
References 

Aaker, D.A. (1998) Strategic Market Management. New York: Wiley Adams. 

Adams, J . (2004) Higher education suppiy and demand to 2010: an update, in 
B. Bekhrandia (2007) Evaluating and Funding Research through the Proposed 
Research Excellence Framework, HEPI. Available at, www.hepi.ac.uk (accessed 
14 February 2008). 

Adia, E. (1996) Higher Education: The Ethnic Minority Student Experience. Leeds: 
Heist Publications. 

Adorno, T.W. (2001) The Culture Industry. London: Routledge. 

Adorno, T.W. and Horkheimer, M. (1997) Dialectic of Enlightenment. London: 
Verso Books. 

Aigner, J.S., Nelson, P. and Stimpfl, J.R. (1992) Internationalising the University: 
Making it Work. Springfield, IL: CBIS Federal. 

Albert, R. and Whetten, D. (1985) Organisational identity, Research in 
Organisational Behaviour, 7: 163-95. 

Altbach, P. (2004) Globalisation and the university: myths and realities in an 
unequal World, Tertiary Education and Management, 10(1): 3-25. 

Altbach, P.G. and Knight, J. (2006) The internationalization of higher 
education: motivations and realities, Journal of Studies in International Educa-
tion, 11(3-4): 290-305. 

Altbach, P.G. and McGill Peterson, P. (eds) (1999) Higher Education in the 21st 
Century: Global Challenge and National Response. Boston: Institute of Interna-
tional Education and Boston College Center for International Higher Educa-
tion. 

Alvesson, M. (1998) The business concept as a symbol, International Studies of 
Mana,yement and OrtfinlMtlon, 28(3): 86-108. 

Arnnowltí!, S, (8000) THt Hnowkd^p l'uctory. Boston: Beatón l'ress. 

http://www.hepi.ac.uk


168 MARKETING HIGHER EDUCATION 

Arpan, L.M., Zivnuska, A.A. and Zivnuska, S. (2003) A cognitive approach to 
understanding university image, Corporate Cornmunication: An International 
Journal, 8(2): 97-113. 

Arrington, R. (1982) Advertising and behavioral control, Journal of Business 
Ethics, 1: 3-12. 

Ayoubi, R.M. and Massoud H.K. (2007) The strategy of internationalization 
in universities: a quantitative evaluation of the intent and implementation 
in UK universities, International Journal of Educational Management, 21(4): 
329-49. 

Baade, R.A. and Sundberg, J.O. (1996) What determines alumni generosity?, 
Economics of Education Review, 15(1): 75-81. 

Bagozzi, R.R (2000) On the concept of intentional social action in consumer 
behavior, Journal of Consumer Research, 27(3): 388-96. 

Baker, H. and MacLean, M. (2004) Students making progress and the 
teaching research nexus debate, Teaching in Higher Education, 9(4): 407-19. 

Ball, SJ. (1999) Class Struggles and the Education Market London: Routledge 
Falmer. 

Ball, S.J. (2004) Education for Sale! Commodification of everything? Annual 
Education Lecture at the Karl Mannheim Professor of Sociology of Education 
Institute of Education, University of London. Available at: firgoa.usc.es/ 
drupal/node/25448 (accessed 10 January 2008). 

Barker, L. (1997) Mapping the training market for individuáis, in C. Robinson 
and R. Kenyon, The Market for Vocational Education and Training. Canberra: 
National Centre for Vocational Education Research. 

Barrett, R. (2000) Market arguments and autonomy, Journal of the Philosophy 
of Education, 34(2): 327-41. 

Bearden, W.O., Hardesty, D.M. and Rose, R.L. (2001) Consumer self-
confidence: refinement in conceptualisation and measurement, Journal of 
Consumer Research, 28(2): 121-34. 

Bell, M. (2004) Internationalising the Higher Education Curriculum: Do Academ-
ics Agree? Higher Education Research & Development Society of Australia, 
University of Wollongong, Australia. 

Bennett, D. (2005) The effectiveness of current students' ambassadors ln HE 
marketing recruitment and retention, paper presented to the International 
Conference on HE marketing, Cy p rus, 3-5 Jan. 



REFERENCES 169 

Beyer, L.E. and Listón, D.P. (1996) Curriculum in Conflict: Social Visions, 
Educational Agendas and Progressive School Reform. New York: Teachers College 
Press. 

Biggs, J . (2003) Teaching for Quality Learning at University. Buckingham: SRNE 
and Open University Press. 

Blake, N., Smeyers, P., Smith. R. and Standish, P. (1998) Thinking Again: 
Education after Postmodernism. Westport, CT: Bergin & Garvey. 

Blumenthal, P.C., Goodwin, C.D., Smith, A. and Teichler, U. (eds) (1996) 
Academic Mobility in a Changing World. London: Jessica Kingsley Publishers. 

Blythe, J. (2006) Essentials of Marketing Management, 3rd edn. London: 
Prentice Hall. 

Boegh, C.A. and Tagaki, H. (2006) Internationalisation and university cur-
ricula in Denmark and Japan, Edúcate, 6(1): 25-34. 

Bok, D. (2003) Universities in the Marketplace. Princeton NJ: Princeton, 
University Press. 

Bologna Declaration on the European Space for HE: An explanation (2000) 
Confederation of EU Rectors and the Association of European Universities. 
Available at: ec.europa.eu/education/policies/educ/bologna/bologna.pdf (ac-
cessed 14 Feb. 2008). 

Bonnett, M. (2003) Education for a post-humanist age: the question of 
human dwelling, Journal of the Philosophy of Education, 37(4): 707-24. 

Borden, V. (1995) Segmenting student markets with a student satisfaction 
and priorities survey, Research in Higher Education, 36(1): 73-88. 

Bottery, B. (1999) Global forces, national mediations and the management of 
educational institutions, Educational Management & Administration, 23(3): 
299-312. 

Bridges, D. (2006) The practice of higher education: in pursuit of excellence 
and of equity, Educational Theory, 56(4): 371-86. 

