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SYNTHESIS OF PH D THESIS MAIN PARTS 

 

In a society in change all the time what pass through a transition period makes 

very rapid for the modern world, educational domain must not neglect. The deep changes 

which happen in today society impose of educational institutions new exigencies for 

qualifications of the young generation. Taking her the former responsibilities of people, 

those see obliged all the time to adjust oneself by new curricular projects at quick 

economical and social change which influence decisive the conception what regarding 

the role of education system. 

Currently, institutions of higher education, moreover and other organizations and 

businesses operate in a highly dynamic environment. As following of rapidity and 

dimension of environment changes, the institutions of higher education don’t can regard 

each change as a separate event, which can be individual studied for increase the 

advantages and for minimize the negatives effects which their create. 

These evolutions impose changes in the manner in which the managers will 

understand the relation between the institution and the market of which it address oneself. 

The reform higher education requests imposed by the transition at Bologna system 

impose of universities and faculties remarkable efforts for accommodation. 

 In economic theory, the educational services are considered goods and services 

consumed by primary customers to achieve a personal level of education, so to store for 

future use, educational human capital. 

Thus, in the current competitive environment, universities are beginning to 

recognize the growing importance of the services they offer and therefore focus on the 

needs and expectations of students. To be successful, a university must to identify which 

are the aspects important for students and, consequently, to give students what they 

expected. In particular, in this new market, the school is encouraged to consider carefully 
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the needs of its clients and customers with a view to satisfy these needs precisely 

(Hanson, 1996). 

The main aim of this thesis was carried out ”radiography" of the moment of 

adoption level marketing in university education sector and develop a marketing model 

that can be used later, at least by universities in Romania, where not from European 

universities. The model wanted to be one which respect, mainly, new trends in science 

education and the focus on marketing science, respectively the focus by the subject of 

learning, that the student in quality by consumer of higher education services. Conducting 

this research is particularly important given the fact that currently, the literature on this 

topic is relatively small, and the current is often focused only on certain aspects. 

In terms of methodology, the thesis is divided into two essentials parts, which are 

logical sequence: documentary research on the current state of knowledge of the field 

analysis and primary marketing research conducted by gathering information among key 

actors in the education sector university. 

 The scientific approach by documentary nature started with an overview of 

educational marketing, marketing culture within the university, followed by the essentials 

aspects as regards university educational services market and its consumers, marketing 

strategies and marketing mix focused on the consumer (student) and ending with some 

existing models in the specialty literature regarding the higher education domain.  

Thus, in the first part have pointed out the main elements of the emergence of 

educational marketing chronologically point of view, I identified the scope in which it is 

placed, and the main particularities and differences between social marketing (which it is 

circumscribed educational marketing) and classic marketing. 

In the next part, the current state of knowledge of the area studied, I was analyzed 

the marketing culture in higher education starting by the culture significance. After, I 

analyzed the performance, efficiency, effectiveness and profitability, emphasizing, in 

particular, significant elements of performance measurement, i.e. service quality, 

customer satisfaction, customer loyalty and repurchase intention, and the relationship 

between relational marketing, innovation and service performance. Also I identified the 

cultural profile for the university space as it emerged in the specialty literature. Further, I 
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pointed out several aspects of proactive attitude and the value creation for the consumer 

in this sector. 

Subsequently, we carried out an overview of the university educational services 

market and its consumers, focusing on some particularities of market as well as its 

dimensions. 

We continued with the presentation of the marketing environment of universities, 

the trends of academic educational services and particularities of university education 

market by socio-pedagogical perspective. These parties were followed by the 

presentation marketing strategies of universities and their main particularities and the 

marketing mix specific service types analyzed. 

In the last part of the research, the secondary sources of information were 

extracted from the specialty literature the mains relevant models for the consumer 

behavior, but and for measuring the quality of education services of university. 

 After the documentary part, which explores the problematic previous restored, the 

thesis continues with the second part and the most important fact, marketing research 

from primary sources. Marketing research by primary sources has the principal task the 

shaping the approach of higher education marketing by persons responsible in university 

and the sketching a model of educational marketing for universities in terms of student-

focused. 

In the first step of this second part are described the methodological elements for 

the two most important categories of actors involved in university educational services, 

namely: a) teachers who implemented mainly due to the fact that they have academic 

marketing decision makers due to the hierarchy that is located or because they are part of 

committees and commissions influencers and b) students. 

Primary data analysis for each category of actors of educational services of 

university studied was preceded by the appropriate methodology for each. Presentation of 

the results derived from the analysis of data was performed in a comprehensive manner, 

pointing out the specific elements of marketing, but also details of the statistical domain, 

so direct addressability results will target experienced researchers or those who have 

strong knowledge in the two areas. Moreover, some of the information collected from the 

students, trying to capture the evolution in time of opinions and perceptions of students 
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(their dynamics) and not just a punctual analysis of their current opinions and 

perceptions. 

