CHAPTER 2 Yv
CASE STUDY 1 (,}
MARKETING MODULE A

ENHANCING VISIBILITY FOR SUSTAINABILITR
2.1 Preamble z l

The first applied research case is related to the etin c.ah&e@/larketing
®

context in a university includes activities such as th eting of t uriv \y as a
tertiary educational institute among potentia ts, mérketi of@'rses and

tions.és:keting and
S r@fﬁch outcome and

programmes among the industry for WI

c
E.
2
a

commercialisation of physical produ rom’ the

even the marketing of the universi financi g and grants allocation. All

N
these marketing activities are % havg its mpr%lgéa issues that requires the
University’s management aﬁ\itio. l $
marKetih

For this applied ase, th SIM as the university of choice
o

to study among th ‘Q{rnatiorla ts w (chosen as the topic of research as its

understood that ahighmumb ents’el%ﬂmentwillbenefittheuniversityinterms

!

¢

of a higher % Universiti are @ ational institutions that specialize in giving
%v Y

student% wledgg&u)?d"s H@ need to become effective members of society.

Ho the choice of a univef%rf/ among prospective students does not only depend
N

0 Xniqueness of a university, whether in terms of its curriculum of study, facilities
d ided, infrastructure and advantages compared to other universities, but it also
epends on the visibility of a university and the availability of its information on search

engine resources, ideally that is most accessed by the potential students.
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According to the Higher Education statistical report quoted from Education
Malaysia (2018), as of February 2018, Malaysia has 123,000 international stude

163 countries pursuing various majors in Higher Education Institutions in an

&7

<

the government has set a target to become the sixth largest global e n hub b

2020. The continued growth of international student presence in laysia gives a

{q

positive contribution to the national economic aspect. It is ‘@ndeniable, many
international students are attracted to study in Malaysia d Ye.rall positive factors
such as economic, political stability, affordable educationteosts and 10w.c ‘of living.
In this context, this is an opportunity for local univer to promot eil ai(lg?gges

and strong points as the ideal choice of terti cation’ insti |on\t¥~ potential

international students to further their stw'ew Ma\ays By g@iﬁg effective
marketing strategies, more internation &e)s will be ted @Yther their studies
in Malaysia, and this would matﬁse the ¢ ?g K become one of the

N
respected international educati(%in the regian.Ho , the visibility of USIM

as a unique Higher Educaq'Erm!itut'r g intée(@ional students are low with
some students not kno% its exist;;afl,'@(ing it a logic reason for the low
i heir

g b &
number of students ﬁg&sted t') \he[ élﬁd'y at USIM. This can be seen from a
small number of intémnatio t eréﬁ'ﬂents compared to the expected target.

!
¢
Hence, there %eed examing tft?asons and root causes responsible for this

smallerézb/tofinpr atignal students’ enrolment. Without effective marketing tools

v

and techmiques, it is difficult fo:QHe university to be known internationally. This case

N
S \ill further explore what is the most effective marketing method and tools to
1ghli

ht USIM internationally and in return can attract more international students to

//

ome and study at USIM. This is the focus of this first applied research case and will

be deliberated further.
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2.2 Introduction

Marketing is the process of understanding, building and maintaining reIatiWs
with customers and it acts as the key to an organisation’s success, regard %\ size
(Contreras & Ramos, 2016). There are several types and sub-types o!.m;uting such
as digital, online and offline marketing. When the global econommng forward
towards IR 4.0, the new normal has created a consistent dou Mketing strategy,
identity issue, the understanding of brand and trust issues. V. '

The traditional methods of reaching people by usin chures mphlets to
advertise and market products and services are i quate andlirr ar‘t \0 the
constant changes in the world. The transformpatien of d; [ ham&écted all
organisations such as Higher Education | @H Is). The co Y(;nal ways of

&

promoting HEIs, such as traditional '%waterials bro@st media, are no

longer relevant platforms among Mal stude\M éﬁ)lished university in

@
Malaysia, USIM requires a bi 0 promote their il@f?and brand to the world.

Many organisations use a atign of_online ﬁ offline marketing methods.
However, the selectior%ﬁis ryl/tu Lné((n‘l;'k towards online marketing.

This is beca @qgasumels I millegai era are spending more time online,
and digital mar &ffers i

f bené'gs in terms of speed, performance, and is

more user 'ecnd). To 1‘0:l ef@?\?e marketing strategy for organisations or
compan&%earlf id&a];‘eatio@)e of marketing is significant and effective to
proh&e HEI to the World.\"-'}/

‘$!rtiary education for most people requires proper and lengthy planning from

q: ding which course to take and which institution to choose up to more personal
atters such as accommodation and daily life arrangements. Such huge steps require

accurate information from reliable sources. Traditional method of marketing executed

/a
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by HEIs such as using brochures, educational road shows, television and radio by giving
all the information about HEIs. However, as the world has changed tremendou?ﬂe
internet has become an important medium obtaining news, knowledge, int@{) and
much more. HEI is marketable based on its publication record of a%lishment,
accommodation, services, research, academic achievements, innovmand others.
Each of these platforms help students to obtain the right info%ati\;%bout the course

On the other hand, HEI incomes are mainly from acad mw fees and

offered, management, academic scholars, and much more.

oy
fund allocation by the government. This is true as depends i[s @main
income sources to maintain its operation. One omes fr stu@ fees and

the other is from the government funding. 4khe capability of<USIM j@gr.acting local

atin@%enue. Marketing

and international students is assisting u:ni)ersity in
A,

in education is as important as in ot@%siness SE\OR? A

N
Education is a lucrative and With wcorr@narketing strategy, HEI

&

could self-sustained its ope tioXom lt colle . Hence, all universities are

required to increase i ents’ gj%‘lt &ally the international student
enrolments. Gettin 'nternati(i \;LL nts é&}ﬁrol at HEIl however, is getting
competitive am@ni it '
strategize its &B i i rder te:g?pture a bigger slice of the pie. An effective

\
marketi %kgy o

. X
morg, attractive to the eye of tha@{entlal students.
N
%\ecording to Tan Sri Dr. Abdul Shukor Hj. Husin, the former Vice Chancellor of

, he believes that the university has the exclusive and unique academic programs

and ingH/ university, including USIM needs to

offer that differed from other Malaysian public universities which integrates the naqgli

(revealed knowledge) and aqgli (acquired knowledge) in its academic programs which
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acts a basic fundamental of this university, gives an advantage to increase the presence

and visibility of the university to be among the main choices of international s

applicant to enrol their studies and with the conducive Islamic enwronn@u
Berita Harian, 18 May 2000). ‘x

Each year, all public universities in Malaysia are ex dc receive enrolments

2.2.1 Issues and Project Brief

from international student of at least 10% from the nu eWal student
@

enrolments. This target was put forward by the Gove

t in hope zf(e_\@aysia

ar% ternngnal level
|n national stuéh(s coming to

Malaysia would give a positive econo mt to the country. @‘gher study fee for

international students gives a str% reven $ "%'ersny, allowing less
R C}

dependency on the limited fun ed by the govern V.

