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2. Topic of the thesis

Marketing strategies in developing international partnerships between universities

3. Field/ Discipline

Marketing

4. Purpose of the thesis

This paper starts from the importance of developing international partnerships between
universities, as a crucial aspect for the policies and strategies established for the
internationalization of higher education. Thus, from the beginning, the main goal of the paper
was to approach the development of international strategic partnerships from a marketing
perspective, considering the strong orientation of marketing towards consumers of goods
and services.

The paper has aimed to research the behaviors of higher education institutions in their
internationalization efforts and the aspects aimed at student mobility in order to identify
effective strategies for the development of international partnership. The higher education
institutions behaviors in internationalization often cover initiatives like establishing exchange
programs, forming research collaborations, and offering joint degree programs. These
institutions actively seek to attract international students and faculty, participate in global
academic networks, and integrate international perspectives into their curricula. Student
mobility, a key component of internationalization, involves facilitating opportunities for
incoming and outgoing students, thereby gaining global exposure and cross-cultural
competencies.

The results of this research will allow summarizing the experiences, attitudes, values of
the management of higher education institutions, management staff, decision-makers and
experts, as well as highlighting those factors that influence student mobility. The main
research hypotheses consider that key factors affecting student mobility include the
provision of financial support, efficient administrative processes and robust support services
tailored to the needs of international students. In addition, the strength of international
networks and partnerships, together with a curriculum that incorporates global perspectives,
is considered to play a significant role in encouraging student participation in mobility
programs.
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5. Structure (chapters) of the thesis

In this paper, the first chapter mainly focuses on the concepts and methods of HEls
internationalization. It illustrates current research status through a systematic literature
review, identifying the main issues addressed by researchers in this field.

The second chapter provides a comprehensive understanding about HEls
internationalization through a marketing perspective. The paper identifies customers and
HEIs internationalization marketing environment. It develops international education
marketing mix by analyzing the traditional 7Ps plus Partnership, resulting in a total of 8Ps.
This forms foundation to make strategic decision for HEIs internationalization.

While the third chapter takes a qualitative study about HEIs behaviors in establishing
international partnerships. The respondents surveyed are individuals with extensive
experience in HEls internationalization, including universities leaders, staff, experts,
policymakers and practitioners. Their insights on success, challenges, impact, trends, and
strategies are far more valuable than theoretical concepts found in books or articles.

The fourth chapter presents a quantitative study on both incoming students to China
and outgoing students leaving China. The research examines the main incentives for
studying abroad, providing HEIs with insights about attracting abroad studies students.
Additionally, the chapter includes an importance and satisfaction test to offer higher
education institutions ideas on improving international education. Finally, an opinion survey
assesses students' views on current measures and future developments regarding student
mobility.

The final chapter discusses the marketing strategies for developing international
partnerships between universities under the framework of "Chinai s plans for the further
opening of education in the new era.” This chapter highlights China's educational plans and
HEIs functions. The strategy is termed a need-oriented, strength-based, long-term
international partnership marketing strategy. Both a general strategy and specific activities
are detailed.

6. Research methodology

6.1 Literature review about higher institutions internationalization and marketing
approach

In order to ensure sound research results, the literature review is a fundamental and
crucial component. To effectively manage the literature review, this paper carefully designs
the research process. Firstly, it involves identifying research objectives and questions, and
selecting the appropriate research type. The literature review aims to provide a
comprehensive overview of internationalization in higher education institutions and analyze

6
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it from a marketing perspective. Secondly, based on the research themes and related sub-
themes, the research identifies information sources such as databases, academic journals,
books, and reports, and uses specific keywords and search strategies to locate relevant
literature. Main information sources include Google Scholar, MDPI, university online libraries,
CNKI, UNESCO, online dictionaries, among others. Thirdly, it involves evaluating the relevance
and quality of each article to determine which ones will be included in the literature review.
Generally, key information such as research methods, findings, and theoretical frameworks
is extracted from selected articles. Lastly, the extracted information is systematically
compiled and analyzed to identify research trends, gaps, consensus, and potential theoretical
or empirical connections.

6.2. Research regarding the behaviors of higher education institutions in establishing
international partnerships

The study includes exploratory research approach: an exploratory survey, a
questionnaire for the survey about the development of HEls international partnerships was
designed. In the interview records, each section focuses on a specific aspect and has its own
research objective. By revising and summarizing the interview records, clear methods for
universities to develop international partnerships can be identified. To effectively manage
the qualitative analysis of the interview records, the discussion will follow a structured
format consisting of 15 questions across five topics. Specific discussions and necessary
comparisons for each question will be provided. The questionnaire consists of 15 open
questions (see Appendix B), including 3 questions for collecting institution information, a
brief introduction, advantages and opportunities, disadvantages and threats; 3 questions for
collecting opinions on international cooperation contents and importance ranking, the most
suitable entry points for partnership establishment, and the long-term development of
international partnerships; and 4 questions for surveying experiences in teacher exchange,
student exchange, international cooperation, and cooperative education. Additionally, 5
questions are included to investigate situations and trends in online international
cooperation, COVID-19 influence, international cooperation implementation during the
normalized epidemic, international cooperation trends and preparations, and appropriate
development paths and strategies.

In order to make a productive survey about behaviors of higher education institutions in
establishing international partnerships, the surveyed respondents need well select. The
university leadership, experience management staff, policy makers, experts, experiencing in
higher education institution internationalization, are surveyed. To make the survey more
representative, the surveyed universities cover universities from different continents,
America, Europe, Asia, and the universities include well-known universities, common
universities, comprehensive universities and speciality universities. Thus, the qualitative
research results reveal the opinions of a large spectrum of specialists in education.
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It devotes one year to managing interviews and email surveys (due to the pandemic)
with presidents, vice presidents, international office directors, deans, and senior partnership
experts at universities, as well as senior education officers in embassies or government
agencies. This exploratory survey was conducted through three main ways: face-to-face
interviews, emails, and WeChat, starting from February 2021 to February 2022. In the survey,
attempts were made to interview representatives from over 50 universities or institutions.
However, some declined for various reasons, some were secretive, some were unreachable
due to contact changes, some had changed positions, and some completed the survey
carelessly. In analyzing the feedback from interviews, unqualified records are discarded, and
only qualified ones are retained. Ultimately, 30 effective responses were obtained: the
structured interview respondents are 19 universities or government agencies, which were
surveyed through face-to-face dialogues; the exploratory survey respondents are 11
universities, 7 via self-administered email questionnaires, and 4 through self-administered
WeChat questionnaires.

