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Abstract

Today’s higher education environment has become increasingly competitive and
universities need to assume a strategic approach in communication with prospective
students. Numerous studies have shown that modern digital communication channels are
increasingly more used to promote the attributes of universities, while traditional channels
are no longer considered that important. The principal aim of this study is to examine the
importance of certain attributes and communication channels the students in Serbia rely on
when choosing the most appropriate faculty. The research was conducted for the period
2007-2013. The results obtained clearly show that the Internet, friend recommendations
and presentations at high schools are the most effective communication channels, whereas
the university reputation, study system and quality of the study program are considered the
most important attributes when making a decision to enroll in a certain faculty. Based on
the research findings, the mathematical model for forecasting the respodents’ behaviour in
the following five-year period was developed. It enables developing the communication
platform that would contribute to enhancing the quality of the overall management
processes of an higher education institution, market orientation, encourage successful
recruitment of prospective students, their enrollment and retention.

Key words: communication channels, university attributes, students, higher
education institutions.

K/bYUHU ATPUBYTHU YCIHEIHHE KOMYHUKAIIUJE
BUCOKOOBPA30OBHE HHCTUTYHUJE CA BYAYhUM
CTYIEHTUMA

AmncTpakT

Oxpykeme BHCOKOOOPa30BHHX WHCTHUTYIMja IOCTaje HM3Y3€THO KOHKYPEHTHO H
YHHMBEP3UTETH MOPAjy J1a Ce CTPATEIIKH IT0CBETe KOMyHHKalLWjH ca Oyxyhum crynenTu-
Ma. bpojHa ucTpakuBama yKasyjy Ha TO Jia Ce CBE BHIIIE KOPUCTE aKTYENIHU JIUTUTaTHH
KOMYHHKAIMOHA KaHAIK y MPOMOLMjH YHHBEP3UTETa W Ja TPaJULMOHAIHH KaHAIN
nMajy ceKyHaapaH 3Ha4aj. L{wb paja jecte qa uchuta 3Hayaj MOjeJMHUX aTpHOyTa U Ka-
Hala KOMYHHKAIMje KOje CTYISHTH BPEAHYjY NMPUIHKOM JOHOIICHa OMIyKe O H300py
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¢axynrera. McrpaxkuBame je 06aBibeHO y reprony on 2007. xo 2013. roxune u goduje-
HH pe3yNTaTH eKCIUIMIUTHO yKa3yjy Ha TO Jia Cy MHTEpHET, Iperopyke MpujaTesba 1
Mpe3eHTalrje Y CPeIbUM IIKoJIaMa Haje(UKACHU] KOMyHHKAIIMOHN KaHaJH, a pelyTa-
1IMja YHUBEP3UTETa, CUCTEM CTYJMpParba 1 KBAIUTET CTYAMjCKOT IpOrpamMa IpecTaBiba-
Jjy Haj3Ha4YajHHje aTpuUOyTe y MPOIECy JOHOIICHA OUTyKe Aa ce ynuiue onpehenu ¢a-
kynreT. Ha ocHOBY McTpakuBama, IMOCTABJBEH je M MaTeMaTHIKA MOJEN 3a Ipeasuba-
e MOHAIIAka NCIIMTAHUKA Y HApeJHUX 5 TOAMHA, ITO oMoryhasa cTBapame KOMyHH-
KaruoHe miatdopme koja he nonpureTr nodoJbIIaky YIpaBbauyKuX mpoleca 00pa3os-
HE MHCTHUTYLIMje, TP>KHUILHO] OpHjEeHTAIMjH, OMHOCHO YCIIENIHO] perpyTanuju Oymyhux
CTyJeHaTa, ’IbHXOBOM YIIHCY U 33/Ip)KaBamby.

K/by4He peun: KaHalM KOMyHHKaluje, aTpuOyTH YHUBEP3UTETA, CTY/ICHTH,

BHCOKOOOpa30BHE HHCTHTYIIH]E.