Brown, S. (2001) Marketing: The Retro Revolution. London: Sage Publications. 

Brownlie, D. and Saren, M. (1992) The four Ps of the marketing concept: 
prescriptive, polemical, permanent and problematic, European Journal of 
Marketing, 26(4): 34-47. 

Bruner II, G.C. (1988) The marketing mix: time for a reconceptualization, 
Journal of Marketing litluci/Aon, Summer: 72-7 . 

Buber, M. (1966) Tht Kmwtettye of'Man: A Philosophy ofthe lnterhuman (ed. M. 
S. l ' r l e d m a n ) . N t w Yorkl H»rpt?r fc Row. 



170 MARKETING HIGHER EDUCATION 

Burstow, B. (1983) Sartre: a possible foundation for education theory, Journal 
of Philosophy of Education, 17 (2): 171-85. 

BUSE (Bindura University of Science Education) (2006) Five Year Strategic Plan 
2005-2006. Bindura, Zimbabwe: BUSE. 

CACI Ltd (1993) ACORN User Guide. London: CACI. 

Campbell, F.E., Hermán, R.A. and Noble, D. (2006) Contradictions in reputa-
tion management, Journal of Communication Management, 10(2): 191-6. 

Cerny, P.G. (2003) What next for the state?, in E. Koffman and G. Young 
(eds) Globalisation Theory and Practice. London: Continuum International. 

Cheney, G. and Christensen, L.T. (1999) Identity at issue: linkages between 
'infernal' and 'external' organisational communication, in F.M. Jablin and 
L.L. Putnam (eds) New Handbook of Organisational Communication. Newbury 
Park, CA: Sage Publications. 

Christensen, L.T. and Askegaard, S. (2001) Corporate identity and corporate 
image revisited, European Journal of Marketing, 35(3/4): 292-315. 

Christensen, L.T. and Cheney, G. (1994) Articulating identity in an organisa-
tional age, in S.A. Deetz (ed.) Communication Yearbook. Thousand Oaks, CA: 
Sage Publications, 17: 222-35. 

Clarke, R. (1993) Proflling: a hidden challenge to regulation and data 
surveillance, Journal ofLaw and Information Science, 4(2): 403-419. 

Clayson, D.E. and Haley, D.A. (2005) Marketing models in education: 
students as customers, products or partners, Marketing Education Review, 
15(1): 1-10. 

Clegg, S. (2003) Learning and teaching policies in higher education: media-
tions and contradictions of practice, British Educational Research Journal, 
29(6): 803-19. 

Coates, D. (1998) Marketing of further and higher education: an equal 
opportunities perspective, Journal of Further and Higher Education, 22(2): 
135-42. 

College Board (2007) Federal student aid to undergraduates shows slow 
growth, while published tuition prices continué to increase. Available at: 
www.collegeboard.com/press/releases/189547.html (accessed 15 May 2007). 

Conlon, G. and Chevalier, A. (2003) Does it pay to attend a prestigious 
university? Discussion paper, London School of Economics, Centre for the 
Economics of Education (CEE). 

http://www.collegeboard.com/press/releases/189547.html


REFERENCES 171 

Coughlin, C.C. and Erekson, O.H. (1985) An examination of contributions to 
support intercollegiate athletics, Social Science Quarterly, 66: 194-202. 

Cranton, P. (1994) Understanding and Promoting Transformative Learning: A 
Guide for Educators and Adults. San Francisco: Jossey-Bass. 

Crisp, R. (1987) Persuasive advertising, autonomy and the creation of desire, 
Journal of Business Ethics, 6: 413-18. 

Curran, P.J. (2001) Competition in UK higher education: applying Porter's 
diamond model to geography departments, Studies in Higher Education, 26(2): 
223-51. 

Czinkota, M.R. (2004) Loosening the shackles: The future of global higher 
education. Available at: www.wto.org/english/tratop_e/serv_e/sym_april05_e/ 
czinkota_education_e.doc (accessed 10 June 2007). 

DAAD (Germán Academic Exchange Programme) (2007) Survey and Insights 
into Studying Abroad. A report for the DAAD Office, New York. 

Daniels, J. (2005) Higher education for sale, portal.unesco.org/education/en/ 
ev.php-URL_ID=7849&URL_DO=DO_TOPIC&URL_SECTION=201 .html (ac-
cessed 10 June 2007). 

Davies, J. (1992) Developing a strategy for internationalisation in universi-
ties: towards a conceptual framework, in C. Klasek (ed.) Bridges to the Future: 
Strategies for Internationalising Higher Education. Carbondale, IL: Association of 
International Education Administration, pp. 177-90. 

Davies, P. (2004) Developing a Customer Profile: Postcode Mapping using Mosaic, 
UK. London: Learning and Skills Development Agency, UK. 

Department for Education and Science (DfES) (2003) The Future of 
Higher Education, Government White Paper. London: HMSO. Available 
at: www.dfes.gov.uk/hegateway/strategy/hestrategy/index.shtml (accessed 
14 Feb. 2008). 

Department for Education and Science (DfES) (2004) Increasing Voluntary 
Giving in Higher Education. Available at: www.dfes.gov.uk/hegateway/uploads/ 
Increasing%20Voluntary%20Giving%20to%20Higher%20Education%20-
%20Task%20Force%20Report%20to%20Government.pdf (accessed 10 June 
2007). 

Department for Education and Science (DfES) (2006) Reform of Higher Educa-
tion Research Asscssiiwnl and Funding: A Consultation Document. London: 
HMSO. 

Dewey, J . ( 1 9 9 8 ) Bxptrim * uinl Hiluoitlon: The 60th Anniversary Edition. W e s t 
Laíayette, IN: Kapp« Dalla 1*1, 

http://www.wto.org/english/tratop_e/serv_e/sym_april05_e/
http://www.dfes.gov.uk/hegateway/strategy/hestrategy/index.shtml
http://www.dfes.gov.uk/hegateway/uploads/


172 MARKETING HIGHER EDUCATION 
« i 

Ditcher, S.F. (1985) The organization of the '90s, The McKinsey Quarterly, 1: I 
145-55. 