Most empirical research realized targeted the players of educational services of 

university from different cultures, so the results are presented in comparative manner. 

Also, in this part are presented partial models of the final model was developed. 

The second fundamental part of the paper ends with presenting the main 

conclusions of empirical studies realized, the presentation of final model proposed for 

educational marketing in universities that have a similar structure to universities 

analyzed. The endpoint is the highlight major research limitations and future research 

directions. 

 

RESEARCH PROBLEM AND THE MOTIVATION FOR CHOOSING 

THE TOPIC 

 

  The activity of any organization, indifferent where it is fitted in the scope of the 

goods or services, in the area of profit or nonprofit organizations, in the institution are 

considering making a profit or not, shall take into account the key element of any 

activity, respectively the good knowledge of their customers and providing on market 

those products and / or services that meet their needs. 

In the contemporary period, any existing institution should pay attention of these 

items to attract the main competitive advantage targeted: the survival in the market. To 

achieve this wish it is important that the entity to differentiate from the rest of the 

competition. It will be possible, the best, by knowing opinions, attitudes, perceptions and 

elements which create satisfaction / dissatisfaction recipients of goods and especially 

services, especially with how services are direct interaction between provider and 

consumer. 

This particularity of services, namely the impossibility of separating the 

consumption process of delivery process, leads us to conclude that in services in general 

and especially in university educational services need not only knowledge sided opinions, 

attitudes, motivations, perceptions and behaviors of consumers as key elements of 

success of any such institutions of higher education, but also know the opinions of those 
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involved in this process both as providers and policy makers. Therefore, we considered 

useful information obtained from teachers which implementing marketing especially 

university marketing regarding the actual actions that they undertake to support the needs 

and wants of their customers. Moreover, highly competitive environment that currently 

exist in the sphere of higher education was considered as very helpful for the existence a 

marketing model that is suitable from universities, even if they enjoying the privilege of 

being part of State universities. 

However, both in Romania and abroad can observes a relatively lack of 

specialized studies addressing all concepts which could provide a clear and detailed 

image of higher education. 

In general, the existing studies are focused by one of the following three aspects: 

- consumer and opinions, motivations, attitudes, behaviors, perceptions and possibly 

elements that lead to satisfaction or dissatisfaction of this; 

- decision makers in universities, but not simultaneously consider consumer opinion; 

- elements that shape a marketing model that might implement in universities, but in this 

case, most often, are general models customized for higher education domain or specially 

designed models, but they are applicable only to the specific country in which the 

conducted the study. 

Through this research we wanted to capture these 3 aspects previous mentioned, 

their analysis and providing this real and detailed image of actually currently situation in 

higher education institutions in Romania which have a similar structure with the 

university analyzed. It was also considered appropriate to confront the first two issues 

and a university within the European Union, respectively France and the results 

comparison between the two universities in bringing differences, mainly due to 

circulation of, more pronounced lately the idea that the education system in Romania is 

the main culprit for most graduate students or professional failures. 
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PH D THESIS SUMMARY BY CHAPTERS 

 

Chapter 1, "Educational Marketing - an overview", captures a chronological 

evolution of educational marketing sector development and provides a review of key 

publications in this area, and scope of activity to which it is circumscribed. 

Chapter 2, "Marketing Culture in Academic" addresses the significance of 

culture concept, emphasizing especially the organizational culture on the one hand and on 

the other hand the marketing culture both in services and in higher education institutions 

as defined in the specialty literature, and approached in a personal manner. The scientific 

approach was continued by addressing performance, efficiency, and effectiveness of 

universities, particularly emphasizing instruments to measure the performance of 

educational services, respectively higher education service quality, student satisfaction, 

student loyalty and its repurchase intention. A particular attention was paid also of 

various dimensions identified and assigned by researchers of educational service quality 

of university. Further, in the base of the study of existing specialty literature for this 

moment, it was presented cultural profile specific academic area, especially emphasizing 

specific elements of cultures in Romania and France, as they are considered in the 

empirical research. A final aspect treated in the theoretical part of the chapter on 

marketing culture in academic refers to the proactive attitude and value creation for 

university students. 

Chapter 3, "Educational Services Market of Universities and its Consumers", 

presents the university education market as a ”quasimarket”, pointing out the essential 

elements on demand and supply of educational services for higher education, after  

previously been sketched an overview of this market . If in the introductory part of the 

chapter has highlighted some particularities and dimensions of university education 

market, then they scored the determinants of demand and offer of university educational 

services. The chapter continues with the presentation of the marketing environment of 

universities, highlighting the external environment and internal environment of these and 

several theoretical models to adapt of universities to the pressures of the external 

environment. Theoretical models for adapt of universities to the pressures of the external 

environment target on the one hand the presentation of seven models of non-traditional 
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higher education institutions, and on the other nine models of universities able to exploit 

the opportunities of the new environment. The chapter ends by presenting the trends in 

the domain of educational services and the particularities of market education of 

university by socio-pedagogical perspective. 

