dynamics of societal
change and technology another of the accelerative force of change agent have
defined the process of change as a whole.

Education as also societal institution has been in this process of change.
Strategies which aim to cope with accelerative change have became much
important not only important for individuals but also institutions. Common
demands of both institutions and individuals to meet the needs of change
necessitate the search of new educational environment that solves the
problem in access, equity, excellence and funding (Boyaci, 2000). Education
is defined as, "teaching and learning specific skills, and also something less
tangible, but more profound: the imparting of knowledge, positive judgement
and well-developed wisdom.

Education has as one of its fundamental aspects the imparting of culture from
generation to generation", then first formal education can be attributed to the
nation of Israel ¢.1300 BCE, that is ¢.3300 before present, with adoption of
the Torah which means "teaching", "instruction", "scribe", or "law" in
Hebrew. Three positive Torah commandments numbered ten, eleven and
seventeen command provision of education in general society: 8retrieved on
February 13, 2008, _http://en.wikipedia.org/wiki/History of education).




The history of education according to Dieter Lenzen, president of the Freie
Universitéit Berlin 1994 "began either millions of years ago or at the end of
1770". Education as a science cannot be separated from the educational
traditions that existed before. Education was the natural response of early
civilizations to the struggle of surviving and thriving as a culture. Adults
trained the young of their society in the knowledge and skills they would
need to master and eventually pass on.

The evolution of culture, and human beings as a species depended on this
practice of transmitting knowledge. In pre-literate societies this was achieved
orally and through imitation. Story-telling continued from one generation to
the next. Oral language developed into written symbols and letters. The depth
and breadth of knowledge that could be preserved and passed soon increased
exponentially. When cultures began to extend their knowledge beyond the
basic skills of communicating, trading, gathering food, religious practices,
etc, formal education, and schooling, eventually followed. Schooling in this
sense was already in place in Egypt between 3000 and S500BC.
(http://en.wikipedia.org/wiki/Education Retrieved on February 13, 2008).

The socio-political changes coupled with and, to a large extent, also driven
by the ICT revolution, have made it possible for people to become aware of
and informed about events and developments in other parts of the world. The
proportion of countries practicing some form of democratic governance rose
from 40 percent in 1988 to 61 percent in 1998. Macro-economic policies
predicated upon privatization rather than central-planning and export—
competitiveness rather than import-substitution, are policies that have started
to rapidly unify world markets and radically transformed the world economy.
This process referred to as Economic globalization is deeply intertwined with
technological transformations. New tools of ICT make world’s financial and
scientific resources more accessible and unify markets into a single market
place, aptly called the global market, where intense competition in all
conceivable fields, including not only goods, but also services such as
education and medical care, further drives scientific technological and socio-
economic progress.

The convergent and mutually reinforcing impacts of globalization and the
ICT revolution have radically changed not only the methods and structures of
production, but also the relative importance of factors of production along
with the profile of the workforce. The transformation of industrial societies
to knowledge societies and a global knowledge economy is characterized by
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the increased importance of knowledge, both technical knowledge (know-
how), and knowledge about attributes (information and awareness) (Guruz,
2003, p. 2-3). The new economy embraces new knowledge, using new
knowledge transfer mechanisms (technologies) in flexible contexts with few
barriers preventing participation.

Notions of lifelong learning and a knowledge society coupled with the
revolution in digital technologies have enabled education and education
processes in ways previously unimagined. The harnessing of technologies for
learning has also fostered greater transparency in education processes in
accord with the “market” perspective supporting a standardized (Marginson
& Considine, 2000, p. 177), non-discriminatory approach to education which
can meet professional requirements and is offered to all qualifying students
on the same basis (Parker 2005). It is not our intention to contribute to the
debate concerning whether it is appropriate to regard students as customers,
or whether education can or should be regarded as a product. We
acknowledge that this debate is the subject of much contention. However,
higher education has evolved with the ‘new economy’ and warrants being
considered within a competitive framework. As commonalities in degree and
postgraduate programs increase allowing for qualifications to become
portable worldwide, competition between suppliers of higher education is
increasing. (Demiray and et. all, 2007, p.162)

THE NEED TO LOOK AT THE ISSUE IN CONTEXT

Education is now 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 preference for flexible distance
an open learning, educational institutions are finding that when students and
faculty have significantly different cultural backgrounds and learning styles
that the expectations of the learning experience can be unfulfilled. The
marketing of education is a controversial issue.

Although the opinions on the signification of the educational institution as a
product and the students as the customers still remains arguable the
transformation of the instruction process as a student-based model requires
the utilization of the marketing opportunities are used. Teaching has been
increasingly developed as a learner-centered model, shaping the process as a
life-long learners experience to match their existing knowledge and skills is
crucial. (Demiray and et. all, 2007, p.158)
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In general, higher education in distance and open education area in particular
are going through a number of changes as a result of advancements in online
and electronic technology and changes in the student profile. Internet has
created a new level of competition with the profit and non-profit educational
institutions which posed credible challenges to the traditional educational
institutions especially in the distance online course programs and institutions.
Educational institutions are responding to the changes by offering online
versions of a number of traditional campus-based programs too or
educational institutions are also collaborating to offer joint degree programs
or course. For example: The University of Phoenix, Penn State University,
The Illinois Virtual Campus, Jones Education Company, Hong Kong
University, Cornell Hotel School, Australian Universities New School
University and Open University in Britain are jointly offering courses
leading from Certificate to a bachelor degrees or post graduate degrees in
many field and profession. In addition New York University and the
University of Michigan are two of several universities worldwide that have
gone into the business of providing electronically-based for-credit business
and technology training and degree programs for corporations.

Profiles of the target students are changing in accordance with their
contemporary needs and demands, and these changes are getting very
important in education- both in the campus and distance learning programs.
At this moment, knowing and searching learners’ demands, profiles and
expectations are very important to both the traditional and distance learning
intuitions to enable to build their course content and programs for re-
structure their marketing strategy. More fundamentally, change being in the
education and technology field for to rethinking on which the existing
content structuring is built, allowing the world of learning to be rebuilt in
accordance with the parameters of our century. In this context, marketing
strategies in open distance learning and online education concepts are getting
very serious and important correlation meaning for these institutions.

IS EDUCATION SERVICE?

One of the main defenses is that education being a service can not adopt
marketing strategies meant for a manufactured product. Marketing
educational services is more about building trust and commitment, more
about making students loyal alumnus. Relationship marketing is essentially
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establishing, developing and maintaining successful long term relationships
with students.

Marketing strategies and distance learning are correlated because they deal
with the creation of a product that cannot be copied by anyone else, and with
creating an atmosphere of nurture for students’ right from the enquiry stage.
For the student, any educational institution is attractive if it has the right mix
of pricing, academic experience, and credibility. If a college is able to
provide services beyond these parameters, it has earned the loyalties of any
student enrolled with it.

Everything in the world today needs to be marketed well; even
education, hence marketing strategies and distance and online learning
go hand in hand. In order to create a lasting impact on the minds of the
target audience, educational institutions offering distance learning
programs need to be a cut above the rest. Education is a service and
any service needs to be marketed well to be attractive to a consumer,
who in this case is a student. (Retrieved on February 17, 2008
http://www.guide-to-distance-learning.com/marketing-strategies-and-
distance-learning.html).Highly developed and competitive organizations
in the market of educational services, owing to an effective and
flexible system of accumulation and utilization of scientific, business,
financial and information resources.

Education is a service and students are the prime focus of the institution.
Marketing literature has identified intangibility, perishability, inseparability,
and heterogeneity as the four characteristics of services. Education services
constitute core and supporting services. Teaching and learning that occur in
the class are examples of core service because it is critical to a successful
learning experience. A number of supporting services include real-time
information about courses, student advising, online registrations, orientation,
student accounts, help-desk, complaint handling, and feedback in a friendly,
trustworthy and timely manner. Students regularly come into contact with the
staff associated with these services during their stay at the institution. These
services create added value to the student and determine the quality of
students' learning experience. (Shaik, N., 2005).

In additional education is a service, and students are the prime focus of the
institution. Education services constitute core and supporting services.
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Teaching and learning that occur in the class are examples of core services
because they are critical to a successful learning experience. A number of
supporting services include real-time information about courses, student
advising, online registration, orientation, student accounts, help-desk,
complaint handling, and feedback in a friendly, trustworthy and timely
manner. Students regularly come into contact with staff associated with these
services during their stay at the institution. These services create added value
for student and determine the quality of their learning experience. According
Shaik, to the recent Sloan survey of online education, Online Nation: Five
Years of Growth in Online Learning, there has been a substantial growth in
online learning and that the demand is expected to continue. In the past,
educational institutions have addressed the issue of student support services
by establishing and maintaining facilities and personnel integrated into the
campus environment. The focus has been mostly campus-based students.
With the growing enrollment of distance learning student community on the
campuses there has been a gradual evolution of student services to meet the
needs of online distance learners. Many academic institutions started with
extending the campus-based student services to online distance learners by
implementing Student Relationship Management (SRM) to provide services
to improve student relationships (Shaik, 2008).

As the world develops and communications become more efficient all over
the world and people travel to other countries for work or just for the
experience, more action in the world is taking place online. There are more
online universities that can give you the education you want. There are many
types of online universities available to suit every need. Some may simply
want to convenience of studying online while they live in a different country
and experience life on the other side of the globe. Adults may be looking to
further their education and want to study with online universities while they
hold a day job or care of other responsibilities. Studying online allows them
the flexibility of arranging their courses around their day-to-day schedules.
The online courses provided by online universities provide may be offered in
addition to the courses they attend in class, or may consist of entire degrees
or certificates that can be attained online.

Some online universities consist of normal classes mixed with an online
program. The largest of universities that can be studied online is The
University of Maryland University College. They provide the most choices
and services to its students. UMUC provides about 70 different degrees and
certificates online. They have a comprehensive variety of student services
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and counseling that can be accessed completely online. Online universities
provide many new innovations and open a completely new door to many
who wouldn’t have had the chance to get degrees in the past. It doesn’t
matter where you live or what job you hold presently universities with
programs online allow you to study part-time at your convenience. It
provides you with the flexibility of working in your own home and working
around your schedule. It has proved to be beneficial for many.
http://www.articlesfair.com/articles/8625/1/The-New-Door-of-Online-
Universities/Pagel.html Retrieved on February 28, 2008)

Even though enrollments in online and distance learning programs have been
growing at a relatively faster rate than campus programs, and they are
expected to continue growing, few academic institutions offer services to
non-traditional students that are on par with campus-based student services.
Institutions market themselves as student focused, but in reality most SRMs
are designed to focus on products rather than on students. Institutions need to
better engage students with collaborative learning experiences, empowering
students and making them feel they are an integral component of the value-
creation process. The merging of Web 2.0 technologies with SOA (service-
oriented architecture) provides opportunities to develop faster, cheaper and
more flexible student centered services to meet the needs of all students. One
of the strategies available to the institution is to leverage the social dimension
of Web 2.0, harnessing the collective power of students to custom design
services using technologies such as blogs to syndicate their posts, wikis as
collaboration tools, and mashups to assemble Web components and data.
(Shaik, N, 2008)

CHANGING WAVES IN HIGHER AND DISTANCE EDUCATION

Kuanr indicates that India has a massive system of higher education. At the
time of independence, there were only twenty universities and 500 colleges
in the country. But at present the Indian Higher Education system could be
said as the second largest in the world with 8 million students, more than 3
lac teachers, 300 universities and more than 12,000 colleges affiliated to
them and many Deemed Universities and Institutions of national importance.
Inspite of having a massive system of higher education, only 7 percent youth
of the relevant age group of 17 to 24 years is receiving higher education as
compared to France (50%), U.S.A (81%) and Canada (99,8%). At the same
time the system has been failed to cater to the heterogeneity of the society.
(Kuanr, 2007, p.1). Distance study continues to be the strongest growing
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branch of education at all levels. More and more institutions have jumped
into offering distance education programs and there is now a push to do more
statistical analysis of the effectiveness of distance education. Shaik indicates
that higher education in general and distance education in undergoing a
number of changes as a result of advancements in computer technology,
growing competition from dot.com companies, and changes in the student
profile. Students are demanding quality services and are less willing to make
compromises in the quality of educational services.

To survive in this competitive environment, educational institutions need to
consider implementing relationship marketing strategies to promote student
retention, encourage recruitment and enrollment of new students, and build
long-term relationships with students. Corporations are moving away from
mass marketing to relationship building strategies and education institutions
can benefit from this experience. (Shaik, N, 2005).

COLLABORATION FOR INTERNATIONAL DISTANCE And
ONLINE EDUCATION AND CONTINENTAL CAMPUSES

As education increasing becomes borderless, universities compete for
students in the same market, the global market. How universities have
individually embraced this phenomenon have implications for their ability to
attract certain segments of the education market. Those that continue to rely
on ‘traditional learning’ in relation to the pre technology savvy students in
the ‘old economy’ have a fixed view of the place for education in society.
Such views are culturally defined and perceptions of knowledge have tended
to be ordered and open to control. Traditional learning has been about
imparting traditional knowledge using accepted methods with the expectation
that learners would comply with and accept imparted facts.

Traditional universities had captive markets based on a mixture of
geographical proximity, barriers to market entry based on language,
accreditation, culturally defined learning styles, and cost. This style of old
economy, based on old perceptions of knowledge and old learning, is a thing
of the past. The socio-political changes coupled with and, to a large extent,
also driven by the ICT revolution, have made it possible for people to
become aware of and informed about events and developments in other parts
of the world. The proportion of countries practicing some form of democratic
governance rose from 40 percent in 1988 to 6lpercent in 1998. Macro-
economic policies predicated upon privatization rather than central-planning
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and export—competitiveness rather than import-substitution, are policies that
have started to rapidly unify world markets and radically transformed the
world economy. This process referred to as Economic globalization is deeply
intertwined with technological transformations. New tools of ICT make
world’s financial and scientific resources more accessible and unify markets
into a single market place, aptly called the global market, where intense
competition in all conceivable fields, including not only goods, but also
services such as education and medical care, further drives scientific
technological and socio-economic progress. (Demiray and et.all, 2007, p.
161)

As Distance Education has continued to grow, there have been concurrent
changes in the enabling technologies and in our understandings of the nature
of it. Russell (2007, p. 10-11) is summarizing the main characteristics of
distance education and emphasize that the quasi-permanent separation of
teacher and learning, the influence of an educational organization, the use of
technical media, the provision of two-way communication, and the quasi-
permanent absence of the learning group. He mention and ask that by
quotating from (Pavlova 2005) What is not explicit in many discussions
related to distance education is the recognition of the extent to which the
nature and purpose of distance education is shaped by economic, technical
and cultural factors?. In particular, the links between market forces and
education are continuing to strengthen. Kenway concerned with the social
and cultural implications of converging technologies. It offers answers to
questions about the implications for our quality of life, social justice and for
politics in the context of post-modernity. Drawing together arguments from
key commentators and critics from within and beyond cyberspace it
identifies possibilities and potential dangers. And also declares that (p. 220);
markets and information technology and the relationship between them are
the primary forces driving economic, social and cultural change today.

Torres (2002) suggests in his article; Globalization, Education, and
Citizenship: Solidarity Versus Markets? That globalization places limits on
state autonomy and national sovereignty, affecting education in various
ways. Those limits are expressed in tensions between global and local
dynamics in virtually every policy domain. Globalization not only blurs
national boundaries but also shifts solidarities within and outside the national
state. Globalization cannot be defined exclusively by the Post-Fordist
organization of production; therefore, issues of human rights will play a
major role affecting civic minimums at the state level, the performance of
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capital and labor in various domains, and particularly the dynamics of
citizenship and democracy in the modern state. The needs of organizations
such as universities and other corporate groups includes the assumption that
distance education can be matched to economic imperatives and that social
and humanistic considerations can be considered as secondary.

The Learning Collaborative in distance and online education helps to the
universities and colleges develop their strategy for online education, grow
their online enrollments, and make their online operations more efficient and
effective. Current members include both large and small, for-profit and not-
for-profit institutions, and market leaders and new entrants with operations in
the online space. Many distance and online education institutions are facing
similar challenges, yet have limited budgets to research market trends,
uncover best practices, or meet with peers to discuss successful approaches
to common problems.

Collaborative programs, created for institutions of higher education, provide
market and best practices research and analysis focusing on the institutional
strategy, operations, and general management issues facing the higher
education community. Collaborative in distance and online education deliver
the best practices research and analysis through programs that serve specific
functions or departments at both non-profit and for-profit colleges and
universities. Each program charges a fixed annual fee and provides members
with in-depth research reports, member meetings, and other supporting
research services (Retrieved March 3, 2008
http://www.eduventures.com/services/research_IcOHE.cfm?pubnav=services).

Distance and online education provides insight and direction to identify best
management practices, benchmark performance, and improve core processes
through research, analysis, and networking opportunities. Distance and
online education collaboration provides Collaborative Research, Custom
Research, and opportunities for interactions with our analysts and with
decision-makers at peer institutions. Retention rates are the key to cementing
the value proposition of online higher education. This benchmarking project
compares anonymous member data and examines promising practices in
retaining online students.

The findings allow members to improve their retention strategies and
enhance their retention tactics. Distance and online education collaboration is
a mix of national, local and international, markets. This groundbreaking
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study combines online enrollment patterns by state, state regulation of out-of-
state distance learning, and a consumer survey to provide OHE-LC members
with enhanced clarity on how the national market is evolving.

Competing in Online Higher Education 2008 survey is conducted by OHE-
LC members with an in-depth and updated review of positioning and
differentiation trends in the U.S. online higher education market
(http://eduventures.com/Ic/online-higher-education retrieved March 3, 2008).

Some examples of other topics covered by Collaborative Research include:

>
>
>

>
>
>

Online Higher Education Market Update 2006
Expanding Demand for Online Higher Education
Competing in Online Higher Education: Positioning and
Differentiation Strategies

Online Education Lead Generation: Profiling the
Directory Phenomenon

Online Distance Education Market Update 2005: Growth
in the Age of Competition

Assessing Consumer Attitudes Toward Online Education
Consumer Demand for IT Education

In addition example issues of topics covered by Custom Research include:

>

Online Master's Degree in Corporate and Organizational
Communications: Market Demand and Viability
Analysis

What Factors Drive Successful Online Students to Drop
Out Before Program Completion?

Online Master’s of Fine Arts in Creative Non-Fiction:
Where Is the Demand?

Trends in Demand for Master's of Health and Nursing
Informatics Degree Programs

Who Are Online Graduates? Comparing Graduates and
Leads at One Member Institution

The Online M.B.A. in China: Is It a Viable Market?
Spanish-Speaking Online Learners: An Untapped
Market?

Online MBAs Enrollment Analysis and Competitive
Scan of 11 Providers (http://eduventures.com/lc/online-
higher-education Retrieved March 3, 2008).
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Market Analyst Kate Worlock 2008, indicates in her study which is titled as
Information Industry “Market Size and Share Rankings: Preliminary 2007
Results” that:
Information industry revenues grew 5.3% to $381 billion in 2007,
slowing from a 6% growth rate in 2006. This report analyzes
preliminary estimates of 2007 revenue and 2006-to-2007 growth of
the information industry and its segments, and includes:

» Revenue and growth rates for the total information industry
and its top 20 companies;
» Revenue and growth rates of the top 10 leaders in 10
industry segments;
» Commentary on the trends driving growth in each segment;
» Insights about segments ranging from Search - which
continued to prosper as Google remained the No. 1 company
in the information industry - to the News segment, which
experienced negative growth in 2007;
»  Outsell’s top 10 predictions for 2008.
>
Outsell maintains and continuously updates a database of over 6,000
publishers and information providers worldwide and uses a supply-
side methodology to size the information industry (Retrieved March
3, 2008 http://www.outsellinc.com/store/products/546).

There is a large body of research in the international student education area.
Of this body a significant proportion is based in higher education journals,
such as Higher Education, Higher Education Research and Development,
Research in Higher Education, Journal of Marketing for Higher Education
and the Chronicle of Higher Education.

A MARKETING MYTH AS A METAPHOR

There is continuing debate as to whether concepts derived from the business
world can readily be transferred to public service organizations such as
universities, hospitals, and libraries. It is argued that conventional
organizations are funded differently, have different objectives, and operate in
a different environment. But while in the past libraries might have been slow
to respond to outside influence, they are now as active as their business
counterparts in adopting a strategic marketing and commercial outlook.
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Examples of this activity are the growing interest in marketing techniques,
the revamping of services, and the production of corporate videos. At the
same time, librarians are also more concerned about having a good reputation
and a positive public image. Satisfying the customer is the primary concern
in the marketing process. Users will only come back for more service if they
are satisfied; if they are not, they will find a different resource. Thus, the
ethos of the organization should value satisfying the customer, and everyone
should have a role to play in rendering maximum satisfaction. A library has
to have sufficient understanding of existing and potential users to create
superior value for them. This value comes through increasing the benefits to
the users. One way to do this is at a customer orientation, which requires that
the library understand value to the customer as it is today and as it will
evolve over time.

This makes marketing more than just finding customers for the available
information sources, services, and technologies. It makes marketing a
partnership with the user, who becomes a central part of the total service
efforts. (Retrieved on February 19, 2008, also available from
http://www.sla.org/content/Shop/Information/infoonline/2002/nov02/whatsm
arket.cfin.).

THE ROLE OF MARKETING IN 215" CENTURY SOCIETY

In his landmark paper “Marketing Myopia” Theodore Levitt discussed what
we call the shortfalls of traditional marketing today (Lewitt, 1960). Lewitt’s
contemplating on classical approach to producers (regardless of goods or
services) should concentrate on product and production process, and then
everything else would fall into their places type of attitude was questionable
then, and it’s absolutely unacceptable now. In fact, it is so much so that
Harvard Business Review republished the landmark study again in 2004.
Lewitt was arguing that how could this unbelievable lag behind consumers
wants (please pay attention not to needs though) have been perpetuated for so
long, and why did not research reveal consumer preferences before
consumers’ buying decisions themselves revealed the facts.

This alone explains why firms concentrate on technical research and
development continues to be oriented toward the product rather than the
people who consume it. In 20™ marketing which was tantalized with post-war
era of mass production and consumption of goods and services has gradually
giving a way to more ‘custom tailored’ goods (Schultz, 1993). This simple
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strategy brings us to an age old discussion on ‘marketing mix’.The concept
of the ‘marketing mix’ introduced us a new road map towards planning
marketing efforts of any brand or product and service. Thus, in here we
should briefly touch upon famous 4 P’s of Marketing:

Product: Product or service in some cases is the first step of a successful
marketing plan.

» Price: Price is the second most important factor in consumer
decision. Quality of product or service and price should be
matching on a figure that consumer willing to pay for it.

» Place or distribution: It is the market where buyers and sellers
meet. In old days, this was bazaars or community markets, now it
means shopping centers and even internet shopping portals. The
key is though place should be known to consumers and must be
easily accessible by consumers as well.

» Promotions: This is the last element in the mix. One should
conclude that after all three stages are organized and are
intact, now producer and its marketer can safely proceed to
promoting their product or services.

Note that, the 4 P’s of Marketing or widely known as ‘marketing mix’ is
more than a road map, rather it is a paradigm that has been around for quite
sometime. A paradigm that shaped the producers’ and marketers’
conceptions of the marketing discipline. It dictated an axiom of which states
that any marketing effort, program or plan should start with making of the
product first. What this legend model dictates to us is we as producers and
marketers have sole rights on designing and packaging the final product.
Thus we, producers and marketers, also have exclusive rights on which
promotional tools and the contents of promotional materials. (Yilmaz, 2005)

In fact all promotional tool e.g., advertising, personal selling, public relations
and others operates from ‘source to message’ linear communication model. A
model of all marketing communication models, ‘Hierarchy of Effects Model’
(HEM) has been a life saver for advertising practitioners for decades
(Lavidge and Steiner, 1961). The model hypothesizes that all persuasion
methods of which includes promotional tools named above, operates from
‘attitude formation’ basis. Consumers or prospects form an attitude towards a
product, brand or service; and only after all stages of this attitude formation
have been completed once can conclude that this would result on purchasing
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behavior. Note that, the main promise of the model is that consumers and
prospects would have a reaction towards disseminated messages (stimuli).
Because the final stage or aim of HEM is to create a purchasing behavior;
then commercial messages and advertisements in particular should start with
creating awareness. In advertising lingua, this means that teaser type of ads
that aims to stimulate consumers’ attention. The awareness stage is
equivalent of cognitive element of attitude change paradigm. Once this stage
is done, and then comes the comprehension stage. Comprehension stage too
corresponds with cognitive stage. Such ads e.g., defining a product or service
by frequently stating product name, and frequent use of jingles will
eventually progress to liking stage. Liking stage lies between cognitive and
affective stages of attitude changes. It is assumed that once liking stage is
completed, then consumers may move towards preference stage. Preference
also lies in affective stage of attitude change.

Last two stages are purchase intention and actual purchase of promoted
product or service of which correspond to the behavioral stage of attitude
change (Lavidge and Steiner, 1961).

Later, infamous models like AIDA are based on HEM, with an
overwhelming assumption of consumers process information in a way
we want them to process, therefore models leave only way out to
consumers: purchasing advertised product. Does this really work for
today’s consumers?

More importantly, do these models applicable to specialty product or
services such as educational products? Especially for consumers who
are actively seeking higher educational programs are much more
informed about alternatives, and can be hypothesized that they are
capable enough to analyze their need. Naturally, they are neither going
to be influenced with mainstream commercial messages that
disseminate through mass media nor methods like personal selling or
sales promotion would affect their decision.

However, PR has slight advantage over all other promotion mix tools.
That is PR, if properly done and dosage can be influential over
institutional reputation. Thus, role of PR out of its traditional context
of media relations and if structured in a way to realize corporate
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communication function of educational organizations would be of our
concern. In analyzing IMC’s role for promoting distance and online
educational programs, a new role of IMC in corporate communications
will be the pathway for this book.

MARKETING STRATEGY IS INTEGRATED
MARKETING COMMUNICATIONS

A Brief Introduction of IMC

Integrated marketing communications has been around for quite some time.
Nevertheless, debates and discussions on the concept are ongoing in
practitioners as well as academic circles. This study will investigate how
executives within Australian advertising and PR agencies perceive integrated
marketing communications. The Australian market and marketers shows
similar characteristics with US and the UK marketing communications
sectors. Thus, expectations are that executives in the Australian Marketing
communication sector should have digested and be practicing the integrated
marketing communications no less than in those other markets. In order to
assess how Advertising and PR practitioners perceive integrated marketing
communications, a survey instrument was developed and 150 questionnaires
were distributed via direct mail. Out of these 150 questionnaires, 100 were
sent to advertising agencies, and 50 were sent to PR agencies.

The research findings indicate that advertising agency executives tend to
view the concept as similar to process used to ‘unify promotional messages’.
On the other hand, PR agencies perceive integrated marketing
communications as ‘a strategic business processes.