Doti, J. (2004) Is higher education becoming a commodity?, Journal of Higher I 
Education Policy and Management, 26(3): 363-9. 

Dove, K.E. (2001) Conducting a Successful Fundraising Program. San Francisco: ¡ 
Jossey-Bass. 

Doyle, J.L. (1998) Class, consumerism and education, International Journal of 
Educational Management, 12(4): 183-7. 

Doyle, P. (2002) Marketing Management and Strategy. London: Prentice Hall. 

Doyle, P. and Stern, P. 2006 Marketing Management and Strategy. London: 
Financial Times/Prentice Hall. 

Drucker, P. (1954) The Practice of Management. New York: Harper & Row. 

Drucker, P. (1973) Management: Tasks, Responsibilities and Practices. London: 
Harper & Row. 

Drummond, G. (2004) Consumer confusion: reduction strategies in higher 
education, International Journal of Educational Management, 18(5): 317-23. 

Drummond, G. and Ensor, J. (2003) Strategic Marketing, Planning and Control. 
Oxford: Butterworths. ¡ 

DSS Research, Choice modelling for decisive results. Available at: www.dssre-
search.com (accessed 14 Feb. 2008). 

Duncan, J.G. (1989) Marketing of higher education: problems and issues in 
theory and practice, Higher Education Quarterly, 43(2): 175-88. 

Dutton, J.E., Dukerich, J.M and Harquail, C.V. (1994) Organizational images 
and member identiñcation: sustainable competitive advantage, Journal of 
Management, 17: 191-206. 

Eagle, L. and Brennan, R. (2007) Are students customers? TQM and market-
ing perspectives, Quality Assurance in Education, 15(1): 44-60. 

Everett, J. and Armstrong, R. (1993) A case study of MBA market in Western 
Australia, Journal of Marketing for Higher Education, 4(1-2): 309-23. 

Farr, M. (2002) Measuring participation in higher education using geodemo-
graphics. Unpublished PhD thesis, University of Lancaster. 

Farr, M. (2003a) Extending participation in higher education: an Investiga-
tion into applicant choice using postcode analysis. Unpublished dlssertatlan, 
Lancaster University. 



REFERENCES 173 

Farr, M. (2003b) Educational Mosaic; Combining the new census with learner 
data to develop a postcode classification, LSDA, UCAS and higher education 
adapts. 

Featherstone, M. (1991) Consumer Culture and Postmodernism. London: Sage. 

Fill, C. (2006) Marketing Communications. London: Financial Times Press. 

Financial Times (2006) Reputation: you only know what it is when it lies in 
tatters, 3 March. 

Fitzsimons, P. (2002) Enframing education, in M. Peters (ed.) Heidegger, 
Education and Modernity. Lanham, MD: Rowman & Littlefíeld Publishers, pp. 
171-90. 

Foskett, N. (1995) Marketing management and schools: a study of developing 
marketing culture in secondary schools. Unpublished PhD thesis, University 
of Southampton. 

Foskett, N., Dyke, M. and Maringe, F. (2004) The Influence of the School in the 
Decisión to Particípate in Learning Post 16. DfES Research Report No. 538. 
London: DfES. 

Foskett, N. and Helmsley-Brown, J. (2001) Choosing Futures: Young People's 
Decisión Making in Education, Training and Career Markets. London: Routledge 
Falmer. 

Foskett, N., Maringe, F. and Roberts, D. (2006) Changing Fee Regimes and their 
Impact on Student Attitudes to Higher Education. York: Higher Education 
Academy. 

Foxall, G.R. (1998) Intention versus context in consumer psychology, Journal 
of Marketing, 14: 29-62. 

Freire, P. (1970) Pedagogy of the Oppressed, trans. M.B. Ramos. New York: 
Continuum. 

Further Education Funding Council for England (FEFCE) (1998) Marketing: A 
Good Practice Guide. London: The Stationery Office. 

Gadamer, H-G. (1975) Truth and Method, trans. G. Berden and J. Cummings. 
New York: Seabury Press. 

Gerson, R.F. (1993) Measuring Customer Satisfaction. London: Kogan Page. 
-i 

Glbbons, M., Limoges, C., Nowotny, H., Schwartzman, S., Scott, P. and Trow, 
M. (1994) The New Production ofScientific Knowledge: The Dynamics of Science 
and Research in Contemporary Societies. London: Sage. 



174 MARKETING HIGHER EDUCATION 

Gibbs, P. (1998) Time, temporality and consumer behaviour: a review of the 
iiterature and implications for certain financial services, European Journal of 
Marketing, 32: 993-1007. 

Gibbs, P. (2002) From the invisible hand to the invisible handshake: market-
ing higher education, Research in Post/Higher Education, 7(3): 323-35. 

Gibbs, P. (2007) Does advertising pervert higher education? The case for 
resistance, Journal ofthe Marketing of Higher Education, 17(1): 3-11. 

Giddens, A. (1991) Modernity and Self-Identity. Cambridge: Polity Press. 

Giroux, H.A. (2004) Education after Abu Ghraib, Cultural Studies, 18(6): 
779-815. 

Goldghein, L.A. and Kane, K.L. (1997) Repositioning the MBA: issues and 
implications, Journal of Marketing for Higher Education, 8(1): 15-24. 

Gottfried, M.A. and Johnson, E.L. (2005) Solicitation and donation: An 
econometric evaluation of alumni generosity in higher education, Interna-
tional Journal of Educational Advancement, 6(94): 268-81. 

Graeves, A. (2004) Developing a Customer Profile: Approaches to Segmentation. 
London: Learning and Skills Council, UK. 

Gray, L. (1991) Education Marketing. Buckingham: Open University Press. 

Greenfield, J.M. (2002) Fundraising Fundamentáis. San Francisco: Jossey-Bass. 