INTRODUCTION

Internationalisation, globalisation and growing competition have
forced state and private universities to keep pace with and adapt to the
emerging trends and changes in student preferences (Nedbalova, Greenacre&
Schulz 2014; Maringe & Gibbs. 2009). Universities boast their own history,
tradition and expertise. Unfortunately, that is no longer considered sufficient
in today’s modern and highly competitive world. Besides their principal
activities (teaching and research), universities need to continuously adapt to
the emerging trends and challenges, and develop appropriate marketing
strategies compliant with such changes, i.e. to utilize proper communication
tools in order to successfully promote and defend their reputation (Popovic,
Stankovi¢, Puki¢, 2015; Shah, Nair, Bennett, 2013; Ivy, 2008; Ivy, 2011;
Cubillo, Sanchez & Cervino, 2006; Kotler, Fox, 1995). That implies that
branding of higher education institutions has become an increasingly
important activity, and universities should pay more attention to this strategy
in the future (Hanover Research, 2014). Research shows that numerous
foreign universities have hired marketing experts to create strong institutional
brands. Efficient strategic planning and brand management in higher
education require more than traditional advertising, i.e. to build a brand’s
identity through designing and managing integrated marketing
communications (Edmiston-Strasser, D.M., 2009), so as to achieve
competitive advantage in the process of student recruitment and retention
(Moogan, Yvonne, 2011; Frglich, Stensaker, 2010;), and to develop strong
bonds of loyalty among students, parents, staff, faculties, alumni and the
community. The profile of students and learners will substantially change in
the upcoming period and will become the dominant variable of the millennial
generation, which will alter the communication formula used in interaction
between students and universities (Fromm, Lindell & Decker, 2011). Such
changes represent an opportunity for strengthening infrastructure and other
resources of higher education institutions, which would contribute to
enhancing the overall quality of educational services and meeting the
dynamic needs of the young population.
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Perhaps the largest area of innovation and growth in higher
education marketing is in the online and digital space (Hanover Research,
2014; Social Media Marketing in Education, 2011). Easy to navigate and
responsive websites that can be viewed on multiple devices and platforms
are among the key online marketing tools (Hanover Research 2014;
Social Media Marketing in Education, 2011), and they can successfully
display the desired content, through navigation bars, visual effects, 'call-
to-action' button that motivates the prospective freshmen.

The ongoing forces of change in higher education market have
triggered universities to adapt to the new market atmosphere and extreme
competitiveness at both local and global level. Accordingly, this generates a
wide range of options available at higher education institutions, with the aim
to respond properly to the altered “market’requirements (Nedbalova,
E., Greenacre, L., Schulz, J 2014), primarily through changing the
communication strategy (Maringe, 2006).

Literature Review

Communication of a higher education institution with the target
market is considered an important indicator of success of modern universities
and it aims to clearly present the brand's image (Chapleo 2010; Cubillo et al.,
2006; Maringe and Foskett, 2002; Ivy, 2001).

Modern media have brought about significant changes in
communication. According to Hanover Research (Hanover Research, 2014),
online technologies that are actively used in communication with the target
group are considered the greatest innovation in higher education marketing.
Websites that provide the public with the updated and important information
(students, parents, partners, employers etc.) represent the first step in the
development of successful modern communication. According to vy (2008),
the use of university websites will no longer be sufficient, as students and
other target groups require interactive communication. The second step in the
development of successful communication is using the platform by a higher
education institution in order to provide feedback in the form of comments
which reflect the public opinion. The third step is described as networked
communication. Social networks provide an online presentation of a
university, i.e., they enable interactive communication with the present and
prospective students. While numerous traditional media are encountering
serious obstacles (some have become inattractive or have even lost their
target groups) owning to the emergence of new digital options, the mission
and the role of modern universities is to provide “just-in-time” information
(Social Media Marketing in Education, 2011). Apart from digital
environment and its impact on the communication process, it is necessary to
take into consideration the importance of personal contact in establishing
successful communication with prospective students (Hanover Research,
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2014; Ivy, 2008; Maringe, 2006; Cubillo et al. 2006; Binsardi & Ekwulugo,
2003).

In the process of choosing the most suitable higher education
institution, prospective students can assess other criteria, such as reputation
(Popovi¢, Stankovi¢, Puki¢, 2015), program specifics (Cubillo, Sanchez &
Cervino, 2006; Cubillo-Pinilla, J.M., Zuniga, J., Soret Losantos, I. and
Sanchez, J. 2009; Maringe, 2006, 2005; Moogan & Baron, 2003; Soutar
and Turner, 2002), various amenities including the library, restaurant, IT
classrooms, employment opportunities and career prospects (Cubillo et al.
2006; Soutar and Turner, 2002; Chapman, 1986), etc. The authors have
also examined how the costs of living and transportation costs during the
studies affect the decision making process (Cubillo et al. 2006; Maringe
2006; Binsardi and Ekwulugo 2003; Mazzarol and Soutar 2002). Price was
also mentioned in numerous research as a significant marketing mix
instrument (Cubillo-Pinilla et al., 2009; Maringe & Carter, 2007; Maringe,
2006; Cubillo et al. 2006; Binsardi & Ekwulugo, 2003; Mazzarol and
Soutar, 2002; vy, 2001).

The research conducted by Briggs (2006) in Scotland (carried out
at six universities on a sample of 651 students) confirmed the complexity
of the decision-making process when choosing the faculty. This study
pointed out three leading factors: academic reputation, distance from
home and university location. Factors that had the greatest impact on the
final decision are parents, friends, teachers, promotional activities at high
schools and school advisers. According to the research conducted by
Maringe (2006) on a sample of 387 students at Southampton University,
employment opportunities and career prospects are more important when
choosing the faculty than students’ interests and preferences. Kabak,
Dagdeviren (2014) conducted a research in Turkey and identified three
factors as the most relevant for their students when selecting the faculty:
employment opportunities and career prospects, scholarships and social
life at the university. The factor analysis in Vietnam indicated nine
factors as the most relevant in the decision-making process: facilities and
services, study program, price, offline information, opinions, online
information, communication models, program additions, and advertising
(Dao, Thorpe, 2014). In Australia, the quality of courses and teachers, as well
as the reputation of the institution are seen as influencing and important
factors for the choice of the university (Shah, Nair, Bennett, 2013)

