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ABSTRACT

late provision has introduced
jgdtions continuously the

educational institutions really “cus,
segments? Would education mar,

specific institution.
draw in and admi

provided by universities and other institutions that award academic
degrees, like u i Ileges and humanistic discipline colleges (Wikipedia). In competition and
ever- changing e ments, it's become a fashion for each organization to realize competitive
advantages. Comgpetition is everywhere; the educational service sector isn't an exceptional case.
Population exploration fuelled by various educational policies of state for inclusive growth
intensified competition during this sector.

These changes impact how education institutions operate nowadays and that they are seen because

the driving forces for the marketization of upper education (Maringe,2006). as an example, the
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privatization of upper education and price sharing through the introduction of tuition fees in many
European countries (Voss, Gruber, Szmigin, 2007; Maringe, 2006) have increased the “consumerist”
approach to education, and therefore the got to consider students™ expectations more. The
strengthening of competition at institutional, national and international levels (Sizer,2001; Baird,
1998) requires new operating modes by adopting more market-oriented and business-like sorts of
operations within education institutions. To survive within the stiff and turbulgft competitive market,
educational institutions, particularly the institutions offering a professf course like MBA,
M.Tech, BBA, B.Tech, etc., aren't lagging. They also need to adopt pr marketing their
products and services. Sometimes they're not practicing customized ma roaches for
surviving within the competitive market.

As per the GATS, Higher Educational Services include e

degree or equivalent. Universities or specialized profess

services. The programs emphasize theoretical instruction and

students for participation in original work (GAT iglies have g-term interest
t-term interests of current

system.

While globalization, technologi

World clags amenities
Virtual classes

Smart teaching
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NRIF rankings
Placements
Conducting international conference
Accreditation grade given by NAAC

Alumni feedbacks

Like this through various factors they market their institutions in this compe

OBJECTIVES

1. To study and analyze the current marketfng
educational Institutions
To find out the factors that affects the
To suggest marketing strategies fq
competition
4. To suggest the students in

RESEARCH METHODO

ertising and their schemata in education have evolved out of historical
social practices 8; Susana, 2004). Interpretation of social events is guided and constrained
by the prevailing ality, which itself reflects the dominant constellation of power. Lately, the
operation of a bugfhess without being involved in marketing activities is virtually impossible. As
such, they ignored the role of formal advertising through media and felt that advertising was required
only by those manufacturers whose products were substandard. Nowadays, such a concept is
considered out of date (Eunec Conference, 2003). Every type of business, from the multinational
company to the humble street grocer, gets involved with marketing (Kotler, 2006; Hirtt, 2005).
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Highlighted below are some of the more general advantages and disadvantages of marketing and
advertising.

Good communications between customer and producer help recognition of a product’s existing
quality and can help identify any further need for development. Advertising and promotion not only
provides the details of a product, but information as to how it should best bgeused. This increases
benefits after a Comparatively small investment of money and time (Ko 2006; Lynch, 2006).
Within this context, advertising and promotion can act as the link between r and customer.

EDUCATIONAL INSTITUTIONS

Although nonprofit education at large has been slow to

Institution by Students

Factors Percent [Valid Percent |Cumulative Percent

Infrastructure 37.6 37.6 37.6

Faculty Members 27.2 27.2 64.8

Placement assistance 19.8 19.84 84.6

Fees structure 15.4 154 100.0
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Table showing that Infrastructure, Faculty Members and Fee structure are the major factors affecting
the choice of institution for higher studies.

Ranking of Decision Factors by Students

FACTORS RANK FREQUENCY PERCENTAGE

Recognitions from I 121 24.2

government bodies

Quality of education

Placement assistance

Scholarship/Financial

Assistance

Branding/Ranking

Transport and

Residential facilities

on’s potential and current customers and their needs. Students
es, college attributes and information satisfaction are the factors the
influence the t’s choices of a college.

Variables that nor students are considering at the time of college search are college reputation,
educational facilies, employment opportunities, friends attending college, and other individuals'
influence. Apart from the above factors, parent pressure and cultural similarities also significantly
impact selecting an institute. Using the factors mentioned above, colleges could re- strategies re-
strategizing strategies in order to attract and retain students.
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We have observed that educational Institutions must seriously look at issues we have found. The
important one is that the marketers must consider proper segmentation strategies to target the actual
students (prospects).

Students are consuming educational Services while the actual buyers are the parents who are actually

paying fees of the courses. So, it becthe courses' feesant to consider parents igadesigning marketing
mix at a given situation. The cultural and social factors also impact the stu ' decisions regarding
the selection of educational Institutions.

SUGGESTIONS

Suggestions to Institutions

Accountability to Third-Party
Reduce Uncertainty

Encourage World Class Experience
Differentiate your offerings
Maintaining Quality Con

Allocating Faculty taff Time to Mark

Facilities
Atmosphere
Industry alliance

Ranking of the institute
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8. Brand value & perception

9. Career management center & placement

10. MOU with foreign universities

The customers (students) have to take into account of all these things before cfg6osing an educational
institution for their higher studies.
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