The respondents are individuals with extensive partnership experience, such as top
management staff (presidents and vice presidents), policy-making officers from government
departments, and senior experts in university partnerships. It is evident that university staff
in countries outside of China prefer email for surveys, which typically take 3 to 4 weeks to
receive feedback. On the other hand, university staff in China prefer using WeChat for
communication, with surveys usually taking 1 to 2 weeks to receive feedback. In-person
interviews are conducted due to the proximity of relationships or at international gatherings
in China, or through video meetings conducted face-to-face. The length of interviews varied,
with the shortest lasting 24 minutes and the longest lasting almost 4 hours. Structured
interview conducted in official settings or meetings tended to elicit shorter and more formal
responses, while those held in relaxed environments like coffee bars led to more open and
comprehensive answers. The shift in exploratory survey communication preferences from
email to popular messaging apps like WhatsApp in Europe and America, or WeChat in China,
signals the need to adapt survey and marketing strategies accordingly.

6.3. Quantitative marketing research on students’ view of abroad study

In order to efficiently carry out the planned survey, a survey instrument was created
with the goal of collecting the necessary data to fulfill the objectives of research.
Questionnaire is pre-tested and revised several times to align with the research objectives
and to avoid mistakes in respondents’ answers due to misunderstanding of some questions.

In the above map of questionnaire, the first part, including 8 items, focuses on the
behaviors related to studying abroad, aiming to differentiate between incoming and outgoing
international students, identify their study abroad behaviors, and explore their methods of
financial support. The second part, including 8 items, examines the reasons for abroad
studying, with the aim of comprehending the incentives of overseas students and aiding
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universities in effectively drawing in and accommodating foreign students. The third part,
including 32 items from 8Ps perspectives, assesses the importance of various components
of studying abroad to determine what international students value most in their study
experience so that universities and governments can enhance these aspects. The fourth part,
including 32 items from 8Ps perspectives, evaluates international studentsi satisfaction
with components supplied by host university, serving as a satisfaction assessment to help
universities identify areas of improvement in their international education programs. The
fifth part, including 9 items, consists of objective questions designed to gather the opinions
of international students, facilitating adjustments in policies to support international
education. The final part, including 4 items, collects personal information from international
students, such as family income, gender, study level, and living environment, to establish
connections between international students and their study behaviors, motivations, values,
satisfaction levels, and opinions. The survey on students' perceptions of studying abroad is
discussed within a marketing context. The importance of different components of studying
abroad is analyzed from the perspective of the 8 Ps of marketing (the product, the price, the
placement, the promotion, the physical evidence, the personnel, the process, and the
partnership). The emphasis on partnership represents an innovation in international
education. Additionally, satisfaction of students with components of their host universities is
examined to provide valuable insights for improving both university services and government
policies.

The study aims to include a large sample size, encompassing both home and abroad
students from various universities. Given thousands of incoming and outgoing students
studying in China annually, it is not feasible to survey all of them. To ensure the
representative of the survey, incoming students’ study destinations include students who
come in China at prestigious universities such as Jilin University and other common
universities, comprehensive universities, and specialized universities. In terms of incoming
students' countries of origin, the survey includes students from Europe, America, Asia, and
Africa.

For outgoing students leaving China, the survey includes students from top universities
worldwide, as well as common universities, comprehensive universities, and vocational
universities. The host universities of these outgoing students vary from universities in
America, Europe, and Asia. Therefore, the surveyed respondents represent a wide range of
student types, providing the survey results with a certain level of representative.

As the incoming and outgoing students are a unique group, challenges were faced
during the survey process, such as identifying eligible subjects with international study
experience and overcoming survey refusals from some students. Online survey is used for
data collection, and various online methods are taken. Personal media of international
students and face-to-face interviews were employed to increase survey participation.
Wechat, a popular mobile communication app in China similar to WhatsApp in Europe, is
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commonly used by incoming students in China. In the survey, Wechat is used to contact
incoming students, obtain approval, and distribute questionnaires through Tencent
Documents, a Wechat mini program. Data are collected in real-time in the source database.
QQ, similar to Yahoo, is popular among outgoing students, and is also used for data collection.
When distributing questionnaires to incoming students or those who have left China, various
methods such as email and other online data collection are utilized. It turns out that the
outgoing students get used to Chinese life, and both wechat and qq are functional in data
collection.

The research design was finalized in late 2022, and the survey was conducted from
October 2022 to August 2023. Ineligible respondents, such as incomplete questionnaires or
respondents without international study experience, were excluded. Only data from students
who have studied abroad and completed the survey were included. For incoming
international students to China, over 6000 survey questionnaires were distributed, resulting
in 329 qualified responses. Conversely, over 2000 survey questionnaires were distributed to
outgoing students, with 303 qualified responses received.

7. Original results

7.1.The main components and their relationship of higher institution internalization

Main components of higher education University
institutions internationalization Level
Programs Activities

Stafff

mobility .
International

Students partnerships between
universities
Outgoing students Incoming students

Figure 1. The main components and their relationship of higher institubn internalization

Higher education institutions internationalization encompasses various components in
higher education institution, including staff, student, programs and activities (See figure 1).
Among the main components of higher institutions internationalization, the staff provides
teaching for students, and the programs are arranged to students, and activities are provided
to students to realize education purpose and the students are HEls internationalization

1C
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priority. In internationalization of HEls, students are divided into outgoing students and
incoming students.
The results of qualitative research
7.2. Five most prominent elements of university introductions in partnership
development

Building partnerships among universities begins with getting to know each other. While

each university has its own introduction on its website, interviews reveal common patterns
in the development of international partnerships. During the survey, participants highlight
their strengths and priorities in attracting potential partners. The responses represent the
key aspects valued in international partnerships, as well as the strengths emphasized to
initiate collaborations. These findings should be carefully considered in promotional
materials for international partnerships (See table 1).

The identified themes include international alliances, social recognition, educational
functions, managerial capabilities, university size, specialized programs, academic
accomplishments, institutional positioning, organizational development, academic roles, and
international collaborations. A graphical depiction of the prevalence of each theme can help

illustrate importance universities place on partnership development.

