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Abstract. Branding is a very common issue for Higher Educational Institutions like other profitable organizations
over the last few years. This study illustrates the present branding scenarios of different public and private universifies
of Bangladesh which will help to provide a vivid knowledge about the regional universities of Bangladesh. Adaressing
to the present branding challenges and issues, it was observed that the process of branding initiative is very complex
aue to multiple reasons, i.e. lack of consistency, accuracy, and commitment from the different stakeholders. For the
purpose of the study, the top fen leading public and private universities have been selected for collecting data on
brand initatives. For the objective of the research, 200 existing students along with 200 potential students were
selected. Students, qualified or eligible for university admission were taken randomly as the sample of the study.
Several variables including images of the university, education quality, rank, reputation, location, political situation or
influence and teachers’ quality have been measured through a seven-point measurement scale fo evaluate the
branding inifiative. This study reveals that regarding the selection of the public and private universities in Bangladesh,
students have a wide range of consideration; and their evaluation about the institution is in paradox, because the
Institutions they have intended to atfend may not be going fo fulfil their desired expectations in ferms of different
dimensions. Branding inifiatives of the selected universities are not enough in these circumstances for branding
Bangladeshi universities at an international level. Findings of the study have revealed that students are going fo target
the branded and reputed universities comparing to the quality of education. It has also been observed that employers
also recruit graduates from the top-ranking branded universities for their organizational performance. The academics
and the marketing policy makers of public and private universifies will be assisted by the findings of this study regarding
their branding issues in future. Lastly, the stuay highlights some limitations and future direction in this context.
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Introduction. To get a better nation, higher educational institutions are undoubtedly needed. To fulfil
the educational and knowledge spreading need, universities were established all over the world. Similarly,
there is a recorded number of public and private universities have been established in Bangladesh.
According to the University Grant Commission (UGC, 2017), there are 42 public and 96 private universities
in Bangladesh. It is a matter of sorrow that, not a single university could keep the place in the world ranking
position. Apart from this, numbers of universities all over the world continuously trying to build their
reputation to create it as a centre of attention. Only because of better positioning, branding has become
more important for universities in the marketplace. Getting degrees from these «branded» institutions are
more likely to gain something worthy and from that consequence’s employers are accepting the students
having good brand value. Students and employers are more likely to recognize the «name» of the
institution in an environment in which the names of units, courses, and granted degrees are easily
distinguishable from other institutions. Effective marketing and branding initiatives are crucial for survival
in this industry. Importance of these activities is increasing continuously as the universities are looking to
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appeal to an ever-increasing and diversified student base. Effective branding can increase enrollment, the
ability to raise funds and other outcomes. Many educational institutions across the world create an image
to attract best students, best faculties, researchers and staffs; this process is called branding. Branding
began as a channel of choice for consumers and has grown to include what an organization represents in
worth and values. For developing a brand some «points of differentiation» (POD) and some «points of
parity» (POP) is needed. These two branding concepts have been used to establish and communicate the
essence of technical & professional degree programs among stakeholders — candidates, students,
parents, alumni, employers, community, etc. Hardcore marketing (selling included) concepts are used for
such institutional level branding.