Also, the study in the new Bologna context affects the decision of
prospective students when choosing a university. Operationalizations of
the teaching process, quality realationship with teachers, open educational
resources, collaborative virtual environment are mentioned in favor of the
new system (Jari¢, Vukasovi¢, 2009; European Commission/EACEA/
Eurydice, 2015).
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RESEARCH METHODOLOGY

The overall aim of the research was to explore the university attributes
and the appropriate communication channels that are considered important
by students when choosing the proper university. In order to realize this
broad aim, the study identified the following key objectives:

= to unveil the relative importance attached to the attributes

affecting the choice of university

= to investigate the possible implications of the findings to university

communication strategy using the best communication method

In communication process between a higher education institution
and its environment, competitive advantages based on intangible assets
are particularly underlined (the know-how and expertise of teaching staff,
quality of classes, teamwork, staff development, etc.), which the competition
cannot acquire or successfully imitate within a short period of time.

For the purpose of drawing conclusions, two research hypotheses
have been proposed:

H1 Determing factors for the choice of university are university

reputation, quality of study programs and study system.

H2 Besides the enormous popularity of digital media among
prospective students, there is still certain positive correlation
between the choice of faculty and a meeting in person.

The research was conducted in three time-series and can be
described as changeable in terms of certain university attributes and the
appropriate communication channels within the given period of time. The
present study is prospective as it measured students’ perception of universtiy
attributes over the five-year period and the approprate communication
channels. The primary data was collected by quantitative survey research in
November 2007, November 2009 and November 2013. The sample included
1252 freshmen (first-year students attending three faculties (Faculty of
Business, Faculty of Tourism and Hospitality Management and Faculty of
Informatics and Computing) in Belgrade, Serbia. In 2007, the sample
comprised 588 respondents (47.0%); in 2009 it included 303 respondents
(24.2%), while in 2013, it included 361 respondents (28.8%). It was a face-
to-face interview with a not standardized structured questionnaire consisting
of closed-ended questions (single choice). The questionnaire was distributed
to students during their lectures and they were given 30 minutes to complete
it. The students were introduced with the purpose of the questionnaire and
they agreed to participate in the research. Participation was on a voluntary
basis, and the respondents (full-time students) filled out the questionnaire
anonymously. The questionnaire was specifically designed for this research
and it included three parts. The first set of questions was related to socio-
demographic characteristics (study program, age and gender). The second
section was related to their perception of the sources of information
(friends, the Internet, presentations in school, traditional media, etc.), the
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way in which they collect information, communication channels that are
considered most convenient and reliable. The third subset included the
guestions about the university attributes, such as its reputation, study
system, quality of study programs, Belgrade as a place to study, tuition
fees, and good employment opportunities. This study was developed with
the aim to observe students' perception of communication sources, and
their observations on the university attributes that had a considerable
bearing on their final choice.

All data are presented as meantsd or n (%), depending on the type
of data. The Chi-square test and Chi-square test for trend were used to
examine significant differences between groups. All data were analyzed
using the SPSS 20.0 (IBM corp.) statistical software. All p values less than
0.05 were considered significant. Regression analysis - the method of least
squares - was used for processing the results and modeling of the curve.
The purpose was to "preserve” the curved shape of function (monotony, the
same number of extremes, the same position of zero function). "The
method of least squares',' i.e., minimization of the sum of the squared
deviation between the data and the model, was used as the approximation
quality criterion (Surla, 1998).

RESEARCH RESULTS

Table 1 shows the difference in the distribution of factors relevant
for the choice of faculty per year of study, which is also supported by the
Chi-square test (x?=21.103; p=0.020). In 2007, the majority of respondents
emphasized the study system as a significant factor when choosing the
university, followed by reputation, quality of studies and good employment
opportunities. In 2009, the importance of study system and quality of
study program decreased, unlike the rising interest in university reputation. In
2013, university reputation and quality of study program demonstrate a
growing tendency, while the study system is considered less relevant than
in the preceding years.

Table 1. Decisive factors in the choice of faculty

Quality of
Study study  Belgrade Price

program
2007  21.0%  449%  17.2%  24% 09%  13.6% 575
2000  24.1%  424%  163%  2.0% 2.0%  13.2% 295
2013 30.5%  36.2%  19.7%  3.1% 0.3%  10.3% 351
Total 299 510 216 31 12 153 1291

(245%) (41.8%) (17.7%) (2.5%) (1.0%) (12.5%)

Employment

L Total
opportunities

Year  Reputation
system
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The respondents expressed their opinion on the importance of
various sources of information with the aim to define the paths through
which information circulates from the university to its target users (Table
2). The results obtained at all three faculties show that friends are the most
important source of information, followed by the Internet and promotional
activities at schools.