The findings thus point to a major variance between the two groups. That is
while advertising agencies view IMC as a tactical tool, for PR agencies IMC
is a strategic pathway. This finding does have a comparative value. In a study
which was done six years ago, ‘one voice’ emerged as a peculiar finding.
Findings of this research over half a decade later indicate that perceptions of
IMC have not been changed much amongst advertising and PR circles.
Obviously, reasons behind these findings should be analyzed and can be a
subject of another study. There may be several reason of this relatively static
position. One possible reason would be of that IMC is in fact different based
upon where it is viewed. However, a break through can be accomplished if
Australian advertising and PR agencies would invest more in human
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resources, training and above of all if they choose to have greater interaction
with their counterparts in the UK and US.

IMC Literature

Integrated marketing communications as concept and as a field of praxis is
has been around little more than a decade. However, neither scholars nor
practitioners have reached an agreement on definition, measurement or on
the implementation of the concept. According to Kitchen and Schultz (1999),
there is a little progress towards understanding IMC beyond ‘one voice, one
look’ perception. Another debate however has been on who should lead the
integration process (Kliatchko 2005). Perhaps if there is one cohort that has
been widely affected by these discussions are advertising and public relations
agencies. It is a fact that, on tactical level clients expect integrity of a kind in
their marketing communications efforts primarily from their agencies.
Question remains, to what extend advertising and public relations agencies
perceive, understand and (willing to) implement IMC on their clients’ behalf.

Since early 1990’s, scholars have been doing extensive research on IMC and
its perception by advertising and public relations agencies throughout the
world. Kitchen and Schultz (1999) stated that such research is valuable in
order for establishing a basis for more ‘robust’ development of IMC.
Besides, a longitudinal research effort over certain period of time would help
scholars to overcome to criticism (Cornellisen and Lock 2000) that IMC is a
‘management fad’, and helps theory development (Swain 2004).

Today it is clear that IMC is not fuzz. On the contrary, it is evolving to a
paradigm. Nevertheless, one can conclude that its development stage varies
by country or marketing culture where IMC cultivates (Kitchen et al. 2004).
Kim et al. (2004) investigated perception of IMC as a concept in South
Korea. Researchers further indicated that they also aimed to determine
degree of diffusion of the IMC in a non-English speaking country. The
research had three objectives:

» To explore the perception and implementation of the IMC
concept amongst South Korean advertising agencies.

» To compare and contrast the perception and implementation of
IMC between the advertising agencies.

» To compare and contrast the results of the South Korean study
with the previous research results that had been obtained in
English-speaking countries.
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The researchers indicated that IMC had been arrived to South Korea and
accepted as a ‘new form of marketing communications strategy’ (Kim et al.
2004). Further evidence suggested that both advertising agencies and clients
were already implementing IMC. Lastly, research results revealed that there
were some changes in IMC landscape just as has been happening in English-
speaking countries.

Kallmeyer and Abratt (2001) conducted a similar research on perception of
IMC amongst South African advertising agencies. Researchers found
similarities between their study and American (Schultz and Kitchen 1997),
and New Zealand (Eagle et al. 1999) studies. Scholars indicated that the
differences were minor rather than substance between those three studies
(Kallmeyer and Abratt 2000). Kitchen et al. (2004) in their study on
perception of IMC derived from UK advertising and public relations
executives revealed that agency practitioners know IMC. Further findings in
the research indicated that consumers’ needs became a driving force in IMC
implementation. The researches also pointed out that major weakness of IMC
was its measurement. This finding has been widely debated in IMC literature
by various scholars.

Kitchen and Sever (2008) investigated the perception of IMC among
Australian advertising and public relation circles. The research findings
indicate that advertising agency executives tend to view the concept as
similar to process used to ‘unify promotional messages’. On the other hand,
PR agencies perceive integrated marketing communications as ‘a strategic
business processes. The findings thus point to a major variance between the
two groups. That is while advertising agencies view IMC as a tactical tool,
for PR agencies IMC is a strategic pathway. This finding does have a
comparative value. In a study which was done six years ago, ‘one voice’
emerged as a peculiar finding. Findings of this research over half a decade
later indicate that perceptions of IMC have not been changed much amongst
advertising and PR circles. Obviously, reasons behind this finding should be
analysed and can be a subject of another study. There may be several reason
of this relatively static position. One possible reason would be of that IMC is
in fact different based upon where it is viewed. However, a break through can
be accomplished if Australian advertising and PR agencies would invest
more in human resources, training and above of all if they choose to have
greater interaction with their counterparts in the UK and US.
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Goal and Importance of IMC in Education Market

The education systems have been globally improving during the mid 90s,
when the internet services were introduced and adopted information,
communication and educational technologies for develop teaching and
learning processes with an aim of providing world-class or an excellent ‘on-
click’ education on demand to the learners. With the growth in the internet
technologies, online delivery of programmes became more popular
worldwide. Format of online delivery of programmes through the Internet is
quite effective for learners placed geographically at distant places.

As with any other new phenomenon, this online communication for
education brought new set of emotional, physical and psychological issues.

The teaching and learning through this new medium exposed the learning
community to such experiences where the teacher and students normally do
not see face to face each other. The electronic communication occurs through
synchronous and asynchronous means like e-mail, discussion forums, list-
serves, electronic chat, bulletin board systems, WebCT, web-based, internet-
based etc. Thus the virtual classroom faces issues like humanizing, roles,
norms, ethics, privacy and socio-psychological. Virtual Learning System has
emerged an alternate the number of aspirants of education, specifically
higher education, overloads delivery system of education as the conventional
system. The numbers in virtual learning has also increased many folds over a
short span of two decades. The emergence and developments in virtual
learning methodologies has brought certain theoretical and pragmatic
approaches to the field. (Demiray, 2007, p. 278)

Marketing strategies and distance learning are symbiotic. Since education is
essentially a service and deals with human beings. Hence student enrollment
and retention are very critical aspects for a college to consider.

Everything in the our cosmos today takes to be marketed well; even
education, hence marketing strategies and distance learning move manus in
manus. In order to create a lasting impact on the psyches of the mark
audience, educational establishments offer distance learning programmes
require being a cut above the residual. Education is a service and any service
takes to be marketed well to be attractive to the consumer, who in this cause
is an educatee Marketing strategies and distance learning are symbiotic, since
education is essentially a service and business deals with human existences.
Hence educatee enrollment and holding are very critical facets for a college
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to see. The net is rife with dotcoms looking to do quick profit, which are
posing a serious menace to the more serious academic establishments
looking at providing quality educational experience to its pupils. Many
universities have not only set outed offer online versions of their on-campus
programmes, but are also working on creating a virtual campus for its online
pupils. Today the educatee is out shopping for classes and establishments; he
or she is tech understanding and enrolling in a particular course of study is
just a clink away for him or her. A good treat of colleges today are adopting
different marketing strategies and distance learning has gone an especially
volatile marketplace. Many colleges are using web founded advertisements
and promotional materials aggressively for marketing their classes; the net
being a relatively cheaper advertisement medium, has taken over the other
traditional mediums like black and white and TV. Pop-up advertisements
email and streamers are, however, mainly mass marketing tools and are
largely ineffective. What education takes right now is human relationship
marketing? Human-human relationship marketing is essentially establishing,
developing and maintaining successful long term human relationships with
pupils. Education being a service cannot espouse marketing strategies
intended for a manufactured ware.

Marketing educational services is more about edifice trust and
committedness, more about making pupils loyal graduate. Marketing
strategies and distance learning are correlated because they treat with the
creative activity of a ware that cannot be copied by anyone else, and with
creating an ambiance of foster for pupils’ right from the inquiry phase. For
the educatee, any educational establishment is attractive if it has the right
premix of pricing, academic experience, and credibility. If a college is able to
furnish services beyond these three parameters, it has cleared the truenesses
of any educatee enrolled with it. (http://www.journal-a-
day.com/Culture_And_Society/307845-survival-of-the-fittest-marketing-
strategies-and-distance-learning.html. Retrieved on February 16, 2008).

Integrated Marketing Communications (IMC), according to The American
Marketing Association, is “a planning process designed to assure that all
brand contacts received by a customer or prospect for a product, service, or
organization are relevant to that person and consistent over time.” Marketing
Power Dictionary Integrated marketing communication can be defined as a
holistic approach to promote buying and selling in the digital economy. This
concept includes many online and offline marketing channels. Online
marketing channels include any e-marketing campaigns or programs, pay-
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per-click, affiliate, email, banner to latest web related channels for webinar,
blog, RSS, podcast, and Internet TV. Offline marketing channels are
traditional print (newspaper, magazine), mail order, public relations, industry
analyst relations billboard, radio, and television. A management concept that
is designed to make all aspects of marketing communication such as
advertising, sales promotion, public relations, and direct marketing work
together as a unified force, rather than permitting each to work in isolation.
In practice, the goal of IMC is to create and sustain a single look or message
in all elements of a marketing campaign.

A successful integrated marketing communication plan will customize what
is needed for the client based on time, budget and resources to reach target or
goals. Small business can start an integrated marketing communication plan
on a small budget using a website, email and SEO. Large Corporation can
start an integrated marketing communication plan on a large budget using
print, mail order, radio, TV plus many other online ad campaigns. Reasons
for the growing Importance of IMC there have been many shifts in the
advertising and media industry that have caused IMC to develop into a
primary strategy for most advertisers. (Retrieved on February 19, 2008,
http://en.wikipedia.org/wiki/Integrated Marketing Communications#Goal o
f Integrated Marketing Communications). These are:

» From media advertising to multiple forms of communication
(including promotions, product placements, mailers...)

» From mass media to more specialized media, which are
centered around/on specific target audiences?

» From a manufacturer-dominated market to a retailer-
dominated market. The market control has transferred into
the consumer's hands.

» From general-focus advertising and marketing to data-based
marketing.

» From low agency accountability to greater agency
accountability. Agencies now play a larger role in
advertising than ever before.

» From traditional compensation to performance-based
compensation. This encourages people to do better because
they are rewarded for the increase in sales or benefits they
cause to the company.

» From limited Internet access to widespread Internet
availability.
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The primary goal of IMC is to affect the perception of value and behavior
through directed communication. The development and diffusion of IMC is
closely associated with fast technological advancement and of a rapidly
globalizing and deregulations of markets and individualization of
consumption patterns. This has emphasized the need to adjust objectives and
strategies to changing marketing and communication realities. From this
point of view, communication has to move from tactics to strategy. In the
rapidly changing and highly competitive world of the twenty-first century
only strategically oriented IMC can help business to move forward. It is a
matter of common interest for academics, professional schools and
practitioners on strategic and tactical levels to close the gap in order to move
IMC from tactics to strategy. This can be achieved by international research
and reconsidering educational programs regarding management, marketing
and marketing communications. (Holm, O., 2006)

Like all other organizations, universities face a classic dilemma when
developing marketing strategy. On the one hand, operational cost efficiencies
arise from providing a single, undifferentiated offering to all served. With the
other, when the market served is heterogeneous (and it usually is) and higher
costs accrue from a variety of offerings targeted to the unique needs of the
various targeted segments, comes greater student satisfaction and enhanced
market success. Consequently, a university must select a marketing strategy
that maintains an appropriate balance between its ability to effectively meet
the needs of specifically targeted students and its ability to operate
efficiently. Again according to Lewison, D. M. & Jon M. H. (2007, p. 18-19)
the diversity of undergraduate and graduate student markets has increased
significantly over the last decade. This variation in student demographics,
psychographics and behavioral characteristics has contributed to the “age of
individualism” in which the “customers as individuals” theme has become a
dominant force in defining the higher education marketplace.

Supported by new technologies, extensive globalization, more socialization,
and a keen sense of entitlement, the notion of students as individuals has
become a market trend that can only be harvested by carefully crafted
marketing strategies and activities based on clearly delineated and profiled
segments of the market. The evolution of market segmentation structures is
clearly shown by the growth of the idea that consumers need to be viewed as
separate, discrete and distinct entities, evidenced by the sequential
segmentation of mass markets into market segments, market niches, micro
markets, and individual markets. Clarity of market definition and strategy is
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becoming more and more important in the emerging knowledge-based
economy that defines the higher education industry. The intangible and
perishable nature of the typical university offering adds to the need to have
an identifiable target market and an actionable strategy to reach it. The
suggested strategy-making processes incorporate many well-tested concepts
and practices.

They focusing on mass marketing and the educational consumer market and
target marketing and the educational consumer market for the selecting a
marketing strategy and summarized that the future of marketing for
educational institutions lies in the more analytical and creative realms of
direct interactive multichannel marketing. And, emphasizing well-defined
markets and carefully profiled customers encourage the use of database
marketing strategies and tactics that speak directly to and interact with
individual students. Highly customized and personalized marketing offers
can best be tailored to the particular needs and preferences of selected
student prospects by using multiple marketing channels of distribution that
support direct contact with students. The new era of direct multi-channel
marketing requires creating multiple touch points with each student prospect.
Gaining access to and securing response from existing and prospective
students via electronic (Internet and email), print (direct mail, magazines,
newspapers), broadcast (television and radio), teleservices (inbound and
outbound telemarketing), and personal (direct sales and retail outlets)
channels are rapidly becoming the norm for successful student marketing
within the market context of higher education. Attracting and retaining
students requires developing and offering a unique value proposition; the
only way one can know what constitutes a different value equation is to
know and understand the market as individuals and meaningful groups of
individuals. Well-defined marketing segmentation structures are a precursor
to well-executed direct marketing programs

These procedures allow institutional marketers within the higher education
setting to consider alternative ways of identifying target markets and
selecting market coverage strategies. With clear understanding of their
market structures, academic institutions can develop compelling themes that
knit together otherwise independent activities, and focus the energies of their
marketers on the university’s desired position in the marketplace. Careful
market delineation allows universities to excel in definite areas that set them
apart from other institutions of higher learning, and therefore provide
selected student populations a unique learning value.
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In addition, the above market delineation process support two key marketing
abilities: market sensing and customer linking. Market sensing capabilities
help institutions to detect change amongst various student populations and
provide better opportunities to anticipate possible changes. Customer linking
is enhanced by careful market structure delineation, in that it enhances the
ability of the university to establish close and collaborative relationships with
both current students (higher retention), as well as prospective students
(better recruitment). Strong student linkages allow the university to recognize
and respond to changes in student needs and preferences.

The market segmentation process is a highly adaptable framework. In
addition to student recruitment, it can be used to segment and classify:
donors relative to fund rising; employers relatively to student placement;
participants relative to trainings; and alumni relative to involvement.
Building and maintaining relationships is greatly enhanced if the university
has a strong program of market delineation, assessment and selection. The
widely-regarded practice of relationship marketing has its roots in the
customer sensing and linking activities of the market segmentation process of
identifying target markets and selecting market strategies. In recent years
marketing concept has been gaining importance in all sectors of service
throughout the world. The responsible factors for this are self-support
policies, increasing competitiveness in the marketplace, rising customer
expectations, widening access to information etc. In order to survive in such
an environment distance education institutions need to evaluate their
activities with the external environment, get in touch with the users' need,
and integrate this analysis into every day working of the distance education
organization - in short to adopt the marketing concept. Educational
institutions face marketing problems. Many face changing student needs and
societal expectations, increasing competitions for scarce client and funding
resources, and unlimited financial pressures. One result is that educators are
often forced to take a hard look at marketing to see what this discipline might
offer to keep their institutions viable and relevant. At the same time, many
educators are approaching marketing with caution. Although educational
administrators have readily adopted such business functions as finance,
accounting, planning, and public relations, they have been more skeptical
about marketing.

Marketing has the image of being primarily a function for profit making
enterprises. Educational administrators worry that marketing is manipulative
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and expensive, and that their boards will fell uncomfortable. Gupta is argued
in his paper that anyone involved in marketing, particularly in marketing of
distance education must understand that it is an organization- wide
philosophy, which does not work unless everyone believes in it. Internal
marketing is equally important and DE staff should have some marketing
skills (Gupta, retrieved on 1st February, 2005, available from
http://www.ignou.ac.in/Theme-1/Dinesh%20K.%20Gupta.htm)

Relationship Marketing Theories and Implementations:

From customer relationship management (CRM)

to student relationship management (SRM)

As the name implies, CRM is managing the long lasting relationship with
customers often coupled with the use of information technology (IT). It is
favorable to have an established relationship between companies and their
clients increase chance of being the first choice if consumers want to have
same or similar service or products again. This eventually leads to “brand
loyalty”. A loyal customer is happy customer and such customer will be a
voluntary ambassador of a brand. Thus, corporations are moving away from
mass marketing to relationship building strategies and education institutions
can benefit from this experience. (Shaik, N., 2005). In education, the primary
use of technology-backed CRM in marketing and promotion is to field
feedbacks from students who have learned of the educational institution
through advertising, word-of-mouth referral, Internet search, or other means
(Hitch & MacBrayne, 2003). Hitch, L. P., & MacBrayne, P. (2003). A model
for effectively supporting e-learning. (Retrieved May 5, 2004, from
http://ts.mivu.org/default.asp?show=article&id=1016)

CRM becomes even more important because as commonalities in degree and
postgraduate programs increase allowing for qualifications to become
portable worldwide, competition between suppliers of higher education is
increasing. (Demiray and et. all, 2007, p.162). This could be a “unique
selling proposition (USP” for an educational program which substantially
differentiates it from its global competitors. Imagine a prospective student
asks this question to himself or herself: Why would I choose you? For a
tertiary institution of which is equipped with educational version of CRM,
student relationship management service (SRM), the answer is easy: “We do
listen and alter the program according to what you need and really want. We
always value your opinion and listen to you”. Perhaps this explains why
many academic institutions started with extending the campus-based student
services to online distance learners by implementing Student Relationship
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Management (SRM) to provide services to improve student relationships. In
general, higher education in distance and open education area in particular
are going through a number of changes as a result of advancements in online
and electronic technology and changes in the student profile.

Word-of-mouth in IMC

Despite WOM’s reemerging role in marketing communications, and
relatively sufficient number of books published on the subject; the academic
researches and publications on WOM is still limited. The researchers have
begun to investigate WOM and its effectiveness. As consequences of
scholars’ interest to WOM, scholarly papers have begun to appear on viral
marketing, buzz or digital consumer networks (Sun, Youn, Wu, and
Kuntaraporn, 2006). However, there is a growing effort from practitioners of
researching different aspects of WOM. It is a fact that mass media is highly
fragmented in today’s world. Thus, traditional mass media advertising’s
function of disseminating messages over wider audiences is looming in the
horizon. So much so that according to Nielsen’s global survey, word-of-
mouth or aka “buzz” accounted as the most powerful selling tool over the
traditional advertising (http://www/nielsen.com/media/2007/pr_071001.html
Retrieved on 21 May 2007).

In another study which is conducted by ‘Doubleclick.com’, reveals that
consumers listen of whom they respect as “subject expert” and value their
opinions when making a purchase decision. Interestingly, these “influencers”
are widely refers to internet and they embrace emerging media.
(http://www.doubleclick.com/insight/pdfs/dc_influencers 0612.pdf
Retrieved on 3 June 2008). Furthermore, research findings indicate that even
for a major purchase such as car, “influencers” rely much more on websites
than dealerships. Growing number of formats and applications on the internet
refers to number of online WOM vehicles, including but not limited to: e-
mails, postings on public internet discussion boards and forums, usenet
newsgrops and listservs, consumer rating websites or forums, blogs, video
blogs, social networking and individual websites (Brooks, 2006). Consumers
and prospects are often congregate in these platforms and share sheer amount
of information and experiences they had on an issue or brand
(http://www.nielsenbuzzmetrics.com/files/uploaded/whitepapers/nbzm_wp_
CGM101.pdf Retrieved on 5 June 2008). This is called as ‘consumer-
generetated media’ or CGM.Companies which are envisioned of creative use
of available internet tools use blogs as a launch pad for their new campaigns.
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Nike’s Art of Speed adverblog set a good example of such a utilization of
emerging technologies Retrieved on 12 May 2008, also available from
http://www.nielsenbuzzmetrics.com/files/uploaded/whitepapers/nbzm_wp_T
rustMEdia.pdf )

Niederhoffer et al., (2007) investigated the effect of consumer-generated
media on new product launch. Their findings indicate that for the top 10
percent of new product launches, buzz was significant. Riegner (2007)
investigated the impact of web 2.0 on consumer decision. The researcher
aimed to reveal the possible effects of consumer-generated media and how
this new form of consumer communication will affect and reshape the
coming era of marketing. The researcher points that findings indicate web 2.0
will shake off old fashion internet advertising. The scholar also indicated that
when newly emerging internet savvy generation of whom are now at ‘social
clicker’ stage, enters adulthood stage internet will be much more vibrant
environment. Smith et al., (2007) set out to understand the nature of the
social networks and connecting with them in ways that encourage WOM
messages movement and characteristics of effective individuals. Scholars
reported that moderately and highly connected individuals love to tell people
about something new they have learned were approximately equal. The
researchers also reported that influencers tend to pass along information that
they consider both unique and trusted. Casalo et al., (2007) in their study that
investigates participation to brand communities on consumer trust and
loyalty. Scholars reported that findings supports their axiom of consumer’s or
prospects’ participation to brand communities enhance their loyalty to brand
regardless of the nature of the information they gather out of such
communities. The researchers findings can be grouped under three headings:

» Virtual brand communities can affect their members’ behavior.

» Virtual brand communities may help to identify the needs and
desires of particular individuals or groups.

» Active participation in virtual brand communities may favor
higher levels of consumer loyalty to the brand around which the
community is developed.

In a similar study on value of participation in virtual consumer communities,
Shang et al., (2006) investigated the effects of consumer’ lurking and posting
behaviors in virtual consumer communities on specific brand loyalty. The
researchers indicated that the causes and effects of lurking differed. Lurking
contributed to brand loyalty more than posting did, and the primary purpose
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of lurking was to look for information regarding product function or
performance rather than satisfying consumers’ affective needs. Graham and
Havlena (2007) studied what they called “missing link” between traditional
advertising and WOM in internet. Scholars’ reports that brand should
redouble their efforts in using advertising to grow brand advocacy through
the integration of online and offline branded consumer contact points.

The literature on direction of effects of WOM has two streams. This is
because scholars who studied the subject in large grouped under two main
titles. The first stream approaches the WOM from negative effects
perspective. Supporters of this perspective operate from conventional
wisdom that “bad news travels fast.” Perhaps abiding by this phrase, much of
the WOM-effects literature has been intensified on this assumption (Argan
and Sever, 2008; Richins, 1983; Anderson, 1998).

Bailey (2004) in his study investigated the effects of corporate complaint
sites on consumers’ attitude towards organizations. The research findings
indicate that individuals shape their attitudes based on negative information
they are exposed to in corporate complaints websites. The research results
further indicate that organizations should not neglect the negative
information that appears in such websites. Although there is a need that
companies should respond to complaints that appear in consumer complaints
website, they should do so by facilitating a communications in their official
company websites.

The research findings also indicate a need for regular checking of consumer
complaint websites as well. Coombs and Holladay (2007) point to the
amplifying effect of negative WOM. Scholars added that it occurs during and
after a crisis situation. However, researchers underline that low level crisis
may have a limited effect on company reputation. Moreover, the ability of
crisis response strategies to mitigate anger may be much more beneficial to
organizations than their power to protect its reputation. In academic studies
on WOM, the considerable amount of attention has been given to topics such
as reasons and circumstances under which consumers spread negative WOM.
Yet, the economic implications of negative word-of-mouth have not been
investigated deeply. Goldenberg et al., (2007) studied the effects of negative
word-of-mouth on firms’ revenues. The researchers found that even the
numbers of dissatisfied consumers are small; effect of negative WOM on
firms’ profit can be detrimental. In another study that compares positive and
negative WOM, scholar reports and interesting finding. The researchers
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found that number of people producing positive WOM is bigger than
individuals who produce negative WOM, and the occurrence of positive and
in some cases negative WOM is positively related to market share (East et
al., 2007).

Academic research articles directly linked with WOM and movie preferences
are even more limited. One of the early studies on the effect of the positive
and negative WOM on movie appreciations reports that negative WOM has a
significant effect on movie preference (Burzynski and Bayer, 1977). The
researchers found that the negative WOM is so affective even in some cases
respondents reported that they redeem their tickets immediately after being
exposed to negative information on a movie. The studies on the source of
negative information for movies skew toward movie critics in most cases. A
study on critics and their effects on box office revenues found that negative
WOM hurt box office performance more than positive one (Barusoy et al.,
2003). A study on WOM for movies and its dynamics and impact on box
office revenues revealed that the word-of-mouth activities are the most active
during a movie’s prerelease and opening week, and that WOM is more of a
component to other information sources than a substitute. Another study on
online movie reviews and their impact on movie sales revealed that online
WOM has a great impact on movie preference. The study also revealed that
not all WOM is equal. Consumers need to distinguish between “true” and
“honest” opinions from all kind of false or misleading feedbacks on the web.
Perhaps one may wonder how similar the online information is to occur in
real life. The ample evidence suggests that the degree of similarity can be
very high (Dellarocas et al., 2004).

Use of word of mouth in education has largely gone under-studied. However,
some studies on how students do use WOM on their course choice are now
getting into the scope of researchers. For instance, Sever (2009) indicated
that WOM is important for course choices, yet students do not interested with
instructor’s background or abilities. Rather, they seek informat about
assignments and grading policies in courses. They make their decisions based
on such information, and they value physical WOM over virtual one. As for
the source of information is concerned, senior students are the most valuable
‘information source’ followed by electronic information pieces.

Virtual advertising
There is a growing view that due to message clutter, old forms of 30 or 60
seconds commercial reels are quite likely to be replaced with a new form of
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virtual advertising. In order to fully grasp reasons behind this wind of
change, we need to refer to various definitions of the term. Perhaps the most
down to earth definition of virtual advertising would be of “now you see it,
now you don’t”. This may seem as rather a vague approach. In fact, it is not,
because number of scholar did come up with “operational” definitions that
are far from portraying the term in its context.

There is an ongoing debate on where virtual advertising should be placed. In
other words, is it a new and innovative form of advertising? Or, is it a new
way of using advertising media in a creative way? Carat North America’s
chief executive David Verklin defines the virtual ads as “the Harry Houdini
of the media business” (retrieved on 5 March 2008 available from
http://www.nytimes.com/library/tech/99/10/biztech/articles/01adco).

There are other, yet more descriptive definitions of the term. Burgi (1997)
defines the virtual advertising as “real time video insertions into television
broadcast, and employs the same technology that was developed for the
guidance system of smart bombs”. Lieber (1995) approaches virtual
advertising from benefits sought point of view. Scholar defines the benefits
of virtual advertising as an opportunity for having a permanent space that
advertiser can have their logo or advertisements visible during telecast of a
sports game.