Table 1. University values in partnership development

Contents Frequency

International alliance

Social Honer

Teaching function

Managing function

University scale

University development

International partnership

Specialty construction

University achievement

University position

S N R Y
_,_\OU'I.L\UJNN—\—\AA

University function

The research findings reveal that the five most prominent elements of university
introductions in partnership development include: university function, university position,
university achievement, specialty construction, and international partnership. These five
components are essential in university partnership development marketing, facilitating a

better understanding among new partners in short period.

11
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Averag 0.27 1.1 1.2 0.77 2.1 0.07 0.13 0.37
e
value

In ranking the importance of university international cooperation content, each
interviewee's top three university international cooperation contents are assigned values:
give value 3 for the top 1 content, give value 2 for the top 2 content, and give value 1 for top
3 content. The interviewees are labeled E1, E2, ..., E30. If an index is not in the interviewee's
top three university international cooperation contents, the value is O. It includes categories
such as student training (I1), research cooperation (I2), staff/teacher exchange (I3),
cooperative education program (l4), student exchange (I5), internship (I6), foreign
experts/teachers (17), and academic exchange (I8) (See table 2).

The higher the average value assigned, the more attention participants pay to it. The top
five priorities in university international cooperation, based on the importance ranking, are
student mobility (I5), staff/teacher exchange (I3), research cooperation (I2), cooperative
education programs (l4), and academic exchange (I8). Student mobility is the priority of
university international cooperation. In the development of university international
partnerships, student mobility, staff/teacher exchange, and research cooperation, as well as
cooperative education programs, should receive increased attention and support.

According to the results of the value of mean in the value chart, it is evident that student
mobility is highly valued as an international cooperation initiative by the university. In terms
of marketing, students represent the university's customers, and providing quality education
to them is a top priority in university education. The successful implementation of student

mobility relies on the active participation of students, the university, and the project itself.

7.4.The most appropriate entry points for establishing university international
partnerships

The interview recordings vielded diverse responses from the interviewees, each
providing insights from different aspects of establishing university international partnerships.
Through qualitative analysis, it was found that the most suitable entry points align closely
with the 4P marketing theory in various ways.

The first key entry point is position, which involves identifying partners with similar
programs and rankings, equivalent university accreditation levels, shared visions and

missions, aligned development goals, resource matching, and effective resource coordination.

13
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The second crucial entry point is price, which results in mutual benefit, win-win
outcomes, and fostering friendships through university international partnerships.

The third significant entry point is place, encompassing channels for university
international partnerships such as international education exhibitions, professor exchanges,
university leader visits, multilateral platforms, international offices, foreign department
representatives, government offices, presentations, and websites.

The fourth essential entry point is product, focusing on the content of university
international partnerships including scholar exchanges, teacher and student exchanges,
international talent introductions, scientific research collaborations, discipline-specific
academic exchanges, student joint training programs, and overall cooperation initiatives.

The fifth key entry point is promotion, involving the development of university
international partnerships through top-down and bottom-up approaches, fostering
familiarity and contact between institutions, promoting cooperation through activities and
research exchanges, facilitating leadership and business personnel engagement, formulating

incentive policies, and initiating practical communication and project agreements.

7.5. Attitude towards current online international cooperation among universities

The interviews on the perspectives towards current online international cooperation
reveal a spectrum of views, including positive, negative, and neutral stances. It is found that
most respondents hold positive views.

For the negative perspective, it mainly focuses on the negative outcomes of online
international cooperation.

Regarding the neutral standpoint, it acknowledges the value of both online and offline
international cooperation and emphasizes the need for further exploration of online
international collaboration.

In the positive perspective, the majority of interviewees express a positive view towards
current online international cooperation among universities. Out of these, 11 interviewees
strongly support online cooperation, while 13 emphasize its positive aspects while also
pointing out areas for improvement.The unequivocally positive opinions commend the
functionality and outcomes of online international cooperation.

The positive viewpoint, with a comprehensive perspective, recognizes the benefits of
online international cooperation while acknowledging areas for improvement, such as

addressing deficiencies, ensuring students' psychological well-being, alleviating the isolation

14
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of remote learning, enhancing communication effectiveness, and improving teaching quality

and studying results.

7.6. The influence of the COVID-19 pandemic on University International Cooperation
In interviews conducted, all 30 respondents acknowledged that COVID-19 has indeed

influenced university international cooperation. However, opinions on the outcomes of this
impact varied. Nineteen interviewees expressed pessimism, believing that COVID-19 has
severely disrupted international cooperation at all levels, making it difficult to advance
collaborative efforts. They highlighted challenges such as restrictions on international travel,
hindering student exchanges, and affecting the implementation of cooperative projects. On
the other hand, eleven interviewees maintained an optimistic outlook, seeing opportunities
for positive change in the realm of international cooperation. In this sense, some

respondents mentioned.

7.7. International cooperation trend, paths and strategies

In interviews conducted on the topic of appropriate development paths and strategies
for international cooperation among universities in current circumstances, it is evident that
all interviewees share a common understanding. The authors posit that the cornerstone of
effective international collaboration rests upon harmonizing institutional objectives with
available strengths and competitive advantages while fostering long-term, mutually
beneficial partnerships. In summary, the path and strategy should be need-oriented,
strength-based, and focused on long-term collaboration.

For the requirement of international cooperation, avoiding following a stereotypical
development path is crucial. Instead, it is crucial to identify common needs and tailor
strategies accordingly. Universities should prioritize international cooperation and align their
development paths with their specific needs. Additionally, they should consider national and
university development needs and ensure that their strategies are market-oriented.

Regarding strength-based international cooperation, universities should leverage their
unique characteristics and strengths. This includes enhancing international visibility,
exploring new collaboration avenues, bridging gaps between government, enterprises, and
public institutions, and fostering talent attraction and exchange. Highlighting the importance
of prioritizing science and technology, effective management practices, and fostering
interpersonal relationships can optimize the advantages of global cooperation.

In terms of long-term cooperation, universities must establish contacts, initiate

partnerships, and maintain sustainable relationships. This involves attending exhibitions and
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conferences, identifying suitable partners, signing agreements, developing joint projects, and
ensuring continuous cooperation for mutual benefits. By enhancing their education and
research capabilities, universities can effectively manage international cooperation and
cultivate comprehensive international talents to serve economic development. In this sense,

some respondents mentioned.