Table 2. Sources of information about the faculty

Promotional

Year Friends  activities at Tradmpnal Internet Other Total
media
schools
2007 76.7% 6.1% 1.9% 9.5% 5.8% 588
2009 71.9% 6.3% 1.0% 15.2% 5.6% 303
2013 59.8% 11.4% 1.1% 19.7% 8.0% 361

Total 885 (70.7%) 96 (7.7%) 18 (1.4%) 173 (13.8%) 80 (6.4%) 1252

Significant difference could also be observed in the distribution of
information sources about the faculty (X2=34.266; p<0.001). When it
comes to information sources, the importance of friend recommendation
is decreasing, while the importance of the Internet and promotional
activities at schools is on the rise. It is obvious that the role of the Internet
in modern communication and information process is tremendous, but
that does not undermine the importance of personal recommendation
(word-of-mouth).

Table 3. Decisive factors in the choice of faculty and sources of information

Sources of Decisive factors in choice of the faculty
information Quality
Reputation s?g:g% of study Belgrade Price Eg;}glr?mgzg
program
Friends 226 337 144 16 6 100
(26.0%) (43.4%) (16.6%) (1.8%) (0.7%) (11.5%)
Promotional 23 37 14 0 2 11
activities (26.4%) (42.5%) (16.1%) (0.0%) (2.3%) (12.6%)
Traditional 3 8 3 0 0 4
media (16.7%) (44.4%) (16.7%) (0.0%) (0.0%) (22.2%)
Internet 30 63 36 10 3 28
(17.6%) (37.1%) (21.2%) (5.9%) (1.8%) (16.5%)
Other 17 25 19 5 1 10

(22.1%) (32.5%) (24.7%) (6.5%) (1.3%)  (13.0%)

Table 3 shows the difference in frequency (%) when we perceive both
the decisive factors and sources of information. More precisely, those who
have obtained necessary information via friends (word-of-mouth) or the
Internet were most interested in the study system and reputation, i.e., the
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quality of studies. The Chi-squared test shows that this difference is on the
border of statistical significance (y*=36.318; p=0.024).

Modelling the Behavior of Prospective Students for the Period 2015-2020.

The data herein presented reveal that the friend recommendation
(word-of-mouth, WOM) is the most significant source of information. A
total of 70,7% of respondents highlighted it as the main source of information
affecting the final choice. Within the sample (869 respondents), the most
important criterion of faculty selection is the study system (41,8%), followed
by university reputation (24,5%), quality of the study program (17,7%), etc.

Based on the results of research conducted in 2007, 2009 and 2013,
functions were developed, i.e.mathematical equations that present the
expected future behaviour of prospective students. Such model predicts the
behaviour of respondents in the five-year period, based on the following
variables: university attributes and sources of information.

Graph 1 and Table 4 and Table 5 display the functions that show the
percentage of respondents in the specified five-year period. The percentages
are subsequently aligned with the assumed number of the respondents per
year, totaling 100%. Price (tuition fee) is not considered relevant for
modelling for the given five-year period, as an insignificant number of the
respondents considered it relevant,thus leading to the inability of having a
more realistic model (below 1%).

Table 4. Real and modeled values expressed in %
according to decisive factors of selection

University Study Quality of Belgradeasa Price Employment

reputation system  studies place to study opportunities
2007 21.00%  44.90% 17.20% 2.40% 0.90% 13.60%
2009 24.10%  42.40% 16.30% 2.00% 2.00% 13.20%
2013 30.50%  36.20% 19.70% 3.10% 0.30% 10.30%

2015 35.11% 34.91% 21.11% 2.79% 6.08%
2017 37.49% 32.25% 22.09% 3.07% 5.09%
2019 39.80% 29.61% 23.09% 3.38% 4.12%
2018 38.66% 30.93% 22.59% 3.22% 4.60%
2020 40.93% 28.29% 23.61% 3.55% 3.63%

Upon examining the table and the model for the period 2015-2020, it
can be concluded that the most relevant attributes when choosing the right
university would be its reputation and the quality of the studies. The attribute
"study system" will demonstrate a decreasing tendency (as anticipated
considering that the overall study system is similar at all universities in the
region).



50,00%

40,00%

20,00%

10,00%

0,00¢

565

Graph 1. Model diagram with the expected behaviour functions-

attributes of the decisive character

However, the conclusion should be made with reservations since the
attribute “university reputation" did not reach the peak of interest in 2020
as the attribute “study system” did (41.8 %).

The attribute "good employment opportunities” did not demonstrate
the expected growth, which does not mean that a different sample (especially
from 2014-2015) would assign greater importance to this attribute, having in
mind the ongoing recession in Serbia and Europe.

Table 5 and Graph 2, were designed to present the respondents'
behaviour for different sources of information.