The branding notion of academic institutions differs from the commercial sector. Institutional branding
is related to the institutions” academic prestige, which is a purpose of the desired brand image, brand
attributes, and brand benefits. Moreover, institutional branding drives an institution from its mission to its
vision by sustaining the powerful marketing strategy that helps to achieve the goals. Branding an institute
is a two-pronged holistic exercise; first brand construction by making & fulfilling unique commitments, and
subsequent brand promotion. Corporations commonly implement branding initiatives through trademark-
licensing programs due to competition and infringements that mocked their services or marks. Specifically,
corporations across the world wanted to be unique from others that might have similar offerings. This study
examined the importance and perceived impact of branding initiatives in higher educational institutions in
Bangladesh. Higher educational institutions are facing a huge stake in the quality and type of students
they are going to attract, as the composition of their students’ group is critical to their development and
success. Prospective degree candidates view the university as a serving system which will act for teaching
them, placing them in careers and graduate schools, and providing a lifelong community. An institution’s
ability to raise its standing point depends on attracting top faculty, developing new programs, and bringing
in top recruiters. Increasing university's endowment, expanding in size and scope, and staying engaged
with the world all depends on students and alumni who are both ambassadors and supporters of the
school. A recent study by communications agency Noir Sur Blanc revealed that about 93% of
administrators in higher education had already acknowledged their institution as a brand. During the last
decade, technology, globalization, and competition have caused the ground to shift under higher education
worldwide. In this continuously evolving marketplace, university branding is not just about logos. Sound
key values stand for the institution such as academic integrity; chances of employability later; and most
importantly the value of the student experience should be created and communicated by them. Question
is there, to whom it will communicate? Nowadays both students and parents are treated as a value receiver
for the educational institution from the perspective of Bangladesh. So, the university needs to
communicate to the actual and potential students, their parents, to the different corporate houses and
other stakeholders. This research will find out what will be the different strategies to build brand equity of
universities to different stakeholders. Students are attracted to a university by a number of issues: a) as a
brand which is historically recognized based on how long it takes to found that university; b) fascinating
campuses located at a good sites with luxurious grass-filled and modern or historical buildings that prides
upon up-to-date facilities; c) teachers and researchers who are acknowledged worldwide as well as
recognized products attributable to the faculty member or university, and d) perception of public that the
young match best with giant and reputable universities for education. With this backdrop, it is essential to
examine the branding initiatives of higher education institutions and their current issues and give directions
for further research. The main purpose of this research is to investigate the literature review regarding the
branding initiatives in higher educational institutions, how branding initiatives can work in higher education,
examining the necessity of branding in higher education of Bangladesh, and identifying the challenges of
branding the universities.
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Review of Literature. Very few articles have been found regarding the branding initiatives of
universities. Brands provide a great deal of value to consumers and perform the following functions for
marketers: (1) identification of the source of the product, (2) assignment of responsibility to product maker,
(3) risk reducer, (4) search cost reducer, (5) promise, bond, or pact with maker of product, (6) symbolic
device, and (7) signal of quality (Keller 2003). According to Coleman (2010), the American Marketing
Association (AMA) first produced a brand definition in the 1960s that brand implies a name, term, mark,
symbol, design or a mixture of all of these, aimed to both detect the goods or services of one vendor or a
group and differentiate them from the goods or services of competitors. Mathew (et al., 2012) research
used survey data gathered at two universities in the United States has stated the criteria that public and
private universities student might use while choosing the colleges/universities for applying. Mathew
Joseph (et al., 2009) findings lend support for university branding initiatives that seek to promote the
university experience as including amenities, updated facilities, and programs that appeal to the modern
student. Many universities have picked marketing specialists from the corporate world and invested
valuable time and financial resources to build powerful institutional brands. In some cases, such as at
Northwestern University in the US, they have created Chief Marketing Officer (CMO) positions and made
brand development and marketing campaigns a core function of the institution (Morrison M, 2013).
According to Shampeny (2003), «With the increasing cost of university tuition, the competition for students,
and in the case of state colleges and universities, decreasing state funding, colleges are continually
looking for ways to attract students, fund their mission and stand out from the crowd» (Chapleo, 2005).
Branding in universities is a periodic issue, but some UK universities have fully created "successful" brands
like commercial organizations. Most notably, branding in higher education is about who they are and is
not confined to what a product offers the marketplace. An educational brand is highly associated with an
institution’s academic prestige. Nevertheless, that statement can be considered far too limiting. A college
or university brand is associated with the institution’s personality-congruent with its mission, described by
its values (Jim Black, 2008). Every university should have a documented positioning statement and brand
strategy. Faculty members and staff should be intimately involved in developing a university’s brand
strategy (Elizabeth Scarborough, 2007). Universities are finally recognizing that name recognition, image,
and positioning (all elements of a brand) exert strong influences on students as they decide which
university to attend and on donors as they decide which university to support everything depends on the
corporate brand image of the universities. Now more than ever, branding has become an emerging
imperative for colleges and universities (Robert A. Sevier, 2000). An institution’s brand is shaped by the
sum total of the expectations and promises it sets among a targeted set of constituents — and by how well
it delivers on those promises. Institutions need to reaffirm their mission, vision and values, a process that
finds the common ground across sometimes divergent views of a) the founding mission of the institution
b) evolving vision of how that mission can be fulfilled in a changing world and c) values that define the
institution and form an important foundation on which key promises are built (Kathleen Dawley, 2000). The
improvement of higher education facilities may attract foreign students to our country as well as local
outgoing students who could generate more government revenues (Bhuiyan and Hakim, 1995). The
quality of education depends on quality classroom teaching also (Rony and Rashid, 2009). Standard of
quality teaching depends on:

—  clear tasks/aims;

—  competence of the teacher;

— use of suitable teaching methods;

— meaningful outcome of teaching;

— effective presentation of scientific knowledge;