Greyser, S. (1996) Corporate reputation and the bottom line. Unpublished 
address given at the launch of the International Corporate Identity Group, 
House of Lords, London, 24 January. 

Grimes, P.W. and Chressanthis, G.A. (1994) Alumni contributions to academ-
ics: the role of intercollegiate sports and NCAA sanctions, American Journal of 
Economics and Sociology, 53: 27-40. 

Habermas, J. (1984) The Theory of Communicative Action. Cambridge: Polity 
Press. 

Habermas, J. (1998) The Philosophical Discourse of Modernity, trans. F. Law-
rence. Cambridge: Polity Press. 

Hassan, R. (2003) The Chronoscopic Society: Globalization, Time and Knowledge 
in the Network Economy. Oxford: Peter Lang. 

Hayward, D.M. and Elliott, C.S. (1998) The expanding definition of framing 
and its particular impact on economic experimentation, Journal of Public 
Relations Research, 11(3): 205-42. 

Heidegger, M. (1962) Being and Time. Oxford: Blackwell. 



REFERENCES 175 

Heidegger, M. (1977) The Question Concerning Technology and Other Essays. 
New York: Harper & Row. 

Heidegger, M. (1978) Building, dwelling, thinking, in Basic Writings, trans. D. 
F. Krell. London: Routledge, pp. 343-436. 

Heidegger, M. (2000) Letter on humanism, in Basic Writings. New York: 
Harper & Row. 

Helmsley-Brown, J. (1996) Marketing post-sixteen colleges: a qualitative and 
quantitative study of pupils' choice of post-sixteen institution, unpub-
lished PhD thesis, University of Southampton. 

Helmsley-Brown, J. and Oplatka, I. (2007) Universities in a competitive 
global marketplace: a systematic review of the literature on higher education 
marketing, International Journal of Public Sector Management, 19(4): 292-305. 

Hesketh, A.J. and Knight, P.T. (1999) Postgraduates' choice of programme: 
helping universities to market and postgraduates to choose, Studies in Higher 
Education, 24(2): 151-63. 

Higher Education Funding Council for England (HEFCE) (2000) Diversity in 
higher education. HEFCE policy statement. 

Higher Education Statistical Agency (HESA) (2005-06) Students in 
Higher Education institutions. Available at: www.hesa.ac.uk/ 
index.php?option=com_datatables&Itemid=121&task=show_category&catdex 
=3 (accessed 14 February 2008). 

Hirsch, R. (1976) Social Limits to Growth. Cambridge, MA: Harvard University 
Press. 

Hirschman, E.C. (1986) Humanistic enquiry in marketing research: philoso-
phy, method and criteria, Journal of Marketing Research, 23: 237-49. 

Holt, D.B. (1997) Poststructuralist lifestyle analysis: conceptualizing the 
social patterning of consumption in post modernity, Journal of Consumer 
Research, 23 March: 326-50. 

Huang, F. (2007) Internationalization of higher education in the developing 
and emerging countries, Journal of Studies in International Education, 11: 
421-32. 

I-Iuisman, J. and van der Wende, M.C. (eds) (2004) On Cooperation and 
Competition: National and European Policies for Internationalisation of Higher 
Education. ACA Papers on International Cooperation. Bonn: Lemmens. 

Ilutton, J.G. (1999) The definition, dimensions and domains of public 
relations, l'uhlic Relations Review, 25(2): 199-214. 

http://www.hesa.ac.uk/


176 MARKETING HIGHER EDUCATION 

Ind, N. (1992) The Corporate Image: Strategies for Effective Identity Programmes. 
London: Kogan Page. 

Ivy, J. (2001) Higher education institution image: a correspondence analysis 
approach, The International Journal of Educational Management, 15(6): 276-82. 

Ivy, J. (2002) University image: the role of marketing in MBA student 
recruitment in state-subsidised universities in the Republic of South Africa. 
Unpublished PhD thesis, University of Leicester. 

James, R., Baldwin, G. and Mclnnis, C. (1999) Which University? The Factors 
Influencing Choices ofProspective Undergraduates. Evaluation and Investigations 
programme, Higher Education División, Australia. 

Janic, Z. and Zabber, V. (2002) Impersonal vs personal exchanges in market-
ing relationships, Journal of Marketing Management, 18(7/8): 657-71. 

Jeurissen, R (2005) Is marketing exploitative? Institute of Ethical Business 
Worldwide, Notre Dame University, IN. Available at: 
www.ethicalbusiness.nd.edu/events/Marketing%20Ethics% 20Workshop/ 
conferencePapers.htm (accessed 20 December. 2005). 

Johnston, J. and Edelstein, R. (1993) Beyond Borders: Profiles of International 
Education. Washington, DC: Association of American Colleges. 

Kenway, J. with Bigum, C. and Fitzclarence, L. (1993) Marketing education in 
the postmodern age, Journal of Education Policy, 8(2): 105-22. 

Kirp, D.L. (2004) Shakespeare, Einstein and the Bottom Line. Cambridge, MA: 
Harvard University Press. 

Knight, J. (1995) Internationalisation of higher education: conceptual frame-
work, in J. Knight and H. de Wit (eds) Internationalisation of Higher Education 
in Asia Pacific Countries. Amsterdam: European Association for International 
Education Publications. 

Knight, J. (1999) Internationalisation of higher education in IMHE, in Quality 
& Internationalisation in Higher Education, Paris: OECD. 

Knight, J. (2003) Updating the definition of internationalisation, Interna-
tional Higher Education, 33: 2-3. 

Knight, J. and de Wit, H. (1995) Internationalisation of Higher Education in Asía 
Pacific Countries. Amsterdam: EAIE. 

Kotler, P. (1987) Humanistic marketing: beyond the marketing concept, ln 
A.F. Firat, N. Dholakia and R.P. Bagozzi (eds) Philosophlcal and Radical Thought 
in Marketing. Lexington, MA: Lexington Books. 

http://www.ethicalbusiness.nd.edu/events/Marketing%20Ethics%25


REFERENCES 177 

Kotler, P. (1998) Marketing Management: Analysis, Planning, Implementation and 
Control. Englewood Cliffs, NJ: Prentice Hall. 