7.8. Behaviors conclusion of universities in establishing international partnerships

Table 3. Behaviors conclusion of universities in establishing international partnerships

Theme Topics Questions Results

Top five content of university
introduction in partnership
development:

1. Briefly introduce university function,
university or institution university position,

1
2

3. university achievement,
4. specialty construction,
5

international partnership.

Top five advantages and
opportunities:

About the ] ] )
. . . 1. international cooperation
Overview university/ 2. Advantages and i
o o foundation,
institution opportunities of

. . ) 2. reputation,
international cooperation . o
3. positive participation,
4. financial support,

5. leadership

Top five disadvantages and threats:

_ unstable or different policy,
3. Disadvantages and ]
, _ low popularity,
threats of international )
_ pandemic,
cooperation )
location factor,

R WN

language barrier.

Top five university international
cooperation content importance

_ L _ ranking:
4.University international .
, 1. student mobility,
cooperation content and
] ) ) staff /teacher exchange,
Understanding | importance ranking .
research cooperation,
" about

Recognition | )
international )
academic exchange

2.

3.
4. cooperative education,

. 5.

partnerships . ;

. 1. university international
5.The most suitable entry , .
) o partnership position,
points for establishing ) o )
) o ) 2. university international
university international )
, partnership results,
partnerships o ,
3. university international
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partnership channels,

4. university international
partnership content,

5. university international
partnership development.

6. The key to the long-term
development of
international partnership

Mutual benefit and win-win result.

International

7. Successful experience
and issues of teacher
exchange

Teacher exchange three parts:
teacher, university, project.

8. Successful experience
and issues of student

Students mobility three parts,
student, university and the project.

, mobility
. cooperation - -
Experience _ Driven by self-research need, win-
success and 9. Successful experience _ _
i ] win results attraction, focus long
failure and issues of research )
_ term, planning, not short-term
cooperation i
benefits.
10. Successful experience 1. Keep compatibility with partner
and issues of cooperative 2. Program management
education 3. Qualified teachers
11. View about current . ) ) ]
o ) Positive view, negative view and
online international .
. neutral view
cooperation
COVID-19's 1. Pessimistic attitude holder,
] 12. Impact of COVID-19 o )
impact and 2. Optimistic attitude holder.
Issue solution to 1.Self improvement,
international . . 2.Keep communication,
. 13. Carry out international )
cooperation . 3.Innovation,
cooperation under current ) ,
_ _ 4.Develop online cooperation,
normalized pandemic ) i )
5.Integration of online and offline
cooperation
14. The trend of Optimistic about the future.
International international cooperation, Form and contents are various and
cooperation university's preparation diversified.
Trend

trend, paths
and strategies

15. The appropriate
development paths and
strategies

Need-oriented strength based long-
term cooperation

The results of quantiative research

7.9. Student mobility popularity

Incoming students
It is evident that the majority of incoming students to China, included in our sample, are
pursuing bachelor degree, followed by master degree, short-term studies, and finally

doctoral studies. Among incoming students, the largest group consists of those studying for
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less than one year, followed by those studying for over four years, three to four years, two to
three vears, and the smallest group studying for one to two years.

Outgoing students

Outgoing students leaving China are primarily engaged in master's programs, followed
by short-term studies, doctoral studies, and lastly bachelor's programs. This comparison
suggests that the incoming student sector should prioritize bachelor's and master's studies,
while the outgoing sector should focus more on master degree and short-term study
program. Among outgoing students, the largest group is also those studying for less than
one vyear, followed by those studying for one to two years, two to three years, over four
years, and three to four years.

These figures indicate that both incoming and outgoing students tend to opt for shorter
study duration for experiential purposes. Furthermore, the majority of incoming students
typically continue their studies after completing a four-year bachelor's degree, while most

outgoing students start their start from master's degrees for further advancement.

7.10. Self fund is the main method of financial assistant for both incoming students
and outgoing students

Financial assistance is widely recognized as a critical factor in international education.
Its importance extends to the present study, where a notable disparity between incoming
and outgoing students' financial circumstances is evident.

In the study, self fund is the main method of financial assistant for both incoming
students and outgoing students, while ratio of self-funding for outgoing students is nearly
double that of incoming students, this is also proves why international education are popular
in the world and Chinese students take significant position in international education. After
self fund, the full scholarship either from host institution or host country list the second,
demonstrating that both the destination country and educational institutions are making

efforts to appeal to international students.

7.11. The reasons of abroad study

Within the sphere of global education, university administrators are primarily focused
on enticing international students. To devise effective strategies, it is imperative to delve into
the motivations that propel students to embark on overseas study journeys. Numerous

elements play a role in students' choices to seek educational opportunities overseas.
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In the survey, for students coming to China, the primary motivation is the prospect of
better employment opportunities after graduation, highlighting the importance for Chinese
universities to enhance career prospects for their graduates. Additionally, the factors, such
as quality of life, scholarships, and university reputation, also attract incoming students a lot.
While the national support policy attract least.

Conversely, for Chinese students studying abroad, the main reason is experiencing a
different way of life, indicating the significance for foreign universities to focus on
maintaining and evolving a unique lifestyle. Furthermore, factors such as improved
employment prospects, university reputation, and supportive national policies also play a
crucial role. While family demands attract least.

The top three reasons for studying abroad, whether incoming or outgoing, emphasize
the importance of better employment opportunities after graduation, different life and
university reputation. An obvious difference of abroad study reason between incoming and
outgoing is that incoming students are more attractive by scholarship, while national policy

support attracts outgoing students more.

7.12. Main incentives of study abroad

One of the research hypotheses is that the attractiveness of the main incentives to
study abroad is different for incoming students than for outgoing students (H1).