— teacher’s self-assessment (Ronny and Rashid, 2009).
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Creating a powerful brand is a vital element of the marketing strategy of colleges and universities
whose sustainability is highly dependent on external stakeholders. University brand managers could be
benefited by creating a greater understanding of the customer's interaction with their brand which is
important for developing good effective recruiting material, promotions, and other marketing activities, etc.
The current research uses the concept of brand personality to university academic and athletic logos and
studies subsequent connections among perceived brand personalities. An online study result revealed
that competence is a brand personality dimension often linked with academic logos, and excitement is the
brand personality dimension often linked with athletic (Brandi A. Watkins, 2013). Black (2008), President
and CEO of SEM Works, explained that branding corporations have unquestionable parallels to implement
branding in higher education. Lockwood and Hadd (2008) stated similar to corporations, higher education
institutions serve diverse audiences and there is a price behind the educational experience: institutional
sustainability is largely reliant upon the income earned from student enrollments; they have competitors;
compete on price, quality, service, and reputation; their image is largely determined by the constituents
they serve; and the image of their institutions is influenced by their interactions with students (Black, 2008).
The significance of branding in educational institutions has been indicated by Kotler and Fox (1995) who
said that an educational institution’s offer could be added value and provided more satisfaction for the
customers by branding. However, there are still limitations in published literature related to branding in an
educational institution. Discussion of marketing literature in HEIs has been originated since the early 1980s
asserted by Rosenthal (2003), the branding process and the change process are two noteworthy extents
within the educational institutions’ settings. Rosenthal (2003) indicated that branding is particularly
important to higher education, «as there is a high degree of overlap among competitors» offerings, with
comparable pricing among categories of institutions. The brand itself is therefore particularly important to
successfully marketing an academic institution”. Higher education is comparable to businesses and would
benefit if viewed from a corporate lens to focus on the unique attribute an institution provides, while
potentially increasing the interest of prospective students and enroliment. «Think of a college or university
brand as being synonymous with the institution’s personality-congruent with its mission, defined by its
values» (Black, 2008).

Similarly, to corporations, it is important for higher education institutions, like corporations, to
emphasize their matchless elements to the greater community. Waeraas and Solbakk (2009) stated, «To
our knowledge, no one has adopted an internal focus by investigating exactly how branding efforts unfold
in specific cases and what happens during these processes». Although there is limited research in
branding in higher education, the authors also believed that the topic should be researched further in order
to define the «university brand». Waeraas and Solbakk (2009) stated that there is increasing the
importance of branding in academia, but very few papers are exposed by literature searchers that precisely
address higher education branding. While some of the university selection criteria examined appear to
remain consistently important over decades of research, amenities/facilities emerged as an important
selection factor in this study and would seem to reflect a 21st-century view of the university experience.
Though some within the academic community have raised sharp criticism of the lengths to which colleges
and universities are going to distinguish themselves from competitors by building elaborate recreation
centres, student centres, and student housing (Twitchell, 2004). Our findings suggest that these amenities
may be very important to the modern student when choosing among higher education alternatives. Lastly,
given the branding implications of these findings, recommendations and suggestions were made for
marketing managers and higher education administrators regarding marketing messages that may have
the greatest impact on prospective freshmen.