Turner and Cusumano (2000) defines the term as a novelty advertising
medium which presents a potential of telecasting a different signage message
to every intended market at a premium price. Thus, sponsors will have a
chance of earning enormous revenues. So far, definitions and views on
virtual advertising given here may likely to help shape perception of which
virtual advertising or signage is free from external assaults. Sponsors who are
ready to pay extra fees to virtual forms of advertisements are mostly driven
by a unique motive; that is despite other forms of sponsorship telecasting,
virtual ads cannot be ambushed by their archenemies (Lefton 1997).

The sponsors, who are willing to pay this fee, try to gain some benefits.
(Payne 1998). The benefits, which the sponsors want to obtain, can be given
as follows; increasing the organization/brand awareness, strengthening the
image, increasing the market share, increasing the sales volume and etc.
(Argan 2004). In certain circumstances, million-dollar sponsorship activities
can not be protected and become the victims of ambush marketers’ activities
(Ettorre 1993).
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Besides, non-sponsor and mostly the direct competitor firms engage pre-
planned marketing activities. These kinds of marketing activities are known
as ambush marketing.

Ambush marketing, a promotional strategy non-sponsors use to capitalize on
the popularity or prestige of an event or property by giving the false
impression that they are sponsors. Ambush marketing is becoming a threat to
the very involvement of sponsors and is influencing their relationship with
sport (Wolfe, Meenaghan and O’sullivan 1998). It has reached the point
where some corporations now eschew almost all sponsorship invitations.
Whereas once ambush marketing consisted merely of Olympic-themed
advertisements or promotions, it now includes more insidious forms of
advertising, such as corporate logos on athletes' bodies (Davidson and
McDonald 2002) and virtual advertising. The aim of the ambush marketing is
to gain some benefits with confusing the minds of the consumers. Another
important subject is the impact dimension of the ambush marketing. Whether
ambush marketing was an “immoral” or “illegal” practice, few researchers
have actually debated this question. Predictably, event owners and official
sponsors have regarded it as immoral because it threatens their ability to sell
events or recouping investments made in these (Payne 1998; Crow and Hoek
2003).

The direct and indirect competitors of the official sponsors often employ the
ambush marketing strategies. Among the several common ambush strategies,
it is possible to see following techniques; sponsoring the broadcast of event
(Meenaghan 1996; Doust 1997; Crow and Hoek 2003), sponsoring
subcategories within sport events (Doust 1997; Kendal and Curthoys 2001),
purchasing advertising time and place around sport events (Doust 1997;
Lyberger and McCarthy 2001), engaging in major non-sponsorship
promotions to coincide with sport events and other ambush marketing
strategies (Meenaghan 1996; Doust 1997). A company other than the event
sponsor sponsors the broadcast of the event, usually because the media
audience for most events is much larger than the on-site audience; the
“ambusher” is seeking a perfectly legitimate sponsorship opportunity in its
own right.

The benefits of this approach are obvious when one considers that the media
audience for most events is much larger than the on-site audience (Doust
1997). The Fuji versus Kodak case in the 1984 Los Angles Olympics is
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perhaps the most celebrated legal ambush. While Fuji was a worldwide
sponsor of Olympics, its competitor, Kodak, became “sponsor” of ABC
television’s broadcasts of the games and the “official film” supplier to the
U.S. Track team (Meenaghan, 1996).

According to Meenaghan (1994) several strategies to counter
ambushing can be identified: Among the counter strategies towards
ambush marketing, these are the most known techniques; linking event
and broadcast sponsorship, anticipating potential competitive
promotions, exploiting the sponsorship rights secured and resorting
legal action. Another aspect of virtual advertising in these fays is
‘search engine advertising’. The term "search engine marketing"
describes an ever-changing host of activities including site
optimization, the management of paid listings, submitting sites to
directories, and developing online marketing strategies for businesses,
organizations and individuals — all tactics to increase page rankings on
search engines (Search Marketing for Higher education, 2008). The
most important point for search engine marketing is to know what studentas
are looking for when they start searching a tertiary institution or a program. It
is vital for institutions to understand keysearch criteria of their prospects, so
that they align their pages on the web and give the right key search terms to
their page carriers so if a potential ‘client’ surfs on the net he or she will be
come across with their pages.

DISTANCE EDUCATION FOR MARKET
AND MARKET FOR DISTANCE EDUCATION

Globalization and Strategy of Marketization

The phenomenon of globalization is considered as the most widespread
trends in many countries. It has brought about the worldwide integration of
economic and financial sectors.

In the context of a changing world, the central role played by education to
favour social and professional integration appears to be largely reinforced.
Thus, the aspirations or objectives of UNESCO and the world body of United
Nations Organization are being propelled by the globalization on education.
It is hope that policy planners, academicians and educators would develop a
sound and effective education system for continuous development that would
strengthen their skills and foster positive interest, attitudes and values to cope

39



with the opportunities and challenges posed by globalization and in particular
e-learning methodology. However, there is a growing process of
globalization as reported in e-readiness ranking in many developing
countries. Thus globalization would entail the restructuring processes
especially of distance and online education system. The impact of
globalization on the economy, financial institutions, communication,
information and technology could be considerable. Thus, knowledge is
becoming an increasingly important factor of production as most positions in
industry and management are technology driven and the demand for
computer literacy is an in-built job requirement. Without being computer
literate you cannot secure some management or corporate positions.
According to Prasad (1997) the communication technologies have made it
possible to compress the space-time dimension and help in breaking the
barriers of national, regional and international boundaries. This has resulted
in the emergence of a set of new learning environments particularly in
distance and online education which is mostly mediated by new technologies.
By the use of satellite communications and internet it is becoming possible
for distance and online education Institutions/Centres around the world to
reach any individual or location anywhere in the globe.

Globalization and strategy of marketization presents the ubiquitous
influences of Globalization, or in particular, market forces on higher
education transformation. The principle of “Marketization” has also been
extended beyond the economy into education. Distance and online education
has transformed from public institution into market enterprise which is seen
as an active and spontaneous response to the impact of globalization. Here it
will examine that the strategies of the marketing on higher education,
especially on distance and online education, covering teaching, research, and
training. Particular attention will be on educational policies, changes and the
implications of this changings. The emergence of private institution, the
prominence of cost-sharing, and the measures of extra revenue generation by
the institutions are seen as key strategies of marketization. The main purpose
of this title is to see how the distance and online education experienced in the
light of global practices on marketization.

Competition between institutions and countries together with the drive for
profitability will promote innovation in education offerings. The proactive
stratification of education as a marketing tool recognizes that students are
from multiple and often contradictory social locations which provide
possibilities and constraints in the education process. To deliberately
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recognize some of these possibilities empowers the student learning process
by providing more choice in a competitive higher education market. As the
number of for profit private higher education institutions continues to
increase so marketing niches will develop (Demiray and et.al, 2007, p. 12).

MARKET FORCES DRIVE THE DEVELOPMENT
OF ONLINE AND DISTANCE EDUCATION

Distance and online education in the world is set to face tremendous
challenges, in the sense, that the phenomenon of globalization and
information technology revolution has major implications for societies all
over the world.

The underlying global trends will have far-reaching consequences for the
distance and online education system in the developing countries unless the
complex issues are tackled on a top priority basis. In developing countries,
what is required is to opt for peaceful but revolutionary changes in the
existing archaic system of distance and online education. Knowledge
acquisition in the developed countries is expanding in an exponential fashion
within the framework of scientific and technological societies of the future.
Information Technology is the motivating force driving distance education
institutions to offer new and exciting courses, delivery and support service
system in frontier areas of knowledge. The gap between the distance and
online education system in the developed countries and developing countries,
in general, and Turkey in particular, is widening and the only way out is to
make a quantum jump by reforming and reorienting our system of distance
education. The scope of this title is to explore the opportunities for
educational development and the new challenges faced by distance education
institutions in the world, meanwhile in the context of globalization process.
Title focuses on the opportunities, the challenges and the desirable response
to globalization of distance and online education.

Both Western Europe and North America have witnessed an enormous
growth in their clientele for distance education. While several decades ago it
was still an issue of discussion whether learning via the distance education
mode could be as effective, and cost-effective, as learning through the face-
to-face mode, that question has sometimes been answered in favor of
distance education and sometimes not. More importantly, it has largely
become irrelevant for large groups of potential users of these services for
whom distance education provides the best way — or at times the only way —
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of meeting their learning needs. Increasing numbers of the population of the
two continents have become knowledgeable consumers of the services of
diverse providers.

They make their choices in accordance with their needs, the perceived
quality of the provider, their financial capability and willingness to invest in
their education, and the appeal of a variety of attributes of the providing
institution and its products. On the other hand, distance education providers —
as well as other providers of educational opportunities— have become aware
of the economic necessity to be continually responsive to demand. More than
at any time before has the solution of learning needs by choosing from
alternative structured learning opportunities become part of a process in
which supply and demand mutually seek to maintain a dynamic equilibrium.
Distance education has in no small way contributed to this development. The
above is to say that market forces have become responsible for what happens
in at least a significant portion of the learning environment at large. In an
economic sense, that market is huge. The “EU distance education market
could be worth one billion ECU” is the title of a starter document for the
Project on the Development of Knowledge in the Field of Vocational
Training at a Distance in the European Union (Retrieved on February 19,
2008, http://www.learndev.org/dl/LearnTec2001.PDF).

The same document estimates that 2.5 million people are studying at a
distance for vocational purposes in the European Union. That figure excludes
those who engage in in house training (likely another very significant
number) and students of hobby-type courses.

The total enrolment in six European open universities (Spain [two],
Germany, The Netherlands, Portugal and the United Kingdom) is quoted as
450,000 with at least another 150,000 distance learners enrolled with
conventional universities (mainly in Finland, France, Sweden and the UK).
An additional 1.2 to 2 million distance learners are thought to be more or less
evenly divided between government and proprietary providers in the non-
university sector. Figures that can be found for the US market are at least as
striking. A document refers to estimates by the Distance Education and
Training Council (DETC), founded more than 70 years ago, that “100 million
Americans have taken distance study courses in the last hundred years.” The
same source speaks about “five million people [who] are getting an education
through some type of distance learning medium.” It also quotes “projections
of up to 10 million students by the year 2000 and 20 million by 2005”.
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Eduventures estimates that the number of students enrolled in fully online
distance-education programs grew nearly 34% in 2004, to approximately
937,000 students. Further, Eduventures anticipates continued growth in 2005,
with the number of students enrolled growing more than 28% to more than
1.2 million. In Online Distance Education Market Update 2005: Growth in
the Age of Competition, Eduventures estimates that, by late 2005, 7% of all
students enrolled in degree-granting postsecondary institutions will be
enrolled in an online program. This percentage is expected to jump to 10%
by early 2008. The report examines online distance-education growth in both
for-profit and non-profit institutions, and provides an analysis of the nature
of competition in this market. (Chao, E. L., & et.at, 2007, p.11). Retrieved
March 3, 2008 and in addition you can visit the page is addressed here
http://www.outsellinc.com/services/products/642). The above data indicate
another link with market forces. Not only is the provision of educational
opportunities an economically viable activity, increasingly the intervening
technological infrastructure is also a considerable economic factor, which is
being pushed by early exposure to the technology.

The free play of market forces work well to support the organic integration
among different portions of the learning environment at large. However, a
caution is in order. While there is no doubt about the extent to which market
forces drive the development of structured learning opportunities in Western
Europe and North America, it is important to recognize that the overall
purposes of education and the related meanings of learning have to do with
much more than economic factors and economic development. The reasons
why we learn are multiple. They should not be held to be restricted to those
things, like the acquisition of particular skills or pieces of knowledge, for
which there are short-term economic benefits. UNESCO has been in the
forefront to draw attention to key global issues (such as related to the
environment, sustainable development, eradication of poverty, our ability to
live together in harmony and to foster a culture of peace) that are intimately
related to how we learn and the conditions that societies put in place to
promote and facilitate learning.

Distance education is an increasingly important part of these conditions. Yet,
there is strikingly little debate in the field of distance education about its role
vis-a-vis the purposes of education and the meaning of learning in a sense
that goes beyond immediate economic benefit. It is high time that such a
debate should start (Visser, 2001, p. 3-4). The market for electronically-
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delivered corporate education and training is growing. Right now less than
20% of corporate training is delivered electronically; by 2000 that percentage
is projected to grow to 50%. Universities, nonprofits, corporations, and
public private partnerships are beginning to beam corporate education and
training almost everywhere. Some examples:

» Executive Education Network. Provides education and training for
companies via real-time satellite TV to the work site. Plans to go
international.

» Jones Education Company. Provides education and training for
companies via satellite, cable, video and Internet-based technologies
to home or work site on flexible time schedule. Operates
internationally.

» National Technological University. Provides satellite-delivered
education and training to the work site on flexible time schedules.
Operates Internationally.

» Europace. Provides satellite-delivered training to the work site.
Operates internationally.

» Ford Motor Company. Provides satellite and Internet-delivered
training to Ford work sites and dealerships in North America and,
soon, internationally

Distance education will continue to grow and be recognized as an effecting
form of delivering education to the masses. With the increase in cost
associated with site-based education, distance study should be able to provide
educational value to prospective students. Credit acceptance from institution
to institution will always be a concern. It is sure there will be a shift in
broader regulations for credit transfer as the government steps in to protect
the individual from losing their monetary investments on credits obtained. |
think the outlook for expansion of markets is excellent. It is increasing
amount of competition from traditional not-for-profit universities in the
online area which presents a great challenge. 1 see credit and public
acceptance increasing.

The demand for e-learning will continue to grow; and the market will
become more competitive. We anticipate using new technology for more
interactive studying. Distance education is continuing to grow and grow. Any
school that doesn’t recognize that is missing an opportunity. There will
always be a need for instructor-led, but the same can be said for distance
study. As more of the traditional colleges implement distance education
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programs, distance education should become more widely accepted by the
public. With public acceptance and more individuals taking advantage of
distance education, the public will also become more demanding for transfer
of credit, thereby forcing traditional institutions to change transfer
requirements. As it becomes more difficult for state regulatory agencies to
regulate distance education institutions more emphasis will be place on
accreditation.Due to the immense, ever increasing popularity and
interactivity of Internet communication at large, public acceptance of
distance education will no doubt increase. As advancing technology aids the
further development of educational tools, schools will have more flexibility,
and will be able to respond to this increasing demand.

Market forces are likely to drive change in transfer credit acceptance. As
more and more students enjoy the flexibility and benefits of distance
education, they will expect traditional colleges to accept credits from
nationally accredited schools. As highlighted by recent events with the
Higher Education Act Reauthorization, federal regulators are listening to
student concerns about the negative effect discriminatory credit acceptance
has on students. State regulatory bodies will continue the trend of revising
statutes and regulations to encompass the evolving distance education sector.
Increased use of the Internet for distance education enrollments and course
delivery will require states that have tried to regulate education institutions
engaged in interstate commerce to reevaluate their positions. (Distance
Education Survey, 2007, p. 8-9)

SIZE AND SCOPE OF GLOBAL ONLINE
AND DISTANCE EDUCATION MARKET

Today, higher education faces strenuous pressure. In our so-called global
village, modernity and postmodernity opened the door for major advances in
technological communication between peoples across national and cultural
boundaries. Educational systems around the world are under increasing
pressure to use the Information and Communication Technology (ICT) to
teach students the knowledge and skills they need in the 21st Century.
Organizations today are looking beyond the automation of traditional training
models to new approaches to knowledge transfer and performance support
that are better aligned with business goals and deliver measurable results. By
focusing on the specific business objective, rather than the learning
technology, an opportunity exists to fundamentally re-think how we design
and deliver learning programs.
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Online Distance Education Gaining Credibility in the World

The online distance education market is heating up; with enrollment exceed 1
million students in 2005, representing a market of more than $6 billion,
according to a recent report by Eduventures, an independent research firm.
More than 70 countries are offering educational programs through Open and
Distance Learning today. The Financial Times published a special
supplement on online learning and business education. The supplement was
headed “Distance learning boosted by downturn.” It seems in all the doom
and gloom of the credit crunch that the e-learning market could be a major
beneficiary.(http://www.kineo.com/elearning-market/e-learning-market-
update-march-2008.html Retreived December 17, 2008)

These trends include: blurring of the line between public and private
education, development of innovation in education through privatization,
competition among private educational institutions to improve quality
continuously, and the fluidity of development of private educational
institutions in different Middle-East and especially Arab countries.
Throughout the Arab World, private education is a necessary consequence of
the inability of public education to meet the volume of demand for higher
education in the Arab World and a realization that monopolization of higher
education by the state runs contrary to national interest. Many Universities
are an advocacy of cooperation, even partnership, between private and public
universities in the Middle East and Arab World. Outlining some priorities of
strategies are reform that requires collaborative approaches between
universities, colleges, department, and ministries in order to enhance the
quality assurance of higher education at Arab countries. Such as University
of Westminster, McGill University in Montreal, Canada etc. Successful
collaborative efforts in the educational sphere should effectively address
contemporary multi-faceted challenges of building capacity in countries
characterized by sharp variations in level of development. Insight into how to
manage effective, collaborative, interdisciplinary education is provided with
particular reference to the Middle East. The stronger the market pressures,
the greater the demand will be for quality assurance of higher education in
Middle-East and Arab countries.

In recent decades, globalization has given rise to a new economy driven by
factor mobility, skills development and knowledge creation. No longer are
capital and labour alone have become sufficient for promoting global
competitiveness; knowledge-creation and new product development vital.
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The new knowledge-based economy underscores the importance of
information and knowledge driven by labour market flexibility and
investment in modern ICTs. To this end, deepening integration in global
markets and cultivating the benefits of globalization will require highly-
skilled and well-trained manpower capable of making managerial and
organizational decisions. In the new economy, the role of universities has
become vital for building knowledge capacity and enhancing the quality of
human capital needed for accelerating economic growth and increasing
global linkages. Management of globalization underscores the importance of
labour market flexibility through skills development and on-the-job training.
Similarly, competitiveness requires the invention of new production
techniques and the creation of new products. In this regard, the university has
become critical for building knowledge societies by designing research
programs and offering special courses that satisfy labour market
requirements. Labour flexibility enhances the ability of the economy to take
advantage of globalization through investing in human capital and increasing
the stock of knowledge. In the Middle East, labour flexibility is subject to the
constraints of market imperfections, inadequate public policies, institutional
problems and absence of gender empowerment. Under such circumstances,
radical reform and greater access to education are vital to increase labour
flexibility and deepen globalization. (ICHE, 2007)

Former Iron Curtain countries i.e. Bulgaria, Letonia, Estonia, Poland,
Slovenia and Slovakia offer great potential. Similarly, Turkic states i.e.,
Turkmenistan, Ozbekistan, Kazakistan, Kirgizistan as well as Arabian Golf
states are now a major question mark for the discussion.

However, increasing number of distance education service providers will no
doubt focus on these markets. This list can be extended by adding Magrib
countries i.e. Tunusia, Libya, and Morocco. Online and distance service
providers at regional and global scale should include these countries in their
next “target markets” lists.

The study, Online Distance Education Market Update: A Nascent Market
Matures examined the development of the online distance education market.
Sean Gallagher, senior analyst for Eduventures and a prominent author of the
report indicates that the focus in online distance learning will shift to quality
over the next few years, and new brands, institutions and types of programs
will emerge. "Overall, online education is helping integrate lifelong learning
into people's lives," Gallagher said. "That's the primary driver the economic
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and social needs for education. And, I think this is a vehicle that allows
working adults in particular to access higher education, whether it's
something short, like a certificate or a continuing education or professional
development course, or whether it's a full degree program, from the
bachelor's level to the doctoral level." http://www.Online Higher-Education
Market to Exceed B in 2005 - Technology - RedOrbit.mht)

Online Distance Education Gaining Credibility

In Middle-East and Arab Countries

Despite the fact that the majority of studies on online and distance education
has been concentrated on its application in developed world, the vast area of
develeoping countries are remained virtually untouched. If India is put aside
which has a sophisticated open and distance education program, former Iran
Curtain countries, Turkic states i.e., Turkmenistan, Ozbekistan, Kazakistan,
Kirgizistan, Arabian Golf Sstates were not targeted by distance education
providers. This list can be extended by adding Magrib countries i.e. Tunusia,
Libya, and Morocco.

Both academic and non-academic institutions such as businesses have
increasingly been interested in the use of information and communication
technologies (ICT) to support learning, otherwise termed e-learning. This
interest has been fuelled by the new developments in ICT such as
multimedia and the Internet with its world wide web. Other incentives have
been the expected reduction of the cost of education and the expansion of
education to tap into a growing market that cannot be reached by traditional
delivery. Especially, Middle-East with higher education (HE), the issue of
quality is raised leading to both anecdotal and empirical evidence of ways to
maintain quality while deriving the benefits of e-learning. By the way here is
too very important that the trends in private educational institutions in the
Middle East and especially for Arab World with a view to pinpointing major
challenges besetting privatization.

These trends include: blurring of the line between public and private
education, development of innovation in education through privatization,
competition among private educational institutions to improve quality
continuously, and the fluidity of development of private educational
institutions in different Middle-East and especially Arab countries.
Throughout the Arab World, private education is a necessary consequence
of the inability of public education to meet the volume of demand for higher
education in the Arab World and a realization that monopolization of higher
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education by the state runs contrary to national interest. Many Universities
are an advocacy of cooperation, even partnership, between private and
public universities in the Middle East and Arab World. Outlining some
priorities of strategies are reform that requires collaborative approaches
between universities, colleges, department, and ministries in order to
enhance the quality assurance of higher education at Arab countries. Such as
University of Westminster, McGill University in Montreal, Canada etc.

Successful collaborative efforts in the educational sphere should effectively
address contemporary multi-faceted challenges of building capacity in
countries characterized by sharp variations in level of development. Insight
into how to manage effective, collaborative, interdisciplinary education is
provided with particular reference to the Middle East. The stronger the
market pressures, the greater the demand will be for quality assurance of
higher education in Middle-East and Arab countries.

The e-learning market in the United Arab Emirates (UAE) alone is currently
estimated at $14 million and is expected to increase to $56 million by 2008.
In the Arab Gulf (Saudi Arabia, UAE, Kuwait, Bahrain, Qatar, and Oman, in
decreasing order of edu-economic importance) total spending on e-learning
was estimated at $72 million in 2004. This figure is well below the average
in the much of the world, but it's growing at a 27 percent compound average
rate.

Online education spending in the Arab Gulf region will thus reach $240
million by the end of 2009, with Saudi Arabia and the UAE representing
about 80 percent of the total. With its large student population, Saudi Arabia
dominates in academic e-learning; while the UAE leads in business e-
learning services.E-learning now receives more attention in the Arab world
than ever before (Guessoum, 2006)

Online distance education has been gaining in credibility in recent years.
Many people -both students and their employers- were skeptical of the
quality of distance learning when it first bit the Web. Gallagher explains the
situation as: In the past, it was more on the fringe or on the leading edge of
innovation in higher education programs.

But as the report highlights, it's now really being recognized as something
that's more credible and viable.The reason behind of this hunger for
education is the need for easy access to quality higher education programs, a
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growing acceptance of technology and the development of new technologies
that can process more information at higher speeds.

A MARKETING CASE OF TURKISH DISTANCE
AND ONLINE EDUCATION SYSTEM

The geography where Turkey is located has the potential to attract
prospective students from both the East (Middle East, Turkic Republics in
Asia, etc.) and the West (European countries). Turkey has strong ties with
many Middle East and Asian countries. Religion and similar cultural aspects
create a bond among the countries mentioned and Turkey. Creating programs
solely designed for these countries will attract many students. On the other
hand, interest for Turkey increased in European countries within the context
of possible EU membership. On the other hand, dense Turkish population
living in Europe (such as Germany, Belgium, France, Austria, and
Netherlands) denotes a lucrative market. Over the years, those people created
a distinct culture that has its own characteristics and needs.

The purpose of higher education is to raise the students in line with their
interests, capabilities and skills according to the human force necessity of the
society at higher level and various stages and science policy of the country,
to conduct research in scientific areas, to make publications illustrating the
research and investigation results and promoting science and technology, to
provide opinion on researches and investigations requested by the
Government, to disclose the scientific data that shall raise the general level of
Turkish society and enlighten the public opinion and to provide non-formal
education services. Higher education institutions are such as Universities,
Faculties, Institutes, Higher Schools, Vocational Higher Schools,
Conservatories, Research and Application Centers (Tiirkiye Egitim
Istatistikleri, 2006).

The University system consists of nearly 100 universities (25 of them
established by foundations and private secter) and non-university institutions
of higher education including police and military academies and college too
(http://web.deu.edu.tr/buca/fenbil/cogtech/education/turkey/system.html
retrieved March 2, 2008).

The Web-based distance education activities carried out by Anadolu-OEF,
other than ODTU and MNE are transmitted to the students by various
universities by means of certificate and diploma programs. Besides, in recent
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years, some courses are given on internet and the sources are shared by
means of distance education at various universities. In 1996, a video-
conference system was established at Bilkent University and by making
cooperation with the New York University; some courses are carried out
interactively.

Similarly, Firat University started to broadcast education-purposed programs
by means of the local television on October 2, 1992 and the Elazig public
highly appreciated this system. Since 1993, distance education studies have
been carried out by means of television programs that teach computer use
and programming languages.

In 1999, the course under name of “Robotic” was transmitted to the Web
medium by Firat University and given to the students of Kahramanmaras
Sutcu Imam University and Sakarya University under the frame of distance
education. After 1998, a videoconference system was established between
the universities in the East Anatolian Region and distance education has been
carried out by means of television, radio, camera, satellite and other new
technologies. In 1998, Selcuk University started the radio and television
broadcastings in similar type with Firat University and it still continues its
broadcastings today.

In 2000, Bilgi University, a foundation university, started its web-base MBA
program and continues it successfully. Since 2000, distance education has
been made between Istanbul University and Harran University by means of
videoconference and broadcasting. Istanbul Technical University also
provides teaching in different campuses by means of videoconference system
(Ruzgar, 2004, p.25-26).

Mainly, three primary forms of distance education are the Open Education
Faculty (OEF) at Anadolu University in Eskisehir, the Open High School
(OHS) and Open Primary School (OPS) through the Ministry of National
Education have been operating by deliver at undergraduate degree programs
and other programs to Turks throughout Turkey, Europe, and the Turkish
Republic of Northern Cyprus. The OHS is a widespread secondary
education program, which has been operating since 1992 and Open Primary
School (OPS) 1998. The purpose of the OHS is to allow traditional and non-
traditional students, who for one reason or another have not completed
secondary school, with an opportunity to earn a high school diploma. The
OHS curriculum is the same as for traditional high school students.
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Anadolu University is one of the national universities in Turkey which
locates in Eskisehir. The university has established in November 6, 1958 and
started distance education service in 1982. They house 12 faculties, 7
schools, 4 vocational schools, 9 institutes (4 graduate schools, 5 institutes)
and 28 research centers and units and hold with approximately 1,075,200
students. Distance Education System of Anadolu University has 3 faculties
with 1,050, 000 students. 40% of students who attend their education are
those who attend Anadolu University, and now, Anadolu University is
considered one of the ten mega-universities of the world which provide the
distance education system.