The attractiveness was measured with an equally distanced numeric scale with five
levels (5 = very attractive). In this respect, ten items were used and the difference between
the means recorded for the opinions about incoming students and outgoing students are

tested by using t-test for independent samples (see Table 4 )

Table 4. Abroad study main incentives of incoming students and outgoing student

Incoming Outgoing
o . Mean )
The main incentives students students ) t Sig.
Difference

Mean Mean
University ranking 4,02 410 -0.08 -1.03 0.30
Program quality 4,22 4.25 -0.03 -0.60 0.55
Easiness of graduation 3.86 3.58 0.28 3.18 0.00
Campus environment 4.41 4.01 0.40 5.90 0.00
Cultural diversity 4.25 3.70 0.55 6.56 0.00
Student life 4,28 4.01 0.27 3.99 0.00
Study resources 418 4.29 -0.11 -1.67 0.09
Research facilities 413 414 -0.01 -0.20 0.84
Professional teachers 4.30 4.24 0.06 0.80 0.42
Student oriented 414 4.00 0.14 1.75 0.08

management
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The results show that almost all the analyzed items recorded mean values are above 4
points which signifies a great attractiveness of these incentives for international students.
Only the “easiness of graduation” for both incoming and outgoing students and “cultural
diversity” for outgoing students have a mean value below 4 points but higher than the
neutral level of the scale (3 points).

The comparisons between the two categories of students reveal that the opinions of
incoming students differ significantly from the opinions of outgoing students only for 4 items
(p<0.01). It can be observed that the means recorded for all these items are higher for
incoming students than outgoing students. Thus the attractiveness of “easiness of
graduation”, “campus environment”, “cultural diversity” and “student life" is considered
higher by incoming students than by outgoing students. The rest of the differences are not

statistically significant. In conclusion the hypothesis 1 is confirmed partially.

7.13. The attitudes of incoming students differ from the attitude of outgoing students
both in terms of importance and satisfaction with the characteristics of marketing mix
Product
The means of students’ appreciations are also calculated for each group (incoming and
outgoing) and the statistical significance of the difference between means was tested with

the t-test for independent samples (see Table 5).

Table 5. Importance of product characteristics for incoming and outgoing students

Inco Outgoin
Importance of product | ming g students Mean ; Sig,
characteristics students Difference
Mean Mean
Program with good international 4.43 4.24 0.19 2.85 0.00
accreditation
Language courses in the program 4,35 3.90 0.45 593 0.00
Good university service 4.60 4.25 0.35 6.00 0.00
Culturally responsive curriculum 4.27 3.92 0.35 4.58 0.00
Reasonable graduation 4.51 4.27 0.24 4,02 0.00
standards

The results show that all the analyzed items recorded mean values are above 4 points
which signifies a great importance of product characteristics for international students. Only

the “language courses in the program” and “Culturally responsive curriculum” for outgoing
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students have a mean value below 4 points but higher than the neutral level of the scale (3

points).

The comparisons between the two categories of students, In this case all differences
are significant for p<0.01. It can be observed that the means recorded for all these items are

higher for incoming students than the outgoing students. In conclusion the hypothesis 2 is

confirmed for the importance of the items related to “Product” as part of the marketing mix.

Table 6. Satisfaction with grduct characteristics of incoming and outgoing students

Inco Outgoin
) ) ) o ming g students Mean )
Satisfaction with product characteristics ) t Sig.
students Difference

Mean Mean
Program with good international accreditation 4.24 411 0.13 2.07 0.04
Language courses in the program 4.21 3.87 0.34 481 0.00
Good university service 412 4.05 0.07 1.10 0.27
Culturally responsive curriculum 4.09 4.00 0.09 1.22 0.22
Reasonable graduation standards 4.06 4.05 0.01 0.16 0.87

The results (See table 6) show that almost all the analyzed items recorded mean

values above 4 points which signifies a great satisfaction of product characteristics for

international students. Only the “language courses in the program” for outgoing students

has a mean value below 4 points but higher than the neutral level of the scale.

The comparisons between the two categories of students, values of Sig higher of 0.05

are not accepted. In such cases the differences are not statistically significant. Only

“Language courses in the program” differences is significant for p<0.01. In conclusion the

hypothesis 2 is confirmed partially in the case of satisfaction with Product characteristics.

Price

Table 7. Importance of price characteristics for incoming and outgoing students

Incoming Outgoing M
ean
Importance of price characteristics students students ) t Sig.
Difference
Mean Mean
Affordable tuition 4.52 4.26 0.26 411 0.00
International education with enough 4.43 4,22 0.21 3.25 0.00
funding from the university
Scholarships for study abroad 4.43 3.93 0.50 6.56 0.00

The results (See table 7) show that almost all the analyzed items recorded mean values

above 4 points which signifies a great importance of price characteristics for international
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below 4 points but higher than the neutral level of the scale.

The comparisons between the two categories of students reveal that in this case all
differences are significant for p<0.01. It can be observed that the means recorded for all
these items are higher for incoming students than outgoing students. In conclusion the

hypothesis 2 is also confirmed for the importance of “Price” component.

Table 8. Satisfaction with price characteristics of incoming and outgdumdests

Incoming Outgoing M
ean
Satisfaction with price characteristics students students ) t Sig.
Difference
Mean Mean
Affordable tuition 3.88 3.70 0.18 2.10 0.04
International education with enough 4.03 3.98 0.05 0.66 0.50
funding from the university
Scholarships for study abroad 4.09 3.63 0.46 5.18 0.00

The results (See table 8) show that only “international education with enough funding
from the university” and “scholarship for study abroad” for incoming students recorded
mean values above 4 points which signifies a great satisfaction with the price characteristics
for international students. The rest of items have a mean value below 4 points but higher
than the neutral level of the scale.

The comparisons between the two categories of students reveal that the opinions of
incoming students differ significantly from the opinions of outgoing students only for 2 items
(p<0.05). These items are: “Affordable tuition” and “Scholarships for study abroad”. As the
means recorded for all analyzed items are higher in the case of incoming students than in the
case of outgoing students, it can be concluded that the incoming students are more satisfied
with the mentioned items than outgoing students For the item regarding to “International
education with enough funding from the university” the difference is not statistically
significant. In conclusion the hypothesis 2 is confirmed partially for the satisfaction with the

Price characteristics.

Placement

Table 9. Importance of placement characteristics for inconaimg outgoing students

Inco Outgoing
o ming students Mean )
Importance of placement characteristics ) t Sig.
students Difference
Mean Mean
Simplified online admission process 4.35 411 0.24 3.45 0.00
Existence of an admission agent in the 3.84 3.53 0.31 3.43 0.00
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origin country

Existence of face to face teaching L.47 4.30 0.17 2.50 0.01

courses

Existence of rich study materials for the 4.54 4.26 0.28 L.64 0.00

The results (See table 9) show that almost all the analyzed items recorded mean values
above 4 points which signifies a great importance of placement characteristics for
international students. Only the “Existence of an admission agent in the origin country” has a
mean value below 4 points but higher than the neutral level of the scale.