N

A
N
2.2.1.1 International St t Enrolmen nM@a
P 4
\ﬁon ala

F &
Data collect&@thejb laysia’Office under the Ministry of Higher
Education as illustra avsé/ high influx of international students

as one of the top destinations for higher edu

(Source: PSPTN, 2007). A continued gréwth i

entering M a pur ethe stlﬁl C2 December 2017, there are about 170,068
student 70 cB ‘,purs g thelr studies in Malaysia as undergraduates,
pos tes and in secondar. c%t'fools (international schools). It is found that 55% of
t ternatlonal students are from Bangladesh, China, Nigeria, Indonesia, and

n and there has been a 3% increase in enrolment from year 2016 to the year 2017

ducation Malaysia, 2018).
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INTERNATIONAL STUDENTS’ ENROLMENT v

170, 068
Total International Students i Malaysia
136,293 39%, 24,503 3,101
Higher Education Institutions = ° = Privatentemational School  Skill Centre
33,005 PUBLIC HEIs' 31 DEC 2016 5,427 744
103,198 PRIVATE HEIs Language Centres Accredited Centres
TOP 5§ HOST COUNTRIES INTERNATIONAL STUDENTS
International
Student are
from
170
countries
« Q'J‘L)«. K
55 % é, e % )
of International
students are o
from
BANGLADESH
B"*’-‘;"“"’ NIGERIA ;‘) 30.53%
Cm'“"" mm 1353% . st
Yo e "EMEN INDONESIA
= 6.25 % 9.76 %
COMPARISON BETWEEN 2016 AND 2017
Bangladesh e 30,53
China | L L8214 85
Nigena e 1053, 13 53
Indonesia | bl 0 76
Yemen i 625
0 5 10 15 20 25 30 35
m 2016 m 2017

:ﬂrce Educatlon Nlel)&-ia, Ministry of Higher Education Malaysia (2018)

; Figure 2.1: Int%atlonal Student Enrolment in Malaysia

71



2.2.2 Problem Identification

an increment from year to year. : (ﬂ}

2.2.2.1 International Students’ Enrolment in USIM Y'

Unfortunately, contradicting to this, USIM sees very low num of international
student enrolments, this is especially true for the undergr t veI' This issue was

highlighted in the Senate Meeting dated 6 December . Reports-presénted in the
®

meeting as shown in Table 2.1 has highlighted the%gf achieying t t'rg_%éfvl'O%
d

for year 2017. The 10% requirement is the targ% y PerformanCe In%&for (KPI)

er Sto a e and it is in

set by the Ministry of Higher Education to ublic u

line with the country’s vision to @e internati
universities (PSPTN, 2007). Theref(e’Se Univ \[)\5

depth action to be taken in orde e thelissue to ve the set target.
N ‘io
¥ |7
s

2.3 Analysis Of|SSL€ Pj |
:
To obtain a clearer pl(@ inte@ﬂ%’nal students’ enrolment in USIM,

level, aziﬁ’/estigation on the issue by analysing the
!

¢
statistical reﬁhm USIM’s 1V£iow Academic Management for the duration of

N :
four (4) s, from 2014 t0,201 ha@en carried out. These data are as shown in Table
X
2.1.@ ebruary 2018, thQ‘éport shows that the number of enrolments from
N

e

specifically for the undergr

i jonal students received by USIM in these four (4) consecutive years are below
thend 0% expected target set by the University and by the Ministry of Higher Education
r four (4) consecutive years. The data also shows a low number of applications

received from international students as compared to the projected number of enrolments
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that USIM should have receive from international students. In fact, based on the
numbers, it was extremely low compared to the applications from locals who?'m
for admission to USIM as shown in (Appendix 5 to Appendix 7) based on @tical
report obtained from the Ministry of Higher Education. -\

In 2014, the enrolment projection for international students isWhich is 10%
out of the total enrolment projection for undergraduate level for the year. However, the
enrolled students were only 7 (5.5 %). In 2015 and 2016, t (mnf projection was
the same with 120, but the enrolled students were on (6.6 90) “and ‘(17.5 %)
respectively. For 2017, it was recorded a total of 125 ational st nt’s @Yc:ion
enrolment and only 20 (16%) enrolled. ' 4 \T

m\j{' o e

USIM is getting smaller number of i ’ enr@bnts and there

r n@ r of international

students’ enrolment. At the interr@sal level, x pr; ive students do not
N
gb i @/ in Malaysia. Perhaps,

is a need to identify the reasons and r auses for this s

recognize USIM as a well re established wn

ineffective marketing strat i n@‘owed USIM’s identity and

reputation as being we%t ligible. 'tfonebnarketing strategies such as road
'

shows and newspa WVertis‘
&*

osp

effective in attr ntion.
O e Sl c©
Y o

<
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Table 2.1: Enrolment Projections by the University for Acquiring International
Students (Undergraduate)

Year Application Enrolment Enrolled Enrolment  Application Enxoll
from Local Projections Students Projections from u S
Students (Local  (Local) (International International ( national)

Students) Students) Students

2014 24,981 2,514 2,406 126 16 71(5.5%)
(86.5%)

2015 31,185 2,406 2,492 120 1 8 (6.6%)
(82.7%)

2016 23,069 2,403 2,375 120 21 (17.5%)
(82.9%)

2017 24,867 2,512 2,502 125 ' 20,(16%)
(86.1%)

Source: Division of Acadegic Management

International Student Enrolment Projeovw ActueJQ ent Y‘})
126

[EnN
N
o

120 VlZO
£ 120 %
3
= 100 \
()]
5 80 AN
E o N
= )
Z 40
s 20
g K o
( 2017

&

Ve
t Prgjection @ctual Enrolment

L

|V|qior}%ﬁ}”cademic Management of USIM (2017)
4

ct@nternational Students’ Enrolment in USIM

’ <>

ﬁ%‘wst four years, th'; r(LL)@GEr of new countries sending their students to USIM

h weased, however, the nhber of student retention from the same countries has

Figure Q(IQE

G ined and the total number of international students enrolled into USIM is less than

uarter of the enrolment projection as shown in Figure 2.2. It can be concluded that
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the total number of international students is far behind from achieving the university’s

enrolment projections for four consecutive years.

Total Number of International Students in USIM (Undergraduﬁkj
14

Total Number of
Students'Enrolment

Figure 2.3: Total Number of International Stud
to USIM

Apart from that, the total numbe international dent@m‘olment from 15

AN
countries as shown in Figure 2.3 is hi variwﬁh\%& 0 @consistent pattern. An

increase in USIM enrolment ¢ reated o havi g'r‘nmggrrerest among international

students. This interest can \age b%i _@% awareness about USIM, by

carrying out marketi%?on:on} hat }" @ease USIM’s visibility to the

international stud Nis inpomo ex and examine the efficiency of the
&

current marketi

¢
in creatin re}' tere{ and a
studentshUSIM will ferairf unde
beir\g&ged to increase its vi '\'fity. This case research may also serve as a precursor

@ investigation, study pertaining the factors that may cause the declining of
de national students’ enrolment for the undergraduate level.

As the competition for international students becomes more intense, it is crucial

re i@ew marketing tool will be more effective
arenéss of USIM among the potential international

S
r@\unless relevant marketing tool and strategies are

—+

for USIM to design strategies that effectively attract students to study on its campus.
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There has been an increase of enrolments for the previous four years, though this
increment is not up to a satisfactory level. Data obtained from the Division of Ac i
Management of USIM as shown in Table 2.2., as of February 2018, ﬁ%ﬁf 64

international student enrolments in USIM from 15 different countries. A

Table 2.2: International Students’ Enrolment Based on Counw rgraduate)
0

Country Male Female T ?
Afghanistan 3 1 '

Algeria 1 0 1
Bangladesh 2 1 3 ‘\d¢ Y.
Brunei 1 % 7 J | _\"‘}
China 1 ; e
Gambia 3 Y

3

0

ndonesia T \3 Y'
;o(rjdan (OV3 ? 3
Cambodia N 3 3 O
Li-bya. 1 $1 k\
gj?bouti %) f “ Qc};«
Singapo%\' 1 %2 %\A 14

Sri Lank 0 1
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International Students Enrolment From Different Countries
Year 2012-2017

m2012 m2013 ®m2014 =2015 =m2016 =2017 \z

[ =N
N
>

4

Total Number of Students
[3=Y
N

Source: Division of Ac

Figure 2.4: International Students Enro
from Year 2012-
As indicated in Figure 2.4, USINNaed to receiveinter nal students from
year 2012 with two students ori:icﬁj from Ihgi 0@ USIM received new

enrolments from countries su g‘éria‘@d Jordan. Even more new

enrolments were recorded i?\grom geria, Brur@%hina, Sri Lanka and Thailand
ast

with each country sen%

in receiving any Mdentslfr ghan@-(and Nigeria. In fact, these two (2)

countries have entany n pt tiII@Qﬁ. In year 2015, Indonesia and Singapore
enrolled th@ students-ga ﬁld\@;ag with Cambodia and Thailand. These four
(4) countri ve cc'nfﬁj 0 s@\their students through the year 2016 and 2017
r se , however a slight@of the number of students enrolled was recorded in

2017. Brunei is another country that has not had any new enrolment in the year

1 studen ij'w@Q the year 2014 has shown a halt

e
th%@
and 2017. In year 2017, USIM has received new enrolments from Bangladesh and

jibouti.
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The growth of international student enrolment is due to the awareness and
visibility of USIM among international students, as a result of various promotiwmd
marketing activities such as educational road shows conducted abroad as p@ 2.3.
Promotional strategy from USIM was aimed at the Middle East in ZOllﬂ&and 2014.
In 2015 to 2016, the educational promotion activities were aimed at Indonesia. In 2016
and 2017 to Singapore and from 2014 to 2016, it was to Tha'laYild.\'%ewever, the total

number of international students’ enrolment were not up t satisfactory level.