Anadolu University of Turkey is one of so called ‘mega universities’, with
more than one million enrolled students. Even though the university has been
involving international projects so far, there seems to be much more
potentials ahead in the international educational context. The University,
with 25 years of experience in open and distance education, can easily take
part in international collaborations to provide online learning through
innovative programs.

From the production of printed materials to broadcasting TV programs, from
videoconferencing to online programs and student services, from providing
academic counseling across the country to organizing exam sessions over the
weekends for millions of students, all various kind of activities provided
Anadolu University with priceless knowledge and skills as an education
provider.

The Distance Education Service of Anadolu University has begun to fill the
gap between increasing demands for higher education and the shortage of
supply. Their purpose of distance education was to solve educational
problem in Turkey and raise educational levels of Turkish citizen.

This vision is passed down to now and will be passed in the future. Thus, the
distance education system of Anadolu University targets to those people who
could not continue their educations by the traditional way. Distance
education is expanding as facing the life-long learning society. The Council
of Higher Education in Turkey shows the clear direction and vision for
higher education and distance education. It defines Distance Education as
providing all people with chances to keep learning through the lifetime.
Behind this vision of life-long learning society, one can see the
contemplation of Turkey--- for being the member country of EU. It appears
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that Turkey is now making efforts to go along with EU, in the ideological
level. Since the Council of Higher education governs all of the national
universities, Anadolu University, with no exception, pose their Distance
Education System along this line. Anadolu University raise the Distance
Education as the means for providing all people with educational chances----
for self-development, self-actualization, vocational developments throughout
the lifetime.

Among courses offered by Distance Education System in Anadolu University
(OEF), courses for teacher’ preparation is significantly important. After
establishing the Basic Education Law (Law No. 1739), it is the national goal
to enhance the access to primly education, updating curriculum and teachers
training. As seen in the report by the World Bank (2007), the disproportional
availability of skilled teachers is serious problems in Turkey primarily and
second Education. Anadolu University has opened courses for the purpose of
teacher training in response to this national demand. Thus, Anadolu
University has the significant role of Education in Turkey, both for citizens
and the nation. Even though other universities also provide some distance
educational programs, Anadolu University is posed as the center of Distance
Education and is expected to lead distance and open education filed. Anadolu
University is only a university which has fully autonomy to implement the
distance education and collaboration with other universities.

Anadolu University, pursuing the mission of providing universal education,
has been involving several international projects. For instance, the University
has been vigorously signing bilateral agreements with individual universities
in Europe towards student and faculty exchange, as being an active
participant in European Union Education and Youth Programs.

The University is a member of the Erasmus Project, which aims to enable
students to take courses in different universities of member countries. Today,
the University has agreements with over 30 European universities. The
University to effectively engaged in student and faculty Exchange since the
inception of the Erasmus project in the University. The University has joint
projects and programs not only with Turkish universities but also various
universities around the world.

Such projects and programs include cooperation in science, arts, and culture
as well as student and faculty exchange, other than Erasmus project. The
MBA program in Cologne University is a joint program where faculty
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members of both Anadolu University and Cologne University conduct
courses. Anadolu University and Empire State College, State University of
New York (SUNY), dual degree e-MBA program is designed for working
professionals. The program is modeled after Empire State College's
competency-based MBA, teaching both the functional subject matter of the
MBA as well as the competencies required to put that functional knowledge
to effective use. This program provides students with an opportunity to earn
both an Anadolu University and an Empire State College e-MBA. The total
program consists of 15 courses, eight taught online by Anadolu University
faculty and seven taught with a mix of online and residency activities by
faculty from the Empire State College, SUNY. Professors in this program
utilize a wide and innovative mix of textbooks, problems, tests, research and
discussion papers, online discussions and debates, case analyses, role playing
and skill building in their courses.In Turkish Republic of Northern Cyprus,
Anadolu University offers an MA program in Business Management to
Cypriot and Turkish citizens. The courses are conducted by the faculty
members of Anadolu University. SUNY-Cortland offers an undergraduate
diploma in English Language Teaching in cooperation with the Faculty of
Education at Anadolu University, and an undergraduate diploma in Business
Administration together with the Faculty of Economics and Administrative
Sciences at Anadolu University. Students in this program take first and
fourth year courses at Anadolu University and second and third year courses
at SUNY-Cortland. Graduates of this program receive a dual diploma from
both Anadolu University and SUNY-Cortland.

According to Ulukan’s article it can be summarized for the reason that the
article explains developments in ICTs, increases in computer ownership,
affordable communication fees, and globalization altogether have made
online learning very popular on a global level in detail detailed with Turkey
too (Ulukan, 2000).

Today, more and more people now can access to educational opportunities
through online programs, even if they do not have these opportunities in their
countries. Thousands of various types of degree, certificate or credit courses
offered by various organizations are available via the Web. Such
circumstances created a very competitive educational market. To keep up the
current changes, higher education institutions should adapt to the new
conditions by taking proper measures. Otherwise, they are going to lose their
students year by year to the new players, emerged short time ago. Opening
the university doors to international education market becomes very crucial.
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International activities take various shapes from student and faculty mobility
to establish degree programs and courses to anyone in the world, who wish to
enroll. The latter seems to be very attractive with possibility of huge amount
of money incoming to the institution. However, such an initiative requires
large investments into infrastructure and human resources that many
universities cannot handle alone. Instead, forming strategic alliances like
joint ventures and collaboration would be wiser to actively engage in
international activities. This is the case with Anadolu University. That’s why,
for such a possible cooperation, the university should be ready by carefully
evaluating what it has and what it does not. International activities, regardless
of their scale and scope, require an institutional commitment from the top
management. Supporting and motivating personnel toward this end,
investment in infrastructure, development of the staff capabilities, etc. are
among the usual functions of the top management of the university. All these
provide the faculty and technical people encouragement needed for
international contacts.

On the other hand, the university is known for its ambition to attempt the first
initiatives among Turkish universities, such as distance education and civil
aviation. In this sense, the university is always willing to take risks
associated with new initiatives.

Anadolu University has in hand to present in a joint effort, some challenges
also should be taken into consideration. Like most of the educational
institutions in the world, higher education providers in Turkey are going
through a transformation, such as tightened budgets, lessening income levels
of the academics, increased voices for accountability and transparency,
possible legislation change plans of the central government, and so on.
Anadolu University is no exception. Certain countries, such as Australia,
Canada, USA, have a national or sector level initiatives with regard to the
internationalization. Yet in Turkey, only institutional level initiatives are
taken by various universities. Regarding the issues that Anadolu University
deal with, Latchem et al. (2006) points out that ‘there are still many issues to
consider; how to prepare the learners for self-managed, collaborative,
technology-based learning; how to train faculty in the new technologies,
methodologies and research practices; how to persuade politicians and
administrators to write legislation and bills that will support open education;
how to improve the technological infrastructure and services’.
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CONCLUSION

Technology has become the backbone of the online and distance education
programs. Like in all service needs, students shop around alternative
education service providers. So much said on service nature of education,
though as in any service, it has components that are unique to it. Comparing
a bank and a university would set a good example, and will underline why
education is rather different than any other service.

In a bank, customers’ ultimate goal is to get the best interest rate at a lowest
possible charge. If we agree that this is the core of the service that a retailer
bank provides to its customers; we should as well mention about peripheral
service components of which many of the bank customers would be happy
and satisfied, if such services are delilevered to them. No bank customer
would say no to free investment advice, honestly managed pension funds or
perhaps free safety vault service for their precious items.

Wire transfer service accompanied with a reasonable charge or low interest
rate credit card with lost and theft replacement attached to it is welcomed by
customers. We should take a moment and contemplate that what else can
make us a ‘happy customer”. Honest and sincere customer service delivered
in a timely fashion. It would be nice to have access to bank manager at
different when necessary. Last but not least, privacy and water tight security
of our investments are among our demands from a bank.

In a university, on the other hand, students want to have a reputable
certificate, diploma or a degree that will help them to settle into their dream
job. This is the core concept of tertiary education. As for peripheral services,
students look for programs that suits to their personal needs and wants. For
instance, the expectations of sociology and medical students are not quite
similar as in bank example. For sociology students, socializing and issues
related to societal subjects would be more relevant. Naturally sociology
students would require funds so that they can utilize the society as a
laboratory. For medical students, advanced laboratories with latest tools and
technologies would be the priority. After all, the pillars of reputation for a
university are built upon quality of academic knowledge they produce. The
most prominent difference between these two services is that in the bank we
demand money as form of interest payments. In the university education, we
pay money in the form of tution and fee at various proportions depending
upon the university.
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Similar relationship between the client and service provider can be seen in
health care and consultancy services. All three of these services require a fee
as a result of the service provided to customer. The commonality of these
three is -universities, health care and consultancies- are all of the three of
these sectors require higher education attained at degree level, sophistication
of knowledge and certain degree of intellectual capacity of the service
provider. Of course, universities are the créme de la créme of all services,
and that’s what makes wuniversity a distinct service with unique
characteristics. Such a highly valued ‘micro service’ in a society can not be
treated like a regular product. Nor it can be promoted in a same way as in
many services. However, similar communication tools can be used, but in
much sophisticated fashion. This requires distinct ‘positioning’ strategy for
each university. Perhaps this is the point where universities can come close to
promotion of regular products or services.

Overall, regardless of method of delivery, whether it is face to face or via
online and distance education systems the most important service an
education institution can deliver is quality of its programs. But there is an
important point that no educational institutions should turn away from it.
That is the perception of prospective students. In othet words, how prospect
perceive a particular institution or a program will determine the faith of
instititutions. Because it is the perception will alter how students express
their view on a particular program. The elements of the percepetion of
students will circulate in the form of WOM messages.

In addition to that, prospective students will do their search, mostly online,
based on what they hear or read or observe.

Consequently, managing the communication of an education institution is
managing its daily communication rutine as well as managing and enhancing
its reputation.

REFERENCES

Anderson, E. (1998). “Customer Dissatisfaction and Word of Mouth”,
Journal of Services Research. Vol. 1,

Argan, M. (2004). Spor Sponsorlugu Yénetimi [Sports sponsorship
management]|. Detay Yayincilik, Ankara, Turkey

57



Argan, M. and Sever. S. N. (2008). “Attitudes Towards Moving Picture
Posters and Their Effects on Movie Seeing Behavior: A Case Study in
Turkey”, The Business Review Cambridge. Vol. 9, No: 2, USA.

Bailey, A. A. (2004). “Thiscompanysucks.com: the Use of the Internet in
Negative Consumer to Consumer Articulations”, Journal of Marketing
Communications, Vol. 10.

Barusoy, S., Chatterjee, S. & Ravid, A. (2003). “How Critical are Critical
Reviews? The Box Office Effects of Film Critics, Star Power, and Budgets”,
Journal of Marketing, Vol. 67.

Birkok, M. C. (2000). “A Conceptual Analysis of Distance Educational
Functions and Perspectives in Sociology”. Turkish Online Journal of
Distance Education-TOJDE. July 2000 ISSN 1302-6488. Volume: 1
Number: 2 Article No: 5, Anadolu University, Eskisehir, Turkey.

Boyaci, A. (2000). “Distance Education As A Challenging Concept In
Sociology”. Turkish Online Journal of Distance Education. July 2000
ISSN 1302-6488 Volume: 1 Number: 2 Article No: 4. Anadolu University,
Eskisehir, Turkey.

Burgi, M. (1997). “TV Exec. Sees Virtual Signs”, Mediaweek, Vol.7, No: 6.

Burzynski, M. H. & Bayer, D. (1977). “The Effect of Positive and Negative
Prior Information on Motion Picture Appreciation”, The Journal of Social
Psychology, Vol. 101.

Casalo, L., Flavio, C. & Guinal M. (2007). “The Impact of Participation in
Virtual Brand Communities on Consumer Trust and Loyalty: The Case of
Free Software”, Online Information Review, Vol. 31.

Chao, E. L., DeRocco, E. S. & Flynn, M. K. (March 2007). Adult Learners in
Higher Education: Barriers to Success and Strategies to Improve Results.
Employment and Training Administration Occasional Paper 2007-03,
Development and Research, A report was prepared for the U.S., Department
of Labor, Employment and Training Administration, USA.

58



Coombs, W. T. & Holladay, S. (2007). “The Negative Communication
Dynamic: Exploring the Impact of Stakeholder Affect on Behavioral
Intentions”, Journal of Communication Management, Vol. 11.

Cornellisen, J. P. and Lock, A. (2000). “Theorethical Concept or
Management Fashion: Examining the Significance of Imc”, Journal of
Advertising Research (September/October).

Crow, D. and Hoek, J. (2003). “Ambush Marketing: A Critical Review and
Some Practical Advice”, Marketing Bulletin, Vol. 14.

Davidson, J., and McDonald, J. (2002). “Avoiding Surprise Results at the
Olympic Games”, Managing Intellectual Property, Vol. 115.

Dellarocas, C., Awad, N. F. and Zhang, X. M. (2004), “Exploring the value
of online reviews to organizations: implications for revenue forecasting and
planning”, Working Paper

Demiray, U. (1995). Close Encounters to the Fourt Kind: Distance
Education Versus Classroom. (Edited by Ugur Demiray), Turkuaz
Publishing, Eskisehir, Turkey.

Demiray, U. and et al. (2007). “Strategies for Marketing of Higher Education
With Comparative Contextual References Between Australia And Turkey”,
Turkish Online Journal of Distance Education-TOJDE. July 2007 ISSN
1302—-6488 Volume: 8 Number: 2 Article No: 14. Eskisehir, Turkey.

Demiray, U. (2007). “Orchestrating Ethics for Distance Education and
Online”, in Online Learning Communities, (Edited by Rocci Luppicini),
Chapter 16, IAP, and ISBN-10: 1.593.116.780, pp. 277-285, USA,

Distance Education Survey. (2007). A Report on Course Structure and
Educational Services in Distance Education and Training Council Member
Institutions p. 8-9.

Doust, D. (1997). “The Ethics of Ambush Marketing”, Cyber-Journal of
Sport Marketing, Vol. 1, No: 3.

Eagle, L.C., Hyde, K.F., Fourie, W.A., Padisetti, M.V., Kitchen, P.J.
(1999), "Perceptions of integrated marketing communications among

59



marketers and ad agency executives in New Zealand", International
Journal of Advertising, Vol. 18 No.1, pp.89-120.

East, R., Hammond, K. & Wright, M. (2007). “The Relative Incidence of
Positive and Negative Word-of-Mouth: A Multi-Category  Study”,
International Journal of Research in Marketing, Vol. 24.

Ettorre, B. (1993). “Ambush Marketing: Heading Them off at the Pass”.
Management Review, Vol. 82, No: 3.

Goldenberg, J., Libai, B., Moldovan, S. & Muller, E. (2007). “The NPV of
Bad News”. International Journal of Research in Marketing, Vol. 24.

Guessoum, N. (2006). Online Learning in the Arab World, eLearn
Magazine, Volume 2006, Number 10, October 2006 Retrieved January 19,
2009, vailable from http://ww.elearning.org.

Guruz, K. (2003). Higher Education in the Global Knowledge Economy,
Prepared for presentation at the Convocation, October 8, 2003, Binghamton,
New York and at the CMU Assembly, November 20-22, 2003. Bari, Italy.
Hitch, L. P., & MacBrayne, P. (2003). A model for effectively
supporting e-learning. Retrieved May 5, 2007, also available from
http://ts.mivu.org/default.asp?show=article&id=1016

Holm, O. (2006). “Integrated Marketing Communication: from tactics to
strategy”, .An International Journal Volume 11 Number 1 2006, pp. 23-33.
Retrieved on  February 16, 2008, also  available from
http://www.emeraldinsight.com/Insight/ViewContentServlet?Filename=Publi
shed/EmeraldFull TextArticle/Articles/1680110103.html.

ICHE (2007). International Conference on Higher Education in the
21st Century, June 3-4, 2007, Manama, Kingdom of Bahreyn.
http://ahliauniversity.edu.bh/ICHE.pdf Retrieved on January 3, 2009.

Jary, D. and J. Jary. (1991). Sociology of Education, The Harper Collins
Dictionary of Sociology, Harper Parennial, USA.

60



Kallmeyer, J. and Abratt, R. (2001). “Perceptions of Imc and Organisational
Change Among Agencies in South Africa”. International Journal of
Advertising, Vol. 20.

Kendal, C. and Curthoys, J. (2001). “Ambush Marketing and the Sydney
2000 Games (Indicia and Images) Protection Act: A Retrospective”. E Law-
Murdoch University Electronic Journal of Law, Vol. 8, No: 2.

Kenway, J. (1996). ”The Information Superhighway and Post-Modernity:
The Social Promise and the Social Price”. Comparative Education, Vol. 32,
No. 2, Special Number (18): Comaparative Education and Post-Modernity
(June 1996), pp. 217-231.

Kim, S. S., Lee, C.K. & Klenosky, D. B. (2003). “The Influence Push and
Pull Factors at Korean National Parks”. Tourism Management, Vol. 24.

Kitchen, P., D. E. Schultz, I. Kim, D. Han, T. Li (2004). “Will Agencies Ever
Get (or Understand) IMC”. European Journal of Marketing, Vol. 38, No:
11/12.

Kitchen. P. J., and Sever. S. N. (2008). “Australian Advertising and PR
Agency Perspectives on Integrated Marketing Communications”, Corporate
and Marketing Communications as a Strategic Resource; Response to
Contemporary Use, Challenges and Criticism. International Conference on
Corporate and Marketing Communications, ISBN: 978-961-235-322-3, pp.
16-21.

Kliatchko, J. (2005). “Towards a New Definition of Integrated Marketing
Communicatios (IMC)”. International journal of Advertising, Vol:24, No:1.

Kuanr, J. (2007). “Attainment of Excellence Through Higher Education”.
Orissa Review, Vol. LXIII No. 7 & 8 February-March-2007, Published by
Information & Public Relations Department, Government of Orissa,
Bhubaneswar, India.

Latchem, C., Ozkul, A. E., Aydin, C. H. & Mutlu, M. E. (2006). The Open
Education System, Anadolu University, Turkey: e-transformation in a mega
university. Open Learning, Vol. 21, No. 3, pp. 221-235.

Lavidge, R. J., and G. Steiner. (1961). "A Model for Predictive Measurement
61



of Effectiveness", Journal of Marketing, Vol. 25, No. 4.
Lefton, T. (1997). “The New Sign Age”. Brandweek, Vol. 38, No:4.

Lewison, D. M. & Jon, M. H. (2007). “Student Target Marketing Strategies
for Universities”. Summer 2007 Journal Of College Admission. Available
from http://www.Nacacnet.Org 196 (14—19. Retrieved on February 16, 2008.

Lieber, R. B. (1995). “Here Comes the TV Commercial No Remote Control
Can Zap”. Fortune, Vol.132, No: 8.

Lyberger, M. R. and McCarthy, L. (2001). “An Assessment of Consumer
Knowledge of, Interest in, and Perception of Ambush Marketing Strategies”.
Sport Marketing Quarterly, Vol. 10, No: 2.

Marginson, S. & Considine. (2000). The Enterprise University. Power,
Governance and Reinvention in Australia. Cambridge, UK: Cambridge
University Press.

Meenaghan, T. (1996). “Ambush Marketing: A Threat to Corporate
Sponsorship?” Sloan Management Review, Vol.38, No: 1.

Niederhoffer, K., Mooth, R., Wiesenfeld, D. & Gordon, J. (2007). “The
Origin and Impact of CPG New-Product Buzz: Emerging Trends and
Implications”. Journal of Advertising Research, Vol. 47.

Parker, L. D. (2005). Corporate Governance Crisis Down Under: Post-Enron
Accounting Education and Research Inertia, European Accounting Review,
14 (2).

Pavlova, M. (2005). Social Change: How Should Technology Education
Respond?. International Journal of Technology and Design Education, 15,
199-215. (Ouated by Russell, 2007) “Globalization, Distance Education &
Hegemonic Futures”, Turkish Online Journal of Distance Education-
TOJDE, April 2005 ISSN 1302-6488 Volume: 8 Number: 4. Article No: 1,
Anadolu University, Eskisehir, Turkey.

Prasad, V. S. (1997). Distance Education in developing countries:
Globalization and New Challenges, available from the page
http://www.inn.02.htm Retrieved March 4, 2008. (online).

62



Richins, M., L. (1983). “Negative Word of Mouth by Dissatisfied
Consumers: A Pilot Study”. Journal of Marketing, Vol. 47.

Riegner, C. (2007). “Word of Mouth on the Web: The Impact of Web 2.0 on
Consumer Purchase Decision”. Journal of Advertising Research, Vol. 47.

Russell, G. (2007). “Globalization, Distance Education & Hegemonic
Futures”, Turkish Online Journal of Distance Education-TOJDE, April
2005 ISSN 1302-6488 Volume: 8 Number: 4. Article No: 1, Anadolu
University, Eskisehir, Turkey.

Ruzgar, S. N. (2004), “Distance Education in Turkey”. Turkish Online
Journal of Distance Education-TOJDE, ISSN 1302-6488 Volume: 5
Number: 2, Anadolu University, Eskisehir, Turkey.

Payne, M. (1998). “Ambush Marketing: The Undeserved Advantage”.
Psychology & Marketing, Vol. 15, No: 4.

Schutz, D., E, and Philip J. Kitchen (1997). “Integrated Communica-
tions in U.S. Advertising”. Journal of Advertising Research, Vol. 37, No: 5.

Schults, Don, E, Stanley I. Tannenbaum, and Robert F. Lauterborn (1993).
Integrated Marketing Communications, Chicago: NTC Business Books.

Sever, N. S. (2009).The Effectiveness of Online And Off Line Word of
Mouth Messages on Traditional Course Choice At Tertiary Level, Turkish
Online Journal of Distance Education-TOJDE, January 2009, ISSN 1302-
6488 Volume: 10 Number: 1 Article: 12, Anadolu University, Eskisehir,
Turkey.

Shaik, N. (2005). “Marketing Distance Learning Programs and Courses: A
Relationship Marketing Strategy ”. Online Journal of Distance Learning
Administration, Vol. VIII, Number II, Summer 2005, University of West
Georgia, Distance Education Center, USA.

Shaik, N. (2008). Join Sloan-C in our online workshop- Support Services and
Emerging Technologies - January 9 to 18th. Naj Shaik, University of Illinois
Urbana-Champaign and Karen Vignare, Michigan State University will
host.). Retrieved february 18, 2008, available from http://www.sloan-
c.org/publications/view/v7nl/viewv7nl.htm

63




Smith, T., Coyle, J., R., Lightfood, E. & Scott, A. (2007). “Reconsidering the
Models of Influence: The Relationship Between Consumer Social Networks
and Word of Mouth Effectiveness”Journal of Advertising Research, Vol. 47.

Swain, W. N. (2004). “Perceptions of Imc After a Decade of Development:
Whos’ at the Wheel, and How Can We Measure Success”. Journal of
Advertising Research (March).

Torres, C. A. (2002). “Globalization, Education, and Citizenship: Solidarity
Versus Markets?”. American Educational Research Journa-AERJI, Vol.
39, No. 2, 363-378, Retrieved on February 19, 2008, available from
http://aer.sagepub.com/cgi/content/abstract/39/2/363.

The World Bank (2006) “Turkey: Education Sector Study (2006) Sustainable
Pathways to an Effective, Equitable, and Efficient Education System for
Preschool through Secondary Schooleducation”, Retrieved on March 3, 2008,
http:// www.worldbank.org.tr/ WBSITE/EXTERNAL/COUNTRIES/ECAEX

T/TURKEYEXTN/0,,contentMDK:20848223~pagePK:141137~piPK:14112
7~theSitePK:361712,00.html.

Turner, P., and Cusumano, S. (2000). “Virtual Advertising: Legal
Implications for Sport”. Sports Management Review, Vol. 3.

Tiirkiye Egitim Istatistikleri 2005-2006 [Education Statistics of Turkey
2005-2006], 1SBN 975 -11-2704-1, preprared under the agreement of the
Ministry of Education and Turkish Statistic Institution, Ankara.

Ulukan, C. (2007). Making a Mega University More International:
Opportunities and Challenges", Conference Proceedings, EADTU's 20th
Anniversary Conference, November 8-9, 2007, Lisbon, Porgual.

Visser, J. (2001). Distance Learning as Seen from the North and the West:
Points to Ponder for the World at Large, Paper prepared for the “UNESCO
Learning Workshop'" on Distance Learning, held within the framework of
LEARNTEC 2001, 30 January through 2 February 2001

Yilmaz, R. A. (2005). “Using of Marketing Communication for Distance
Education Institutions”, Turkish Online Journal of Distance Education-

64



TOJDE, April 2005 ISSN 1302—6488 Volume: 6, Number: 2. Anadolu
University, Eskisehir, Turkey.

Wolfe, R., Meenaghan, T. and O'Sullivan, P. (1998). “Sport, Media and
Sponsor: The Shifting Balance of Power in the Sports Network”. [Irish
Marketing Review, Vol. 10, No: 2.

Worlock, K. (2008). “Market Size and Share Rankings: Preliminary 2007
Results”, etrieved  March 3, 2008, also available from
http://www.outsellinc.com/store/products/546

WEBLIOGRAPY

http://www.articlesfair.com/articles/8625/1/The-New-Door-of-Online-
Universities/Pagel.html Retrieved on February 28, 2008.
http://www.doubleclick.com/insight/pdfs/dc_influencers 0612.pdf
http://eduventures.com/Ic/online-higher-education Retrieved March 3, 2008
http://en.wikipedia.org/wiki/History _of education. Retrieved on February
13, 2008.

http://en.wikipedia.org/wiki/Education. Retrieved on February 13, 2008.
http://en.wikipedia.org/wiki/Integrated Marketing Communications#Goal o
f Integrated Marketing Communications. Retrieved on February 16, 2008.
http://www.journal-a-day.com/Culture And Society/307845-survival-of-the-
fittest-marketing-strategies-and-distance-learning.html. Retrieved on
February 16, 2008.
http://www.guide-to-distance-learning.com/marketing-strategies-and-
distance-learning.html. Retrieved on February 17, 2008.
http://www.ignou.ac.in/Theme-1/Dinesh%20K.%20Gupta.htm , Retrieved on
1st February 2008
http://www.kineo.com/elearning-market/e-learning-market-update-march-
2008.html Retrieved on 1st February 2008
www.learndev.org/dl/L.earnTec2001.PDF. Retrieved on February 19, 2008.
http://www.nielsenbuzzmetrics.com/files/uploaded/whitepapers/nbzm wp C
GM101.pdf Retrieved on 1st February 2008
http://www.nytimes.com/library/tech/99/10/biztech/articles/01adcohttp://ww
w.Online Higher-Education Market to Exceed B in 2005 - Technology -
RedOrbit.mht Retrieved on 1st February 2008
http://www.outsellinc.com/store/products/546 Retrieved March 3, 2008.
http://www.outsellinc.com/services/products/642 Retrieved March 3, 2008
http://www.pdhre.org/rights/education.html. Retrieved on February 13, 2008.