Like many service-oriented organizations, universities are facing an increasingly competitive
environment in which they must find ways to differentiate their institution and tell their story. Various
technological and social changes continue to erode the monopoly that universities once had over
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intellectual resources and privileges (Burbules and Callister, 2000). When addressing new challenges, the
higher education paradigm must be continually re-engineered from the ground up to facilitate an
entrepreneurial spirit and a coordinated, customer-driven strategy (Dimun, 1998). Universities have
increasingly implemented integrated marketing techniques to strengthen promotional efforts (Wasmer,
Williams, and Stevenson, 1997). As part of institutional efforts toward a coordinated, customer-oriented
marketing system, universities must also include a focus on developing the university brand. Within the
university setting, «a brand is a name, an image, a compelling description of an organization that captures
the essence of the value that your college provides» (Frederick, et al., 2000). The usefulness of this brand
is that it allows individuals to decide on a limited amount of information (Papp, 2002). Selecting a university
to attend is certainly a complex consumer decision and looking to the brand simplifies the selection process
for many. Thus, universities have increasingly recognized the importance of developing a brand identity
for the university. According to Lawlor (1998) brand identity is «the essence of how you would like alumni,
prospective students, legislators, and the public to perceive your institution». The University of Houston
recently decided to take a proactive approach and implemented a five-year, $5 million image campaign
(Hacker, 2005). Likewise, Point Park University in Pittsburg unveiled a $1 million branding campaign via
billboards, print ads, and other media (Schackner, 2004). When evaluating a complex intangible offering,
consumers will look not only to the brand but also to people within the organization for clues. According to
Sevier (1994), university students generally offer four reasons for their school choice: (a) image or
reputation, (b) location, (c) cost, and (d) the availability of a major. When asked to choose among the four
factors, students invariably choose an image. Berger and Wallingford (1996) apply the hierarchy of
communication goals, widely used in consumer advertising, to the field of higher education and investigate
the university selection process undertaken by prospective students. They concluded that «reputation»
and «academics» were the two most important factors in selecting a school to attend, with «cost» and
«location» following closely behind (Berger and Wallingford, 2003). The marketing budget at an academic
institution typically accounts for less than one per cent of the total university budget (Lipman Hearn, 2001).
In addition, 14 per cent of public institutions faced budget reductions in recent years (Lipman Hearn, 2001)
and many universities are currently bracing for further cuts. For organizations within the services sector
that face the challenges of developing the brand for an intangible and complex offering in a cost-effective
manner, developing the brand from the inside out can be a powerful strategy. From the above discussion,
it has been observed that Universities should take some branding initiatives to build strength in the minds
of people. Since the brand is the sum of all associations with the university in the target people. An initiative
should be taken to build a brand in the minds of target people which reflect all associations of a University.

Research Questions:

RQ1. How are brands built and managed in Higher Educational Institutions?

RQ2. To what extent do educational institutes” resources and capabilities, structures, and processes
advance or mitigate brand-building among educational institutions?

RQ3. To what extent do brand identities (name, logos, signage, URLs, packaging, symbols,
characters, spokespersons, slogans and jingles) affect corporate branding in higher educational
institutions” settings?

RQ4. Is branding needed for higher education to keep positioning and attract foreign/local students?

Methodology. The study used a systematic review for this study as opposed to the traditional literature
review. The systematic review approach enabled the authors to ensure broader literature coverage with
high transparency, reproducibility and methodological rigour (Cook, 1997; Tranfield et al., 2003). The
approach also ensured the provision of valuable insights for future research (McKibbon, 2006; Keranen et
al., 2012). The research method for this review has been discussed in the following section. The study is
qualitative in nature. For the study, data have been collected from both secondary and primary sources.
However, maximum concentration was given on secondary sources of data. All the primary data were

38 Marketing and Management of Innovations, 2019, Issue 1
http://mmi.fem.sumdu.edu.ua/en



M. I. Alam, M. O. Faruq, M. Z. Alam, M. O. Gani. Branding Initiatives in Higher Educational Institutions: Current Issues and
Research Agenda

collected from a personal interview with existing students, potential students from some selected public
and private universities in Bangladesh. 200 existing students and 200 potential students who are qualified
or eligible for university admission were selected for the study. Simple random sampling technique has
been used to take this sample size. The study period is from June 2013 to 1 July 2017. Four items were
used to determine the respective university brand strength among university administrators based on their
perceptions of the distinctiveness of their university’s brand, the clarity of their university’s internal branding
message, the degree of university involvement in the promotion of the brand, and their university's brand
image as compared to that of prospective students’ perception.

Brand management may be more difficult for universities than the corporate world. Several
developments have been observed in recent years that have significantly complex marketing exercises
and creates hurdles for brand managers in any organizations whether it is profitable or not for profit
organizations. There are some challenges for brand builders that have been emerged in the twenty-first
century because of technological advancement, rapid globalization and severe competitive environment
i.e. sawy clients, more complicated brand families and portfolio, evolving markets, more complex and
growing contest, difficulty in distinguishing, lowering brand loyalty in many levels, increase of private label,
growing trade power, fragmenting media coverage, changes in media attitude, eroding traditional media
effectiveness, rising newly communications alternatives, rising promotional expenses, decreasing
advertising expenses, the rising cost of product introduction and support, short-term performance
orientation and growing job turnover efc.