Kotler, P. (2005) Marketing Management, l l t h edn. New Delhi: Pearson 
Education. 

Lafferty, B.A. and Hult, G.T.M. (2001) A synthesis of contemporary market 
orientation perspectives, European Journal of Marketing, 35(1/2): 92-109. 

Lambert Review (2003) Business University Collaboration. London: HMSO. 

Lauder, H. and Lauder, D. (1999) Trading in Future: Why Markets in Education 
Don't Work. Buckingham and Philadelphia: Open University Press. 

Lawlor, J. (2007) Intelligent marketing solutions for education. Available at: 
at www.tlg.com 

Learndirect (2003) Understanding the Adult Learner Market: Segmenting the 
Market According to Attitudes to Learning. Research Summary Series of Learndi-
rect UFI. 

Leslie, L.L. and Ramey, G. (1988) Donor behavior and voluntary support for 
higher education institutions, Journal of Higher Education, 59: 115-32. 

Levitt, T. (1974) Innovative imitation, Harvard Business Review, 44(5): 63-71. 

Li, F. and Nicholls, J.A.F. (2000) Transactional or relational marketing: 
determinants of strategic choices, Journal of Marketing Management, 16(5): 
449-64. 

Lippke, R.L. (1989) Advertising and the social conditions of autonomy, 
Business and Professional Ethics Journal, 8: 35-58. 

Lipsett, A. (2005) 'Customer' students to cali tune, Times Higher Education 
Supplement (Issue 1717), 11 November. 

Litten, L.H. (1991) Ivy bound: high ability students and college choice, US 
Today. 

Little, M.W., O'Toole, D.O. and Wetzel, J. (1997) The price differentials; 
impact on retention, recruitment and quality in a public university, Journal of 
Marketing for Higher Education, 8(2): 37-51. 

Liu, S.S. (1998) Integrating strategic marketing on an institutional level, 
Journal of Marketing for Higher Education, 8(4): 17-28. 

Lobkowicz, N. (1983) Man, the pursuit of truth and the university, in J.W. 
Chapman (ed.) The Western University on Trial. Berkeley, CA: University of 
California Press, pp. 27-39. 

Luhmann, N. (1979) Trust and Power. Chichester: John Wlley & Sons, Ltd. 

http://www.tlg.com


178 MARKETING HIGHER EDUCATION 

Lumby, )., Foskett, N. and Maringe, F. (2004) Pathways and progression on 
16, Fashion, Peer Influence and College Choice, paper presented at BERA 
Conference, September 2004. 

Lynch, K. (1997) A profile of mature students in higher education and an 
analysis of equality issues. Available at: www.ucc.ie/publications/heeu/ 
Mature/mature_8.htm (accessed 11 April 2005). 

Maguire, M., Ball, S.J. and Macrae, S. (1999) Promotion, persuasión and 
class-taste; marketing (in) the UK post-compulsory sector, British Journal of 
Soáology of Education, 20(3): 291-308. 

Manger, P. (2006) Maybe dolphins aren't so smart after all, scientist suggests, 
10.12pm ET CBC News, 19 August. 

Margison, S. (2004) National and global competition in higher education, 
The Australian Educational Researcher, 31(2): 1-28. 

Margulies, W. (1997) Make the most of your corporate identity, Harvard 
Business Review, July/August: 66-72. 

Maringe, F. (2004) Marketing university education: an investigation into the 
perceptions, practices and prospects of university marketing in Zimbabwe. 
Unpublished PhD thesis, University of Southampton. 

Maringe, F. (2005a) Interrogating the crisis in Higher Education marketing: 
the CORD model, International Journal of Educational Management, 19(7): 
564-78. 

Maringe, F. (2005b) University marketing: perceptions, practices and pros-
pects in the less developed world, Journal of Marketing for Higher Education, 
15(2): 129-53. 

Maringe, F. (2006) University and course choice: implications for positioning, 
recruitment and marketing, International Journal of Educational Management, 
20(6-7): 466-97. 

Maringe, F. (2007) Diversification of post-graduate students' recruitment 
markets: opportunities for science and mathematics PGCE recruitment, 
Higher Education Review, 39(2): 43-64. 

Maringe, F. and Cárter, S. (2007) International students' motivations for 
studying in UK Higher Education: insights into the choice and decisión 
making of African students, International Journal of Educational Management, 
21(6): 459-75. 

Maringe, F. and Foskett, N. (2002) Marketing university education: the 
Southern African experience, Higher Education Review, 34(3)1 35-51, 

http://www.ucc.ie/publications/heeu/


REFERENCES 179 

Mazzarol, T. (1999) An examination of the factors critical to the establish-
ment and maintenance of competitive advantage for education services 
enterprises within international markets. Unpublished PhD thesis, Curtin 
University of Technology. 

Mazzarol, T., Soutar, G.N. and Thein, V. (2000) Critical success factors in the 
marketing of an education institution: a comparison of institutional and 
student perspectives, Journal of Marketing for Higher Education, 10(2): 39-57. 

Mclnnis, C. (1998) Academics and professional administrators in Australian 
universities: dissolving boundaries and new tensions, Journal of Higher Educa-
tion Policy and Management, 20(2): 161-73. 

McLeod, O. (1999) Desert and institutions, in O. McLeod and L. Pojman. 
(eds) What Do We Deserve? Oxford: Oxford University Press. 

McMurty, J. (1991) Education and the market model, Journal ofthe Philosophy 
of Education, 25(2): 209-18. 

Meek, V.L. (2000) Diversity and the marketisation of higher education: 
incompatible concepts?, Higher Education Policy, 13: 23-39. 

Mezirow, J. (1997) Transformative learning: theory to practice, in P. Cranton 
(ed.) Transformative Learnining in Action: Insights from Practice. San Francisco: 
Jossey-Bass. 