Chapter 4, „Marketing Strategy and Marketing Mix for Consumer-Oriented”, 

approaches the educational strategies which can take into account the universities. Also, 

in this chapter were treated too aspects such as the survival higher education institution, 

university institution's image, particularities of basic strategies (segmentation and 

positioning) for the educational market and the modalities to communicate academic 

institution. The second under chapter of this chapter discusses the marketing mix in 

universities by considering the seven P specific of services as founds in the literature to 

Donald Cowel. 

Chapter 5, “Models with Possible Application for Educational Services of 

University”, addresses an overview of the main models developed over time which apply 

in university educational services. I referred, primarily, at the presentation of some 

models which target the consumer behavior and the buying decision of the student in his 

quality as the main beneficiary of educational services, namely models: Howard-Sheth 

and Engel-Blackwell-Kollet. Secondly, they are presented some models of the services 

quality measurement namely: SERVQUAL, SERVPERF, EP, NQ, HETQMEX, 

INTQUAL, HEdPERF, SERVMO, SERVCESS, FM-SERVQUAL and DL-sQUAL. The 

decision to select models that have been described in theory stood the decision of 

identifying, adapting and testing the most relevant model for so-called "traditional 

universities" (universities which have in their structure: real, human and socio-human 

faculties). 

Chapter 6, “Study regarding Marketing Culture within the University” starting 

trough by presentation of all specify elements of research methodology, both for French 

university studied, and for Romanian University. The results are presented in 

comparative manner. I referred to compare the opinions of teachers who have power of 

decision and implementing marketing in each of the two universities analyzed. Statistical 

analyzes performed were presented in a progressive manner from the simple (to describe 
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the frequencies for example) and reaching some complex kind of hypothesis testing, 

bivariate regression, etc. .  

Chapter 7, „Contributions regarding the Development of one Educational 

Marketing Model for Universities”, is based on two empirical studies that date the 

student as the main beneficiaries of university education services. The first research is 

realized both Romanian students, as well as French students as regards the satisfaction of 

consumer of higher education. The second empirical research was addressed only 

Romanian students in the view to realize an educational marketing model adapted for 

Romania which results for universities which have a similar structure which the 

universities studied. The results of both studies were preceded by the appropriate 

methodology.  Statistical analyzes were focused this time by elements such as 

frequencies, testing hypotheses this time by replacing the Fisher test specific to small 

samples as was for marketing responsible from universities with appropriate testing large 

samples. Other analyses performed were: factor analysis, classify, segmentation trees, 

analysis of variance (ANOVA), etc.. In addition to statistical correlations, parametric 

tests, nonparametric tests, principal component analysis, we used the verification of trust 

of data collected and the reliability characterization indicators using Cronbach α 

coefficient, KMO test, Bartlett test, etc.. Also, in this chapter we identify and the key 

target segments market specific to each universities analyzed, as well as the classical 

marketing mix according to students (the 4 P) currently as regards the higher education 

services. 

Chapter 8, “Transversal Descriptive Research Chort. Time Evolution of 

Opinions of Students in Cluj at Economics Studies regarding the Educational 

Services of University (comparative analyze)”, summarizes some significant aspects of 

satisfaction / dissatisfaction of students in the Faculty of Economics and Business 

Administration of the "Babes-Bolyai" University of Cluj-Napoca by comparative analysis 

of three studies in 2008, 2009 and respectively 2012. Through this chapter we wanted to 

highlight the evolution in time of opinions and perceptions of age group segment (in this 

case students at bachelor and master cycles, so people aged typically between 19-24 

years) development a certain cohort, as the her aging (PhD students - research in 2012) 

that the first research is part of the bachelor's level (research in 2008) and master's 
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(research in 2009)) and the time evolution of opinions and perceptions about university 

educational services received as a result of trends in various age groups. 

The 8 chapters are followed by the main conclusions which results from the 

researches realized, both the documentary nature, but rather, those of empirical nature 

and the presentation of educational marketing model resulting as it results from the 

student perspective, not including in the model and the vision of "responsible marketing" 

because of the small sample of subjects. 

The next part of the thesis presents the main limitations that they have occurred in 

developing the thesis and focused mainly lack of financials resources, time resources and 

access to certain information, databases, software, etc.. These limitations are presented in 

conjunction with future research directions that we envisioned. 

PhD thesis, "Educational Marketing in Universities" ends by presenting the 

bibliographic sources used to develop paper and attaches the attachments were required 

to support the elements presented in the thesis. 
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