The comparisons between the two categories of students reveal that the opinions of
incoming students differ significantly from the opinions of outgoing students only for all
analyzed items (p<0.01). It can be observed that the means recorded for all these items are
higher in the case of incoming students than the case of outgoing students. Thus the
importance of all Distribution characteristics is considered higher by incoming students than
by outgoing students. In conclusion the hypothesis 2 is fully confirmed for the importance of
“Distribution” items.

The results (See table 10) show that almost all the analyzed items recorded mean
values above 4 points which signifies a great satisfaction with placement characteristics for
international students. Only the “Existence of an admission agent in the origin country” for
both groups and “Simplified online admission process” for outgoing students have a mean

value below 4 points but higher than the neutral level of the scale.

Table 10. Satisfaction with placement characteristics of incoming and outgoing

students
Inco Outgoin
Satisfaction with placement | ming g students Mean ; Sig,
characteristics students Difference
Mean Mean
Simplified online admission process 411 3.93 0.18 2.47 0.01
Existence of an admission agent in the 3.73 3.53 0.20 2.19 0.03
origin country
Existence of face to face teaching 4.29 4.20 0.09 1.37 0.17
Existence of rich study materials for 418 4.08 0.10 1.43 0.15
the courses

The comparisons between the two categories of students reveal a significant difference
only in the case of “Simplified online admission process” and in the case of “Existence of an
admission agent in the origin country” (p<0.05).. In conclusion the hypothesis 2 is confirmed

partially for the satisfaction with the Distribution characteristics.
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The results (See table 11) show that almost all the analyzed items recorded mean
values above 4 points which signifies a great importance of promotion characteristics for
international students. Only the “Participation in educational fairs in the origin country” for

outgoing students has a mean value below 4 points but higher than the neutral level of the

scale.

Promotion

Table 11. Importance of promotion characteristics for incoming and outgoing students

Inco Outgoin
) o ming g students Mean )
Importance of promotion characteristics ) t Sig.
students Difference
Mean Mean
Diversified sources of information about 4.43 4.21 0.22 3.32 0.00
university
Timely information on the university website 4.48 4.28 0.20 3.20 0.00
Participation in educational fairs in the origin 4.20 3.71 0.49 6.06 0.00
country
Information about university in social media 4.29 4.00 0.29 411 0.00

In this case all differences are significant for p<0.01. It can be observed that the means
recorded for all these items are higher in the case of incoming students than in the case of
outgoing students. In conclusion the hypothesis 2 is confirmed for the importance of

“Promotion” characteristics.

Table 12. Satisfaction with promotion characteristics of incoming and outgoing

students
Inco Outgoin
) ) ) ) o ming g students Mean )
Satisfaction with promaotion characteristics ) t Sig.
students Difference
Mean Mean
Diversified sources of information about 4.09 3.92 0.17 2.47 0.01
university
Timely information on the university 3.97 3.89 0.08 1.04 0.30
website
Participation in educational fairs in the origin 3.92 3.58 0.34 4,00 0.00
country
Information about university in social media 3.81 3.77 0.04 0.52 0.60

The results (See table 12) show that only “Diversified sources of information about
university” for incoming students mean values above 4 points which signifies a great
satisfaction of promotion characteristics for international students. The rest has a mean

value below 4 points but higher than the neutral level of the scale.
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In this case, only for the items “Participation in educational fairs in the origin country”
and "Diversified sources of information about university the differences between means are
statistically significant. In conclusion the hypothesis 2 is confirmed partially for the

satisfaction with Promotion characteristics.

Physical evidence

Table 13. Importance of physical evidence characteristics for incoming and

outgoing students

) ) Incoming Outgoing
Importance of physical evidence Mean )
o students students . t Sig.
characteristics Difference
Mean Mean

Smart classroom 4.26 3.76 0.50 6.50 0.00

Comfortable accommodation in the 4.47 3.97 0.50 6.60 0.00
campus

Beautiful campus landscape 412 3.83 0.29 3.70 0.00

Existence of digital libraries 4.36 415 0.19 2.80 0.00

The results (See table 13) show that all the analyzed items for incoming students and
“Existence of digital libraries” for outgoing students recorded mean values above 4 points
which signifies a great importance of price characteristics for incoming students. The rest
has a mean value below 4 points but higher than the neutral level of the scale.

In this case all differences are significant for p<0.01. It can be observed that the means
recorded for all these items are higher in the case of incoming students than the case of
outgoing students. In conclusion the hypothesis 2 is confirmed for the importance given to

the “Physical evidence” characteristics.

Table 14. Satisfaction with physical evidence characteristics of incoming and

outgoing students

Inco Outgoin
) ) ] ) o ming g students Mean )
Satisfaction with evidence characteristics , t Sig.
students Difference

Mean Mean
Smart classroom 4.01 3.78 0.23 3.10 0.00
Comfortable accommodation in the campus 3.93 3.78 0.15 1.91 0.06
Beautiful campus landscape 4.29 4.06 0.23 3.60 0.00
Existence of digital libraries 4,03 3.87 0.16 217 0.03

The results (See table 14) show that “Smart classroom”, “Beautiful campus landscape”
“Existence of digital libraries” for incoming students and “Beautiful campus landscape” for

outgoing students recorded mean values above 4 points which signifies a great satisfaction
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mean values below 4 points but higher than the neutral level of the scale.

The comparisons between the two categories of students, show that only “Smart
classroom”, “Beautiful campus landscape” and “Existence of digital libraries” recorded
differences that are statistically significant for p<0.05. In conclusion the hypothesis 2 is

confirmed partially in the case of satisfaction with “Physical evidence” characteristics.

Personnel

Table 15. Importance of personnel characteristics for incoming and outgoing students

Incomi Outgoing M
ean
Importance of personnel characteristics | ng students | students , t Sig.
Difference
Mean Mean
Good program coordinator 4.43 4,16 0.27 418 0.00
Professors with high professionalism 4.57 4.39 0.18 3.34 0.00
Professors with high research capability 4.51 4.34 0.17 2.84 0.00

The results (See table 15) show that all the analyzed items for incoming students
recorded mean values above 4 points which signifies a great importance of personal
characteristics for incoming students.