Results. There are about 138 universities in Bangladesh from those 42 universities are in public
sectors and 96 in private sectors, 32 universities give general classroom education facilities and services.
Bangladesh Open University (BOU) carries non-campus distance education programmes. Bangladesh
National University normally operates as an affiliating university for degree and post-graduate degree level
education at various colleges and institutions in the various field of education. Dhaka University is one of
the pioneering universities in Bangladesh. After the liberation of Bangladesh in 1971, during the last 44
years, the higher education scenario has greatly been transformed. The number of public universities has
increased significantly due to the governmental initiative. Public universities are the foremost choice of
many students seeking higher education. This is for various reasons. First, these universities offer a wide
range of subjects in Science, Commerce, Liberal Arts, Humanities, Engineering and Technology, Law,
Education and Medicine disciplines. Second, public universities attract the best brains and researchers as
teachers although monetary compensation for them is anything far from attractive. Third, library,
laboratory, internet, and research facilities are much better there than anywhere else in the country.
Fourth, seminars, symposiums, workshops, debates, exhibitions and visiting teachers lecture series are
often held in these institutions with a wide scope for national and international exposures for promising
young knowledge seekers. Fifth, residential and boarding facilities at low cost/subsidized rates are
available in these public universities. The spectacular growth and expansion of private universities in
Bangladesh are remarkable. The North South University (NSU), was the first private varsity in Bangladesh
which was approved by the government of Bangladesh on 5 November. 1992 (Alam et, al., 2007). The
government in power at that time (1991-1996) showed a positive attitude towards opening the opportunity
for more private universities in Bangladesh and from 1991 to 1996, sixteen private universities (mostly in
metropolitan Dhaka, with only two in Chittagong) were established (Alam et, al., 2007). During 1996-2001,
the government was not very favourable toward the concept of the private sector of education. Only four
new universities were added to the list during 1996-2001 and after 2001, the private university concept
got a significant boost again.

In Bangladesh at present, there are 112 universities (34 in the public sector and 78 in the private
sector) which grant diplomas in a specific field as well as bachelors and higher degrees. The expansion
of Bangladeshi higher education in recent years has largely been due to the rapid growth and development

Marketing and Management of Innovations, 2019, Issue 1 39
http://mmi.fem.sumdu.edu.ua/en



M. I. Alam, M. O. Faruq, M. Z. Alam, M. O. Gani. Branding Initiatives in Higher Educational Institutions: Current Issues and
Research Agenda

of private universities. Establishment of a private university in Bangladesh initiated after the institution of
the private University Act 1992. The main features of Branded world ranking Universities are the
followings; Technology and Higher education, online education, Recruitment of International Students,
Research and Development (R&D), Recruitment of diverse faculty members, etc.

There are many challenges faced by the public university in Bangladesh. Corruption is one of the
barriers to higher education. Besides, nepotism, recruitment of less meritorious teacher by political
identities have created an obstacle in higher education. Nevertheless, financial crisis, lack of residential
halls, shortage of seats for the applicants as well as the involvement of teachers with other activities have
also been identified by the respondents as the barriers of quality education in Bangladesh.

The traditional teaching method is a common feature in our universities. Here, the sharing of
knowledge and students’ participation is very minimal. The brainstorming discussions and presentations
by the students enable them for better grooming up. However, this is almost absent in our university
education system. Moreover, the monologue type of teaching and learning, the traditional system of distant
relationship between teachers and students act as barriers in the congenial atmosphere of free learning
in the universities of Bangladesh. Simultaneously, modern teaching methods and facilities like internet,
multimedia, sound system are also being absent at the public university of Bangladesh. Poor quality of
teaching staffs who fail to satisfy the students’ needs both in quality and quantity. Most of them have a
lack of specialized research and training on higher education. Moreover, due to the recruitment of political
consideration, a good number of teachers have no scientific and update knowledge that assists them to
change their teaching methods.

Table 1. The Main Features of Branded Public and Private Universities in Bangladesh

Public Universities Reasons behind Branding Universities
N Linkage to the history of Bangladesh and first public university in Bangladesh and
University of Dhaka location at capital city
IBA Linkage with the corporate world & Good quality intake
BUET Research in Engineering and Achievements of International recognition
Jahangirnagor University Natural Beautification and Historical name
N . Only one public university in Chittagong division. Name of the port city and natural
University of Chittagong beauty in the campus
University of Rajshahi Largest campus and only one university in North Bengal.
Private Universities
North South University First Private University in Bangladesh 52:1 FI)\ﬁc;dem facilities and Club activities in the
Brac University NGO affiliation and focus on a national and international seminar at the campus
East-West University Quality education, Modern facilities, and Permanent campus with modern facilities.
Independent University Permanent Campus with modern facilities and Rich library facilities

Sources: compiled by the authors.

The result of potential students’ consideration based on Intrinsic and Extrinsic attributes for choosing
a public university. Consideration of choosing public universities is shown in Table 2.