Table 2.3: International Education Promotional rcMy UW
| &
Promotional Activities Abroad
Education Promotional Activities to Middle E

and Marketing
Year™”
/ 2013/ 2014
Education Promotional Activities to Indonesiaq \ 2015772016
Education Promotional Activities to Sin W °\ / 2017
Education Promotional Activities to ,2@.4/2015/2016
Tjrce:{ivisi of iéadémic Management
A

2.3.1 Reduction of Budget

A second issue was i

i
I \; .

Department as shown 2.4. For'thr @) &)/ cutive years (2016 to 2018), the

University has spm on tl'e hional %ﬁnditure as compared to the allocated

2.3.2 rit ityorluy $
* & 'YX

Aevidence has been Iégfy shown as depicted in Table 2.1 on the enrolment
pr \)ns by the university for acquiring international students for undergraduate level
ndthe financial statement on budget allocation received from the government as shown
n Table 2.4 serve the needs for USIM to move forward. According to Felix et al. (2017),
a great marketing management is a process of planning and executing the conception,

pricing, promotion and distribution of ideas, goods and services to create exchanges that
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satisfy individual and organisation goals.

2.3.3 Case Research Objectives

The university is targeting the international market not only beca%; ;Le Key

Performance Indicator (KPI) set by the country and Ministry of High cation to all
public universities to get more international students to study inMal universities,
and to achieve the enrolment projections target and endors Wn'versity’s Senate
but also as one of the university's alternative sources me. From obsefvation, the

(3
issue of low number of applications received and enro ts fromjinternational ents

'y

requires a further investigation on USIM’s marketing'efforts at the i rnatiS{laI level.
Y4

Therefore, the objectives of this applied cawtch a\si: g
-, N

i. To examine the existing undergraduate. inter al student enrolments at

N

usim. & N
0 3 O
ii.  Toidentify and analysoK y issué'ef the ase,&mw the marketing perspective
inter N

to increase USIM’s Wty in ‘;etti te nal students for undergraduate
1(\ : I

level in USIM. F < b o
Nlale)

ii. To recom@ourselof action by i tigating the preferred choice of source

N
of inf@ a ogg? }nler@)ﬁahal students in obtaining information on

- &Y
2.4 rature Review N

‘% Introduction

This section presents the review from the past literature pertinent to the present
case research on the concept of marketing, service marketing, increasing visibility,

digital marketing and the roles of social media in marketing.
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2.4.1.1 Marketing Concept

Marketing is defined as the way a company uses to satisfy custom ﬁ:r
desires (Bhat & Darzi, 2016). However, in the new marketing trend, il&i::?used on
maximizing the value of the product or service to customers according references.
It is due to the conventional and traditional marketing mix is fwss incorporated
with the development of online marketing. Marketing res mﬂve been trying to

expand the marketing concept to the online aspect. T e of busingss practices and
®

activities supported were added to online activities.

ces
use of mark mF vi@})&ine
.\

platforms is gradually increasing. Therefo e _mar co%Rﬁes with

ta:wro or se@t:) customers

efficiently. \: ,

) N
2.4.1.2 Service Marketing ‘% L 5
Service marketing i Me at fcgs,~ on non-physical, intangible

Em

items. It is used to pro%

According to Hole %(2018'), \major g%}fl service marketing is to strengthen
marketing cap@ whi f im@ng production value and customer
relationship %mig rz:% éee}motion of a product or the promotion of a
service. se‘are befe ? are n&tly driven by people, processes, and that a client

Y.
canm&@ep. Service market'n’g§é used by industries such as hospitality, tourism,

r Op

fi XI services, and professional services (Bhat & Darzi, 2016). Marketers promote
q riety of entities, including commodities, services, events, and people. Service
arketing refers to the marketing of services. Services are intangible in nature and do

not imply ownership of something. Its creation could be linked to a physical product or

not. External, internal, and inter-departmental excellence are required for service
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marketing excellence. Pricing, distribution, and advertising of services to consumers are
all covered by external marketing. Internal marketing entails educating and inspiki
staff to provide excellent customer service. The ability of the employees em
client is described by interactive marketing. A

The following are the major aspects that characterise service mar@nlg

1. Intangible- unlike physical things, which can be touche@yfeltyand sien, services are

not tangible. \d
X

2. No ownership- services can only be experienced it is not poss eq. Cv}

3. Inseparability- service marketing is based oncep!' on.@ﬁ~ of truth,

N\

which states that services are generated4and used sin\ulta usly.

9

2.4.1.3 Increasing Visibility c
- - - \ - -
The existence of USIM t be'Visib a gdbr pool of international
students. For this case rese ch urI ity Visibi@refers to how well known is
(m t

USIM to the public a importantly tHeq@spective students. The image of
’ $ &
USIM as one of thwta le \est es irg_alaysia, capable of offering excellent
level of teachin ﬁharni i nessc/&’cademic programs offered, and exciting
\ l ! C?n
student life e ce should B the f@' age that comes to mind when the name of
% NN
USIM % ntiorpM pros@tive students. With a positive image of USIM,

b 9

and backed up by relevant infm@ﬂon on the university, the interest to enrol and study
a will increase.

The concept of visibility as stated from the past literature indicates that it is not

st a literal meaning as immediate sensory experience but also a metaphorical one

where the concept assumes a set of symbolic meanings normally related to the way

particular events are communicated by media. In this sense that we can relate social
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recognition to visibility (Mossberger, 2017) and explore the ways social agents demand
media attention to become socially acknowledged. Shahruddin et al. (2019

visibility described as having a rippling effect on society and part of this gi
not exclusively from the way’s media set up empirical visibilitie&bluence
visibility’s contingent compositions, re-composition, and inter-com s. In other

words, the field of visibility is relational, strategic and procesw_%i et al., 2019;

Jennings et al., 2018; Xu, 2017). In the marketing conte Rllty is defined as the

public presence of anindividual or organisation in th influential (Yang

& Kent 2014). Meanwhile, Fombrun and van Riel'(2004) des¢ribe e the

media is one of the important factors of an instituti put;hc rep atlonxzhence the
Y

media visibility of institutions may affect e i e

|ng 1:05& institution.