Table 5. Real and modeled values in %
according to factor-source of information

Source of Friends Promotional Traditional Internet  Other
Information activities at schools  media

2007 76.70% 6.10% 1.90% 9.50% 5.80%
2009 71.90% 6.30% 1.00% 15.20% 5.60%
2013 59.80% 11.40% 1.10% 19.70% 8.00%
2015 49.16% 15.05% 2.28% 24.53% 8.99%
2017 43.21% 17.01% 2.05% 27.91% 9.82%
2019 37.26% 18.98% 1.82% 31.28%  10.66%
2018 40.24% 18.00% 1.93% 29.59%  10.24%
2020 34.29% 19.96% 1.70% 32.97% 11.08%
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Graph 2. Model diagram with the assumed behaviour functions-source
of information

Having examined the model for the period 2015-2020, it could be
noticed that friend recommendations (word-of-mouth) will still remain the
most important source of information, though with a significant decrease,
while the Internet will feature the most significant growth rate as a factor
representing a source of information. The results obtained for "source of
information" should be taken as an indicator of future trends, especially if
we take into account rapid development and large use of the Internet, in
relation to the period when this survey was conducted and the sample was
formed.

DISCUSSION AND CONCLUSION

In accordance with the results obtained, prospective students are
primarily interested in university reputation, which supports the first
hypothesis. Shah, Nair, Bennett (2013) have conducted research at five
private higher education institutions in Australia. According to the results
obtained, the main factors affecting the students' choice are: the student's
perception of the opportunities available at the university, such as learning
environment, quality of teaching staff; quality of study programmes; number
of graduates, etc. The results show that around 60% of students enrolling in
private universities were mainly motivated by reputation of a higher
education institution. Keling (2007) stated that the most influential factor that
students would consider when selecting the institution was its reputation.
Briggs (2006) also concluded that the university reputation is a very
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important attribute that could be assessed prior to making the final decision.
Communication, environment, reputation, innovation, financial capacity,
social responsibility, quality management, greatly affect the process of
building reputation of an education institution, which ensures competitive
advantage and loyal service users in the long run (Gaji¢, 2012).

Research results show that the emphasis of university marketing
activities should be on combining modern media (Internet), but should not
undermine the importance of personal contacts in communication with
prospective students (promotional activities at schools, friends, family). The
analysis of the results indicates that modern sources of information (Internet)
and promotional activities at schools exhibit a growing tendency and are
important for gaining students’trust. The results support the second
hypothesis that there is a significant correlation between personal contacts
with the teaching and non-teaching staff and the choice of university.

The most common form of marketing communication is related to
certain elements of traditional communication mix (Armstrong, Kotler,
Harker, & Brennan, 2009). Numerous studies show that student recruitment
is successfully carried out through events organized at the university,
presentations at high schools, communication with the teaching and
administrative staff.

Univeristies combine traditional solutions, such as websites and
billboards, with creative methods, including computer games and
competitions (Nedbalova, Luke Greenacre & Schulz, 2014).

Modern media point out to the development of a new effective
platform for promotion of higher education institutions. It is necessary to
include social networks (Facebook, YouTube, Twitter, and other social
media instruments) in marketing strategy in order to facilitate exchange of
information and establish close contacts with prospective students.

In a multichannel marketing area, several contact points should be
formed with students. Establishing close contacts with students and getting
responses from present and prospective students via electronic channels
(Internet and email), print channels (direct mail, magazines, newspapers),
broadcasting (TV and radio), telephone services (telephone marketing) and
personal channels (direct sales), is rapidly becoming a prerequisite of
successful marketing in higher education market. In order to successfully
attract and retain students, it is necessary to be able to understand the market
as an individual or assignificant groups of individuals.

The importance of these attributes varies each year. Besides the
above-mentioned, the employment opportunities (Popovi¢, Stankovi¢, Bukic,
2015; Kabak, Dagdeviren, 2014) represent an attribute which deserves more
attention in the future research. The respondents did not consider Belgrade as
a place to study and tuition fees that significant when making the final
decision.
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Students' perception of the attributes assessed when choosing the
university has confirmed that reputation and the quality of studies are the
key factors that students take into consideration when choosing the most
adequate higher education institution. Those who collected information
from friends and via the Internet were most interested in the study system,
reputation and the quality of studies.

Also, the research has pointed out the sources of information that
prospective student mostly rely on, as with development of new
communication channels, the importance of information and its delivery
assumes new dimensions. Prospective students should choose the university
and the study program that corresponds most to their interests and
capabilities. When making a final decision, the students have certain
expectations concerning the university, study program, teaching process and
future career prospects.

Predictions of a demographic change and current trends in higher
education market point to a continuous need for the analysis of theory and
research related to the process of selecting the appropriate university. The
main limitation of this study is that this research was conducted on a
sample including only freshmen attending study programs (faculties) in
Serbian at Singidunum University. Hence, future research should also
include the first-year students from other Universities, as well as those
attending study programs in English.