Table 2 reveals that all the respondents consider seven attributes which offer on potential student
mind for choosing a public university. The brand image of the university has got the highest importance,
the weighted average being 2.65 for the attributes. The next important attributes are:

— quality education (2.40);
— rank (weighted average being 2.35);
reputation (weighted average being 2.25);
excellent teachers’ quality (weighted average being 1.00);
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— politics-free and session jam free (weighted average being .80)
— location (weighted average is 0.35).
Hence it is of no importance to the respondents while considering by subscribers for choosing the
university.
Table 2. Consideration for choosing a public university

Responses
> =~ = - —~ 8 Z‘/_\ = _ =4
Attributes s | RgE| g% f:jg% So| 88| 2% %;’f’ £
£8188 38|25 5| 88| &8 |82
w = (<)) (=] 95} = L =
Brand Image 150 30 20 0 0 0 0 2.65 1
Quality 120 40 40 0 0 0 0 240 2
Rank 130 30 20 20 0 0 0 2.35 3
Reputation 100 50 50 0 0 0 0 2.25 4
Location 20 30 50 30 40 30 0 0.35 7
Pollicsand SessionJam- |49 | 30 | 50 | 40 | 20 | 10 | 10 | 080 | 6
Teachers’ quality 40 40 40 40 40 0 0 1.00 5
Note: Weighted Average is calculated given weight -3 for extremely bad to +3 for extremely well. Weighted
average= Column times row divided by the total number of Respondents.

Sources: Field survey, 2018

Among the universities, potential students are asked to mention the best University, 72% of the
respondents mentioned the name of Dhaka University which is the top-ranking university in Bangladesh
and then BUET which is top ranking Engineering University in Bangladesh. The analysis hypothesis:

Ho: Students are not influenced to choose a University for a unique curriculum, a variety of courses
and employability.

Ha: Students are influenced to choose a University for a unique curriculum, a variety of courses and
employability.

Similarly, Zcal = 14.47, at 5% level of significance, follows Z distribution Zo.0s= 1.645.

Since Zcai > Ziab, the null hypothesis is not acceptable. So, at 5% level of significance, it can be said
that Students are influenced to choose a University for a unique curriculum, a variety of courses and
employability.

Ho: Tuitions fee is not a great concern to select a University for higher education.
Ha: Tuitions fee is a great concern to select a University for higher education.

Similarly, Zcal =6.41, at 5% level of significance, follows Z distribution Zo.0s= 1.645.
Since Zcai > Ziab, the null hypothesis is not acceptable. So, at 5% level of significance, it can be said
that Tuitions fee is a great concern to select a University for higher education.

Ho: Physical evidence like campus facilities, the uniqueness of campus, external ambience and
landscape, facilities cannot draw more interest to the students.

Ha: Physical evidence like campus facilities, the uniqueness of campus, external ambience and
landscape, facilities can draw more interest to the students.

Similarly, Zcal = 8.68, at 5% level of significance, follows Z distribution Zo.0s= 1.645.

Marketing and Management of Innovations, 2019, Issue 1 41
http://mmi.fem.sumdu.edu.ua/en



M. I. Alam, M. O. Faruq, M. Z. Alam, M. O. Gani. Branding Initiatives in Higher Educational Institutions: Current Issues and
Research Agenda

Since Zcai > Ztav, the null hypothesis is not acceptable. So, at 5% level of significance, it can be said
Physical evidence like campus facilities, the uniqueness of campus, external ambience and landscape,
facilities can draw more interest to the students.

Ho: Branding Universities do not give a competitive advantage in the marketplace.
Ha: Branding Universities give a competitive advantage in the marketplace.

Similarly, Zcal= 6.44, at 5% level of significance, follows Z distribution Zo.0s= 1.645.
Since Zcai > Ztan, the null hypothesis is not acceptable. So, at 5% level of significance, it can be said
that Branding Universities give a competitive advantage in the marketplace

Ho: Lack of Branding Initiatives do not keep down the University Ranking in Present age.
Ha: Lack of Branding Initiatives keep down the University Ranking in Present age.

Similarly, Zcal = 5.11, at 5% level of significance, follows Z distribution Zo.0s= 1.645.
Since Zca > Ztav, the null hypothesis is not acceptable. So, at 5% level of significance, it can be said
that Lack of Branding Initiatives keep down the University Ranking in Present age

Ho: Top Universities do not hold their position in the top because of the excellent Branding policy.
Ha: Top Universities hold their position in the top because of excellent Branding policy.