S to ol into USIM, it

Therefore, to increase the interest Of atlona

is crucial to get more engagement from th tl\? 9{?&];5 by increasing their
awareness and the visibility of US motg%ent & ternational students. In
developing and promoting th ge |versﬂ;( for a positive perception
among international stédents, ducatlJ‘xal rke@rategles represent a factor of
tremendous and re |mp anc YA& em 8@6ssaln 2016; Jones et al., 2019).
The existing ma str t es s are reviewed to raise the profile of
the unlver5|t e int ﬂbnalcﬁudents Kjellberg and Haider (2019) and
Ollvelr rguyi ha e i @\wty of academic institutes is essential to get the

requwe int natlonal enrolmengs\,
ccordlng to Gesso (2021), in order to attract more international students to study
Els, the HEIs need to strategise an internationalisation strategy to promote
Oernatlonal student recruitment and mobility as the central tools of contemporary
universities operating in a global and competitive context. The universities need to

increasingly give relevance to the internationalisation of education in their strategic

82



plans to attract overseas students and encourage incoming and outgoing student
mobility. Lomer (2017) suggested in order to recruiting international student inghi
education, it is crucial to critically examines governmental policy on i ﬁ:
education policy analysis and concerning the travelling documentationie;?for the
students to study abroad. Y'

2.4.1.4 Digital Marketing Era \,

The digital era is characterised as extensive use g: tichnologies and
permanent connectivity through the Internet, all of which led M}.’[ cr%rlges

. : i L ON
in consumer behavior (Labrecque et al., 2013). D theraccessibil nf‘ng& urces

of information, users are increasingly well-inf coo@ eyesﬁénedez et
ant

al. (2020), individuals today search out wh t“kno for th Ives, produce

<<.

content and distribute it altruistically on'sgcial'media, the en@aging anonymous

users to communicate and coIIabfnghe electro 3 n&-éf-mouth (e-WoM) is

N
6
another idea that is crucial f@l arkete (SauzQ al., 2019). These new
? N

tendencies draw attention t ct t!a he necessity~to adapt traditional marketing

I

communication techni nvir, rptzz‘l/,bécause proper implementation of

8)

digita}
digital marketing s ies reSLllts\I‘gnifica usiness benefits (Saura et al., 2017).
Digital marketiw pe o tf(aﬁ&(lows customers and business partners to
¢
communicate,with’one anot ia"th(t;g of digital information and communication
technol@
Di b&rketing is a set o@fvities that offer engagement and management of
re%&hips with the target audience through digital information and communication
chho

logies and electronic devices. It is the practise of employing all parts of the

ke

NN
electroni ‘ovices‘ﬁdevelop interaction networks (Sokolova, 2019).

raditional marketing organisation (Sokolova, 2019).
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2.4.1.5 Roles of Social Media in Marketing

Social media are characterized as forms of electronic communication, vﬁs
social networking websites and micro blogs, through which online com@s are
formed to exchange information, ideas, personal messages and other e%t, such as

videos. Social media are internet-based technologies designed to w and share

information in conjunction with multiple people (Bingham%ﬁler, 2015). The
i

present generation of students entering universities is said t tal Patives in which

a person who was born or raised during the digital technol ge dnguainted

N
with computers and the internet from an early age er & De cler_gi?()l?).

The social networking generation is k nd% to theE' constant
R | \ 3
interactions in social networking (Rethlw 8). ortan@ see this as a
valuable platform with 4.021 billion iw ers and 3. biIIi@social media users
(Kidd & Mclntosh, 2016). Acco%to Kid\mi M

@

nﬁ%ﬁ, (2016) , 73% of
N
adolescents online and 72% o adults, whe' may @;? be students, use social
networking sites for a vari%ﬂp es. Gre nwo@et al. (2016) also implied that
international students% ilal media t t@‘g?the university decision-making
process. Mochon &@17) sljp\d the st;éﬁ‘lent and he stated that 46 per cent of
potential studewl € ?k pa@}j%’f a university and 69 per cent “liked" a
1°*YPe 9 o
college pa ommunigati d parq_gpatlon are encouraged through social media.
Y
Richin&im{t t‘anorev;‘?ﬂ.‘?n half (52 %) internet user’s use two or more of
thei-&l media accounts\Su\;fw as Facebook, Twitter, Instagram, Pinterest to

co?\iicate with their relatives, friends or colleagues. Facebook, YouTube,
Qh tsApp, WeChat, Instagram, QQ, Tumblr, Twitter, LinkedIn, Pinterest, Baidu,
ikipedia, Snapchat, Weibo and Vine may be included in social media sites. Lam et al.

(2019) with the survey requires students to identify the social media application by how

d th

much it is used in their region. For example, in Singapore, Instagram is a popular social
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media application with 35% users, followed closely by YouTube with 31% users and

Facebook with 17% users. Most applications in social media such as In :

YouTube and Facebook generate an insight that is specific to posting. Thi %Xfe
)

is crucial for the implementation of targeted content in the marketing 0% edia.

Social media marketing refers to traffic or attention on SOQl media_sites.

Therefore, a social media marketer or manager manages socialm marketing and

daily operations, including create specific content pro orier to meet the

Il pu IiWent. They
[ 2

encouraging) the @Sa.ny's

ra@

company's target customers, develop, accurately and ha

also monitor, listen to and respond to users socially

leadership and sales. An example of a report

ub%mights, as

manQXple had seen

shown in Figure 2.5 and Figure 2.6 reveals/

the corresponding article, which posw:a;better th
ime to Eﬁ\fmg
(¢

demographic are more interested, whi

her@hich genders and
)@'ﬁhers information.

; 0}
24 Qe
A i < Followers < Followers
5.64
77,566 impressions this week 19,982 followel
TOP LOCATIONS
T0P POSTS oo \ GENDIR

FOLLOWIRS
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4 I
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Figure 2.5: Example of YouTube Insights Report
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Figure 2.6: Exa Instﬁqggh @port

Based on these various \%h findings on revﬁ&udles, it is recommended

that USIM actively enga C|aI edi pllc®s that can help to boost the
branding of the unlve usz%g of 0"% dia is effectively exploited and

developed. Theref e, rongbot

culture of inv nt, i erac , iqara)ﬁ,and collaboration to increase their visible
H '

exposure nc rage org st den\gnrolment (Law et al., 2019).

2.5 A arch Methods \0}’

Introductlon

0 Research methodology concentrates on the specific process that involves

identification, selection and analysing all the related information obtained from primary

for U@GI’SIUES to use social media to create a

and secondary data. As indicated by Sekaran and Bougie (2016), research methodology
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can be defined as the stages used to gather the sources and data for the motive in the
research decisions. Apart from that, it enforces researcher to be critically eval
method chosen in achieving the objective of the study. This section @etail
explanation regarding research design, sampling and population, instr tion, data
collection and data analysis. These processes will assist in enhan¢ing the reader
understanding about the research. \/

In order to meet the objectives of this applied case areh, tlle data obtained

from primary and secondary resources. Primary data re 0 the in n obtained
®

Yw
first-hand on the interest for the specific purpos% case study. eqon_@ data
t al

refers to the information collected from the son?; reddy, exiét (Bougie, 2013).
i \ T

The primary data consists of questionnaires W di amon@e international

students in USIM from the undergradw . é
On the other hand, the secont@jata obta\d~( g@%ments in USIM such

as from USIM’s annual repor%ial rgbort m Bi(, Department, statistical
rom Di *}1

reports on international stuqirhm]n gk of Academic Management,
data from Internationa ice ‘and other sou es‘su@s blueprints, reports and articles
s $ &
from Ministry of %r Edr \Uh\ ch d
Education Blueprint (Highe ln), r@ﬁapers and articles.
( ¢ ? (J(,)

Sb' , NN

252 eseakch Desi

Y.
.&arch design can be @ﬁbed as the structure of procedures to paste together

t Xety of research’s components for handling the efficient research problem

: tabenjeh & Jaradat, 2018). As stated by Creswell and Clark (2011), research design
a

n important aspect that refers to specific plan in manoeuvring the research. The

ents’ admission data, Malaysia

process encompasses of problem statement determination, analysing research questions,



methodology, result analysis and writing justification and explanation. This case
research chooses descriptive research as the research design for this study. DesToe
research can be defined as one of the research methods that explains the at@\sbf the
population, phenomena or situations of the research as well the stud r, 2017).

The form of descriptive analysis as the instrument has been utilised. Y'
2.5.3 Research Population 2 '

Research population is an important approach | nductin ch. The
®
determination of population before starting the res will r‘as@er in
directing the research align with the outlined ob oa'v Img@j be used

to collect the data in completing this applie ea

to se@:\f and Bougie

(2016), total population sampling i t p of purpost saw@é&; technique that

involves examining the entire that

gh‘\'\facterlstlcs Purposive
sampling is a form of non-rando%lm
sample. The sampling inv. \

es ¢ ('?n criteria in selecting the

entifyi d sel g individuals or groups of
individuals that are es owledgeabl ab'ou%b’experienced with a phenomenon
s

m her , this study is conducted towards

of interest (Cresw C arli,
international stugdent
C) d

ks

d on the statistical @’t from USIM’s Division of Academic Management

( s of February 2018, there is a total of 64 international students enrolled for the
rgraduate programs. Thus, from that population number of international students
the undergraduate level, a sample size could be calculated and determined by that

number in order to conduct a survey.
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For this case research, the population size has been determined by using the
sample size formula based on desired accuracy with confidence level of 95% th

al. (2010) in (Taherdoost, 2017). The description of minimum amount of@ size

=N

Table 2.5: Sample size based on Desired Accuracy with Conf%{evel of 95%

subset from population displayed as in Table 2.5.