65



http://web.deu.edu.tr/buca/fenbil/cogtech/education/turkey/system.html
Retrieved March 2, 2008.
http://www.sla.org/content/Shop/Information/infoonline/2002/nov02/whatsm
arket.cfm. Retrieved on February 19, 2008

ADDITIONAL READINGS

A. W. (Tony) B. and José G. (1997) Crossing Boundaries: Making Global
Distance Education a Reality, Journal of Distance Education, Vol. XII, No.
1-2.

Bok, D. (2003). Universities in the marketplace: The commercialization of
higher education. Princeton, NJ : Princeton University Press.

Butcher, A. (2005). Review of David Kaye's "Marketing Distance Education.
American Studies center of the Salzburg Seminar,
http://www.salzburgseminar.org/ASC/csacl/progs/disted/dedemo/review

Buttle, F. (2005). Word of Mouth: Understanding And Managing Referral
Marketing, Journal of Strategic Marketing, (6) 241-254.

Galbraith, K. (2003). Towards Quality Private Education in Central and
Eastern Europe, Higher Education in Europe, XXVIII, (4) pp. 539-558.

Garrison, D. R. Anderson, T. (2003). E-Learning in the 21" Century,
Routledge-Falmer, London.

Gupta, D., K. (2005) Marketing in Distance Education: Towards Developing
A Conceptual. Harward Business Review July. August. Visited 1st February,
2005. http://www.ignou.ac.in/Theme-1/Dinesh%20K.%20Gupta.htm

Hayes, T. (1991). “Perceptions Toward Marketing Higher Education: Do
Academic Disciplines make a Difference?”” in Ronald Taylor and John R.
Darling. New Strategies in Higer Education Marketing. The Haworth Press.

Kotler, P. & Karen F.A. Fox (1985). Strategic Marketing for Educational
Institutions. NJ: Prentice Hall, Englewood Cliffs.

Lindsay, N. K. L, M.S, Williams, P. B., M.S., & Howel, S. L. (2000)
“Thirty-two Trends Affecting Distance Education: An Informed Foundation

66



for Strategic Planning”, Online Journal of Distance Learning
Administration, Fall (6) 3, Visited on February 11, 2005.
http://www.westga.edu/~distance/ojdla/fall63/howell63.

Montomery, L., M. & Canaan, J. E. (2004). Conceptualizing higher
education students as social actors in a globalizing world: a special issue,
International Journal of Qualitative Studies in Education, 17 (6), 739-748.

Nagy, J. (2008). Market forces in higher education: cheating and the student-
centred learning paradigm, chapter XV, pp. 249-267, in Ugur Demiray, U. &
Ramesh C. Sharma -Eds.-(2008). Ethical Practices And Implications In
Distance Learning. Information Science Reference (IGI Global), Hershey
PA, USAISBN 978-1-59904-867-3

Newman, F., Couturier, L., & Scurry, J. (2004). The future of higher
education: Rhetoric, reality, and the risks of the market. San Francisco :
Jossey-Bass.

Pardey, D. (1991). Marketing for Schools, London: Kogan Page. UK.

Picton, D. & A. Broderick (2001). Integrated Marketing Communications,
Prentice Hall.

Redding, P. (2005). “The evolving interpretations of customers in higher
education: empowering the elusive”, International Journal of Consumer
Studies, 29 (5), 409-417.

Sudalaimuthu, S. (nd). Marketing of Distance Education Programmes
http://www.ignou.ac.in/Theme-1/S.%20Sudalaimuthu.htm.

Shumur, W. (2004). Global pressures, local reactions: higher education and
neo-liberal economic policies, International Journal of Qualitative Studies
in Education, 17 (6), 823--839.

Yilmaz, R. A. (2005). Using of Marketing Communication for Distance
Education Institutions, Turkish Online Journal of Distance Education-
TOJDE, April, 2005, 6 (2). Anadolu University, Eskisehir, Turkey,

67



BIODATA and CONTACT ADDRESSES of AUTHOR
Prof. Dr. Ugur Demiray, Anadolu University, Turkey.

Dr. Demiray was born in 1955, in Turkey. He holds
Undergraduate (B.A.) in the area media Studies at
Anadolu  University, Faculty of Communication
Sciences, Eskisehir-Turkey, 1981. The same year he
became a research assistant, received his PhD. degree in
1986. He became an associate professor in 1989 and
Professor in 1995. His studies are focused on D E field
and scholarly online journalism especially on DE.

&5 o il

Ugur Demiray
Prof. Dr. Ugur Demiray

Anadolu University Yunusemre Campus 26470-Eskisehir TURKEY

Tel: +90 222 335 0581 ext. 2521 or Direct: +90 222 2491094

GSM: +90 542 232 21 167, Fax: +90 222 320 4520

Emails: udemiray@anadolu.edu.tr or ugdemiray@hotmail.com

Web page: http://ugurdemiray.com

Assist. Prof. Dr. N. Serdar Sever, Anadolu University, Turkey.

N. Serdar SEVER is an Assistant Professor of Marketing
Communications department at Anadolu University, Turkey.
His study areas of research include integrated marketing
communications, social networking, ambush marketing,
word of mouth. He published books and international based
articles about marketing, marketing communications and
presented various works at a range of international and
national conferences.

Assist. Prof.Dr. Necip Serdar SEVER

Anadolu University, Communication Science Faculty
Yunus Emre Kampus, Eskisehir, TURKEY

Tel: +0090.222 3350580 Fax: +0090.222.3204520
E-mail: nssever@anadolu.edu.tr

68



CHAPTERII

Strategic Framework for Sustainable
Development of Open and Distance
Learning Programs in India:
Marketing Perspective

Dr. Purnendu TRIPATHI
Indira Gandhi National Open University, INDIA

Dr. Siran MUKERJI
Indira Gandhi National Open University, INDIA

ABSTRACT

Sustainable development of country largely depends on education which is
one of the most important dimensions of development. Open and distance
learning (ODL) is working towards achieving sustainability in human
development by providing educational opportunity to the people across
length and breadth of country. Many significant measures have been initiated
by the government in the direction of taking the education to the people of
all segments of the society.

The ODL institutions need to have a competitive strategy so as to provide
quality education at an affordable cost. This makes India as a special case of
investigation wherein a network of over 10 open universities and 104
institutes of open and distance education (IODE) are providing access and
equity to education. Challenge and competition in the education sector have
presented a new situation where institutions are now viewed as
conglomerates and educational programs as educational products. To
ascertain sustainable and quality oriented education in open and distance
learning mode, the present paper attempts to make an analysis of IGNOU,
the premier national open university of India by Academic Program Life
Cycle (APLC) and SWOC and suggest strategies for improving the
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continuance and survival of academic programs and quality assurance in
support services.

INTRODUCTION

Education is one of the most important dimensions responsible for inducing
sustainable development in a country. It is in fact the tool which not only
enables the people to earn their livelihood but also makes them aware of
their surroundings thus helping them to lead a more meaningful and healthy
life. India with its population of more than one billion has been continuously
making efforts to provide the people with adequate opportunities for
attaining education and gaining expertise in various disciplines so that they
can contribute in the overall development of the nation. Many significant
measures have been initiated by the government in the direction of taking the
education to the people of all segments of the society.

A result of these efforts has been growth in the number of literates in the
country. Since independence, there has been a phenomenal growth in the
literacy rate moving from merely 18.33% in 1951 to 64.84% in 2001. This
has led to growth in the number of students at all levels including at higher
education level. In the last 20 years, development in infrastructure of
education and its related fields has also positively impacted on students who
are more and more opting for higher education. So the number of
educational institutions setup catering to all spheres of society has been
rapidly increasing with this rise in number of students enrolled. As is evident
from Table: 1, the enrollment in these institutions of both the modes i.e.
conventional and distance education has been increasing continuously, 2003
being the exception for Distance Education Institutions (DEIs). The table
also demonstrates that this growth rate in the number of students is more in
distance education mode as compared to conventional mode. As seen here, it
is 6.16% for conventional mode universities whereas it is 11.74% for
distance mode institutions in 2003. If we further analyze the percentage
share of enrollment of Distance Education Institutions then we find that in
1999, total enrollment in Distance Education mode was 13.29% of
enrollment in conventional mode and it increased to 15.48% in 2003. The
above analysis clearly indicates the growing acceptance and reliability of
distance education mode in India towards providing education which is
affordable and convenient for the learner.
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Moreover this also reflects that distance education mode is being more and
more accepted as an alternative to conventional mode of education.

71



THE GROWTH SO FAR

At present Indira Gandhi National Open University (IGNOU) and ten state
open universities along with 104 other institutes of distance education are

also offering a portfolio of academic programmes and courses in distance
mode (DEC, 2004).

IGNOU, being the national open university having national jurisdiction, has
been entrusted with the responsibility to promote, coordinate and regulate
the standards of education offered through open and distance learning in the
country. Presently with the enrollment of 366161 and 101 programmes, it is
the leading educational institution in India (IGNOU, 2005). The growth in
student enrollment at IGNOU which admitted its first batch of learners in
1987 with total enrollment of 4528 has been phenomenal. The University
has registered growth rate of 7986% in a span of 18 years i.e. average
growth rate of 443% per year.

The growth in student enrollment has been commensurated with the
expansion of the network of learner support centers and the support services
have also expanded in equal magnitude from 1987 to 2004, as for instance,
with 77 learner support centers in 1987, it rose to 1098 in 2004
demonstrating a growth rate of 6000% and average students per learner
support center being 58.81 in 1987 to 304.57 in 2004. This clearly denotes
the quantum of work that has increased at each of these learner support
centers. The magnitude of this tremendous increase in work and
responsibility of support centers can be judged by analysing the various
aspects of learner support services wherein these centers are involved in
tandem with the headquarters.

These support services include a whole range of services in order to facilitate
in their learning process and to create a more friendly and quality learning
environment. Face to face counseling is one such service at the learner
support centers that is managed by part time academic counselors
empanelled by the University. As evident from Table: 2, there were a total of
10668 academic counselors in 1993 that has risen to 30745 in 2004.

This growth in the number of academic counselors is not commensurate with
the enrolment growth trend because in 1993, average number of students per
academic counselor was 7.09 which have increased to 10.88 in a span of 11
years.
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Similarly, to decentralize learner support services, democratize education
and ensure wider reach of the University across the country, IGNOU
established regional centers which coordinate among student, study center
and headquarters. As the Table shows, the average number of study center /
programme study center per regional center was 6.41 in 1987 which is now
22.87 in 2004.

Yet another dimension of student support services is self learning material
and the continuous evaluation of learners’ performance. Since self learning
material is one of the main pillars of distance education system in India, the
University has not compromised on it and there has been a continuous
growth in the number of self learning material prepared. As per Table 2, with
16.35 lakhs in 1989, it has risen to 76.5 lakhs in 2004. This increase is just
not confined to material production; the university has made equal efforts to
ensure timely dispatch of these materials to the students. The tremendous
growth in enrolment has been accompanied by an equal growth in the
dispatch of number of study material packets to the distance learners, the
volume being 2.69 lakh packets in 1992 to 13.01 lakh packets in 2004
showing an overall growth rate of 383%.

Continuous evaluation of performance of students and provision of feedback
to the learners are also important quality dimensions of student support
services. As Table 3 shows, the University has been undertaking significant
effort in this direction also. The total number of assignments evaluated in
1989 was 146243 which increased to 2992942 in 2003 showing a growth
rate of 1946.5% which is commensurate to number of academic programmes
offered by IGNOU. The number of academic programmes was only two in
1987 whereas in 2005, it has risen to 101.

Besides continuous evaluation, the performance of students is also assessed
with the help of term-end evaluation conducted by University twice a year
i.e. in June and December every year. Conduct of month long examination
twice a year at more than 1000 examination centers and processing of
answer books thereupon, tells about the gigantic task undertaken by the
University biannually. As the number of students increased, so has been the
increase in number of examination centers with 31 in 1987 to 1006 in 2004.
The processing of answer books and timely declaration of results also
contributes to the quality aspect of support services. With 107711 answer
books processed in 1992, it is now 1354000 in 2004.
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Audio-visual aids supplement the face to face counseling in distance
education mode for which IGNOU has been developing audio-visual
programmes from time to time. With 538 and 396 audio and visual
programmes in 1993, they increased to 1293 and 1792 respectively in 2004.
The analysis given here enlightens us about the continuous multi-faceted
expansion of this Open University. However there is yet another side of this
success story that would arouse a lot of thinking. Though there has been
phenomenal expansion in the learner support services network yet when the
focus is shifted to the number of learners enrolled in each programme per
year and number of students successfully passing the programme in that
respective year, the picture that emerges is quite thought provoking. As seen
in table (annexure 2) the drop out rate of each of the 23 programmes is quite
amazing. This has been calculated for MCA, MEG, MLIS, MTM, BCA, BA,
BCOM, BSC, BED, BLIS, BTS, PGDDE, PGDHE, PGDMCH, PGDRD,
PGJMC, DECE, DNHE, CIC, CFN, CIG, CTPM and CTE. These
programmes have been selected for the analysis due to their substantial
percentage share in the total enrollment and longevity. For computing the
dropout rate of students in a particular academic year, first the number of
learners were identified who successfully completed the programme in that
year and then the number of students who had enrolled in the relevant
academic year was determined, finally this data was utilized for the
calculation of dropout rate. As for instance, the dropout rate for BA in year
2001 was found to be 85.47. In 2001 1877 students were awarded BA degree
and the number of students enrolled in the relevant year i.e. 1997 was 12922,
Thus the dropout rate was calculated.

The analysis shows that there is an increase or decrease in dropout rate over
the span of ten years (1996 to 2005) depending on the type of programme. It
is seen that in most of the programmes the drop out rate is more than 50%
barring a few such as BED (2003, 04, 05), CIC, PGDMCH (2001). This
shows that half of the student enrolled in the programme in the particular
year are not able to complete the programme with in the minimum duration
of study. It is also observed that the drop out rate varies with the kind of
programme. It is more in case of traditional academic programmes whereas
it shows a decline in socially relevant employment oriented professional
programmes.

The analysis of wide network of support services and the drop out rate of
students prompts towards making an in depth study of aforesaid important
academic programmes in terms of their life cycle, strengths and weaknesses
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so that adequate measures could be suggested for reducing this drop out rate
and making the programmes more learner friendly and attractive. Thus the
concept of APLC and competitive strategy tool SWOC is being applied here
for this purpose.

ANALYSIS OF ACADEMIC PROGRAMMES

Analysis of the programmes offered by the university have been done by two
ways, firstly with the help of academic programme life cycle (APLC) and
secondly by doing SWOC (strengths, weaknesses, opportunity and
challenges) analysis.

Life Cycle Analysis

With so many institutions offering varied nature of academic programmes
through distance education mode, there is a lot of competition, compelling
the distance education institutions to rethink their strategies for ensuring
adequate reach and greater acceptability of their academic programmes
amongst the masses. It is perceived here that the education sector as a whole
needs to be considered as a complex market where academic programmmes
are its educational products, students are its end users or customers, and
distance education institutions are the conglomerates.

Every educational programme, like any consumer product, has its product
life cycle (PLC) spanned in four stages, beginning with introduction,
followed by growth, maturity, and decline stage, and each stage has its
different marketing strategy. This life cycle meant for the academic
programmes could be termed as Academic Programmme Life Cycle. Four
items are meant when we say that an academic programme has a life cycle.
These are:

» any program has a limited life;

» the popularity of a programme passes through distinct stages,
each posing different challenges to the odl institution;

» the fee collection rises and falls at varying stages of the plc; and

» programmes require varying marketing, financial resources,
developmental processes, design services, and personnel
strategies.
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S-Shaped APLC Curve
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w
o

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21

Year

Figure: 1

Basically, the shape of the curve in APLC is like the letter S consisting of
four stages, namely, introduction, growth, maturity and decline.

The first stage of this cycle i.e. the introduction stage is characterized by a
period of slow enrolment growth as the academic programme is introduced
into society by the distance education institution.

This is followed by the growth stage which is a period of rapid acceptance of
the programme in society.

The third stage is maturity wherein there is a slowdown in enrolment growth
because the programme has achieved acceptance in society. And the last
stage is the decline stage in which the enrolment shows a strong downward
drift.

However, the PLC may vary from an academic programme to another
depending on the popularity and longevity of the programme. Most of the
educational programmes pass through these four stages as determined by
their level of enrolment.

An analysis of academic programmes of IGNOU is made here with the help
of APLC by selecting 24 popular academic programmes (degree, diploma
and certificate level) based on their high fresh enrollment and longevity.

77



These include six programmes under certificate level (BPP, CIC, CFN, CIG,
CTE and CTPM), 12 degree level programmes (BA, BCA, BCOM, BED,
BLS, BSC, BTS, MP, MCA, MLS, MEG and MTM) and seven diploma
level programmes (PGDDE, PGDHE, PGIMC, PGDRD, PGDMCH, DECE
and DNHE).

These academic programmes were selected for this analysis because the
composite share of enrollment of these programmes in total fresh enrollment
is in the range of 44-66% (from 1999 to 2005). Individually when these sets
of programmes are taken, then degree programmes account for 27-37% of
total enrollment from 1999 to 2005.

Similarly the diploma level programmes account for 2.7-4% while certificate
level programmes account for 11-24%. These programmes have been also
selected keeping in view their popularity and longevity. The CFN, MP,
BPP, BA, BCOM and PGDDE programmes started in the late 1980s and are
still popular with the target group, whereas other programmes such as CIG,
BLS, BSC, PGDHE and PGDRD were launched by the university in the
early 1990s and have occupied a considerable proportion of the total
enrollment compared with other categories of academic programmes.

In the mid and late 90s, CIC, CTE, BCA, BTS, MCA, MLS, PGIMC,
PGDMCH, DECE and DNHE were launched whereas the rest of the
programmes under consideration were launched in early 2000.The above-
mentioned academic programmes are analyzed here with the help of their
PLC charts and their enrollment from the year of their inception to date.

APLC of Programmes With Low Enrollment

The APLC of these programmes (CTE, PGIMC, BLS, PGDRD and BTS)
were designed considering two variables, that is, year of enrollment on the
X-axis and total enrollment in this programme in the corresponding year on
Y-axis. As can be seen from Figure 2, the shape of the curve for PGIMC,
PGDRD and BTS is like a Cycle-Recycle Curve in which after one cycle
there is again hump in enrollment and another cycle of renewed interest is
formed. Similarly CTE has a typical S-shaped curve wherein it has acquired
maturity stage and at present it is moving towards decline stage. BLS is a
unique example of combination of two types of curves i.e. S-shaped and
Cycle-Recycle curves. As is evident from the figure, BLS curve takes a
typical S-shaped, reaches its pinnacle and then declines, again with increase
in the enrollment gives another recycle
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In Figure: 3, seven academic programmes with low enrollment have been
analyzed and these are MLS, MTM, PGDMCH, PGDDE, PGDHE, DECE
and DNHE.

On seeing the graph it is apparent that programmes such that PGDHE and
PGDDE have style pattern of curve in which a style exhibits a cycle showing
several periods of renewed interests.

Looking at the enrollemt trend of PGDDE it started with 1104 in 1987 after
that increasing and decreasing trend in enrollment is observed, giving a
graph similar to style curve.

Same observation is also found in enrollment trend of PGDHE. Similarly
shape of DECE curve is a more or less “S” wherein there is low and steady
growth in the enrollment and reaching at its pinnacle in 2004 and then starts
showing slow rate of growth marking the entry in to maturity stage.

The PGDMCH curve initially shows sign of S shape wherein continous
growth is observed up to year 2000 and then decline trend is observed and
again starts showing growth in enrollment depicting renewed interest similar
to style curve.

Three academic programmes in the Figure: 3 namely MLS, MTM and
DNHE follow cycle-recycle pattern characterized by rise and fall in
enrollment shown by small humps in the cycle.

APLC of Programmes With Moderate Enrollment

Six programmes i.e MEG, BCOM, BSC, BED, CFN, CTPM are being
identified under this category which have moderate enrollment having their
peak value ranging in between 3774 to 8739.

Their life cycle is shown in Figure: 4. As evident from the figure, BED and
CTPM are showing S shape curve because they are new academic
programmes operationalised in year 2000 and 2001 respectively and both of
them are in their growth stage showing continuous growth in the enrollment.
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Figure: 4

The cycle-recycle pattern is observed in the case of MEG, BCOM and BSC
in which after one cycle there is again quantum jump in enrollment and
another cycle of renewed interest is formed. Finally the CFN programme
follows Style pattern of curve.
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APLC of Programmes With Higher Enrollment

In these category six academic programmes i.e. BA, BCA, MCA, MP, CIC,
BPP with high enrollment share is being considered for analysis. The peak
value of their enrollment varies in between 20245 and 51281. The life cycle
of these programmes is shown in figure 5.

1991 1993 1995 1997 1999 2001 2003 2005
Year

APLC of Programmes with Higher Enroliment

1989

e—- BPP
BCA
MPF

1|----cc

1987

1 |=—+=— MCA
| —&— MPF
] |—@—BA
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39000
36000
33000

£27000

224000

21000
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12000 -
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6000
3000

+30000 1

Figure: 5
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Figure: 5 show that initially when the Management programme was started
in 1987, portfolio of this programme had only one diploma programme of
six-month duration.

Gradually other postgraduate diplomas were introduced with specialization
in, marketing, finance, and human resources in 1990 and operations in 1993.
In 1991 a full-fledged Master in Business Management (MBA) was
launched in the same portfolio, which aroused the interest of the target group
and led to a peak in enrollment in these management programmes (37,899 in
1997) while passing through the growth stage.

Gradually the enrollment declined and reached a steady state in the past nine
years, that is, 7,359 in 2002. From 2003 onward the programme shows a
renewed interest of the target group with an increase in enrollment to 13464
in 2005. Thus the shape of the graph is similar to the Style curve.

The APLC of BPP is not a typical S-shaped curve because it follows a
different life cycle pattern characterized by a rise and fall of enrollment
showing the cycle-recycle pattern with the recycle normally having a smaller
magnitude and duration than the primary cycle.

The second hump in the enrollment is caused by an upward push in the
decline stage. The first intake of learners admitted to the BA programme in
1989 numbered 9,534.

The enrollment pattern of this academic programme shows that this
programme follows a combination of S-shape and cycle-recycle APLC
curve.

The analysis of CIC curve shows that since its inception it had an enrollment
of 7,381, and thereafter enrollment continually rose, reaching a pinnacle in
1991 when it reached 51,281.

This has been followed by a sharp decline, with the enrollment dipping to
10571 in 2005.

These figures demonstrate that this programme also is following the S-

shaped pattern of life cycle and currently is in the decline stage as shown in
Figure: 5.
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The BCA curve shows that the initial launch stage enrollment was 2,661,
which gradually increased year by year and reached a high of 30,906 in
2001.

However, subsequent enrollments started showing a downward turn, and in
2004 it was 9021, in the subsequent year it again showed sign of
rejuvenation with enhancement in enrollment as 11718. Up to 2004 the
shape of curve was S shaped with the only exception of year 2005.

Since its inception in 1997, the MCA programme had only 329 students.
From then on the enrollment increased, and finally reached to all time high
in 2001 with enrollment strength as 20245.

Thereafter, the programme started showing signs of decline, and in 2005 it
touched a low of 6247. Undoubtedly the life cycle of this programme is also
in its decline stage, and the enrollment trend shows that the curve in this case
is also S-shaped as shown in Figure: 5.

From the analysis presented here it can be said that the APLC concept could
be a useful tool for devising adequate and effective rejuvenation strategies
for academic programmes that are in various stages of the life cycle.

SWOC Analysis

Another method commonly utilised for analysis of educational programme
and devising the strategies is the SWOC (Strengths, Weaknesses,
Opportunities and Challenges).

The programmes under consideration here have been analysed and the result
is illustrated in Table: 3. On the basis of the above analysis of the
programmes, the opportunities are many from which a lot of advantage can
be taken.

Besides the inherent strengths could also be adequately utilized and
converted in to opportunities for future growth and development of the
university, however due focus needs to be given to the weaknesses and
timely measures needs to be devised for mitigation of these limitations so
that necessary improvements could be implemented in the system and the
threats posed by ever increasing competition could be substantially
overcome.
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Strengths

1.

10.

11.

12.

13.

Educational programmes of Central
university of India and duly
recognized by UGC/AICTE/AIU
Content contribution by eminent
experts of their respective field.
Quality Self instructional study
material at the door step of the
learners.

A wide array of academic
programme ranging from six
monthly certificate programmes to
PhD level.

Flexibility of completing the
programme in maximum duration as
per convenience of the individual.
Entry to some of the UG
programmes through BPP for non
10+2.

Support sevices for learners along
the length and breadth of the
country.

No entry barrier for the advancing to
next year of the programme even
with out appearing in the term end
examination

Infrastructure for teaching is drawn
from conventional and reputed
institutes through out India.
Simultaneous study of IGNOU
programmes along with
conventional study.

Internal continuous evaluation of the
students, enabling the learners to
acquire knowledge and prepare of
term end examination.

Job oriented , professional, skill
enhancement and target group
oriented programmes.

Learning support through
multimodal approach ( IRC,TC,
EDUSAT, A/V lessons etc)

Weaknesses

1.

10.

11.

12.

13.

14.

15.

Conservative approach of promoting
and awareness generation for academic
programmes relying on advertisements
in print media

Lack of mass appeal towards academic
programmes.

Information centers/ preadmission
counseling centers concentrated only
up to district headquarters and still
unreached to block/ tehsil level.

Long communication gap in between
the applying for admission and
confirmation of admission from the
university.

Moderately adequate literature and
measures for creating awareness about
the DE system for the new learners.
Learning centres only up to cities/
district headquarters and access to
education in far flung areas is still to be
achieved.

Concept of counseling ( clarification of
doubts in the learning session) is still
unclear to students as well as
counsellors

Lack of peer group interaction and
seriousness amongst the students
towards the academic programmes.
Delay / incomplete set of study
material to learners

Cumbersome continuous internal
evaluation of the learners and
Procedural delay in evaluation process
of the same.

Entirely dependent over conventional
system for the delivery of the academic
programme

Large time gap between the conduct of
examination and declaration of result.
Inaccessible for the disadvantaged
group such visually impaired and
orthopaedically handicapped learners.
Lack of coherence in content of study
material and its applicability in
practical situation.

Mismatch of standard of SLM vis-a-vis
delivery system.