Miaoulis, G. and Kalfus, D. (1983) Ten MBA benefit segments, Marketing 
News, 5 August. 

Miller, P., Lamb, C.W., Jr., Hoverstad, R. and Boehm, E.G. (1990) An approach 
for identifying benefit segments among prospective college students, Journal 
of Marketing for Higher Education, 3(1): 49-65. 

Mintzberg, H. (1996) Managing government, governing management, Har-
vard Business Review, May/June: 75-83. 

Moloney, K. (2000) Rethinking Public Relations: The Spin and the Substance. 
London: Routledge. 

Moore, J.C. (ed.) (2005) Engaging Communities: Wisdom from the Sloan Consor-
tium. Elements of Quality of Online Education, Sloan-Consortium. 

Mugabe, R. (2004) Too little too late. Mugabe mocks the Commonwealth, 
The Guardian, 3 March. 

Muniz, Jr., A.M. and O'Gunn, T.C. (2001) Brand communities, Journal of 
Consumer Research, 27 'March): 412-33. 

Murphy, P.E. and Staples, W. (1979) A modernised family life cycle, Journal of 
Consumer Research, J u n e . 



180 MARKETING HIGHER EDUCATION 

Naidoo, R. (2007) HE as a global commodity, Observatory on Borderless 
Higher Education. Available at: www.obhe.ac.uk (accessed 14 February 2008). 

Naidoo, R. and Jamieson, I. (2005) Empowering participants or corroding 
learning? Towards a research agenda on the impact of student consumerism 
in higher education, Journal of Education Policy, 20(3): 267-81. 

National Student Survey (2005) Summary report. Available at: http:// 
www.hefce.ac.uk/pubs/rdreports/2007/rdl4_07/ (accessed 29 April 2008). 

Naude, R and Ivy, J. (1999) Marketing strategies of universities in the United 
Kingdom, The International Journal of Educational Management, 13(3): 126-34. 

Nentwich, M. (2001) (Re-)De-commoditisation in academic knowledge distri-
bution?, Science Studies, 14(2): 21-42. 

Nowotny, H. (1988) From the future to the extended present, in G. Kirsch, R 
Nijkamp and K. Zimmermann (eds) A Multidisciplinary Perspective. Aldershot: 
Avery. 

Nowotny, H., Scott, P. and Gibbons, M. (2001) Rethinking Science: Knowledge 
and the Public in an Age of Uncertainty. Cambridge: Polity Press. 

Office for Fair Access (OFFA) (2005) Hundreds of thousands of students from 
low income backgrounds set to benefit from over £300 million extra 'free 
cash' set aside by universities and colleges. Available at: www.offa.org.uk/ 
news/2005/acc_agr.as, press release, 17 March. 

Office for Fair Access (OFFA) (2006) Annual Report. Available at: 
www.offa.org.uk/wp-content/uploads/2006/07/06_01.pdf (accessed 14 
February 2008). 

Office for Fair Access (OFFA) (2007) www.offa.org.uk/wp-content/ 
uploads/2007/02/l% 20 Feb%2007%20OFFA%20Ipsos%20MORI%20good% 
20practice%20guidancel.pdf, p. 26 (accessed 1 August 2007). 

Office for Fair Access (OFFA) (2008) www.offa.org.uk/access-agreements/ 
basics (accessed 14 Feb 2008). 

Opinión Panel (2007) How much would students pay? Available at: 
www.opinionpanel.co.uk/students/newsDetail.cfm?newsId=62 (accessed 12 
May 2007). 

Organisation for Economic Co-operation and Development (OECD) (2000) 
Education at a Glance, OECD Indicators. Paris: OECD Publications. 

Organisation for Economic Cooperation and D e v e l o p m e n t ( O E C D ) ( 2 0 0 7 ) 
Education at a Glance: OECD Indicators. Paris: O E C D P u b l i l h l n g . 

http://www.obhe.ac.uk
http://www.hefce.ac.uk/pubs/rdreports/2007/rdl4_07/
http://www.offa.org.uk/
http://www.offa.org.uk/wp-content/uploads/2006/07/06_01.pdf
http://www.offa.org.uk/wp-content/
http://www.offa.org.uk/access-agreements/
http://www.opinionpanel.co.uk/students/newsDetail.cfm?newsId=62


REFERENCES 181 

O'Shaughnessy, J. and O'Shaughnessy, N.J. (2007) Reply to criticisms of 
marketing, the consumer society and hedonism, European Journal of Market-
ing, 41(1/2): 7-16. 

Oster, S.M. (2001) The effect of university endowment growth on giving: is 
there evidence of crowding out? Paper presented at Cornell Research Confer-
ence 'Financing Higher Education Institutions in the 21st Century', May: 
1-29. 

Parasuraman, A. (1991) Marketing Research. Reading, MA: Addison-Wesley 
Publishing Company. 

Peattie, S. and Peattie, K. (2003) Ready to fly solo? Reducing social market-
ing's dependence on commercial marketing theory, Marketing Theory, 3(3): 
365-86. 

Pinch, S., Henry, N., Jenkins, M. and Tallmen, S. (2003) From industrial 
districts to knowledge clusters: a model of knowledge dissemination and 
competitive advantage in industrial agglomerations, Journal of Economic 
Geography, 3: 373-88. 

Porter, M. (1990) The competitive advantage of nations, Harvard Business 
Review, 68(2) (March-April). 

Porter, M. (1998) Competitive Advantage: Techniques for Analysing Industries and 
Competitors. New York: The Free Press. 

Pounder. J.S. (2000) Examining the competing valúes frameworks in higher 
educational context: implications of a Hong Kong study, International Journal 
of Management and Decisión Making, 1(1): 103-19. 

Push, www.push.co.uk (accessed 10 Aug. 2007). 

Qiang, Z. (2003) Internationalisation of HE: towards a conceptual framework, 
Policy Futures in Education, 1(2): 248-70. 