-

Variance of the population P=50%

Confidence level=95%
Margin of error
Population Size 5 3 1
50 44 48 50
75 63 70 74
100 79 91 99
150 108 132 148
200 132 168 196
\\') \ ourc@aherdoost, 2017)
AN

- ? & -
Based on the Table for sampﬁg of gespondgnts as d}'})layed in Table 2.5, the
“ t

size of population respondents\ eop@‘ﬁé ideal sample size is in the
N

range of 44 to 63 respo&nts% oweve‘ sinc thF r@r of respondents was reachable

and accessible, it is better inclq{ ntértﬁ}onal undergraduate students which

refers to 64 resp@qua lo 1 /o(tota@pulation) of the international students’

o)
population fo@us rotp ly's'sufdg.

$ihons
2.5.5 ch Inst
N\ oY

election of instrumentation is important that drives a desire result aligned with

een 5

4/‘7/0

ective of this study. According to Creswell (2012), the instrumentation selection
IS Important process that resembles the reality aspects that turns into specific numbers

and values that can be interpreted accordingly. The researcher had to review past
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researchers that had already done the research in order to construct the questionnaire.

Therefore, research instrumentation (questionnaires) has been adopted from p

study conducted by (Spearman et al., 2016) on ‘Factors Influencing Stude(%m'nent

and Choice of University’ and (Bukhari et al., 2018) under the researcf&\/lodelling
the Information-Seeking Behaviour of International Students in Thg Use of Social
Media in Malaysia’. The justification of these instrumentationNaction is due to

several reasons such as:

i.  The questionnaire constructed is depicted, the inite ide t'has‘qbeen
| | | &
discovered previously. A
jecti this r .

ii.  The questionnaire constructed is fit wi

According to the justification li
applied in the study since it has bi
questionnaire practically used a ra’?an
Further action has been taken t}Mrdi @i ir{t&(r,nent chosen into one design
of questionnaire. The q% ire dev’lgﬁ} nb@ed with different segments that
could ease the process of data A he ngt ocess. In Section A, it is to explore
the @r, age, and home country.

!
, dS &hrea pertaining the platform of choosing

respondents’ de

universi tkonsij-ts DOJ
)(,y ’
at re

Scales presents 1-Stronq¥$.isagree, 2-Disagree, 3- Neutral, 4-Agree and 5-

N
N Agree. Likert scales are employed as it has the advantage that the respondent
n

ues@\ﬂs. This study chooses specific 5 Point-Likert

ot expect a simple yes or no answer from the respondent, but rather allow for

Qgrees of opinion, and even no opinion at all (Joshi et al., 2015). It is a psychometric

scale usually included in research that deployed in questionnaire (Martin et al., 2018).



Therefore, quantitative data is obtained, which means that the data can be analysed with
relative ease. In addition, the Five Point-Likert scales is employed in this stu?!o
ensure that the response rate and response quality increased and it is rel@asier
for respondents to understand (Joshi et al., 2015). Besides that, the agreG&term uses
in the questionnaires as it allows respondents to answer more preciselygand it provides

with more nuanced survey responses to analyse (Joshi et al., 2015) it is commonly

used to ask participants to rate a set of attitude statements usi icals's with common
categories and in attitude measurement (Van der Linden,2016). .\d
®
N o | X
The questionnaire is constructed is in English 1 ge. Accordi #) i{hy Role
2 il

of English in Present Day Higher Education,” ( 20107) ish.@ﬁuage has

\'n ba@g,. education,
=

become an important language in many#sect

manufacturing, and services. \:' ,
256 Validity %j 'R

Validity refers to the dish W] e stru@ can quantify the differences
between individuals o%o truct, Qne s ;J to@asure. According to Taherdoost
4
\?sc le to

(2016), validity ca defined|a g;gs,ure the correctness of the research.
In this case resQémte Qwas@@rmined by an in-depth literature review
and the usa %idate erv ir!gtr@e ts from previous research. It was conducted
to guaramteg that the ifstru Fts c \d the concepts intended for this study. Next, the

inst ts were examined and@#proved by the Panels of Supervisors for Marketing
N

}bCommittee of Faculty of Economics and Muamalat, USIM in order to ensure

Gsontent and face validity.
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Their comments were provided below:

i.  Language: Panels have suggested that the language used in the quw%aire

should be proofread in a way to capture respondent’s understandifg.
11 points for

ii.  Font: In the beginning, the researcher used Arial font

questionnaire instruments that resulted in excess in pages,and psychologically,

it will affect the respondent's mood of answering the ?ﬁbnnaire. Thus, the

panels have recommended that the font should be to Q?w Roman

e respo t6 answer.
][

and 12 points for questionnaire instrument to ease

According to (Aggarwal & Vaidyanathan} 6; Li et al., 7),'1"?;)5, New
0 4

Roman with 12 points in size will helpWes Nﬁ‘{t eyes @’elax while
reading all questions. c\/ é

iii.  All the title of the questionnaires t bein En to K@misunderstanding

-

-

either to the researcher or ondents.

A
é S

o
iv.  Set of questionnaires K witfw%e}l n@ to help the researcher to
id rep 1

tons of the same respondent.

analyse information?ﬁ’and f/o
! q
Once the instru%ave& |dﬂt@/t e necessary amendment to the

instrument was made based on [he re mmend%ion given by the Panels of Supervisors

N
for Marketin e Commit .’The &‘)uéctions to the instrument are important to
avoid any i d misunderstandi out the questionnaire in the fieldwork. Next,
4
istoc &vpilot stu prilGr tothfieIdwork.
N
S
Pilot Study

0 Before the process of collecting data took place, a pilot study has been carried out.

A pilot study refers to the mini version of a full-scale study or a trial run conduct in



planning of the whole study. It is also known as a ‘feasibility’ of the study. Gay et al.
(2011) stated that pilot study is conducted to ensure the researchers are able to |??ut
valuable data. The measuring instruments used to collect those data must t@%fhvalld
and reliable. In addition, it also serves as a platform to verify appropriﬂ%rument in
collecting data for the actual study. Y'
A pilot study is an approach that has been implemente irwase research by
¥

utilising a questionnaires instrument. Generally, ten ( ondtnts among the

international students were involved in the pilot study. Although itywa Lquantlty,
it has the same preferences in the actual study (EI et al., 2016 4cc g to
Eldridge et al. (2016), a small number of respon ound ) peop\3~s needed
in a pilot study. The systematic practice of a ot dy uI to h@g:e researcher
to understand the process of conduct| su ey 2017 Heaton et
al., 2016; Johnston et al., 2017; Ped e aI,2 &

N
Further, all information c%fro tudagg?analysed using the IBM
- %
ai

SPSS 23 to identify the reli re@ta obtained by using internal

% ici pha blso)nown as Cronbach's Alpha co-
s
efficiency. Cronbacl%l) stelt W the ﬁu%g of Alpha Cronbach are more than

0.70 it means that th esti

may lead to w al look

Alpha v% ionally_pe }med t&st the consistent quality and consistency of the
onﬁflcam part of the meaéyfements which will be gained from an exploratory

eleme examlnatlon. An outcome of 0.70 or more was acknowledged as a cut-off point

0 js, 2004). See Table 2.6.