86




Opportunities
The country being large with
substantial population with limited
educational facilities, distance
education academic programmes
have ample potential to development
of vast human resource of the
country.
Conventional system is yet to fulfill
the educational needs and cater to
the requirements of the people of the
country and hence DE system is a
viable and reliable mode for delivery
of education.
The younger generation being more
aware of their career aspirations and
with more interest towards gaining
knowledge and additional expertise
that could provide them better
opportunities, the university has
tremendous potentiall of tapping this
segment with its programmes.
With programmes like
BTS/MTM/CTS, the university can
provide excellent plateform for
human resources in the tourism
industry since the country has rich
heritage with vast and diverse
places for global tourist interest.
Some sectors/ fields are yet to be
opened for conventional mode
wherein distance education
programmes can be viable for
training the human resources such as
entrepreneurship, vocational
training, agriculture and food
processing, sericulture, mushroom
cultivation etc.
With the help of EDUSAT dream of
democratization of education can be
realized.

The socio-economic profile of the

Challenges

1.

10.

Influx of large number of distance
education institutions and gradual
development of their network and
greater professionalism is reducing
the market share of IGNOU.
Establishment of substantial
number of private affiliated
institutions offering professional
courses such MBA, MCA, BCA,
PGDCA Engineering, B. Ed.
More and more conventional
institutions offering programmes
through distance mode thus posing
major challenge for IGNOU.
Many universities offering
professional programmes in
regional languages tend to take
away a large chunk of prospective
students of IGNOU.

Reform in evaluation procedure
with the incorporation of online
and just in time assessment
technology for performance
evaluation of the students.

On demand Education i.e. IGNOU
should be able to provide
education according to the need of
the nation.

Maintaining the growing trend of
enrollment irrespective the rise in
the number of competing
institutions.

Development and delivery of
online educational programmes.
Quick and timely redessal of
learner grievance and maintaining
high standard of quality in content
and delivery of academic
programmes.

Quantity should be Commensurate
with the quality.
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country prompts towards the need
for enlightening and empowering
the disadvantaged groups including
the women and the disabled groups.
So IGNOU can fill the gap by
offering more of socially relevant
programs in addition to CWED,
CWDL and SAVINL

8. Specific learner based programs for
the artisans and the craftsmen of the
nation particularly in the textile,
carpet weaving, handicrafts,
handloom, woodwork, embroidery,
fashion designing , accessory
designing etc.

9. Considering its apex position in the
country the university can introduce
exchange programmes with other
countries wherein other countries
could offer their programme through
IGNOU in India and vice versa

Table 3
SWOC Analysis of Academic Programmes

What follows are the strategies for further perfection in certain programmes
and revival in others.

STRATEGIES: WHAT NEEDS TO BE DONE?

Strategies for Enhancing Sustainability of Academic Programmes

The above study reveals that although six programmes have S-shaped APLC
and they are in different stages of life cycle, four have cycle-recycle APLC
and three programmes have Style-patterned APLC. For some academic
programmes a combination of two type of PLCs is being observed.

Two programmes follow a combination of style and cycle-recycle while one
academic programme has combination of S shape and cycle-recycle. Since
these programmes fall in different stages of life cycles, there is a need to
formulate and adopt varying innovative marketing and sustaining strategies
in order to have a competitive edge over other ODL institutions.
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Strategies For Programmes In The Decline Stage

The strategies in decline stage are proposed with two objectives: (a) to
reduce the further decline in enrollment and maintain a constant rate of
enrollment in these academic programmes; (b) to convert the S-shaped curve
to a cycle-recycle curve, that is, to introduce value added features that would
help to develop renewed interest in potential learners. These strategies could
be as follows.1. If enrollment is too low, student support services for the
respective academic programme should be restructured; for example,
improve the quality of support service, revise the content of programme so
that it can adjust with the demand of the environment and as a whole
programme should look attractive to the potential students for the
programme. 2. Restructure the fees for the programme, that is, increase or
reduce the programme fees according to its popularity. 3. Gradually
deactivate the programme from all study centers or programme study centers
where either the enrollment is low or there is no enrollment, that is, phase
out selectively. 4. Value additions, that is, revise and update the programme
curriculum according to the requirements of changing employment markets
and industry requirements so that learners can successfully face the job
challenges. 5. Improve the learner support services and highlight these
improved services in programme information booklets.6.

Another survival strategy can be offering these academic programmes with
popular academic programmes under a packaged solution i.e. Pay One Get
Two i.e. with in the framework of programme fee of one academic
programme a learner will have option of studying two academic programmes
at the cost of one academic programme.

Strategies For Programmes In The Maturity Stage

The maturity stage for academic programmes can be divided into three
phases. In the first, growth maturity, the enrollment growth rate starts to
decline, in the second phase i.e. stable maturity, most potential learners have
completed the programme, and future enrollment is governed by the growing
need of the population for knowledge upgrading. In the third phase, decaying
maturity, in which the absolute level of enrollment starts to decline, and the
students start moving towards other programmes and substitutes. The
survival strategies accordingly could be as follows.

1. The university should try to advertise achievements of pass out
students to potential students in order to generate a favourable
image of the programme.
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2. Institutions could enter new geographic and demographic
segments by studying the behavior of the target population.

3. Modify the programme characteristics so as to attract potential
candidates according to the requirements of the target groups.

4. Re-launch of the academic programme by value addition.

Restructure the fees to match or beat the competitors.

7. Highlight the benefits and competitive advantages of these
programmes as compared to similar programmes of other DEIs
and build strong student support service differentiation that can
generate a better image of the university and the programme in
the minds of the target group and thus secure a better market
position.

b

Strategies For Programmes Following The Cycle-Recycle Pattern

The programme whose life cycle shows the cycle-recycle prototype requires
a promotional push to end the decline stage of the primary cycle and start
with a growth stage in recycles. The promotional means for an educational
programme in this situation may be as follows.

1. Redesigning the support services by adding the Iatest
advancements in the field of information and communication
technology (ICT), Video Conferencing and EDUSAT based
learning environment.

2. Revising the syllabus of the academic programme to make it
more student- friendly and at par with the latest market demand.

3. Changing the fee structure. The initial fee for the first year or
first semester (for the programme of more than one year of
academic calendar) may be less, and fees for subsequent
semesters can be increased so that overall total fees remain the
same.

4. Programme differentiation. The university should devise their
publicity/ awareness generation activities to show that their
programme is different from the academic programmes of other
institutions. The significant features that are lacking in the
programmes of other institutions should be highlighted to attract
new/potential students and retain on roll students.

Strategies for programmes following the Style pattern
The Style pattern shows the current trend in demand in the market. Hence
the education programme falling into this pattern should be revived and
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redesigned with modifications to make it draw the attention of the target
group. In our analysis the management programme shows the Style pattern,
hence suggestive strategies for the programme would be as follows.

1. Revise the course content to match the standards of management
programmes offered by other leading B-schools.

2. Change the profile of support services for management
programmes. More emphasis on case study based teaching
group discussions, panel discussions, and seminar presentations
would enrich the academic programme.

3. The university-industry linkage should be activated.

The success of the management programme depends on the placement of
students in industry. Efforts for placement of students of the management
programme should be initiated.

The strategy for management programme could also be useful for computer
programmes such as BCA/MCA wherein university-industry linkage and tie-
ups are very deciding factor for the potential students to choose institutions
for study.

Strategies for Mitigating the Limitations

With the passage of time, more and more educational institutions are
expected to follow and provide academic programme through distance
education mode so the distance education market environment will shift
from monopoly to monopolistic competition wherein university will have to
strive hard for developing academic programme differentiation along with
value added features to maintain the lead in the distance education scenario.

A set of strategies are planned here which could be useful in facing the
competition and challenges from the competing institutions.

» The potential of distance education is immense in rural, remote
and underdeveloped areas. The university should make effort to
tap this potential in these areas by offering educational
programmes in the rural belt. An approach other than present
support service will have to be considered for providing
education in these areas. Dynamic Study Centre (DSC) can be a
viable media for these areas. An automobile with downlink
facilities, internet kiosks, and support services material can be
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more viable and cost effective medium as compared to the static
regular study centres. Here is a point to remember that we have
to approach and tap the potential learners and not the old
concept of learner approaching the university.

University should adopt multimedia approach in advertising
rather than relying on print media. A combination of electronic
media (Doordarshan, private infotainment channels, internet
based advertising in tie-ups with internet service providers ),
print media (advertisement in widely read magazines such as
India Today in English and popular magazines of regional
languages in the form of Supplement) could be winning formula
for having better edge. Think National and Act Local is the key
word for advertising nowadays. With keeping national
perspective in our mind we have to adopt awareness strategy in
local and regional languages.

It is also observed that a large chunk of population is not aware
yet with the advantages of distance education and they try to
draw similarity between correspondence education and distance
education. It is still one of the biggest challenges to popularize
the merits and innovative features of distance education and its
competitive edge over conventional mode of education and
ensure greater acceptability of this mode.

On Demand Service and round the clock assistance is the buzz
word in the service sector industries and we also fall in the same
domain. A system of call centres with toll free number and 24
hour assistance on the queries, grievances and problems of the
present and prospective students can de adopted centrally at the
headquarter.

Evaluation and timely declaration of result is the area wherein a
lot of effort needs to put together. Efforts should be made to
minimize delay and time gap in between the conduct of
examination and declaration of result. We can think of on line
examination of those academic programmes wherein objective
type questions are being asked in the examination. Similarly
computer marked assignments can be considered an essential
assignment component and its speedy and timely evaluation can
be ensured by either OMR sheets evaluation or online
evaluation.

Short duration academic programmes with innovative features
can be introduced which will have the potential to generate
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interest of large chunk of population who are employed but are
eager to advance their qualification. Certificate level
programmes only with programming content can be a good
example. The university should consider developing certificate
level programmes in Java, C++, HTML and other popular
languages in tie ups with leading computer educational
institutions such as NIIT and others.

» Similar to the on going practice of providing CDs with text
books, user friendly ready- reckoner CDs could be attached as a
supplement with the self learning material. This would enhance
the attractiveness of the study material besides making the
programme more learner friendly and enhancing the mass appeal
for the programme.

» There is a need for setting up of more information centres
/booths for dissemination of relevant, adequate and timely
information about the programmes of the university.

» It is imminent to be more self reliant and reduce the dependence
on conventional system for infrastructure.

» User friendly study material and help line is very much required
for visually impaired learners who have the urge for learning
and proving themselves in the society.

» Finally with the onset of internet as a medium of communication
in the country, due stress needs to be laid on launching online
programmes.

IGNOU with its large network of learner support centres and varied nature
of academic programmes available so far needs to further consolidate and
ameliorate its level of programmes, means of reaching the un-reached,
improve its support services and endeavour to make efforts towards
providing enriched and better standard programmes in tune with the latest
development in the respective areas.
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ABSTRACT

Education is now 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 preference for flexible distance
learning, educational institutions are finding that when students and faculty
have significantly different cultural backgrounds and learning styles that the
expectations of 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 populations have moved
from being homogenous and captive to domestic constraints and
expectations, to being multi-cultural, dispersed and subject to a plethora of
constraints and 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 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
students enrolled in these universities. Of these students, more than
1.000.000 are registered in distance education faculties. With such large
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student numbers competition 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 important.
Marketing strategies in Turkey have tended to concentrate on three distinct
categories: strategies between governmental HEIs, private HEIs and 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 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 particular
student cohorts in a pro-active and constructive way.

INTRODUCTION

The fast competition that is taking place in the current global market has
affected the educational sector. In Australia, international students have
made education Australia’s third largest service export, earning $5.8 billion.
This means that student populations have moved from being homogenous
and captive to domestic constraints and expectations, to being multi-cultural,
dispersed and subject to a plethora of constraints and expectations. In Turkey
nowadays, when the education is taken for granted not only the state
institutions providing conventional education are prevailed. Starting from
1990’s higher education is provided by private universities or other private
initiates either conventionally or extensively. The increase in the products
and services that are provided by different parties has affected the
educational institutions and the power of marketing communications is
utilized in order to pull more buyers (customers) both by private and state
institutions. In Turkey although there has been existed a grand examination
for gaining an access to higher education every university intends to be the
primary choice of the students who will pass this nationwide examination.

The marketing of education is a controversial issue. Although the opinions
on the signification of the educational institution as a product and the
students as the customers still remains arguable the transformation of the
instruction process as a student-based model requires the utilization of the
marketing opportunities are used. Teaching has been increasingly developed
as a learner-centered model, shaping the process as a life-long learners
experience to match their existing knowledge and skills is crucial. At
distance education institution-DEI level being market oriented means
adapting a client-centered perspective and managing the school in a way that
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matches the needs of primary and secondary clients. This student-based
model is not much different than the client-based utilization of marketing
strategy.

In the marketing approach the needs and desires of the customers are given a
primary and major importance so they are treated as “kings”. When this
strategy is employed in distant education the course programs and materials
are observed to be shaped in accordance with the needs and desires of the
students and multimedia use are also observed to be very common with these
are presented within the most appropriate channels to the students. The
customer “king” transforms into the student “king”. Marketing is about
achieving organizational goals and these are determined by the values of the
organization (its “culture”) and shape its decision-making. Marketing helps
the DEIs to make them achieve to be identified with those clients for whom
they offer an appropriate range of learning opportunities.

The objective of this study is to discuss the notions like advertisement,
public relations, personal sales and fairs that make the marketing
communication strategies possible in a nationwide manner and compare the
higher education institutions both in Turkey and Australia based on the
competition that is widespread today.

A STRATEGY FOR MARKETING

It is the explicit recognition of the tensions between old and new learning
styles which our paper seeks to highlight as the basis for attaining a
marketing advantage. To allow students to learn in styles that commence
with recognition of diverse foundations provides an environment where
students are given greater opportunity for academic success. The view that
all students can be blended into one learning environment as though one
stylized type of pedagogy would be suitable for all students in a mixed
cohort, presumes that a standardized approach to learning is indeed
appropriate.

The concept of ‘one size fits all’ education may have been appropriate in old
economies where students represented a homogenous group from the same
cultural group with a known entry level skill set. Where students do not fit
this form of stereotyping it makes sense to approach the task of designing an
appropriate learning environment which suits the majority of learners. Eisner
also claims that;
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(c)ommunication and multiple intelligence literature suggest that
effective teaching involves reaching students, and that reaching
students involves taking their frames of reference into account.
Knowing where our students are coming from and meeting them
there may increase the chance that students will absorb the
information we seek to teach (Eisner 2003, 34-5).

Indeed, the arrival of technologies to supplement, enable, enrich and mediate
learning experiences challenges traditional education pedagogies.

To actively respond to such pressures in a way that is positive can contribute
to academic outcomes.

Businesses and governments have called into question the relevance
and quality of the education that has been provided by post-
secondary institutions as well as their continued ability to deliver
education in a manner that the new forces of the globalizing
marketplace would deem efficient (Montgomery and Canaan, 2004,
p. 740).

Nagy (forthcoming 2007) demonstrated via a case study that student
outcomes could be dramatically improved by specifically recognizing the
needs of the cohort and tailoring assessment tasks to suit the cohort. This
style of customization is a reaction to market needs in a proactive way to
ensure that student success is achieved without variation in the quality or
content of course design. To take this analysis one step further, for a chosen
unit of study where it is known that the student population incorporates
variable educational foundations within the student population, a university
could recognize this variation and provide 2 streams of learning for the same
material using alternative pedagogies to achieve outcomes.

One alternative could embrace student centered learning and the other
teacher centered learning. Each of the alternatives may then employ the best
practice pedagogies appropriate to the identified style of learning, and utilize
different assessment strategies. Students are then free to choose which
alternative learning environment best suits their learning foundations and
preferences, at the commencement of the subject. This approach has the
potential to promote a more confident attitude to learning with less alienation
from the learning environment, greater student self esteem and improved
learning outcomes.
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The term learning styles is used as a description of the attitudes and
behaviors which determine an individual’s preferred way of learning. Some
students tend to focus on facts. Some respond strongly to visual forms of
information; others are able to learn more from verbal forms-written and
spoken explanations. Some prefer to learn actively and interactively; others
function more introspectively and individually. No one learning style is
better than another; it is simply that people learn in different ways. The best
learning style is the one that works for an individual in a particular situation.

Those universities with sufficiently large and diverse student cohorts may
be able to further refine a process of variable pedagogies. Costs would not be
significantly different and yet the provision of alternative learning
experience can be employed for both on campus and distance education
institutions representing a way of marketing subjects that may entice
particular students to particular universities.

The marketing strategy we have suggested is another form of product
differentiation in the very active market for higher education. Redding
(2005) highlights that students already have many choices. He claims that

(i)n most education systems, students can express their preferences
through their choice of universities, choice of courses within the
university or perhaps even their combination of modules within a
degree. The bone of contention, however, is the assumption that
having made that choice, the students should defer to the expertise
of the deliverer (Redding 2005, p. 411).

Our suggestion places the emphasis back on the student; with the student
selecting the mode of learning best suited to their personal learning style.
These choices made available to students can thus be regarded as part of a
suite of marketing tools that universities can make use of. Generally, action
must be taken to develop a complete marketing program to reach consumers
(life-long learners) by using a combination of factors which can be referred
to as the 4P’s. The 4 P approach to marketing includes product, price, place
and promotion are illustrated as follows:

» Product: It is a good, service or idea is the consumer’s needs
for satisfying. Physical product can be described in terms of its
physical characteristics and is what most people actually think
of as the product (Pardey, 1991, p. 124). Some authors suggest
that education is a product. For example; Kaye suggests
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looking at distance education as a product instead of a tool for
distributing education. He says that in order to most efficiently
use our resources, the needs of the student/consumer should be
assessed. By doing so, we can learn from the students and then
apply that knowledge to attract future students while meeting
the needs and improving upon the services offered to the
current students (Yilmaz, 2005, p. 12). The products have a
different name, logo, color and physical attributes. We can say
that DE institution is a brand and a brand is a way of
differentiating one product from another; the greater the
perceived similarity of products, the more important the brand
in establishing the differences. Some schools will clearly feel
that they are different from others, or that the market perceives
differences, which makes it less important for them to
establish their corporate identity (Pardey, 1991, p. 132).

» Price: This concept embodies more than a value that someone
will pay for it. The meaning associated with price changes is
contextual. Institutions have different pricing policies and all
institutions compete against each other to increase their
application and enrollment rates. Pricing policies will impact
student choice between institutions.

> Place: It is a means of getting the product into the consumer’s
hands. The personality of the place sends messages to the
target audience. The vehicle which is used to reach the
students can be a physical location or a virtual space where the
connection speed of internet used, e-mail, can serve as a
differentiating mechanism.

» Promotion: Promotion is a means of communication between
the seller and buyer. It includes advertising, public relations,
personal selling, publicity, and sales promotions. If one higher
education institution wants to enroll more students than other,
it will need to use corporate advertising or engage in activities
that create a liaison between the students and the institutions.
Publicity provides media coverage to the institutions and
visibility can create confidence about an institutions reputation
and quality perceptions.

The first private university to use promotional material in Turkey was
Bilkent University. Students who attained higher scores than others in the
university entrance exam were sent brochures and were invited to be the
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students of Bilkent. Today, the number of private universities is 25 with all
universities routinely engaged in use of marketing communication to enroll
new students. Marketing initiatives include print based products and
internet-based advertisements, brochures, and word-of-mouth (WOM)
communication.

According to Buttle (1998: p. 242) WOM has been shown to influence a
variety of conditions: awareness, expectations, perceptions, attitudes,
behavioral intentions and behaviour. Because of these factors positive WOM
may affect the awareness of the private university and this awareness can
turn the behavioral intentions of students. Fairs are also benefited to
communicate with the students.

Every year education fairs are organized and all universities are represented.
In Australia it is also common for higher education institutions to routinely
engage in advertising and promotion of particular universities by attending
promotional events around the world, and by having a strong internet
presence. Where the cost of registration is same between universities,
the image of the university plays an important role in the process of
selecting that university. The image consists of two criteria. One of it
is tangible criteria like, academic staff, profile of the graduated,
facility of the university, curriculum, and opportunity for internship
etc. Intangible criteria are good or bad experiences about university,
negative or positive WOM.

GLOBAL CONTEXTS - BORDERLESS EDUCATION

As education increasing becomes borderless, universities compete for
students in the same market, the global market. How universities have
individually embraced this phenomenon have implications for their ability to
attract certain segments of the education market. Those that continue to rely
on ‘traditional learning’ in relation to the pre technology savvy students in
the ‘old economy’ have a fixed view of the place for education in society.
Such views are culturally defined and perceptions of knowledge have tended
to be ordered and open to control.

Traditional learning has been about imparting traditional knowledge using
accepted methods with the expectation that learners would comply with and
accept imparted facts. Traditional universities had captive markets based on
a mixture of geographical proximity, barriers to market entry based on
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language, accreditation, culturally defined learning styles, and cost. This
style of old economy, based on old perceptions of knowledge and old
learning, is a thing of the past (University of Sydney 2003).

The socio-political changes coupled with and, to a large extent, also driven
by the ICT revolution, have made it possible for people to become aware of
and informed about events and developments in other parts of the world. The
proportion of countries practicing some form of democratic governance rose
from 40 percent in 1988 to 61 percent in 1998.

Macro-economic policies predicated upon privatization rather than central-
planning and export—competitiveness rather than import-substitution, are
policies that have started to rapidly unify world markets and radically
transformed the world economy. This process referred to as Economic
globalization is deeply intertwined with technological transformations. New
tools of ICT make world’s financial and scientific resources more accessible
and unify markets into a single market place, aptly called the global market,
where intense competition in all conceivable fields, including not only
goods, but also services such as education and medical care, further drives
scientific technological and socio-economic progress.

The convergent and mutually reinforcing impacts of globalization and the
ICT revolution have radically changed not only the methods and structures
of production, but also the relative importance of factors of production along
with the profile of the workforce.

The transformation of industrial societies to knowledge societies and a
global knowledge economy is characterized by the increased importance of
knowledge, both technical knowledge (know-how), and knowledge about
attributes (information and awareness) (Guruz, 2003, p. 2-3). The new
economy embraces new knowledge, using new knowledge transfer
mechanisms (technologies) in flexible contexts with few barriers preventing
participation. Notions of lifelong learning and a knowledge society coupled
with the revolution in digital technologies have enabled education and
education processes in ways previously unimagined. The harnessing of
technologies for learning has also fostered greater transparency in education
processes in accord with the “market” perspective supporting a standardized
(Marginson & Considine, 2000, p. 177), non-discriminatory approach to
education which can meet professional requirements and is offered to all
qualifying students on the same basis (Parker 2005). It is not our intention to
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contribute to the debate concerning whether it is appropriate to regard
students as customers, or whether education can or should be regarded as a
product. We acknowledge that this debate is the subject of much contention.

However, higher education has evolved with the ‘new economy’ and
warrants being considered within a competitive framework. As
commonalities in degree and postgraduate programs increase allowing for
qualifications to become portable worldwide, competition between suppliers
of higher education is increasing. Before considering a marketing strategy
which can be applied to both contexts, we will make comparisons between a
mature higher education market with limited local growth potential,
Australia, and a country with a rapidly expanding market and significant
growth opportunities, Turkey.

The rapidly changing countries of central, eastern and southern Europe
provide examples of changing growth markets with significant opportunities
for innovation in higher education. The most significant development has
been the rise in private universities which did not exist prior to the 1990’s.
These private institutions filled a vacuum when the state resources could not
fulfill the upsurge in demand emerging from the value placed on education
in economies that were increasingly adopting market economics principles.
The recognition that

“(a) strong system of education is vital to the prosperity of
any modern state” (Galbraith 2003, p.539),

came quickly in the emerging economies with private institutions
stepping in the meet demand in many European countries. Galbraith
also points out that the private provision of higher education is
relatively rare worldwide (with the exceptions of United States of
America and Japan), and sharply contrast with the experience of
Western Europe where education is overwhelmingly public in nature.

Higher education, too, was viewed by many as a purely public service,
but has now evolved as a semi-public service, with an associated cost,
a social and a personal return. Coupled with fiscal constraints and
shrinking public resources allocated to tertiary education worldwide,
this new view of higher education has led to the introduction and rise
of market forces in tertiary education. Privatization and attempts to
establish quasi-market structures have been key elements in
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formulating and implementing higher education policies, not only in
developed countries, but also in the Asia-Pacific region, Latin
America and Eastern European countries in transition. These consist of
introduction of real tuition fees, revenue diversification through sales of
goods and services produced by institutions and an increased share of private
institutions of various types, both non-profit and for-profit (Guruz, 2003, p.
29).

In Turkey, since 1990s, the private sector has entered the market providing
educational services at all levels and effectively changing the landscape of
higher education in country. It is not coincidental that foreign capital has
been attracted to higher education opportunities in Europe where demand
has exceeded supply over the last 2 decades. However profit motivations do
not always support an environment of quality and equity with these issues
continuing to be problematic.

In recent times there are increasing calls for fragmented, disparate systems
between countries to become more understandable and comparable as the
importance and need of a mobile and flexible workforce in knowledge based
economies continues to rise. The most recent significant moves in Europe to
increase standardization in higher education have emerged as a consequence
of the European Bologna Process, a plan to integrate the higher education
frameworks of 45 European countries by 2010.

With origins commencing in meetings held in Bologna in 1999 relating to 29
countries that subsequently expanded to include many more countries as a
result of the most recent meetings in Bergen, in 2005. The Australian
Minister for Education, Science and Training, Julie Bishop, suggests that the
Bologna Process:

is about mobility for students and graduates—about bringing
together a disparate array of systems and working towards a
consensus model that enables students, and institutions and
employers to more readily understand and translate qualifications

across national borders ... to improve Europe’s international
position in higher education (Bologna National Seminar 2006,
Bishop, p. 2).

The quality of Australian higher education is already well regarded
internationally. However, with a small population of 21 million people and a
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shrinking domestic market Australia needs to be attune to developments
overseas which will influence the market for international students, its main
source of growth opportunities. The minister for education has made it clear
that:
(t)he Bologna Process and the increased incidence of teaching in
English at European institutions, will help those institutions
challenge our traditional markets in Asia. As the competition for
students intensifies both at home and overseas, the pressures will
intensify on universities to distinguish themselves yet still offer
students a high quality education experience (Bologna National
Seminar 2006, Bishop, p. 3).

This viewpoint is based on perceptions that the European Union (EU) is, or
has been, regarded as an economic and political force without perceived
“prestige of institutions, labour market acceptance of qualifications and
innovation capacity of institutions” (Bologna National Seminar 2006,
Richard, p.12). Efforts to raise the international profile of European higher
education, clearly has implications for the Australian higher education
market.

While Australia resides outside the immediate influence of the Bologna
Process, Turkey is more directly affected. After a call for contributions by
the EU, in June 2004, the Turkish National Agency established a National
Team of 12 Bologna Promoters. In less than six-months the team prepared a
working plan that generally contributed to the implementation and
understanding of the Bologna process in Turkey.