In this case all differences are significant for p<0.01. It can be observed that the means
recorded for all these items are higher in the case of incoming students than the case of
outgoing students. In conclusion the hypothesis 2 is confirmed for the importance of

"Personnel” characteristics.

Table 16. Satisfaction with personnel characteristics of incoming and outgoing

students
Incoming Outgoing
. . . . Mean .
Satisfaction with personnel characteristics students students ) t Sig.
Difference
Mean Mean
Good program coordinator 4,03 4,07 -0.04 -0.50 0.62
Professors with high professionalism 4.20 4.19 0.01 0.09 0.92
Professors with high research capability 4.24 415 0.09 1.38 0.17

The results (See table 16) show that all the analyzed items for incoming students

recorded mean values above 4 points which signifies a great satisfaction with personal

characteristics of both groups of students.
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The comparisons between the two categories of students reveal values of Sig higher
than 0.05. In such cases the differences are not statistically significant. In conclusion the

hypothesis 2 is unconfirmed in the case of satisfaction with “Personnel” characteristics.

Process

Table 17 Importance of process characteristics for incoming and outgoing students

Incoming Outgoin Mean
Importance of process characteristics students g students ) t Sig.
Mean Mean Difference
Good communication with professors 4.59 4.52 0.07 1.34 0.18
Good communication with administrative 4,50 418 0.32 4,80 0.00
staff (secretary, dormitory administrators etc.)
Good relationship with international office in 4,58 4,17 0.41 6.24 0.00
charge with foreign students
Clear procedures of graduation 4.58 4.41 0.17 3.10 0.00
Good instructional practices 4.50 4.34 0.16 2.70 0.01

The results (See table 17) show that all the analyzed items for incoming students
recorded mean values above 4 points which signifies a great importance of process
characteristics for all international students.

The comparisons between the two categories of students, reveal that the differences
are not statistically significant only for “Good communication with professors” For the rest of
items, “Good communication with administrative staff (secretary, dormitory administrators
etc.)”, “Good relationship with international office in charge with foreign students”, “Clear
procedures of graduation” the importance given by incoming students is significantly higher
than the importance given by outgoing students. In conclusion the hypothesis 2 is confirmed

partially for the importance of “Process” characteristics.

Table 18. Satisfaction with process characteristics of incoming and outgoing

students
Inco Outgoin
] ] ] o ming g students Mean )
Satisfaction with process characteristics ) t Sig.
students Difference
Mean Mean
Good communication with professors 414 414 0.07 0.06 0.95
Good communication with administrative 410 4.01 0.09 1.32 0.19

staff (secretary, dormitory administrators etc.)

Good relationship with international office in 4,02 4,06 -0.04 -0.51 0.61
charge with foreign students

Clear procedures of graduation 4.05 411 -0.06 -0.90 0.07

Good instructional practices 4.00 4.05 -0.05 -0.69 0.50
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The results (See table 18) show that all the analyzed items recorded mean values above
4 points for both groups of students, which signifies a great satisfaction with the process
characteristics.

The comparisons between the two categories of students highlight that all the
differences are not statistically significant. In conclusion the hypothesis 2 is unconfirmed in

the case of satisfaction with “Process” characteristics.

Partnership

Table 19. Importance of partnership characteristics for incoming and outgoing

students
Incoming Outgoing
. . Mean )
Importance of partnership characteristics | students students , t Sig.
Difference
Mean Mean
Receiving university to have high ranking 4.29 4.26 0.03 0.43 0.67
university partners
Partnership with institutions in your origin 412 414 -0.02 -0.27 0.78
country
Good partnership with local government 4.26 3.96 0.30 3.96 0.00
Good partnership with local company 4.22 4.02 0.18 2.80 0.00

The results (See table 19) show that almost all the analyzed items recorded mean
values above 4 points which signifies a great importance of partnership characteristics for
international students. Only the “Good partnership with local government” for outgoing
students has a mean value below 4 points but higher than the neutral level of the scale.

The comparisons between the two categories of students reveal that only for “Good
partnership with local government” and “Good partnership with local company” differences

are significant for p<0.01. In conclusion the hypothesis 2 is confirmed partially.

Table 20. Satisfaction of partnership characteristics between incoming and

outgoing students

Inco Outgoi
) ) ) ) ming ng students
Satisfaction with partnership Mean )
o students ) t Sig.
characteristics Difference
Mea Mean
n
Receiving university to have high ranking 3.91 3.84 0.07 0.80 0.42
university partners
Partnership with institutions in your arigin 3.86 3.84 0.02 -0.27 0.78
country
Good partnership with local government 3.97 3.85 0.12 1.65 0.10
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Good partnership with local company ‘ 3.81 ‘ 3.76 ‘ 0.05 ‘ 1.67 ‘ 0.50 ‘

The results (See table 20) show that no items recorded mean values above 4 points but
below 4 points, higher than the neutral level of the scale.

The comparisons between the two categories of students reveal values of Sig higher
than 0.05. Thus, the differences are not statistically significant. In conclusion the hypothesis
2 is unconfirmed.

All in all, Hypothesis 2: The attitudes of incoming students differ from the attitude of
outgoing students both in terms of importance and satisfaction with the characteristics of
marketing mix, is confirmed partially. In the process of Hypothesis 2 argument, it use all the
Ps in the marketing mix, and the importance and satisfaction are compared between
incoming and outgoing students. The comparatively high means for both incoming students

and outgoing students prove students’ recognition of HEIs internationalization.

7.14. Factor important list for both incoming and outgoing students

The top five factors, which are important for incoming students, are the priority for the
Chinese university to focus and enhance.

1. Good university service.

2. Good communication with professors.

3. Clear procedures of graduation

4. Good relationship with international office in charge with foreign students

5. Professors with high professionalism.

The top five factors, which are important for outgoing students, are those the
international university should focus and enhance to attract more Chinese students.

1. Good communication with professors,

2. Clear procedures of graduation,

3. Professors with high professionalism,

4. Professors with high research capability,

5. Good instructional practices.

7.15. List of factors which incoming students and outgoing students least satisfied

The top five factors, which the incoming student satisfy least, are those the Chinese
university must improve to better develop international education.

1. Existence of an admission agent in the origin country.

2. Information about university in social media.

3. Good partnership with local company.
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4. Partnership with institutions in your origin country.