consistency reliability

acceﬁgd and reliable. Furthermore, a pilot study

the' C% istent quality of the instrument. Cronbach's

3
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The result of the pilot test provided helpful information on the questionnaire
design, wording, and measurement scales. Thus, it gives a clear picture to the res r

to plan and execute on fieldwork based on the time obtained. (q\

Table 2.6: Reliability Analysis of the Dimension

Variable Cronbach’s Alpha N &f Items

Platform of Choosing University 0.882 16

The validity and reliability test were necessary t@m t@?vent used
were fully examined and consistent with the allocated time (Lee & uh @‘16).
o | , | &
Validity is a vital venture at the present examinat aying }Itﬂ mind to V\‘Iz@ther the

exploration is qualitative or quantitative (Cresw&& C \SOQ y?’
Creswell (2008) stated that reliabil@@ q ran gquality when

the scores from an instrument are stead d reliabl

(2016) characterized dependabilityaas ta con%o the*scores obtained and how
6 7 ,{_—;
predictable they are, for every&' ant invelve intkﬂegearch.
N

2.5.8 Data Collectio%Y-\‘.’Dj‘.tf

O

This sectio Med a'Jout the met used to gather information from the
N

respondents i Mto eet th o}kc I Therefore, the questionnaires have been

used to co@e survey i Iié—’
£ . . . .

of using est!%nr@/@s is to collect information about the same variables

or €haracteristics from some cﬁ'ses where the result is a data matrix or a structured or

%ular set of data. As such, it begins with determining a set of questionnaires that

prrised of demographic and platform of choosing university.

94



In conducting the data collection of marketing case research, the survey was
conducted on 1% February 2018. The established questionnaires are distributedwg
international undergraduate students. Since there were about 64 internatio@ments,
the researcher took an initiative to approach them individually. The ﬁéqwhy this

kind of approach was used mainly to ensure that the questions asked inthe questionnaire

are well understood and if there any issues in understandi Mestionnaire, the
researcher would explain it directly. For each respondent, r&;kr for answer all
the questions was about 5-10 minutes. Once completed, esearche :j through
all the questions to avoid any missing or unanswered ions. In orde toko.@'e‘i; 64

N

respondents, it took a week to be completed.?gg, afterfa inf% tion was
obtained, it drove the researcher to screentand alualf béfare da lysis can be

commenced. % é
N A
Tl O

2.6 Data Analysis % %
&
2.6.1 Introduction \ l¥§
Students from %e:ent c‘g gtrj J,tha?%nstitute the total number of
N 7
e

undergraduate inte Wal Stlld uUslI ve been chosen for the study. This
involves the desgription o i . DesCriptive statistics is used to measure or
summarizedstbe available data p sent'\@graph,chart or tables. Mostly, it implicates the
means % ndard jon.YFyx?thermore, this subtopic also prescribed the

dembg&ric data, which incl \,the gender, age and country. It will be essential for

—9

G

ar \g and displaying the data.
Q Information data analysis was divided into descriptive statistics. The information
ata was coded into and analysed with the IBM SPSS 23. The information data obtained
are analysed by using descriptive statistic.
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In achieving the research objectives, the case research used percentage,
frequency, mean and standard deviation as representative of the deSCI’Iptlw
analysis. According to Kim et al. (2017), in conducting a descriptive @ the
information that has been obtained need to be in a set of data. Meanwthqordlng to
(Devlieger et al., 2016), mean used to analyse each score in the diStribution. The
standard deviation was conducted to measure the data dispersio ey et al., 2017).
Since this case research was conducted to discover the mo sX\/'e rl‘larketlng tool in
attracting more potential international students, it is im nt to ha ndlngs for

the Management of USIM to take a necessary action sting the ketlrl@tegy

¥
*1 é\
)

Descriptive analysis was utllls establis ?uar gﬁksearch data received.
The descriptive analysis for th to nﬂ/estl euthe<Q rred choice of source of
information by the students.i |n on o IM and will be explained by

i
the number of the resM ), me 1 st a{r |at|0n and the number of items.

/‘z

to the maximum.

2.6.2 Findings Derived from the

/§~
‘4

This section was to fy res]r . dem hIC profiles who are the participants
in this study. & (§Q
' 27 6
(./
2.6.2. 1 raphnc r e of QSpondents

e 2 7 shows the d@gjraphlc profile of respondents collected from the
ubjects’ characteristics and background information such as gender, age and

try were collected from total sample of (N=64) students that participated in this
vey The gender shows, female has the highest percentage with 65.6% (N=42) while

male respondents are 34.4% (N=22).
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For the age range, the age range between 18 to 20 is 78.1% (N=50). The age range
between 21 to 23 years old and age range between 24 to 26 years old were th
with 9.4% (N=6) respectively while respondents more than 26 years old i@V:Z)
only. Lastly, for the respondent’s country of origin, Asia countries hﬂ'&orded the
highest number of percentages which is 76.6% (N=49) followed byWn countries

which 15.6% (N=10) and Middle East countries was 7.8% (N:S\,i.

Description Frequency Perc
Gender Female 4 5.'% b}‘
Male 2 3;1.\4{?
Age 18-20 78:19
21-23 q NG

9%
24-26 NV 6 N %4%
More than 26 % 2
Country Asia Countries \

African Countrie \m\? 'd& 15.6%
Middle East Counteies . AN 7.8%
L o,
“« Q-
&
N ¥ AN
2.6.2.2 To Investigate t)YF!ferrii Chuice of rce of Information by the
"~
Students in %ng nformati rafo%) IM
Based on@ding ;

of t é@spondents chose social media as their

Sy

!
a@}n about the university with 14 respondents

preferred mito obtai
Y
answer% and/8 Wdemﬁnswered Strongly Agree. For both answers, the

Yv

cu e percentage are 21{%"@ Agree and 54.7% for Strongly Agree. Overall,
‘@n is 4.31 (SD=.833). Next, the respondents also tend to search information on
@ ebsite of the university with majority of the respondents answered Agree with 16
espondents (25%) and Strongly Agree with 34 respondents (53.1%) with the total mean

is 4.25 (SD=.976).
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Furthermore, it is noticed that respondents less preferred to find any information
about the university from the newspaper advertisement with Strongly Disagre(?n,
%=14.1), Disagree (N=7, %=10.9), Neutral (N=18, %=28.1), Agree (N=7, %=10.9) and
Strongly Agree (N=23, %= 35.9). Collectively, the total mean is 3.44 ( 35) while
the least preferred medium as source of information is advertisement?'atrespondents
received via a cell phone with Strongly Disagree (N=3, %=4.7),NDisagree (N=24,
%=37.5), Neutral (N=23, %=35.9), Agree (N=2, %=3.1) X):gl'/ Agree (N=12,

%= 18.8). The mean result is 3.42 (SD=1.139).

j &
Table 2.8: Preferred Source of Informa Choosing U ersr%'\
: -
C \ Y

Descriptive StT - —
N ini M Me‘e@\%d. Deviation
AL 4 3
XL
Cabs

Information found in social media .833

Y,
Searching information in university website x 1 976
The university advertisements on biIIboar%f \? ,<\ 4.20 1.011

505" 410 756

[N

Reading the university’s brochures 4 @ 3

Publications distributed at schools \ 64 2 ! A@ 4.06 941
The school’s visit to a universit N, 5 4.05 1.147
A teacher at school ’:4 2 0. 5 4.03 1.234
Reading information on otmites P 4 3240 5 3.91 1.019
The university adverti M in ma';azi\64 5 3.80 1.299
A close friend K 64 & 1 5 3.75 1.405
Talking to othe@bou universi s‘,' (A)(J 1 5 3.72 1.253
A visit to t@ y’s open d ,&54 1 5 3.64 1.587
Parents/gliardia b o D');' ﬂé\ 64 1 5 3.53 1.553
The universityradvertisements on radio\s~ 64 1 5 3.27 1.483
Adyverti nts in newspapers \ 64 1 5 3.44 1.435
A ments received via a cell phone 64 1 5 3.42 1.139

0 id N (listwise) 64
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Item N Strongly  Disagree  Neutral Agree Strongly