The activities concerning the European Credit Transfer System-ECTS and
Diploma Supplement implementations in Turkey have been carried out by
the universities under the supervision of the Council of Higher Education
(YOK). Universities have been participating in mobility schemes within the
context of EU education, training and youth programmes under the
coordination of the National Agency. By law, it is the responsibility of the
Council of Higher Education and the Interuniversity Council to see to it that
a national system of quality assurance with a structure and function
comparable to its transnational counterparts is established and implemented.
In their last meeting, both the Council and the Board have expressed their
willingness to establish a national quality assurance system and re-
acknowledged that the establishment of this action has top priority in their
agenda after being briefed about the existing practices by some higher
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education institutes in Turkey. It is expected that there will not be any need
for a legislative change and, hence, the process will be completed before the
2007 ministerial meeting.

Evidence of Turkey’s rising quality comparability in global contexts is
evident in specific areas. For example, the pioneering higher education
institutions in search of international recognition of some of their
programmes, sought accreditation with ABET (Accreditation Board for
Engineering and Technology-USA) in the first half 1990's. Most of the
engineering programmes of 4 universities were evaluated by ABET at
different times and received "substantial equivalence" from ABET (ABET's
only accreditation for countries outside the USA). These universities have
since then been co-operating with ABET for quality assurance of the
engineering programmes and more higher education institutions followed
them afterwards. This co-operation has also motivated all the engineering
faculties to establish a national system of quality assurance for engineering
programs.

The meetings and the workshops of the deans of all the engineering faculties,
which started in late 1990’s, gave birth to a national accreditation system of
engineering programmes-MUDEK-, similar to ABET2000. Although
MUDEK does not yet have any official recognition by the responsible
bodies, it stands a good chance of being a part of the national system for
engineering programmes after some revisions with due regard to the
requirements of the Bologna process (e.g.: international peers in the
governing body); since it is already a partner in EUR-ACE (European
Accreditation Programme for Engineering, an ongoing Socrates programme)
and since Turkish universities have already been well received.

Among other international quality assessments exercised by the higher
education institutions in Turkey are several reviews by EUA through its
Institutional Review Program (IRP) and the accreditation process of Joint
Commission of International Accreditation for hospitals (for the case of
university hospitals). Three universities participated in the first phase of the
Quality Culture Project conducted by EUA, in 2002-2003. For the second
phase of the Quality Culture Project, which took place in 2003-2004, one
Turkish university was chosen as one of the 45 participants from 24
European countries that were selected. Two universities were selected for the
third phase of the above-mentioned project that will be carried out in 2005.
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The reviews concluded that, there is a need felt by the government, society,
the employment sector and the Council of Higher Education (YOK) to
promote and secure Turkish universities’ reputation internationally,
particularly, within other OECD and EU countries”. The 2001 regulations
for quality assurance accepted by the Interuniversity Board, the practices and
the pilot project mentioned above now provide a solid background to
establish a national system, including all the desired elements in it, like
international participation, co-operation and networking (Bolonya Sureci
Kapsaminda..., Kucukyavuz, S. & et al., 2005).

Free mobility is of the most importance to the Turkish universities. In
general, universities encourage the mobility of academic staff and students.
Many universities organize exchange programmes, workshops and summer
schools in co-operation with universities abroad. The major problem for the
mobility is funding, so far composed of limited university resources. Most of
the universities have established their International Offices and have
connections with the National Agency responsible from all EU programmes
concerning mobility. The National Agency Turkey was established in
January 2002 to carry out required activities to enable Turkey’s participation
in EU education & Culture Programs. Turkey is now preparing for
participation in Socrates programmes with some training and promotional
activities as well as some promising pilot projects. The aim of the Student
mobility project is ‘learning by-doing’ experience; and also to monitor the
implementation process and outcomes concerning this project.

Life Long Learning there is no regulated requirement on life long learning.
But public training centers and continuing education centers of universities
serve also as life long learning centers. And, pen Education Faculty of
Anadolu University, Eskisehir is organize LLL. (Higher Education in urkey:
Implementing...., www.bologna-berlin2003.de/pdf/Turkey.pdf, retrieved
19.03.2007)

Anadolu University is aware that the success of the mobility programmes
depends on an organised international relations body inside the institution.
For this purpose, after the agreement between Turkey and the European
Union to enter the LLP II Programme and the Framework Project FP6 in
2002, the efforts have been concentrated on the establishment of an
international office in order to organize the four existing units, which are
SocLeoYouth (LLP-Leonardo-Youth), FP6, European Documentation
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Centre and Non-European International Affairs. (retrieved 28.03.2007,
http://www.uib.anadolu.edu.tr/index.html)

As a result, the Office for International Affairs has been established in mid
2003. In order to undertake the LLP/Erasmus Programme, an Institutional
Coordinator has been appointed and the deans of all the faculties have
appointed their respective Departmental Coordinators. Anadolu University
considers its European Policy as a major aspect of its wider international
policy, especially after 2001 when Turkey became a candidate to become a
member of the European Union. As we are willing to cooperate with
European universities and eager to be a part of all sorts of European
educational programmes, we have already started making the necessary
adjustments in all units of the university to be more transparent and more
open to international cooperation. Seminars have been implemented
throughout the university in order to inform the academic staff and the
students about the LLP/Erasmus scheme, and ECTS credits have already
been assigned in most of the departments. Works on the Diploma
Supplement have recently been completed.

The EU and many other countries have already made significant progress in
building strengths in higher education by mobilizing the new technologies
and flexible modes of education provision. This has spawned the creation of
‘corporate, virtual and for profit universities with for profit universities being
the most aggressive at expanding their activities into the domestic markets of
other countries. In doing so there is a presumption that a standard education
product can be used for students enrolled from anywhere around the world.
While the new economy and new learners are embracing many new modes
and methods, the movement from the old to new learning paradigms has not
been with out creative, financial and cultural tensions.

As those seeking to take part in the new knowledge revolution bring
embedded learning foundations and abilities based on the old paradigms,
learners in the new learning environment struggle to adapt. Montgomery and
Canaan (2004) confirm a need for

the development of ethnographies of higher education that consider
how local, national and global structures interpenetrate and interact
to shape and stratify student’s educational choices and experiences

. as a consequence of the ways in which informal and formal
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curricula and student learning during primary and secondary school
has been structured (Montgomery and Canaan, 2004, p. 739).

The recognition that increasing similarities in higher education, which
theoretically allows the ‘education product’ to become more standardized
does little to recognize that student groups are becoming less
homogenous.

THE TURKISH CONTEXT

There are 53 state and 25 foundation (private non-profit) universities in
Turkey which are all governed by the same Higher Education Law no. 2547
enacted on November 4, 1981. At present, enrolment in the foundation
universities accounts for only 5.7 % of the total and, it is rather unlikely that
enrolment in Foundation universities will near those in the state universities
in a foreseeable future. According to OSYM statistics at academic year of
2005-2006, all Turkish universities have 2.342.898 student in HE system.
992,235 of who are female and 1.350.663 were male. 810.705 of whom were
registered to the tradition HE institutions, and 1.532.193 of who were
registered to the distance education institutions and 1.100.000 are active
student and nearly more than 400.000 of them passive students who are not
re-registration in this academic year. In this academic year totally 15.481
foreign students were registered to the Turkish HE institutions from all over
the world. 5.152 of them female and 10.329 are male.

Most of them come from Turkic Republics, North Cyprus Turkish Republic,
or Europe. Even, at in this academic year 29 Australian students registered
Turkish HE institutions that 19 are female and 10 are male. (OSYM, 2005-
2006 Academic year Statistics of academic year, also the report can be
http://www.osym.gov.tr/BelgeGoster.aspx?FOE10F8892433CFF7A2395174
CFB32E174B6113DA2B1A6EC)

Foreign students who wish to pursue their undergraduate study in Turkey
must have completed their secondary education in a high school/secondary
school or a similar institution in which the education is equivalent to that of
a Turkish high school. Secondly, they must take the Entrance Examination
for Foreign Students (YOS). The YOS consists of two tests. The first test is
the Basic Learning Skills Test which assesses abstract reasoning. The
questions have a minimal dependence on language but explanations are
given in English and Turkish. The second test is the Turkish Language
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Proficiency Test which assesses the candidates’ comprehension of written
Turkish. The YOS is usually administered in June by the Student Selection
and Placement Centre (OSYM).

Language courses are organized for the international students at the
universities where the medium of instruction is Turkish. The fees for
national students in institutions of higher education are fixed and announced
by the Council of Higher Education, taking into consideration the character
and duration of the period of study in various disciplines and also the nature
of the individual higher education institutions.

The portion of these fees to be paid by the State is determined each year by
the Council of Ministers and allocated to the budget of the institution
concerned on a per-student basis. The remaining portion of the fees is paid
by the student.

The portion paid by the State is to be a minimum of 50%. Foreign students
pay the tuition fee three times more than the Turkish students.

The tuition fee must be paid in a single sum and in the foreign currency to be
determined in accordance with the current exchange rate (Summarized from
Bolonya Sureci Kapsaminda..., Kucukyavuz, S. & et al., 2005).

THE AUSTRALIAN CONTEXT

Australia has 37 public universities, 2 private universities and approximately
130 other higher education providers, the latter generally offering vocational
and technical education qualifications in smaller specific disciplines catering
to specific markets. In 2005 there were 665,526 undergraduate students and
263,504 post graduate students with international students making up 25% of
total enrolments. The most favored areas of study for international students
are management, accounting and information systems making up 60% of
enrolments. Because of structural issues and funding of higher education by
government, private universities have not yet attained a strong presence in
Australia. This does not mean that the need for economy and efficiency
usually characterized in for profit contexts, does not play a part in university
administrative and policy decisions.

In the last three decades government has transformed the public sector by
imposing market-based models as a means of inducing efficiency and
economy for the public purse. These changes have impacted tertiary
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education by introducing diversity in offerings, in participation and in
operational structures. As a consequence, Universities are increasingly
‘customer-focused’ as they compete with each other and, in addition, with
emerging industry-based alternative suppliers of tertiary education.
Depending on the faculty of study Australian students are most commonly
subsidized by government funding and can pay from $490-$1021 (and
higher in the fields of medicine and more prestigious programs) per subject
for undergraduate subjects where a typical degree is composed of 24
subjects. International students are not subsidized by the government and
pay much higher costs for their education. The costs can vary between
universities and can range from $1875-3,313 per subject for a typical
undergraduate degree (http://www.deakin.edu.au/fees, accessed 28/03/07).
English proficiency must also be demonstrated via testing using a range of
options recognized by the Australian Government for tertiary studies. The
future viability of higher education is significantly impacted by Australia’s
ability to provide a quality international higher education experience with
overseas markets continuing to be the source for sector growth.

The Australian academic landscape, in comparison with Turkey, is small and
to a significant degree mature, with limited opportunities for expansion in
the domestic market. 80% of Australia’s international students come from
Asia and China where the quality reputation of universities is well regarded.

However, like the current European initiatives, Asian countries are
increasingly building their own capabilities meaning that competition will
become an even greater issue with the need for positions of marketing
strength to be created. The growth in the Australian international student
market over the last 10 years has benefited from the quality and equity
policies common to large public universities in Australia. Students that meet
entrance requirements are able to enjoy the same quality of education as
domestic students. At Deakin University, equity policies ensure that all
student groups receive the same learning experience within a standardized
framework. The framework is founded upon presumptions concerning
generic skills held on entry and expectations of skills that graduates will
develop during their studies.

To differentiate between student cohorts in Australia is met with
condemnation on the grounds of equity and culturally defined best practice
pedagogy. The old style differentiation of students by physical location
based on whether that were distance and face-to-face does not exist.
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All students receive the same resources, access to university systems and
staff and pay the same fees. Discriminatory practices and processes are
unacceptable with a “one size fits all’ approach resulting in learning
environments that regard students as they were a homogenous group. From
an ethical viewpoint, it can be argued that the promise of a western style
education based on an English standard is what students that enroll at
Australian institutions expect. However, this viewpoint is difficult to sustain
when evidence indicates that by showing greater flexibility in teaching styles
students can achieve better outcomes (Nagy 2000).

Asian students often represent the majority in certain post-graduate business
programs. There is much research to support the notion that Asian learning
styles are very different to Western style learning paradigms with students
preferring a teacher centered rather that student centered leaning paradigm
(Garrison and Anderson 2003). This reflects the foundations acquired from
primary and secondary school education which are culturally bounded and
impact the types of generic skills which students bring to university
studies.

LIMITATIONS

The offering of alternatives learning environments using the same course
materials may be viewed as a discriminatory practice which marginalizes
one form of learning experience over another. It is possible that students
preferring a teacher centered learning experience may be criticized for
perhaps not acquiring skills during the learning process which are consistent
with the acquisition of lifelong learning skills. However these are defined, it
can be argued that such skills can be acquired in different contexts without
the need to foster them in every unit of study at a university. It may be
sufficient that the skills associated with any perceived shortcomings of a
particular learning paradigm are sufficiently covered elsewhere in other
subjects. Or, alternatively, can more appropriately be fostered with a specific
subject of study rather than as part of a body of knowledge.

Another important limitation of this article is the Australian and Turkish HE
contexts are not sufficiently similar in their student markets. Whilst this may
have been true of the past, competitive forces are becoming more global and,
as the Bologna initiatives have shown, decisions made in one part of the
world have ripple effects in more distant markets.

114



CONCLUSIONS

As indicated in this paper the higher education systems of the two countries
illustrated are not so similar. In Turkey, most of the universities are state
based and privates are non-profit foundation based. However, private
universities charge much more than government universities. Average
students fee of private universities start from $5.000 up to $15.000 per year.

The fees vary according to the field of study and the prestige or popularity of
the university. The cost of state based university students is approximately
$100-$1,000 and is generally the same at each university.

The two types of universities compete with each other; however there is
more competition between private universities. State based universities are
more limited in their ability to engage in marketing activities because of
budget constraints.

For Turkey in particular, marketing in the area of distance education has
significant implications for traditional universities’. As an illustration
Anadolu University’s Open Education Faculty has many more students than
that of the traditional universities.

The Open Education Faculty students pay small fees of approximately $100-
$150 per year. But since the year 2000 other institutions have commenced
offerings distance education and Anadolu University needs to review its
marketing activities, in the traditional and Open & Distance Education
fields, in response to the increased competition.

It can be said that the importance of understanding marketing applications by
university administrators is rising rapidly in the Turkish HE system. Though
existing in different markets Australia in a mature market with limited
domestic growth opportunities, and Turkey in a rapidly expanding market
with emerging new a market entrant, the path ahead for universities in both
countries is undoubtedly one of greater competition.

The standard laws of supply and demand continue to infiltrate higher
education institutions. Competition between institutions and countries
together with the drive for profitability will promote innovation in education
offerings.
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The proactive stratification of education as a marketing tool recognizes that
students are from multiple and often contradictory social locations which
provide possibilities and constraints in the education process.

To deliberately recognize some of these possibilities empowers the student
learning process by providing more choice in a competitive higher education
market. As the number of for profit private higher education institutions
continues to increase so marketing niches will develop.

Autors note: This chapther is published version with the same title in
Turkish Online Journal of Distance Education-TOJDE, April 2007 ISSN
13026488, Volume: 8 Number: 2 Article: 14, Anadolu University,
Eskisehir, Turkey. Authors desired to share their article”s and knowledge
once more with the readers via this book.
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CHAPTER 1V

Marketing Strategies Distance Learning
Programs: A Theoretical Framework

Najmuddin SHAIK
University of Illinois, Illinois, USA

ABSTRACT

Higher education in general and distance education is undergoing a number
of changes as a result of advancements in computer technology, growing
competition from dot.com companies, and changes in the student profile.
Students are demanding quality services and are less willing to make
compromises in the quality of educational services. Having internationally
renowned faculty teaching courses is not sufficient for gaining a competitive
advantage. Quality teaching has to be supplemented with quality supporting
services by staff with a marketing attitude to maintain long-term
relationships with students. To survive in this competitive environment,
educational institutions need to consider implementing marketing strategies
that promote student retention, encourage recruitment and enrollment of new
students, and foster long-term relationships with students.

Relationship marketing has emerged as a dominant paradigm with
consequences for marketing and management of a relationship-type
marketing strategy. Relationship marketing offers an efficient way of
keeping track of students’ expectations and offering services to students that
are meaningful and relevant. Such a strategy will have a balanced focus on
student recruitment and retention initiatives. Implementation of relationship
marketing requires a dedicated staff with a service attitude, a good physical
or virtual environment, and well-managed service processes. Education as a
service with a multitude of student interactions is ideally positioned to take
advantage of relationship marketing to provide consistent and personal
services to the students over time and across multiple touch points.
Corporations are moving away from mass marketing to relationship building
strategies and educational institutions can benefit from this experience.
Although a number of researchers have advocated a move towards
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relationship marketing in the corporate world, the application of relationship
marketing strategies to educational services has received little attention.

This chapter is an attempt to address the gap. The relevance of the
relationship marketing paradigm to student recruitment and retention in
distance learning programs is described. An alternative theoretical
framework is proposed based on organizational approach to errors in
decision making. The alternative theory of student retention and the
relationship marketing paradigm reinforce similar strategies to promote
student retention and are complimentary to each other. Also included is a
brief discussion of the Service Center, a Student Relationship Management
System developed by the Academic Outreach staff of the University of
Illinois; and a discussion of the efforts of the University of Illinois Graduate
School of Library and Information Science online graduate degree program
to build long-term relationships with students and other collaborating
partners.

CHANGING LANDSCAPE OF HIGHER EDUCATION

Higher education in general and distance education in particular are going
through a number of changes as a result of advancements in computer
technology and changes in the student profile. The Internet has created a new
level of competition with the entry of for-profit dot.com companies that pose
a credible challenge to the traditional educational institutions especially in
the area of online distance learning programs. New educational models are
emerging in response to the changing market conditions. Today, burgeoning
new educational providers and new forms of educational technologies
threaten traditional educational institutions. These same educational
institutions are currently under tremendous pressure from multiple sources.
According to Frank Newman, past President of the Education Commission of
the States:

“Competition is forcing a hard reexamination of the purpose and
effectiveness of every activity - from how well and often faculty
interact with students, to whether expenditures on student life
actually create a learning community, to the issue of costs and wise
use of resources (Newman 2001, p. 9).”

The rapid growth of for-profit institutions like the University of Phoenix has
raised some concern among the management of traditional educational
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institutions. Tony Zeiss (1998), the President of Piedmont Community
College in Charlotte, North Carolina, and former President of the American
Association of Community Colleges, eloquently articulated the core concern
in this statement: “Will our students become theirs?”

Enrollment Patterns in Distance Learning Programs

The competition for enrolling students in distance learning programs is
expected to intensify as more institutions begin to recognize the economic
potential of this growing sector. Enrollment in higher education is expected
to grow with an increasing enrollment in online programs (Allen & Seaman,
2004). According to the 2007 Sloan Consortium report (Allen, Seaman,
2007), online enrollments grew at 9.7% compared to the 1.5% reported for
the overall higher education student population with approximately 20% of
all U.S. higher education students taking at least one online course in the fall
of 2006. Open and distance learning is thus becoming an accepted and
indispensable part of the mainstream of educational systems (UNESCO,
2002).

Non-Traditional Students Profile

Along with the growth in online and distance learning, a shift has occurred in
the composition of student population with a growing proportion of non-
traditional students enrolling in both campus and distance learning programs.
A typical non-traditional learner is an adult between the ages of 31-40 years.
The majority of adult learners are married with one-third having children
younger than 18 living at home. Most adult learners are employed with an
average household income of $77,000. (Moore, 2003; Eduventures, 2008).
Unlike traditional students whose primary goal is to graduate with a degree,
many non-traditional students may already have a degree and may be
interested in transfer credits or acquiring skills. The primary reason for non-
traditional students enrolling in college and university programs is personal
enrichment and improving performance or pay in their current professional
activity (Eduventures, 2008). Non-traditional students also enroll at multiple
institutions, sometimes simultaneously (Johnstone, Ewell, & Paulson, 2002),
temporarily stop-out, or have had multiple transfers between institutions. The
Internet has given the non-traditional students access to a tremendous amount
of information. With a simple click of a button they are able to shop for
courses and programs that best fit their academic requirements,
accommodate their schedules, and learning styles. They are familiar with
Internet technologies and want access to more courses in flexible formats.
They have high expectations for personalization, immediacy, responsiveness,
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and mobility from their educational experiences. And they want institutions
to provide social networking and community-based activities, and to rethink
the choice of instructional design and delivery models for online and distance
learners (Porter, 2006).

Emerging Models of Distance Education

In addition to changes in online distance learning programs and the student
profile, a plethora of new educational models have emerged, models such as
the for-profit institutions, corporate universities, private non-profit virtual
universities, public-private partnership institutions, and consortia. Some
traditional educational institutions are also developing separate online
programs. Following are a few of the emerging models that reflect the
changing market conditions and the growing demand for distance learning
programs.

Traditional Institutions Virtual Campus Model

A number of traditional higher education institutions are offering online
versions of a number of traditional campus-based programs and in some
cases creating a virtual campus such as e-Cornell, NYU Online, University
of Illinois Global Campus, SUNY Learning Network, and The University of
Nebraska at Lincoln Class.com following the for-profit model (Howell,
Williams & Lindsay, 2003; Moore, 2003).

For-Profit University Model

University of Phoenix, a commercial subsidiary of the Apollo Group has
more than 325,000 students enrolled on campuses scattered across 39 states
offering everything from associate's degrees in sports management to
Spanish-language MBAs (Mangu-Ward, 2008). Jones International
University, a subsidiary of Jones International, Ltd. was accredited by North
Central Association of Colleges and Schools in 1999, has been offering
bachelor’s and master’s degree programs in business communications in
addition to several certificate programs.

The University of Nebraska at Lincoln created Class.com following the for-
profit model (Moore, 2003). Some for-profit entities are boosting their online
presence by acquiring or partnering with private colleges. Bridgepoint
Education purchased the Colorado School of Professional Psychiatry; weeks
after a private equity firm announced its pending purchase of Touro
College’s distance education division (Inside HigherEd, Dec 10, 2007).
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Corporate University Model

Corporations have also established their corporate universities to meet the
growing needs of their employees some with physical infrastructure such as
Motorola University and other like Dell University following virtual campus
models (Moore, 2003).

Private Non-profit Virtual University Model

The Western Governors University (WGU) is a private non-profit virtual
university established by the governors of 17 states and corporate partners
such as Microsoft, Sun Systems, IBM, and AT&T. It offers distance learning
degree programs by brokering courses and training programs offered by
colleges and universities in the western states of the US (Moore, 2003).

Public-Private Partnership Model

Some publicly funded institutions are partnering with for-profit organizations
for content, virtual delivery systems or both. eCollege, founded in 1996 as
Real Education in Denver, partners with University of Colorado and other
universities to increase the availability of online degree and certificates and
deliver course content online. eCollege and eHigherEducation also partner
with colleges and universities to provide management and capital to support
their online programs (Moore, 2003).

Consortium Model

National Technological University, a consortium of 50 universities provides
graduate courses taught by leading engineering schools and organizations to
engineers, technical professionals, and managers at more than 1,000 work
sites across the globe (Moore, 2003). Cornell Hotel School, eCornell and The
Culinary Institute of America have combined to produce a series of self-
guided interactive online courses using multimedia technology and are
targeted for restaurant professionals to develop managerial skills. New
School University and Open University in Britain are jointly offering courses
leading to a Certificate in Management.

TRANSACTIONAL MARKETING
Transactional marketing and the 4Ps (Product, Price, Promotion and Place)

concept were developed in the 1950s as a basic framework for marketing.
According to Palmer (2005):
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“the challenge for businesses during this period can now largely be
seen as putting in place the means of production to satisfy growing
demand using the techniques of marketing to capture consumers as
they enter the market. By expanding and developing the product
range new features and benefits helped to sustain demand, and hence
marketing became operationalised by means of product and product
range management (p. 8).”

Internet marketing strategies based on transactional marketing reflect a new
trend in the mass marketing of distance education. A number of institutions
are reacting to the changing higher education landscape by implementing
mass marketing strategies to maintain and increase their market share of
student recruitment and enrollments. As a low cost mass marketing platform,
the Internet has overtaken print, TV, and radio as the medium of choice for
many products because of the large volume of online users and the low cost
of reaching out to them. Internet advertising can take different forms such
ads placed within website content, e-mail advertising, and corporate
websites. Ads placed within website can be banners, full page advertising,
rich media ads, pop-up and pop-under ads, buttons, animated cursors etc.

Sponsored advertisements are ads within web sites, such as paid product
placements or content designed around a sponsor. E-mail advertising
includes advertisement inserted in e-mail, newsletters or direct marketing
types of messages. Corporate or product specific company websites are also
a primary source of company advertisement. The primary objective of most
of these advertising campaigns is to generate sales through a variety of
advertising strategies.

Internet Advertising as Marketing Strategy

An advertising strategy is a campaign designed to communicate the brand
message and sell products and services to potential consumers. The strategies
can be based on either pull or push methods. Internet advertising as a
marketing strategy is gaining popularity because of its relatively lower cost
and availability of choice of effectiveness metrics. Banner advertising or
banner ad is a form of Internet advertising. The ad can be constructed in a
variety of shapes and sizes. The purpose of banner ads is to direct potential
customers to the advertiser’s web site and generate a sale. Banner ads can be
targeted to selected groups of online customers and evaluated using web
advertisement metrics such as click-thru and page-view rates. Pop-Up and
Pop-Under ads are similar to banner ads except a pop-up ad opens above the
current window and pop-under open under the current window. A hover-ad
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is a hybrid combination of pop-up and a banner ad. Another strategy involves
the use of keywords that can be a single word or a string of words that you
type into a search engine to find information on the Internet. When a user
enters a search phrase, the search engine returns web pages matching the
keyword string based on complex algorithms. Google, Yahoo!, and MSN are
the three prominent search engine operators. Coupled with keyword
searches, contextual display advertising allows the search page to display a
relatively unobtrusive ad in the right hand column that is contextually
relevant to the search request. These ads can be text ads or graphical display
ads. For example, a keyword search on “Distance Education” would result in
a list of URLs matching the keyword search along with display ads from
sponsors of distance learning institutions. The rationale is that if customers
are researching a product or service, they are likely to be closer to making
purchasing decision for the product or service. E-mail Advertising as a
marketing strategy is often preferred by direct marketers because of the low
cost of production and distribution of email communications and the
potential to reach a large pool of Internet customers. Marketers have
developed opt-in e-mail to comply with CAN-SPAM Act for customers who
consent to receive the email. The opt-in strategy is generally used for
company newsletters (Wikipedia, 2009). E-mail ads relatively are easy to
track and measure customer response rates by a variety of techniques such as
auto-responders, web bugs, bounced messages, unsubscribe requests, and
read receipts.