Rawlinson, P. (2005) Market Segmentation. London: Learning and Skills Coun-
cil, UK. 

Rawls, J. (1991) A Theory ofjustice. Oxford: Oxford University Press. 

Read, P., Higgs, G. and Taylor, G. (2005) The potential barriers to the use of 
geographical information systems for marketing applications in higher edu-
cation systems, Marketing Intelligence & Planning, 23(1): 30-42. 

Readings, B. (1997) The University in Ruins. Cambridge, MA: Harvard Univer-
sity Press. 

R e l s m a n , D., Glazer , N. a n d O e n n e y , R. ( 1 9 5 0 ) The Lonely Crowd. N e w H a v e n , 
CT: Yale University Press, 

http://www.push.co.uk


182 MARKETING HIGHER EDUCATION 

Research Councils UK (RCUK) (2007) Researchers: What is the Situation? 
Annual Report, Swindon: RCUK. 

Rhoads, T.A. and Gerking, S. (2000) Educational contributions, academic 
quality, and athletic success, Contemporary Economic Policy, 18: 248-58. 

Richins, M.L. (1994) Special possessions and the expression of material 
valúes, Journal of Consumer Research, 21 (Dec.): 522-33. 

Robbins, L. (1963) Higher Education Report: Report of a Committee Chaired by 
Lord Robbins. Cmnd 2154. London: HMSO. 

Roberts, D. (1998) Student Horizons: The Class of 1998. Leeds: Heist. 

Roberts, D. (1999) The Marketing of Vocational Part Time Higher Education. 
Leeds: Heist. 

Roberts, D. and Maringe, F. (2005) Market segmentation: meanings, ration-
ale, strategies and implications for university positioning, part of a consulta-
tion project led by The Knowledge Partnership, Staffordshire University, May. 

Robertson, S., Bonal, X. and Dale, R. (2002) GATS and the education service 
industry, Comparative Education Review, 46(4): 472-97. 

Robertson, S. and Dale, R. (2002) Local states of emergency: the contradic-
tions of neo-liberal governance in education in New Zealand, British Journal 
of Sociology of Education, 23(3): 463-82. 

Robson, C. (1993) Real World Research: A Resource for Social Scientists and 
Practitioners-Researchers. Oxford: Blackwell. 

Rodgers, G., Finley, D. and Kline, T. (2001) Understanding individual differ-
ences in university undergraduates: a learner needs segmentation approach, 
Innovative Higher Education, 25(3): 183-96. 

Rose, D. and O'Reilly, K. (eds) (1999) Constructing Class: Towards a New Social 
Classification for England. ESRC/ONS. 

Ross Group (2007) Increasing voluntary giving to higher education. Available 
at: www.universitiesuk.ac.uk/consultations/responses/downloads/ 
voluntary.pdf (accessed 24 April 2008). 

Ryan, Y. (2002) Emerging indicators of success and failure in borderless 
higher education: a report for the Observatory on Borderless Higher Educa-
tion, London. Available at: www.obhe.ac.uk/products/reports/ 
Price%20List%20-%20Reports.pdf (accessed 14 February 2008). 

Sartre, J-P. (1990) Being and Nothingness, trans. H. B a r n e s . E n g l e w o o d Cllffs , 
NJ: Prentice Hall. 

http://www.universitiesuk.ac.uk/consultations/responses/downloads/
http://www.obhe.ac.uk/products/reports/


REFERENCES 183 

Scott, D.( Brown, A., Lunt, I. and Thorne, L. (2004) Professional Doctorates: 
Integrating Professional and Academic Knowledge. Milton Keynes: Open Univer-
sity Press. 

Scott, P. (2004) Ethics 'in' and 'for' Higher Education, paper presented at 
International Conference on Ethical and Moral Dimensions for Higher 
Education and Science in Europe. Available at: www.cepes.ro/September/ 
introduction.htm (accessed 23 July 2007). 

Scott, R.A. (1992) Campus Developments in Response to the Challenges of 
Internationalisation: The Case of Ramapo College of New Jersey (USA). Spring-
field, IL: CBIS Federal. 

Scott, S.V. (1999) The academic service provider: Is the customer always 
right?, Journal of Higher Education Policy and Management, 21(2): 193-203. 

Sharrock, G. (2000) Why students are not just customers, and other reflec-
tions on life after George, Journal of Higher Education and Policy and Manage-
ment, 22(2): 149-64. 

Shaw, K.E. (2005) Researching the trade in knowledge between the West and 
developing countries, International Journal of Educational Management, 19(6): 
459-68. 

Simpson. L.C. (1995) Technology, Time and the Conversation of Modernity. 
London: Routledge. 

Slattery, P. (1995) A postmodern visión of time and learning: a response to 
the National Education Commission Report 'Prisoners of Time', Harvard 
Education Review, 65(4): 612-33. 

Smith, A. ([1776] 1993) The Wealth of Nations: Inquiry into the Nature and 
Causes ofthe Wealth of Nations. London: Hackett Publishing Co. 

Smith, D., Scott, P. and Lynch, J. (1995) The Role of Marketing in the University 
and College Sector. Leeds: Heist Publication. 

Soutar, G. and Turner, J. (2002) Students' preferences for university: a 
conjoint analysis, '¡'he International Journal of Educational Management, 16(1): 
40-5. 

Standish, P. (1997) Heidegger and the technology of further education, 
Journal ofthe Philosophy of Education, 31: 439-59. 

Stewart, D.M. (1999) The meaning of merit, American Behavioral Scientist, 
42(6): 1052-63. 

•v 
Survey of Gift Revenue and Costs (2006) Available at: www.case.org/Content/ 
(;ASIUiurope/Display.cfm?contentItemID=6610 (accessed 10 July 2007). 

http://www.cepes.ro/September/
http://www.case.org/Content/


184 MARKETING HIGHER EDUCATION 

Sutton Trust (2006) University funding: An update. Available at: 
http://www.suttontrust.com/reports/UniversityFundraisingDec06.pdf 
(accessed 12 Feb. 2008). 