Disagree Agree
Information found 64 N=15 N=14 N=
in social media (23.4%) (21.9) ( .702
Searching 64 N=2 N=12 N=16 k
information in (3.1%) (18.8%) (25.0%) .19%)
university website
The university 64 N=2 N=15 N=13 =34
advertisements on (2.0%) (23.4%) (20. (53.1%)
billboards Q
Reading the 64 N=12 =24 N=28
university’s (18.8%) w (43.8%)
brochures
Publications 64 N=9 =13 N=28
distributed at (14.0%) 0.3%‘ (43.8%)
schools
The school’s visit 64 N=3 N=2 11 N=3
to a university (4.7%) (1.0%) . (50@
A teacher at school 64 bﬁg
%)
Reading 64 =22
information on 34.4%)
other websites
The university 64 N=31
advertisements in (48.4%)
magazines
A close friend 64 N=33
(51.6%)
Talking to other 64 N=23

people about (21.9%) (35.9%)

universities \51
A visit to the 64 =12 ’ N=11 N=5 N=32
university’s open .8%) .2%) (7.8%) (50.0%)
day
Parents/guardians % N=13¢ N=8 N=14 N=25
(203%) ¥ (63 (125%) (21.9%)  (39.1%)
=1 = N=20 N=5 N=21

The university \

advertisements . K 0)] (31.3%) (7.8%) (32.8%)

radio \ ! (J

Advertisemehis, ’ ? CN=7 N=18 N=7 N=23
4lw)( ) (109%)  (28.1%) (109%)  (35.9%)

=3 N=24 N=23 N=2 N=12
(37.5%)  (35.9%)  (3.1%)  (18.8%)

iscussion on the Findings

Based on the finding’s outcome in Table 2.8, most of the respondents chose social

media as their preferred medium to obtain information about the university with the
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cumulative percentage of 21.9% for Agree and 54.7% for Strongly Agree. It explicitly
explained that the social media platform been chosen by the current mter?ﬂul
students of USIM as their preferred choice of information channel as soci \a has
become an essential part in their daily lives. Hence, the mplementaﬂorﬂA@lal media
as a new marketing tool for USIM is important in order to increaseW’s visibility
towards potential international students. The usage of social mewh as Facebook,
Instagram or Twitter can help international students to acc gf:rr"latlon on USIM.

These platforms of social media can give a sighificant jim attractlng
potential students from abroad in enrolling themselve SIM. There rq |&haps the

enrolment of the students for the university and sdstai the\éfél of lvy

League university.
It is recommended that USIM e y gage |n ial m appllcatlons that
can help to boost the branding of th er3|ty 0 s I media is effectively

proven. Therefore, a strong pm%or umvers to % omal media to create a
coIIa

culture of involvement, int , shl tion to increase their visible

exposure and encoura uden en{
L7

2.8 Models a ul @ i@%

There ious ark g‘qoaﬂfj d models across the marketing discipline
which ked

N
‘;ganla@ns to develop their action plan to achieve their

)

wever for this case r%'e’arch the Segmentation, Targeting and Positioning

( odel and the 7Ps Marketing Mix Model are seen as the most appropriate models
used due to its principles to overcome the existing scenario by comprehensively
ntlfylng and analysing the capability of organisation to accomplish the desired

outcome.
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2.8.1 Segmentation, Targeting and Positioning (STP) Model

Segmentation, Targeting and Positioning (STP) in contemporary marketing’is a
common strategic approach. It is one of the most employed con‘uy\tions
frameworks in practice. The STP model as shown in Figure 2.7 is valuablefer creating
marketing communications plans as it helps marketers to plan, develop strategies and
communicate personalized and relevant messages to different MS. The model is
an audience-focused rather than product-focused ﬁ ' to marketing
communications which helps deliver more relevant sa s\bxdn;nercially

N4
appealing audiences. Through segmentation, or atien can fidenti 'ni with

specific needs, mature markets to find new ers% ore{&ﬁsed and
.9

n seg&tation market
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Market Segmentation
¢ Identify bases for segmentation
e Determine important characteristics of each market

segment
a i )
Market Targeting
¢ Evaluate potential and commercial attractiveness of each
segments
* Select one or more segments
& = J
\
Product Positioning
* Develop detailed product positioning for selected
segments
® Develop a marketing mix for each selected segment y

~\' Source: Hanlon (2019)

Figure 2.7: @;n T@ @tlonmg (STP) Model
NN
N ?: &
@,
b z
VA
3
\C?

(s
&
S
S
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2.8.2 Service Marketing Mix 7Ps Model

PX‘OCCSS

Promotion Physical \/
darget\ cvidence
Market —
Product ! v

Place I '\d
o

| &

Source: Booms and Bitner (1981) a evelo?ec‘for e Cugton_?t Study

)
Figure 2.8: Market%%ix M \ ?Y'
Service marketing is a business@wat focus @‘@/sical, intangible
nn

no

items. It is used to promote a comp%benefitsxtc ,bQ een, touched, or felt.
N\,

The major goal of service mari%to stﬂang imarketing capabilities while also

improving production val Nst ions 'A.In early 1960s’, the 4Ps in

service marketing mi% as (} elo (} by@Carthy. The 4Ps comprised of
&

Product, Place, P@Peop‘e. ing ﬁbe model, these four elements are the
fo

basis and essenti ark nde ing a marketing strategy and producing

I
¢
marketing p %the oluti Jm&r}k ting has given rise over the period of time,
N
céma }modd!%

the 7Ps% shown in Figure 2.8 was developed by Booms
Y-v

*

59

rketi

and Bi in 1981. In order t :B?dgnise the importance of human factor in marketing,

t%g ed ‘People ’to the list of existing components and added ‘Process’ and ‘Physical
vidaen

ce’ to represent the fact that unlike physical products as evidence, are

Xperienced as a process at the time of purchase. It is a term for explaining the different
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types of decisions that businesses need to take to market a product or service in the
process (Baker, 2016). Yv

The 7Ps are one way of probably the best-known way to describe tle_%wtmg
mix. Those are Product, Place, Price, Promotion, People, Process, Phﬂ&ewdence
and the introduction of new ‘P’. A new 'P' in this model is 'Piety.' lm\aracterized
by the act of worship and behaviour as a firm belief in God or in religion. Consumer
piety influences marketing principles and behaviours as m ‘Y'

mst'uments (Shiraz,

2017). It also means that each action is based on piety t ds th A and uses
the source of wisdom. In a marketing context, %umver ity’ taffs e the
stakeholders in promoting the university w phol t mlc‘\}mes as in

ill
line with the university’s tagline in 1ntegr li now@;{;not only in

the academic programmes but also e eart a (@‘re workforce.The

,@Mces to the clients. In

this context, students are the cI e st S0 uni ty must be honest under

workforce of any organisation is th raI par N% i

R o

ho believe! Eatn Y;our property among yourselves in vanities:
et there be amongstwou traffic and trade by mutual good-will: Nor

ill (or destroy) yourselves: for verily Allah hath been to you Most

erciful ”.

0 (Al- Qur’an. Al-Nisa 4: 29)

Tafsir Ibn Kathir interpreted the verse; as Allah, the Exalted and Most Honoured,

prohibits His believing servants from illegally acquiring each other's property using
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various dishonest methods such as riba, gambling and other wicked methods that appear

to be legal, but Allah knows that, in reality, those involved seek to deal in interT

2.9 Potential Impact and Recommend Solution to the Organisati :

2.9.1 Impact of social media Q

In compliance with this model, USIM should establish ed social media
posting that highlight both issues to draw more attentio targeted audiences.
Instagram posting showing activities related to these two es OMJO ded to
ensure a constant engagement. Frequent Facebo 0Sts on alumnpigact v@ could
further increase visibility and promote the crea testi gnl riesmﬁjgh viral

T
cam& life or in the
4&

draw the gféntior{ofjpotential students.

perspectives. YouTube video sharing in EE internatio
activities of other international studentM