Similarly, Zcal = 12.13, at 5% level of significance, follows Z distribution Zo.0s= 1.645.
Since Zcai > Ztav, the null hypothesis is not acceptable. So, at 5% level of significance, it can be said
that — Top Universities hold their position in the top because of excellent Branding policy.

Here, the synopsis of the research has been narrated. Today, it is the age of trade and commerce.
The success of an organization depends on branding activities. The success of branding depends on
creativity. The first goal of this research is to examine the existing branding activities of selected
universities in Bangladesh. Some selected issues have been discussed to fulfil this objective. The
researcher has tried to show the existing branding programs of selected universities. It has been seen that
the maximum of the existing branding activities is very poor. This university spends a small amount of
money on branding activities. This university uses various types of platforms for branding. In this study,
top branded foreign, local including branded public and private universities have been studied. It has been
observed that most of the foreign universities have excellent research facilities and high-profile novel
laureate faculty members. These universities have years of experiences, the opportunity of the country of
origin. Most of the foreign universities have collegiate universities; there are many affiliated colleges.
These universities focus on research and development and get a donation from the state and donor
agencies for research and development.

Top 10 local universities have been studied regarding branding; it has been observed that most of the
private universities have a lot of club activities for branding. They always focus on club activities and
collaboration with the corporate organization. These universities always focus on modern classroom
facilities and high-profile teachers with a foreign degree. Top public universities have been studied; it has
been observed that most of the public university have years of experiences, the largest campus and names
are associated with district name. At Dhaka University, there are many departments and faculties which
are very helpful for branding. Dhaka University has a linkage with the history of the country; this university
arranges different national program which creates a crowd of the mass public.
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Conclusion. Universities should take the necessary steps to create awareness among the general
people through mass media coverage. They should promote the brand initials like MIT, RMIT or UCLA,
etc. Universities need to create one unified message based on what makes their university different, who
they are, and what they do. They should remove the misconception regarding public or private university
as soon as possible. They need to focus on public relations not advertising that creates a sense of
belonging through engagement. They need to organize some rally for massive events every year to brand
itself. These events can be backed up by prominent and renowned sponsors. In its annual campaign, they
should organize an event in which universities should focus on the core value of the universities. They
should target students in both urban and rural area like other public universities, but the social class has
to be middle to higher class since the cost of education is higher than typical public universities. Corporate
identity should be increased through an integrated communication program for BUP branding. High profile
faculty members should be recruited as soon as possible. In some cases, BUP needs to provide some
support and evidence to convince the high-profile faculty members. For University branding, the entire
university community-alumni, faculty, students and their families, staff, elected officials must focus on this
common purpose. Moreover, to do so, they must embrace a new framework for how they think about and
communicate about the university. They should focus on discipline, punctuality and good faculty members
and they should maintain the strictness in complying rules and regulations of the University. Interaction
with other university and community should be increased. Universities should increase co-curricular
activities among students. The faculty member should be given more flexibility in their activities and
independence.

They should increase connection with more media and public and should arrange national and
international seminar, workshop, and conference on the campus. They can organize an exchange program
with other public and foreign universities. Universities should arrange some programs where directly
involve the outside students and parents. The university authority should monitor properly to add new and
innovative courses and ideas in the learning process so that the students can face the challenges of the
new millennium. Higher education should be highly participatory, reciprocal and research-based. Both
teachers and students spontaneously participate in this learning process and research activities.
Universities should provide higher education according to the need-based. Simultaneously unnecessary,
self or specific group interest related initiatives should be discouraged. Moreover, new institutes should
be opened aiming at reducing regional imbalances and resource mobilization. The quality of education in
any university depends directly upon the quality of the teachers and condition of appointment. Thus, only
those with the best academic records should be appointed on attractive conditions as teachers. The quality
of education in any university depends upon the academic performances of the students seeking
admission. So, endeavour should be made for taking superior quality students. Universities may put the
bar on students using coaching centres. The superior curriculum of courses is important, but more
important is the method of execution. The universities generally prepare good quality curriculum, but
endeavour should be made to monitor how those are being executed. University should empower and
support individual departments to implement the designed program. To attract public attention and keep
it engaged with an organization or an individual, Universities can take advantage of every public event and
the opportunity to speak publicly.