Higher education institutions compete for students on both national
and global level. Cubillo (2006) highlights that the process of choosing a
higher education institution is very complex, in particular when the analysis
is conducted with foreign students.Also, a deeper analysis of enrolment
preferences using the focus groups with freshmen and graduates can be the
basis for further research, as well as the evaluation upon completion of
studies- whether their expectations have been fulfilled.

The expected model of behavior of prospective students is
hypothetically presented using the regression analysis - the method of least
squares. A hypothetical model was presented for predicting the behaviour of
the respondents in the observed five-year period, depending on the following
variables: university attributes and source of information. According to this
model, "friends” will still remain the dominant source of information, but
with a significant decrease, while the "Internet" exhibits a significant growth
as a source of information. On the other hand, the model shows that the
dominant attribute will be university reputation, while the quality of studies
exhibits a continuous growing tendency. The attribute "study system"exhibits
a decreasing tendency, as anticipated, but it will still have the prevailing
importance in the observed five-year period, as the attribute"university
reputation” will not reach the peak of interest in 2020 as the attribute “study
system” did (41.8 %).
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It is necessary to constantly improve the communication strategy
in a contemporary environment, in particular in Serbia, whose higher
education market has been undergoing transformation for over a decade.
Such changes have been accompanied by numerous political, economic
and social crises, as well as greater openness towards the current trends in
the region and globally. Considering the benefits of globalization and
such trends, we believe that the future marketing research activities should be
oriented towards performing a thorough analysis and identifying efficient
marketing strategies in communication with prospective local and foreign
students.

REFERENCES

Armstrong, G., Kotler, P., Harker, M., Brennan, R., (2009), Marketing and
Introduction, second edition, Pearson Education Limited, England.

Binsardi, A. and Ekwulugo, F. (2003), “International marketing of British education:
research on the students’ perception and the UK market penetration”,
Marketing Intelligence & Planning, Vol. 21 No. 5, pp. 318-327.

Briggs, S. (2006), “An exploratory study of the factors influencing undergraduate
student choice: the case of higher education in Scotland”, Studies in Higher
Education, Vol. 31 No. 6, pp. 705-722.

Brown, R. (2010). Higher education and the market. Abingdon: Routledge.

Chapleo, C., 2010. What defines “successful” university brands? International
Journal of Public Sector Management, 23 (2), pp. 169-183.

Chapman, R.G. (1986), “Toward a theory of college selection: A model of college
search and choice behavior”, Advances in Consumer Research, Vol. 13, No. 1,
pp. 246-250.

Cubillo, J., Sanchez, J. and Cervino, J. (2006), “International students’ decision-
making process”, International Journal of Emducational Management, Vol.
20 No. 2, pp. 101-15.

Cubillo-Pinilla, J.M., Zuniga, J., Soret Losantos, 1. and Sanchez, J. (2009), “Factors
Influencing International Students’ Evaluation of Higher Education
Programs”, The Journal of American Academy of Business, Vol. 15, No. 1, pp.
270-278.

Dao, N.T.M., Thorpe, A., (2014), “What factor influence Vietanmese students’ choice
of university?” International Journal of Educational Management, Vol. 29
No. 5, 2015 pp. 666-681.

European Commission/EACEA/Eurydice, 2015. The European Higher Education
Area in 2015: Bologna Process Implementation Report. Luxembourg:
Publications Office of the European Union.

Fralich, N., Stensaker, B., (2010) "Student recruitment strategies in higher education:
promoting excellence and diversity?", International Journal of Educational
Management, Vol. 24 Iss: 4, pp.359 — 370.

Gajic, J. (2012), “Importance of Marketing mix in higher education “, Singidunum
Journal of Applied Sciences, Vol. 9, No.1, 2012.

Gibbs, P., & Murphy, P. (2009), “Implementation of ethical higher education
marketing”, Tertiary Education and Management, 15(4), 341-354.


http://www.emeraldinsight.com/action/doSearch?ContribStored=Fr%C3%B8lich%2C+N
http://www.emeraldinsight.com/action/doSearch?ContribStored=Stensaker%2C+B

570

Hammond, K., Harmon, H., & Webster, R. (2007), “University performance and
strategic marketing: an extended study”, International Journal of Public
Sector Management, 19(4), 436-459. doi:10.1108/09513550610669176 .

Hanover Research (HR) (2014), Trends in Higher Education Marketing, Recruitment,
and Technology, Academic AdministatitonPractice, Washington DC.

vy, J. (2001), “Higher education institution image: A correspondence analysis
approach”, The International Journal of Educational Management, Vol.
15(6), pp. 276-282.

Ivy, J. (2008), “A new higher education marketing mix: The 7Ps for MBA marketing”,
International Journal of Educational Management, 22(4), 288-299.

Jari¢, 1., Vukasovi¢, M. (2009), Bolonjska reforma visokog Skolstva u Srbiji:
mapiranje faktora niske efikasnosti studiranja [Bologna Reform in Higher
Education in Serbia: Mapping Factors of Low Efficiency of Studding],
Filozofija i drustvo, br. 2, str.119-151.