Internet Advertising Metrics

Advertising metrics refers to the concept of tracking the impressions of
customers. Metrics play a very important role in determining the
effectiveness of an advertising campaign. There are a variety of metrics used
such as Cost per 1000 (CPM), Pay Per Click (PPC), Cost Per Click (CPC),
Click-through Rate (CTR), Cost Per Action (CPA), and Page Views (PV).
Cost perl1000 (CPM) describes what it costs to display the ad to one
thousand viewers. It is used in marketing as a benchmark to calculate the
relative cost of an advertising campaign or an ad message in a given medium.
Rather than an absolute cost, CPM estimates the cost per 1000 views of the
advertisement. Cost Per Click (CPC) is the amount an advertiser pays to the
search engine or web publishers for a single click on its advertisement that
directs the online customer to advertiser’s website. Click-through Rate
(CTR) measures the effectiveness of an online advertising campaign and is
defined as number of clicks divided by number of impressions. Typical CTR
is under 1% and CTRs higher than 1% are very rare. Cost Per Action (CPA)
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also known as Pay Per Action (PPA), is an online advertising pricing model,
where the advertiser pays for the ad only when the desired action has
occurred such as an actual purchase linked to the advertisement. Pay Per
Click (PPC) is generally used on search engines, and content sites, in which
advertisers pay their host only when their ad is clicked. The PPC advertising
model is open to abuse through click fraud, although Google and other
search engines have implemented automated systems to guard against
abusive clicks by competitors or corrupt web developers. With search
engines, advertisers typically bid on keyword phrases relevant to their target
market. Content sites commonly charge a fixed price per click rather than use
a bidding system. PPC ads are displayed when a keyword query matches an
advertiser's keyword list, or when a content site displays relevant content.
Such advertisements are called sponsored links or sponsored ads, and appear
adjacent to or above organic results on search engine results pages, or
anywhere a web developer chooses on a content site.

Effectiveness of Transactional Marketing Strategies

So, just how effective are the transactional marketing strategies? The primary
rationale behind Internet marketing strategies using banners, full page
advertising, rich-media ads, pop-up and pop-down ads, buttons, and
animated cursors is that these ads foster familiarity and generate positive
feeling towards the product or service even though in majority of instances it
may not result in a purchasing decision. Another rationale is the availability
of a variety of measurements to track the effectiveness of Internet marketing
strategies for budget conscious businesses. Customers are daily inundated
with a flood of advertisements by mass marketers competing for their
attention. They consider mass marketing campaigns as annoying and
wasteful of Internet bandwidth. The argument that familiarity-based
advertising generates positive feeling towards the product or service after
repeated exposure to Internet advertisement does not hold true. If customers
consider mass marketing campaigns as annoying and wasteful then any
positive feeling towards the product or service would vanish. It has been
observed that these positive feeling also disappear after the product or
service is evaluated (Timmer, 2007). As such, familiarity based advertising is
not an effective marketing strategy for distance learning programs.

An Internet marketing firm, eROI (2008), designed a survey to investigate
how students communicate digitally and how they relate to email marketing.
The research was based on a sample of 283 high school and college students
representing 29 US states. The survey found that more than two-thirds of
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students check e-mail at least once per day, and 55% of those check e-mail
multiple times each day. 37% of students indicated preference for texting for
communication and 26% cited email. The survey also found that 61% of
students mever' or 'hardly ever' read marketing emails and only 16% said
they 'frequently’ read the marketing emails. Spam, or unsolicited commercial
email, is an annoyance to the customers. Spam is not trusting and drives
prospects away rather than attracting customers to the product or service.
HTML based spam is often eliminated by spam filters at server and client
level. It is common knowledge that students often use e-mail filters, pop-up
blocker, options to block ads and banners by URL, and patches to block the
loopholes in active-x plug-ins to avoid unwanted advertisements.

Even though the eROI study is not scientific, the results capture the general
attitude and feeling among customers towards mass marketing strategies. It
also reinforces the conventional wisdom among researchers about the
ineffectiveness of mass marketing strategies. Spending scarce marketing
resources on bad email strategies, illegal sending methods, ineffective bulk
email software technologies, and non-permission-based email lists are
wasteful. Mass marketing strategies are therefore neither efficient not
effective as long-term strategies.

Overall, transactional marketing is not an effective marketing strategy for
online and distance education (Shaik, 2005b). In transactional marketing,
each transaction is treated as an isolated event. There is a minimal ongoing
relationship or communication between the student and the institution.
Marketing is more than advertisements and promotion activities. It must also
be concerned with student retention strategies. Student recruitment is the first
step in a long series of marketing processes and does not begin and end with
recruitment. A variety of services critical to students but not treated as part of
the transactional marketing strategy include orientation, student advising,
real-time information about courses, online registrations, student accounts,
help-desk, complaint handling, and feedback in a friendly, trustworthy and
timely manner.

Recruitment strategies with an emphasis on mass marketing go contrary to
the need for a focus on services, and on building and maintaining a long-term
relationship with students. Mass marketing of distance learning programs
also results in lower student retention rates and as such is not a good
economic model (Noel-Levitz, 2004). Transactional marketing strategies
therefore are not effective for distance learning programs (Gronroos, 2000)
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EDUCATION & SERVICES

Why are Services so Important?

Service component is the key differentiator of marketing advantage. For
example, in the case of consumer durables such as home appliances and
automobiles, customers cannot fully determine the quality of the product at
the time of purchase. They will experience the real intrinsic quality of the
product and the company brand after the purchase and when the product is in
regular use over the duration of the life of the consumer durable. It is during
this time period that how a company resolves customer concerns determines
how customers rate the brand. Automakers like Hyundai and Saturn were
able to design their marketing strategy around this issue. They realized that
having a quality product is not sufficient for a competitive advantage. They
also need to have a package of quality support services to retain their
customer loyalty and compete with other established brands. Hyundai was
able to compete with established brands like Honda, Toyota, and GM by
offering a 10-year warranty and quality services. Saturn was able to compete
by offering a unique service model to its customers. Fast food chains like
McDonald’s, Wendy’s, and Arby’s do not compete solely on the quality of
their burgers and fries. They retain their customer loyalty by providing
quality services, such as cheerful and courteous attitude of their staff, and the
neatness of their restaurant space. In service industries such as insurance,
there are no tangible products to exchange except for the legal contract.
Insurance providers compete for competitive advantage solely based on the
package of services they offer to their customers. Customers make
purchasing decisions based on ratings, customer satisfaction reports, and
promises of services offered. Some companies do minimal use of traditional
marketing campaigns but instead involve their core customers to drive the
company brand. Harley Davidson stages regular HOG Club events at which
avid Harley enthusiasts share their experiences, buy merchandise, and live
the brand. The marketing between Harley and the customer is mutual and
respectful. GM is able to leverage the On*Star service to enhance its
relationship with GM customers along higher and more involved dimensions
on the lines of customer advocacy. The On*Star service provides GM
opportunities to strengthen and intensify bonds with their customers and gain
their trust. GM is able to shape its and its partners offerings by responding to
customer preferences, e.g. which restaurants in a local area are rated highly
and which are not. Internet publishing technologies such as Wikis, Blogs,
Podcasts, and Social Community Networks have empowered customers to
share their interactions and service experiences with the community.
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Institutions with a brand and track record of consistent quality services stand
the most to gain from the magnified effect of viral marketing that has grown
to rival big budget advertising campaigns.

Education as Ongoing Services Package

When conceived as a service, education is characterized by intangibility,
perishability, inseparability, and heterogeneity and students become the
primary focus of the institution. Education services constitute core and
supporting services. Teaching and learning that occur in the class are
examples of core service because they are critical to a successful learning
experience.

A number of vital supporting services include real-time information about
institutional policies, procedures and courses, student advising, registrations,
orientation, student accounts, help-desk, complaint handling, feedback, and
student placement. Students regularly come into contact with the staff
associated with these services during their stay at the institution. These
services create added value to the student and help shape the quality of
students’ learning experience. It has become increasingly clear that having
internationally renowned faculty is not sufficient. Quality teaching
supplemented by quality support services has become a major force in the
highly competitive distance learning market (Shaik, 2005b).

This gradual transformation of the distance education landscape has brought
the issue of quality of educational services to prominence, particularly in the
way these support services can be leveraged to increase competitive
advantage in the distance learning market.

RELATIONSHIP MARKETING & CUSTOMER ADVOCACY

Markets are more saturated than ever before. Consumers have become more
aware of the products and services they purchase and are now more
demanding in terms of the value and quality of services delivered. Behind
this expectation are the, exchange paradigms that emerged in the late 1970s
and 1980s, based on a relationship- rather than product-based marketing
perspective, and recognizing that value is managed and created outside as
well as inside the firm. The emerging area of relationship marketing offered
the promise of overcoming many of the criticisms facing marketing, at that
time and ultimately contributed to a reappraisal of marketing and how theory
contributes to practice.
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Relationship Marketing

Relationship marketing refers to all activities directed to establishing,
developing, and maintaining successful long-term relationships (Berry, 1995;
Morgan & Hunt, 1994) with students and other stakeholders. The emphasis is
on relationships based on mutual trust and commitment. Building and
managing relationships are the underlying facets. It is about transforming
students into loyal alumni. According to Gronroos (2000), relationship
marketing is not a set of tools nor is it direct marketing or loyalty programs.
It is a marketing attitude of mind throughout the institution when students
feel that the staff is interested in addressing their concerns spontaneously in a
friendly and professional manner (Gronroos, 2000). Relationship marketing
offers an alternative strategy to build competitive advantage based on
collaborative involvement with the students and other departments (Sheth
and Parvatiyar, 2000). There are three levels of relationship marketing (Berry
& Parasuraman, 1991). At level one, price incentives are used to promote
enrollments. Social bonding is used in level two to develop trust in the
relationship and loyalty to the brand. At level three, the focus is on building
structural relationship through customized programs to meet the needs of the
student and the student employer. Level one and two programs can be
replicated by the competition as such are not appropriate for developing
competitive advantage. Level three programs are not easily replicable and are
the basis of competitive advantage to the institution especially in educational
services.

Beyond Relationship Marketing: Customer Advocacy

The customer advocacy strategy (Urban, 2005; Lawer & Knox, 2006) aims at
building deeper relationships with the customer by earning higher levels of
trust and commitment. Companies implement customer advocacy strategy by
doing what is best for the customer even if it sometimes entails
recommending a competitor’s product. By becoming the customer’s
advocate, creates new opportunities for customer dialogue, knowledge
creation, and more authentic brand values and, critically, a context in which
the interests of a firm and those of its key customer groups can be more
closely aligned. A customer advocacy-based strategy allows companies to
better align their activities with the rapidly changing needs of the empowered
customer and build trust and loyalty in the process. It requires a highly
embedded customer-oriented culture.

Education is a service and consists of a core component and a number of
non-core elements. Even though there are similarities between marketing of
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products and services, yet because of the special characteristics of
educational services it is not recommended to blindly apply transactional
marketing strategies. Marketing of educational services is about interactions
between the institution and the students that form the basis of a process of
relationship building. Management of educational services is the
management of this relationship processes. It is more complex then
managing products because products can be standardized whereas it is
difficult to standardize services due to a large number of staff involved with
a host of services. Conceptually the complete chain of activities is
coordinated and managed as one large process. The goal is to create a non-
imitable bundle of services for the student. Service is not new to educational
institutions. Small private and public institutions (Prep schools) are known
for quality services and a caring and nurturing campus community
environment. The issue is how to scale and replicate these across all type of
educational institutions, and in this context one of the biggest challenges thus
far has been student retention.

Who does the Marketing?

Marketing, in the traditional sense, conjures images of the harassing, nasty,
and pushy telemarketers. It reminds one of the late night infomercials with
their countless unsubstantiated claims. It is no wonder that many employees
have misperceptions about marketing, and statements such as these are not
uncommon:

Why do I need to be a marketer?

I am not a marketer. My task is to assist students with
registrations.

VvV VY

Student orientation has nothing to do with marketing.
Marketing is not listed as one of my responsibilities.
Student advising and marketing are very different tasks.
I am an instructor and marketing is not in my contract.
I am not qualified to perform marketing tasks.

VV VY VYV

This is not a call center and I am not a telemarketer.

The roles and responsibilities of marketing and non-marketing staff are
different in relationship marketing. The traditional marketing process is the
responsibility of full-time marketing staff. Staff members associated with
interactive marketing processes is considered as part time marketers
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(Gummesson, 1999). Both the full-time and part-time marketing staff also
serve as the unofficial ambassadors of the brand. The full-time marketing
staff is responsible for recruitment and enrollment of students and will be the
first contact with the student.

The part-time marketers have a dual role. Their primary role is as domain
specialist and secondary role as part-time marketers. In their secondary role,
part-time marketers offer services with a marketing attitude such that the
student wants to be engaged in a long-term relationship with the institution.

The student comes into contact with the part-time marketing staff through a
variety of channels: online web sites, campus departmental units,
registration, orientation, advising, student accounts, information technology,
instructors, and help-desk. The service interactions are considered as
“moments of truth.”

MULTI-DISCIPLINARY APPROACH
TO STUDENT DROPOUT PATTERNS

Significance of Student Dropout Patterns

Between 1880 and 1980, the retention rate in the U.S. was around 55 percent,
marginally higher than the rate in other countries for the same period. In a
recent study, the Consortium for Student Retention Data Exchange (2001) at
the University of Oklahoma which consists of about 300 institutions from
across the country and collects retention and graduation data, found the
second-year retention rate to be 80 percent for member institutions, 87
percent for selective institutions, and 69 percent for less-selective
institutions. The retention rates for distance learning programs were even
lower than those for the traditional on-campus programs and courses (Rovai,
2003). According to Filkins, Kehoe, & McLaughlin (2001):

“That retention is an important issue seems beyond debate, given
that a variety of federal, state and private consortia request the
reporting of these data. Also retention data are being used as
indicators of academic quality in the computation of institutional
scores for the U.S. News and World Report annual college rankings

(0.3).”

Besides the impact of student attrition on the student and the overall society,
there are significant costs to the institution. Student attrition results in
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significant direct and indirect costs not only to the institution but to all
stakeholders. A marginal increase in student retention can result in a
significant gain in revenue to the institution. For example, a public institution
in the U.S. with a freshman enrollment of 2,000 and a dropout rate of 30
percent can save $1 million for a 10 percent increase in retention (Noel-
Levitz, 2004). Low retention rates question the quality and credibility of the
institution and, if not addressed, can have serious consequences for the long-
term success of the institution (McLaughlin, Brozovsky, & McLaughlin
1998).

From an institutional perspective, a low retention rate reflects poorly on a
program and impacts program promotion and recruitment efforts. Retention
builds stability into a university system. With a high and constant rate of
retention, universities can expand their benefits and their offerings, thereby
enhancing student interest and further stabilizing the institution. A low and
inconsistent retention rate creates a system of uncertainty.

Review of Conventional Models of Student Dropout Patterns

Over the last four decades prominent educational theorists and researchers
have been involved in identifying the causes of student dropout or attrition in
post-secondary institutions. Their efforts have resulted in numerous theories
and theoretical models such as the longitudinal student integration model
(Tinto’s, 1975), the student attrition model (Bean, 1980), the congruence
model (Boshier, 1973), the chain of response model (Cross, 1981), and the
rational economic choice model (Manski & Wise, 1983).

Tinto’s conceptual model is rooted in Durkheim’s theory of suicide and
departure, Van Gennep’s theory of rites of passage and Spady’s model of the
student dropout. Durkheim's theory provides a sociological perspective on
suicide by proposing that individuals break their ties with a social system
when there is a lack of their integration into the community. Building on
Durkheim's propositions, Van Gennep’s theory provides an anthropological
rationale and highlights the significance of the rituals and ceremonies as rites
of passages in a person’s integration into the society. Celebration of the
rituals and ceremonies are treated as tangible markers of a person’s
successful integration into the new social environment. Spady elaborated on
Durkheim’s conclusions and outlined the role that the social structure played
in the retention process. Tinto built on the foundations of Durkheim, Van
Gennep, and Spady’s conclusions and proposed the student integration model
as a predictive theory of student dropout. According to Tinto, students enter
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college with certain academic and family background, and goals that
influence how well the student will “fit” into the academic and social
environment of the institution. These attributes have a strong effect on goals
completion and commitments to the institution. The greater the congruence
between the values, goals and attitudes of the students and those of the
college, as well as between the students' capabilities and the colleges'
demands, the less likely a student will dropout from the institution.

Subsequent research on student retention was based on empirical validation
of Tinto’s theoretical framework. Bean (1980) integrated the core ideas of
Tinto’s framework with the theory of organizational behavior. He proposed
that there are similarities between students dropping out from academic
pursuits and employees leaving from gainful employment. Boshier (1973)
suggested that a student’s decision to dropout stems from an interaction of
student’s internal psychological variables and external environmental
variables. Dropout is identified with a student's feelings of incongruence
projected onto the educational environment. Based on research on adult
students' participation in traditional educational programs, Cross (1981)
identifies situational, institutional, and dispositional barriers as critical
factors influencing students’ decision to participate. Situational barriers refer
to special circumstances in a student’s life at any given time period such as
the need to spend more time with family members. Institutional barriers
relates to conflicts with course scheduling, course registration and the nature
of learning environment. Dispositional barriers such as student's low self-
concept as a learner may constrain student’s participation and learning.
Manski and Wise (1983) describe a student’s decision to dropout as a
consequence of a rational economic choice where a student must determine if
the value of completing the degree makes persistence rational. The student’s
decision is interpreted as an overall labor market optimizing problem and is
based on the net returns from degree completion compared to the dropout
scenario. Researchers on student dropout pattern have focused so far on four-
year-degree environment and its resident student population. In response to
critics, Tinto’s basic framework was subsequently expanded and tested with
data from the two-year colleges and at-risk student populations. Based on the
synthesis of the research on student attrition, Filkins et al., (2001) identified
additional factors influencing student attrition, including academic aptitude,
student-faculty interactions, student services, financial factors, and learning
communities. The issue of student retention has also been researched from
different strata within the student population including minority students,
commuter students, graduate students, two-year college students, transfer
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students, non-traditional adult students, and minority student status (Filkins
etal., 2001).

Limitations of Conventional Models of Student Dropout Patterns

A number of theoretical models have emerged to explain and predict student
course or program completion. Tinto’s Student Integration Model and Bean’s
Student Attrition Model, described as the “fit” models, have emerged as the
leading models to provide explanation and prediction of student attrition and
also serve as the basis for subsequent composite “fit” models of student
attrition. These models are based on the learning deficit paradigm and place
the dropouts in a marginalized position within the educational system. A
host of factors are hypothesized to affect student dropout such as academic
aptitude, student-faculty interactions, student services, financial factors,
learning communities, grade-point-average, gender, classroom environment,
pedagogy, curriculum, classroom activities, faculty role, distance learning
program, family background etc with often conflicting results and policy
interventions. Despite the significant amount of research on student dropout
there is still much unknown about the process of student dropout and the
factors that contribute to it. The literature to date does not appear to provide
a very strong proof or a good test of the basic or the extended “fit” theory.
From a theoretical perspective, there is a need for a holistic approach to
student retention that analyzes the behavior of all the stakeholders and their
influence on student attrition. Processes at different levels in the
organizational hierarchy, including recruitment and admissions, orientation,
advising, services, and the teaching and the learning environment, have a
significant influence on student attrition (Shaik, 2003).

Empirical research on student retention has a number of shortcomings,
especially the need for a standardized psychometric-based instrument with
validated constructs and a transparent research methodology (Draper, 2008).
A validated instrument reduces the need for redundant research design and
can be applied across different samples and settings. For example, the
CSRDE coordinates the data-sharing activities of a number of degree-
granting member institutions and analyzes student retention and graduation
data for the member institutions. It can only facilitate comparative studies
based on a few key indicators (Filkins et al., 2001) and is limited in its ability
to identify the root causes of student attrition. In the absence of a standard
instrument, researchers often resort to customized instruments that make it
difficult to evaluate competing theories and validate empirical research.
Without a standard validated instrument, research findings cannot be
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generalized (Draper, 2008) nor can they be used to develop policy
interventions at other institutions faced with similar challenges. From a
broader research perspective it will hinder researchers to move beyond the
“what” question to “why” questions. For applied research to be useful across
institutions there should be a consensus on the unit of measurement. A
standardized instrument based on a valid and reliable measure of a student
dropout has significant diagnostic potential. It can provide information to
guide interventions aimed at increasing student retention. Researchers will be
able to test the theoretical constructs and contribute toward bridging the gap
between theory and practice, while administrators can make informed
decisions. Generalization of research findings and the development of
efficient targeted interventions require a transparent research methodology
and an instrument grounded in sound statistical theories. The issue of student
attrition research is also compounded by the absence of consensus on the
definition of dropout as a unit of measurement. The terms retention, attrition,
departure, and withdrawal have been used interchangeably in the literature
(Leys, 1999; Shaik 2005a). Completion of a full year of the freshman
program of study is often used as a valid indicator of student completion.
This metric was developed for traditional students and does not represent the
emerging non-traditional student population enrolled in distance learning
programs. Seidman (1996) reflectively asks:

“Are we defining retention/attrition meaningfully to give us an
opportunity to measure our results accurately? I do not think so.
There is no standard definition of retention and until we develop one
and apply it nationally, we will continue to get conflicting and
inaccurate results of our interventions. (p. 19).”

Four decades later and inspite of significant amount of research on student
dropout, much remains unknown about the process of student dropout and
the factors that contribute to it. Sideman (1996) poses the core question: “...
have we done any better retaining students?”’

Organizational Approach to Student Dropout Patterns:

An Alternative Framework

The research over the last three decades has enriched our understanding of a
multitude of factors that affect student retention, but it has also brought to the
fore issues such as the definition of student dropout, the quality of data and
the survey instrument, and the need for a more holistic approach to student
retention. Tinto’s “fit” model has been the basis for subsequent composite
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“fit” models of student attrition and stresses the importance of academic and
social integration in predicting retention. The decision by the student to
dropout from the academic institution is attributed primarily to the student’s
inability to fit into the academic and social environment. The primary focus
is on the student. The root cause of the decision to dropout of the institution
is attributed to the student.

There is clearly a need for an alternative framework that can go beyond the
individual in order to identify the root causes that contribute to student
attrition, and frameworked around which new investigative methods and
action plans that result in more effective interventions. Errors in decision
making in complex environment and the methodology to investigate the root
cause of errors (Rasmussen 1983; Reason, 2000) offer an alternative
framework for analyzing the causes of student attrition. Quality of decision
making in academic institutions depend on the availability of current
information, the level of understanding by all stakeholders, and the use of
appropriate decision strategies. Decision making in academic institutions is
also vulnerable to multiple sources of errors such as problems with the
technological systems, the work environment, institutional protocols and
procedures, and the state and federal regulations (Rasmussen 1983; Reason,
1990).

Instead of focusing primarily on the individual, the errors in decision making
methodology provides a holistic approach to investigate the causes of student
attrition from both individual and organizational perspectives. Student
dropout pattern is due to the result of complex set of processes at different
levels in the organizational hierarchy. Student dropout is the culmination of
a student’s overall impressions and experiences for the duration of his or her
stay at the institution. Processes at different levels in the organizational
hierarchy, including recruitment and admissions, orientation, advising, help-
desk, and the teaching and learning environment have a significant influence
on the student’s decision to drop out of the institution. Student recruitment,
admissions, advising, freshman orientations, and instructional settings are all
complex processes for the student and the institution; and each of these
processes has its own inherent shortcomings, be they real or potential.

Take the example of student admissions. Students are expected to carefully
research a number of institutions and select an institution that meets their
financial criteria and fulfills their academic goals. The early admission
decision process by which students are selected for provisional admission
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works in favor of institutions, but it is not necessarily an optimal solution for
the student. Admission decisions are based predominantly on cognitive
measures even though there is a growing consensus for the need for
incorporating non-cognitive measures in the admission process to reflect the
current changing higher education landscape. In the absence of national
guideline, a number of institutions are arbitrarily incorporating non-cognitive
measures in the admissions decision process. Institutions are making sincere
attempts to develop admission measures that are fair and equitable to all
students. Until this issue is resolved we are bound to have errors in decision
making with consequence for student’s decision to drop out of the institution.
Student advising 1is a very complex area covering educational,
developmental, emotional, and financial issues with the goal to enhance the
academic, personal, and professional development of the student. In reality,
student advising is generally limited to remedial programs, class scheduling,
academic tutoring, and time management. The quality of student advising is
also compromised due to the limited number of full-time professional
advisors. This is another area where errors in student advising can have an
effect on the student’s decision to drop out. One of the purposes of student
orientation is to articulate clearly the institutions expectations to the students
and for the institution to gain an understanding of students’ expectations of
the institution. It is important for the prospective student to understand what
the program entails, what is expected of them, how they can contribute to the
process, and the details of the educational and social experience. The
orientation process should be designed using multiple channels and multiple
mediums for two-way successful communication to occur between the
students and the departments across the institution. To achieve its stated
purpose, orientation needs a formal structure, clear goals, and articulation of
the purpose of orientation among all campus units involved in the orientation
process. In the absence of proper design and structure, the result is
miscommunications, incomplete articulation of expectations, due to errors in
decision making which leads to student’s eventual decision to drop out of the
institution. A good learning environment is one of the most critical elements
in helping students achieve their goals. This is where students spend most of
their time. Many factors contribute to a poorly-conceived learning
environment, factors such as the failure to articulate course expectations
clearly to the students at the beginning of a course, a lack of interaction
among students and between students and their instructor, and the improper
use of technologies to deliver content. Whatever the particular factor may be,
a poorly-conceived learning environment is without a doubt an influential
force affecting students’ decision to drop out.
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Thus there are a number of possibilities that could result in errors in
organizational processes affecting students’ decision to drop out of a
program. Institutions are expected to structure and design these processes
such that there are multiple checks and balances to identify gaps in the
system and capture errors that could affect students achieving their stated
goals. The model proposes that a single error in the organizational decision
making process does not generally leads to student dropout from the
program. It is not always possible to design a process that is 100% error free.
What is essential is to design a system that is error tolerant and has sufficient
checks and balances to correct the errors with minimal disruption of the
services to the students. For example, if a student misses some part of the
orientation but the errors are caught in the advising layer, there is a less
likelihood of the student not performing well in the class. Likewise, if the
orientation and advising process have been successful in their expected
goals, and if the learning environment is designed poorly then the student
will not be able to perform well in the class. With built in checks and
balances in the advising process, such errors can be caught and may prevent
student from dropping out of the course/program. Staff at various levels in
the organizational hierarchy often catch many such errors and provide
alternative solutions to students to successfully complete their
course/program. When errors occur at multiple levels in the organizational
hierarchy, then the combination of errors could result in a students’ decision
to drop out of the course/program. Student dropout is rarely the result of a
single point of decision failure but typically occur when the system breaks
down at multiple points along the chain (Shaik, 2003).

Services and the management of services have a significant impact on the
causes of errors. Services enable students to make positive choices about
deferral or withdrawal and contribute to student retention. As the student
population diversifies, it is clear that the nature and quality of services
become more complex, requiring a greater variety of responses. Management
of services entails providing consistent quality services matching the
changing needs of all students. Based on services theory, Parasuraman,
Berry, and Zeithaml (1988) developed ServQual