It is proved that «Branding is needed for higher education to keep positioning and attract foreign/local
students’ In case of an institution» internal factors, they need to think about the key staff members who
should be specialized in certain areas as well should be pitched to the media as a spokesperson.
Universities can promote its key staffs, faculties and outstanding students in national media. Universities
also need to build a brand promise based on academic offerings, student experience, and an institution’s
prestige. From this study, it has been observed that research and development is the main instrument for
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promoting the universities in the national and international arena. Thus, universities should concentrate
on research and development of their faculty members and their associations.
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BpeHAnHr 3aknafiB BULLOI CBITU: NpoGnemMu Ta nepcnekTUBY

B OCHOBY CTATTi IOKNAAEHO [1I0TE3Y, LYO POTIIOM OCTAHHIX JEKITHKOX DOKIB ODEHANHT BIAIPAE 3HAYHY POJIb Y [IAbHOCTI HE
Jmie Komnariv, a v 3aknagie suiyoi ocsiru (3B0). 3mMiHa cepenoBuLya, BKITOYaKYH COianbH, DABOBI T4 EKOHOMIYHI yMOoBY,
3YMOBIIOE  HEOOX(AHICTL  [TOCTIIHNX 3MIH Y CIIOCOOAX [ISTIbHOCTI  YHIBEPCUTETY, O 3a0e3me4uTs iX QOYHKLIOHYBaHHS B
LOBIOCTPOKOBIN 1IEPCIEKTUBI, Y CTATTI CHCTEMATHU30BAHO Ta OXaPaKTEPU3OBAHO CYYacHi KOHYEenuli BDeHanHry yHiBepcuTeris
baHrnagnel epxasHoi 1a npuBaTHOI Qopmu BIIACHOCTI, SIKI CrPHAIOTS iX NOMyspu3aLli. Y pamkax 4aHoro [OCIIGKeHHs aBTopu
3asnavarors, 1o operanHr 3BO baHrnagel € CKIaaHIM MPOLECOM, L0 I0SCHIOETLCS HOro Be3CHCTEMHICTIO Ta PO3IaryKeHicTio
ocHoBHux cresikxongepis 3B0. 06 extom gocripkerHs obparo ecats nposigHnx 3B0 barrnagel pisHux gopm BracHocTi. basy
LaHUX 4115 BHAII3Y CKTaIv pe3ysibTamv onuTyBarHs 400 pecrorgenTis (200 cTyaeHTis, ki Hapasi HaB4arTscs 1a 200 noTeHLiiHux
crygentis 3B0). lon ysomy Bubjpky c@opmMoBaHO METOLOM BUIIZLKOBOrO BIOOpY. Y CTaTTi BUSHAYEHO cuny Ta CTatncTuyHy
SHAYNMICTS BIVTNBY CeMU IMIHHNX (IMIAX yHIBEPCHTETY, AKiCTb ocBIiTH, pesiturr 3BO, penyTalyis, micye po3ralLyBaKHs, MosTnyHa
cuTyalyis a sKicTs MGroToBKY BUKIIA4AYIB) Ha CyO EKTUBHY JYMKY PECITOHACHTIB. Pe3yribTary JaHOro JOCIIKEHHS CBIAYaTs PO
HAasBHICTb LUMPOKOIO CIIEKTDY KDUTEPIiB, 3IIAHO SKuX CTY[EHTH OOUPAatOTL MIX MpUBATHUMY Ta [EDKABHUMA YHIBEDCHTETAMY
barrnagew. [llpn YoMy OTPUMAEHI PE3yribTAaTH 3aCBIAYNIN HEBIAMOBIAHICTL BMOOPY pecrowgeHtamn 3BO ans HasyauHs 1a
OYiKyBaHUMH OCOBUCTICHIM KDUTEDISMY BIROODY. AHAIN3 PE3yIbTaTiB OfUTYBAHHS ITATBEAVB IIIOTE3Y, LYO CTYAEHTH 0bUPaKTL
VHIBEPCUTETY 38 SKICTIO OCBITH T4 pIBHEM 1OMYNSPHOCTI vioro 6pexsy. OkpiM yboro, aBTopu BCTaHOBWM, LYo poboToqasli
3aLIIKaBIIEHHI Y DEKDYTUHIY BUMTYCKHUKIB TOM-6perHnoBux 3B0 3 METOK nigBULYEHHS eq@eKTUBHOCTI JISIIbHOCTI CBOIX KoMaHii. Y
MaibyTHEOMY OTDUMAHI EMITIPHYHI PE3YITbTaTV [JOCIIKEHHS MOXYTb BYTH KODHCHUMM [/IS HAYKOBLIB Ta MeHeammeHTy 380
AEPKABHOI 78 PUBATHOI )OpMU BIIACHOCTI.
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