Kabak, M., Dagdeviren, M., (2014),” A Hybrid MCDM Approach to Assess the
Sustainability of  StudentsPreferences for  University  Selection’’,
Technological and Economic Development of Economy, Vol. 20(3):391-418.

Keling, S. B. A. Krishnan, A. Nurtjahja, O. (2007), ,,Evaluative criteria for selection
of private universities and colleges in Malaysia”Journal of International
Management Studies, 2(1), 1-11.

Kirp, D.L. (2004), Shakespeare, Einstein, and the Bottom Line: The Marketing of
Higher Education, Harvard, MA: Harvard University Press.

Kotler, P., Fox, K., (1995), Strategic Marketing for Educational Institutions, Prentice-
Hall Inc, New Jersey.

Maringe, F., (2006), “University and course choice, Implications for positioning
recruitment and marketing”, International Journal of Educational
Management, VVol.20 No.6, pp.466-479.

Maringe, F (2005),"Interrogating the crisis in higher education marketing: the CORD
model”, International Journal of Educational Management, Vol. 19 Iss 7 pp. 564
— 578 Permanent link to this document: http://dx.doi.org/10.1108/
09513540510625608.

Maringe, F., Gibbs, P., (2009), Marketing Higher Education Education, Theory and
Practice, McGrawHill House, England.

Maringe, F., Carter, S. (2007), “International students’ motivations for studying in UK
HE: Insights into the choice and decision making of African students”,
International Journal of Education Management, Vol. 21, No. 6, pp. 459-475.

Maringe, F. and Foskett, N. (2002), “Marketing university education: the Southern
African experience”, Higher Education Review, Vol. 34 No. 3, pp. 35-51.

Mazzarol, T. and Soutar, G.N. (2002), “Push-pull” factors influencing international
student destination choice”, The International Journal of Education
Management. Vol. 16, No. 2, pp. 82-90.

Moogan, Y. J, Yvonne J. (2011), “Can a HEI’s marketing strategy improve the
student-institution match?”International Journal of Education Management,
Volume 25 (6 & 7), pp.570-589.

Moogan Y. J., Baron S. (2003),“An analysis of student characteristics within the
student decision making process”, Journal of Further and Higher Education,
27:3,271-287, DOI: 10.1080/0309877032000098699

Nedbalova, E., Greenacre, L., Schulz, J (2014), “UK higher education viewed through
the marketization and marketing lenses”, Journal of Marketing for Higher
Education, DOI: 10.1080/08841241.2014.973472.



571

Popovi¢, A., Stankovi¢,Lj., DPuki¢,S., (2015), Positioning Strategies of Higher
Education Institutions in the Republic of Serbia, TEME, g. XXXIX, br. 3, jul-
septembar 2015, str. 643-659.

Social Media Marketing in Education (SMME), (2011), edWeb.net, The Software &
Information Industry Association (SI1A), MCH, Strategic Data Inc.,retrived
from  http://home.edweb.net/wp-content/uploads/Social_Media_Marketing_
in_Education.pdf

Shah, M., Nair, S.C., Bennett, L., (2013), “Factors influencing student choice to study
at private higher education institutions”, Quality Assurance in Education, Vol.
21 No. 4, 2013, pp. 402-416.

Soutar, G. N., Turner, J. P., (2002) “Students’ preferences for university: A conjoint
analysis”, InternationalJournal of Educational Management, 16(1), pp.40-45.

Surla, K., (1998), Aproksimacija funkcija i regresiona analiza [Approximation of
Functions and Regression Analysis], Fakultet tehnickih nauka, Univerzitet
Novi Sad.

Trends in Higher Education Marketin, Recruitment and Technology, (March 2014),
Hanover Research (HR 2014), Academy Administration Practice, Washington
DC, USA.

Veloutsou, C., Lewis, W.J., Paton, A.R., (2004), “University selection: information
requirements and importance”, The International Journal of Education
Management, VVol.18, Numeber3, pp.160-171.

Zeithaml, V. A., &Bitner, M. J. (2003), Services marketing; Integrating customer
focus across the firm, New York: McGraw-Hill Irwin.

Fromm, J., Lindell, C., Decker, L., (2011), American Millennials: Deciphering the Enigma
Generation, Service Management Group, The Boston Consulting Group and
Barkley, retrived from https://mwww.barkleyus.com/AmericanMillennials.pdf