Symes, C. (1998) Education for sale: a semiotic and analysis of school 
prospectases and other forms of educational marketing, Studies in Higher 
Education, 42(2): 133-52. 

Thiede, V. (1998) Establishing a Marketing Department at the India Univer-
sity Foundation, quoted in Dove, 2001. 

Thompson, C.J. (1997) Interpreting consumers: a hermeneutical framework 
for deriving marketing insights from the texts of consumers' consumption 
stories, Journal of Marketing Research, XXXIV (November): 438-55. 

Thurstone, L.L. (1931) Measurement of social attitudes, Journal of Abnormal 
and Social Psychology, 26: 249-69. 

Tomer, J.F. (1998) Beyond transaction markets, toward relationship market-
ing in the human firm: a socio-economic model, Journal of Socio-Economics, 
27(2): 207-28. 

Tonks, D.G. and Farr, M.W. (1995) Market segments for higher education, 
Market Intelligence and Planning, 13(4): 24-33. 

Tyler, R.W. (1949) Basic Principies of Curriculum and Instruction. Chicago: 
University of Chicago Press. 

Tysome, T. (2006) Conference paper, Society for Research into Higher 
Education, UK. 

UKCOSA (2004) Broadening our Horizons: International Students in UK Universi-
ties and Colleges: Report of UKCOSA survey 2004, in Conjunction with the British 
Council, UUK and the Standing Committee of Principáis. London: UKCOSA. 

United Nations Economic Commission for Africa (UNECA) (2000) Aide 
Memoir: Report of the Regional Conference on Brain Drain and Capacity Building 
in Africa. Addis Ababa, 22-24 February. 

United Nations Educational Scientific and Cultural Organisation (UNESCO) 
(1998) World Declaration on Higher Education. Available at: 
www.unesco.org/education/educprog/wche/declaration_eng.htm (accessed 
14 February 2008). 

United Nations Educational Scientific and Cultural Organisation (UNESCO) 
(2002) Higher Education for Sale. Available at: portal.unesco.org/educatlon/ 
en/ev.php-URL_ID=7849&URL_DO=DO_TOPIC&URL_SECTION=201.html 
(accessed 10 June 2007). 

http://www.suttontrust.com/reports/UniversityFundraisingDec06.pdf
http://www.unesco.org/education/educprog/wche/declaration_eng.htm


REFERENCES 185 

UNESCO/USIS/OECD (2003) Financing Education Investments and Returns: 
Analysis of the World Education Indicators. Paris: UNESCO/OECD. 

Universities UK (UUK) (2004/05) Annual Review. London: UUK. 

US and World Report (2003) America's Best Gradúate Schools: Directories of 
Institutions and Programs. Washington, DC: US Department of Education. 

van der Wende, M. (1997) Missing links: the relationship between national 
policies for internationalisation and those for higher education in general, in 
T. Kalvermark and M. van der Wende (eds) National Policies for the Internation-
alisation of Higher Education in Europe. Stockholm: Hógskoleverket. 

Vandermerwe, S. and L'Huillier, M. (1989) Euro consumers in 1992, Business 
Horizons, Jan.-Feb.: 34-40. 

Veloutsou, C., Patón, R.A. and Lewis, J. (2005) Consultation and the reliabil-
ity of information sources pertaining to university section, International 
Journal of Educational Management, 19(4): 279-91. 

Vickers, P. and Bekhradnia, B. (2007) The Economic Costs and Benefits of 
International Students. London: Higher Education Policy Institute, HEPI. 

Vincent-Lancrin, S. (2004) Building future scenarios for universities and 
higher education: an international approach, Policy Futures in Education, 2(2): 
245-62. 

Waide, J. (1987) The making of self and the world in advertising, Journal of 
Business Ethics, 6: 73-9. 

Walton, J. (2005) Would the real corporate university please stand up?, 
Journal of European and Industrial Training, 29(1): 7-20. 

Warner, G. (1992) Internationalisation models and the role of the university, 
International Education Magazine, 21. 

Wasmer, D.J., Williams, J.R. and Stevenson, J. (1997) A reconceptionalization 
of the marketing mix: using the 4 Cs to improve marketing planning in 
higher educatior,, Journal of Marketing for Higher Education, 8(2): 29-35. 

Waterhouse, R. (2002) Serve the customer, Times Higher Education Supplement, 
20 Dec. (Issue 1569): 14. 

Wilcox, J.R. and Ebbs, S.L. (1992) Promoting an ethical campus climate: the 
valúes audit, NASPA Journal, 29(4): 253-60. 

Williams, G. (1997) The market route to mass higher education: British 
experience 1979-1996, Higher Education Policy, 10(3/4): 275-89. 



186 MARKETING HIGHER EDUCATION 

Willmott, H. (1995) Managing the academics: commodification and control 
in the development of university education in the UK, Human Relations, 
48(9): 993-1027. 

Willmott, H. (2003) Commercialising higher education in the UK: the state, 
industry and peer review, Studies in Higher Education, 28(2): 129-41. 

Wilson, R. and Gilligan, C. (2002) Strategic Marketing Management: Planning 
Implementation and Control. London: Butterworth. 

Yang, R. (2002) University internationalisation, its meanings, rationales and 
implications, Intercultural Education, 13(1): 81-99. 

Yeatman, A. (1993) The politics of post-matrimonial governance, in T. 
Seddon and L. Angus (eds) (2000) Australian Council for Educational Re-
search Australia. 

Ylijoki, O.-H. and Mantyla, H. 2003 Conflicting time perspectives in aca-
demic work, Time & Society, 12(1): 55-78. 

Young, J. (2002) Heidegger's Later Philosophy. Cambridge: Cambridge Univer-
sity Press. 

Zineldin, M. (1988) Towards an ecological strategic business relationship 
management: 'A co-operative perspective', European Journal of Marketing, 
32(11/12): 1138-64. 