5. Affordable tuition.

The top five factors, which the outgoing students satisfy least, are those the
international university must improve to better attract Chinese students.

1. Existence of an admission agent in the origin country,

2. Participation in educational fairs in the origin country,

3. Scholarships for study abroad,

4. Affordable tuition,

5. Good partnership with local company.
7.16. There are discrepancies between importance and satisfaction with the
characteristics of marketing mix both in the case of incoming and outgoing students (H3)

In the traditional marketing mix for incoming students (See table 21), all the difference
between mean values are positive, it means that a discrepancy exists between the
expectations (importance) and performance (satisfaction). In such cases the improvement
are needed.

Incoming students

Table 21. I ncoming studentsd | mportance
traditional marketing mix
) . o Importance Satisfaction Mean )
Marketing mix characteristics ) t Sig.
Mean Mean Difference
Product
Program with good international accreditation 443 424 0.19 388 0.00
Language courses in the program 4.35 4.21 0.14 3.18 0.00
Good university service 4.60 4.12 0.47 9.25 0.00
Culturally responsive curriculum 4.27 4.09 0.18 3.27 0.00
Reasonable graduation standards 4.51 4.06 0.44 8.95 0.00
Price
Affordable tuition 4.52 3.88 0.64 1117 0.00
International education with enough funding from the
university 4.43 4.03 0.40 6.79 0.00
Scholarships for study abroad 4.43 4.09 0.34 5.15 0.00
Placement
Simplified online admission process 4.35 4.1 0.25 4.56 0.00
Existence of an admission agent in the origin country 3.84 3.73 0.1 1.62 0.1
Existence of face to face teaching 4.47 4.29 0.18 384 0.00
Existence of rich study materials for the courses 4.54 4.18 0.36 7.18 0.00
Promotion
Diversified sources of information about university 4.43 4.09 0.33 6.43 0.00
Timely information on the university website 4.48 3.97 0.50 8.05 0.00
Participation in educational fairs in the origin country 4.20 392 0.28 4.82 0.00
Information about university in social media 4.29 3.81 0.47 6.99 0.00
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The comparisons between the two categories reveal that almost all differences are
significant for p<0.01. It can be observed that the means recorded for all these items are
higher in the case of Importance than the case of satisfaction, so that a need of improvement
exists. Only the “Existence of an admission agent in the origin country”, Sig > 0.05, which
means that the difference is not statistically significant. In conclusion the hypothesis 3 is
confirmed partially but in almost all cases.

In the case extended marketing mix (See table 22), for incoming students almost all the
differences between the mean values are positive, which means that a discrepancy exists
between the expectations (importance) and performance (satisfaction). In such cases the
improvement are needed. Only the difference between mean values for “Beautiful campus

landscape” is negative, the expectations were exceeded.

Table 22. Incoming students’ importance and satisfaction with the characteristics

of extended marketing mix

Marketing mix characteristics Importance Satisfaction Mean t Sig.
Mean Mean Difference
Physical evidence
Smart classroom 4.26 4.01 0.26 471 0.00
Comfortable accommodation in the campus 4.47 393 0.53 8.74 0.00
Beautiful campus landscape 412 4.29 -0.17 -2.92 0.00
Existence of digital libraries 4.36 4.03 0.32 5.66 0.00
Personnel
Good program coordinator 4.43 4.03 0.40 6.83 0.00
Professors with high professionalism 4.57 4.20 0.37 8.15 0.00
Professors with high research capability 4.51 4.24 0.27 5.74 0.00
Process
Good communication with professors 4.59 414 0.45 8.48 0.00
Good communication with administrative staff
, o 4.50 4.10 039 7.29 0.00
(secretary. dormitory administrators etc.)
Good relationship with international office in
. . 4.58 4.02 0.55 9.48 0.00
charge with foreign students
Clear procedures of graduation 4.58 4.05 0.54 10.11 0.00
Good instructional practices 4.50 4.00 0.50 9.41 0.00
Partnership
Receiving university to have high ranking
o 4.29 3.91 039 6.68 0.00
university partners
Partnership with institutions in your origin
4,12 3.86 0.26 4.36 0.00
country
Good partnership with local government 4.26 3.97 0.29 5.21 0.00
Good partnership with local company 4.22 3.81 0.41 6.80 0.00

The comparisons between the two categories reveal that differences are significant for

p<0.01 in all cases. It can be observed that the means recorded for all these items show
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discrepancies between importance and satisfaction. In conclusion the hypothesis 3 is fully
confirmed.

Outgoing students

In the case of traditional marketing mix (See table 23), for outgoing students almost all
the difference between mean values are positive, which show discrepancy exists between
the expectations (importance) and performance (satisfaction). In such cases the
improvement are needed. The differences between mean values of “Culturally responsive
curriculum” and “Existence of an admission agent in the origin country” are negative, which
means that the expectations were exceeded. But in both cases, the difference is not
statistically significant. For the rest of the analyzed items the differences are significant for
p<0.01. In conclusion the hypothesis 3 is confirmed partially but should be underlined that in

the most of cases there are discrepancies between expectations and service performance.

Table 23. OQutgoing student s @n witmghe charactegsecs at n d
traditional marketing mix

) ) o Importance Satisfaction Mean .
Marketing mix characteristics ) t Sig.
Mean Mean Difference
Product
Program with good international accreditation 424 411 0.14 2.29 0.02
Language courses in the program 3.90 3.87 0.03 0.46 0.65
Good university service 4.25 4.05 0.20 3.69 0.00
Culturally responsive curriculum 3.92 4.00 -0.08 -1.38 0.17
Reasonable graduation standards 4,27 4,05 0.21 3.70 0.00
Price
Affordable tuition 4.26 3.70 0.55 7.09 0.00
International education with enough funding from the
university 4,22 3.98 0.24 4.27 0.00
Scholarships for study abroad 393 3.63 0.30 3.70 0.00
Placement
Simplified online admission process 411 3.93 0.18 3.11 0.00
Existence of an admission agent in the origin country 3.53 3.53 0.00 -0.04 0.96
Existence of face to face teaching 4.30 !I 0.11 0.03
4.26 4.08 0.18 0.00
Promotion
4.21 3.92 0.00
Timely information on the university website 4.28 3.89 0.00
Participation in educational fairs in the origin country 3.71 3.58 0.13 0.09
0.23 0.00
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