K/bYUYHU ®AKTOPHU YCIIEIHIHE KOMYHUKAIIUMJE
BUCOKOOBPA3OBHE UHCTUTYUUJE CA BYAYhUM
CTYJEHTUMA

Jenena I'ajuh, Pagvuna ’Kuskosuh, Henag Cranuh
Yuusep3urer Cunruaynym, beorpan

Pe3ume

IIpomenssuBe ApymTBEeHO-eKOHOMCKE Tpminke y CpOuju, HeraTuBaH JeMorpacKu
TPEH[I, PacT HE3aroCICHOCTH, all Y MICTO BpeMe MOTCHLHPAhe HOBUX CTPYUYHHX 3HAbha
BEILTHHA — JIOBEJIe CY JI0 BEJIHKE KOHKYPSHTHOCTH Ha TPXKMIITY 0OpasoBama. Brcoxo-
00pa3zHe HHCTUTYIHjE MOPajy CTPATeHIKH J1a Ce TIOCBETe KOMYHHKAIUju ca OyayhiM cry-
JEHTAMA uMajyhu y BHIY YIOTY TOjeAMHAX aTpuOyTa YHHBEp3HUTETa U 3Ha4aj oApelheHnx
CaBpEeMEHNX KOMYHHKAIOHHX KaHayia. Pe3ynTaTé CrpoBEeACHHX HCTpakKUBamba y HHO-
CTpaHCTBY yKa3yjy Ha To Ja ce Oyayhu CTyAeHTH mpe cBera MHTEepeCyjy 3a permyTalujy
VHUBep3UTeTa, ami Mel)y 3HavajHe QakTope Koju yTHIy Ha W300p YHHBEp3UTETa
CTYJEHATH Cy MCTHLAMM M ciefehe: MoryhHOCTH Koje HyIM YHHMBEP3WTET, JIOKallHja,
HpUPOJa U KBAIMTET CTYAMjCKHX TMpOrpama; JOocTHrHyha IWIUIOMHpaHHX CTyJIeHara,
TEXHOJIOTHja KOja ce KOPHUCTH, YCIIOBH IUTahama IIKOJapUHE, TIOHAIIAke HACTABHOT WM
BAaHHACTaBHOI' 0CO0Jba, TPOLEHAT UIUIOMHUpPAHKX, MOIyNHOCT 3anonubaBamka UTA. Pemy-
TalMja MOpa Ja ce MHPOMOBHILIE KpO3 aKTyejHa CpelCTBa KOMYyHHKAIWje, ald y
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KOMOWHAIMU ca TpaguIHOHAINM MexujuMa. L{isp ayropa O6mo je ma ce McIMTa 3HAY3)
HOjeIMHUX aTpuOyTa YHHBEp3WTETa: pEIyTaldja YHHBEP3UTETa, CHCTEM CTYIUpama,
KBAJIMTET CTYIMjCKUX Iporpama, beorpan kao Mecto cTyaupama, LIKOJapHHE M Jo0pe
MOTYRHOCTH 3allONUBMBOCTH, Al M KaHala KOMYHHKaldje IMyTeM Kojux ce Oymyhu
CTYZICHTH HajBuIIe MHGOpMUITY (TpHjaTesby, NMPOMOLHja Yy IIKOJaMa, TPaaUIHOHAIHA
MEJIMjH, UHTEPHET U OCTalM M3BOPH) Kako O JOHEIM MpaBy OMIYKYy O M3060py YHH-
Bepsurera. [lonamu cy npukyrubenu y nepuofy o 2007. no 2013.roause.

JloOujern pe3yarati ykasyjy Ha TO Ja Cy MHTEpHET, Ipenopyke MpHujaresba U Ipe-
3eHTalHje Y CPeIbUM IIKoJaMa Haje(MKACHHjH KOMYHUKALMOHN KaHAH, a PeryTanuja
YHHUBEp3UTETa, CHUCTEM CTyIUpama ¥ KBAIMTET CTYAMJCKOT IIporpama IpelcTaBibajy
Haj3HavajHUje aTprOyTe Yy Mpoliecy JOHOLIeHa OTyKe 1a ce ynvie oapehenn daxynrer.
Konkpernuje, 6ynyhu cTyaeHTH Koju Cy IPHKYIUbaIN HH(pOPMALje TIPEKo MpHjaTesba U
IyTeM HMHTEpPHETA HajBHILE CY CE MHTEPECOBAIM 3a CHCTEM CTyIMpama M PeIyTaiujy,
OJIHOCHO KBayuTeT HacTaBe. ONIITH 3aKJbyYak je Ja OM caBpeMEHH YHHBEP3UTETH CBOje
MapKeTHHIIIKe Harope Tpebalio Ja ycMepe Ha KOMOWHOBAE aKTyelTHUX MeJuja, alk He
Ou Tpebasio Ja 3armocTaBe MPOMOITHje Y IIKOJNaMa, MPENopyKe MpujaTesba, KOjH U ajbe
npercTaBibajy moysnane m3Bope. C o03upoMm Ha 1o na CpOuja Beh umraBy neneHujy
MPOJIA3H KPO3 MPOLEC TPXKUIITHE TPaHCPOpPMAIIHje BUCOKOT 00pa3oBama, ayTOpy cMaTpajy
Jnia octojeha cTyuja MoXKe OUTH KOpUCHA Yy carfie/iaBamby B&KHOCTH YTHUIAja TIOjETHHIX
aTprOyTa YHHBEP3UTETA NMPIJINKOM JeHUHICamba BeroBe KOMYHHUKAIMOHE IUIaT(opMe.