As more students use social nec‘o)s such a&a ra ,fa\cebook, YouTube and

C.)
others and rely on them for crd@cis’ ns, support f@these media is becoming
X
increasingly important. Un?;\ 016)-aeknowledge this by stating that
social media platform%

routes as they stor:

audience of theh{ke

o@itable than other advertisement

&

re that marketing reaches the target

the platfor promote goo ice§, information and ideas (Fernandez et al., 2019;
Rodny-‘%,zmﬁ yftenY~ costly than printing and TV marketing.
N
S

roduct: USIM offers 32 unique undergraduate programmes to choose from, and

2.%\7% of Marketing Mix
S

all of them integrate the Nagli and Agli knowledge. In fact, USIM adopts a balanced

approach between the physical and spiritual aspects, not only in the academic
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programmes offered but is widely practiced throughout the university including the
administration and management levels. Moreover, USIM offers a unique model?&e
Islamic higher education, setting it apart from other Islamic universities wo cm The
integration of religious sciences together with the social and physical SGA@ in all its
programs provides a comprehensive understanding of current global” problems and
offers a fresh alternative in solving them. \,

Price: The tuition fees imposed to the international me 'at a competitive
rate and it is considered cheap comparing with other lo niver iti‘é&qdrliversities
ing thelinte tifni@‘d;nts
as wel un,'Q//K?sity also
\to elig@'ovi;\temational

eler@f*of the marketing

abroad. This element is significant when it comes to a

as they are comparing USIM with other uni

[%2]
—
[
o
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>
~—+
»
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>
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o
=
Q
D
@
@D
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@D
>
~—+
at
<
—t
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o
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mix. Thus, it should be clear that, %m consideri ?‘ efS"concerns are not less
N

important than considering se%ncerﬁ‘. In Islam, A@"a?ﬁ is the Pricer. Prophet
S"
N

Muhammad (PBUH) said i h&:
5_?(' l 53

“Allah is the Pricer,; Allah provides} arh% withholds it, and | hope to meet
intS thatl have been unjust to money or blood”.

&

Place: T Mti n,of ‘th e'rsiL)y(is\.n pproximately 30 kilometres to the Kuala
fa ’

Lumpur Ir@i’ al Airport ( LIA,)@pd USIM is the only local university situated

closest Wirpo : otfetic@ USIM is ‘the closest university to home’. The

N
tr cation of the unive‘rs‘@ is one of the strengths to promote the university to

@mal students who are reluctant to travel far from their home.

Promotion: It refers to the medium which promotions and advertisements are

(%]

being carried out. This is extremely important after setting up the organisations as its

growth purely depends on promotional element. “An image is worth a thousand word”
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means the powerful role of great photos and beautiful images gets greater attention from
the consumer. For example, a social media posting, a selfie photo during the registrati

day, showing a group of international students from a variety of countrie@ﬂling
and happy to be at their new “home” would certainly attract more inte ong other
prospects, as compared to paragraph of writings describing the s<¥ﬁ~o. In fact, it
speaks better than words and is a psychological approach to t eMof the potential
students. Marketing of any products and services are mde'd deceiving or
misleading. In Islam, sellers and buyers are accountab Alla BM-ES should
. “In the ('tigf}f‘r any
roducts. d, a%%rms and

an(b\att ting q@?‘iges to them,

which they do not possess, unfounded s:ati>ns and fa tirr@’are condemned .

It has been emphasized in the Holy %v Sura b 3‘Kebrse 58.
N
“ ;

be fair and honest when dealing in marketing acti

products, there should be no hiding any defect.

shapes of false assertions, overpraising p

‘And those who
[somethin hert

themselves,a slander and m
\ :

’

Tafsif Thn Kathir m?r eted\ message behind the verse; “Allah warns and

threat % who 5‘n Y Him b ing against His commands and doing that which
H

nd Dbelieving women for
ned have certainly born upon

(Al- Qur’an. Al-Ahzab 33:58)

N
a idden, and who pe?s(ia in doing so, and those who annoy His Messenger by

‘é\g him of having faults or shortcomings” (Tafsir Ibn Kathir). It is not permissible

Over praise a product or service or exaggerate about them. Swearing in the name of

Allah in order to promote products and persuade buyers to purchase the goods is not

just allowed but deprive God’s blessings.
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People: The way how people, and this context are the staff of the university who
act as the frontliner of the university should always show the best hosw,
professional advice, and excellent customer service towards the stakehold@iving
the best services to them. This is the intangible element which could een but it
can be felt in the mind and heart of the people. It is also including representative

from the university to promote the university throughout the domestie/and international
market. z

Process: This is the most crucial part whereby, progess dling the
®

immigrati mptt@r‘ the

prospective students from their home countrygdi ir % SI%‘@ould be
arranged and conducted in a very professi W asd?e students q@cggsider as the
O

admission process, issues pertaining student pass, vis

ambassador’s, representing their resp e countries.

Physical Evidence: Upon ente@jhe main\f!mgu M:\&building with its blue
N
dome as a significant Iandma%earlf‘visi Mpo&@ering the campus. The

uniqueness of the building and ot fa]| vide% the stakeholders clearly can
be witnessed once the%(ive students Feaéh SIM and will be a memorable,
P 4

'3
shareable, and evenﬁ@rkablf. : ghysical evidence in marketing mix

context could a@ﬂran E«:Blye vé;ﬁﬂity of an institution via the electronic
t

[
pIatform.This%j mean the sig'naccj yout of the institution’s website.
N

%: 4 u): %
2.9.2 Seg entation,Target@z;d Positioning (STP) Model
N

\Eor this case research, the Segmentation, Targeting and Positioning (STP) Model

& used as the significant model as it gives a better perspective on how to deliver the
u

dy in achieving the objectives and its application has been proven to be effective in

increasing USIM’s presence and visibility among the targeted group of international
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students. The Segmentation, Targeting and Positioning (STP) model has helped to
identify the relevant segment market and target group of international studentsw
case research. By implementing and executing on segmentation market trve
marketing message, the university may identify niches with specific n%d mature

markets for potential new students. Favourable conditions such as % same ethnic,

cultural aspect and positive feedbacks received from the administrators on their

academic achievement performance, have made Singapo ideal market to be

segmentized and targeted for this case research. Bei ec nw the most
®

s forfa mo 'eh&ﬁ%‘t?‘and
U\/WI has the

reans,éh‘g.vrsrbrlrty of
e se@‘ed market for this

i g@nent of undergraduate
N

student enrolment from Singa he pﬁ‘s ars fully engage and utilize

social media sites as USI ma tlnt entl and knowing which specific
onl

social media applrcatu% g com s(e he targeted market, in this case
Tyl

study, Srngapore is other ker gu erng that online marketing will be
successful.

There \A&@wlyt ee (3 tuJené?Jm Singapore that enrolled in USIM in year
2015, a% tght (8) Students en@d in year 2016 and four (4) students enrolled in

year 0 ial media has hr%ﬁ utilised and it has been identified as one of the

e ways to reach this millennial audience. With the usage of social media
Q orms as the marketing tool, the number of Singapore students increased to eleven
1) students in the academic session intake for year 2018/2019 and in the academic
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session intake for year 2019/2020, another seven (7) students enrolled into the

undergraduate programs in USIM. T
2.10 Conclusion Aj

In the millennia era and the arrival of Industrial Revolutiong4.0, from the

marketing perspective, it has been proven from the analysis tha bm the new media,
aé

particularly the social media as one of the marketing tools a siFnificant impact

. This Mported by
@

o Ny
Greenwood et al., (2016) which claimed that internat students use oflalfrg iato

on international students’ decision in choosing a univ

help in the university decision-making process. 4 \/‘T

i ia pla@&: is showing

to Q?'np its marketing

The application of new marketing tow SS
a much faster effect. To stay competitive, aIM will
p‘l\%style. Social media is

strategies, coincide with the youngeﬁeration \r&s a

one of the digital marketing straiegi nowmto have a ma}q(?mpact in the daily life of

&
the generation Z. Putra (20 Eribj eration Z%hose who born in year 1995

or later. By manipulat% igital
fold increase from ancesto[ : '%(;%e research has been structured to
recognize the behaviour of \bﬁ't int r%ﬁonal students and prospective students
in their choi u%form tioT’I S rog a@‘m acquiring further information about USIM.

Y
USIM nee follow Fmati@proach and a well plan strategy that has been
X
te

.

c ities, indeed, social media sites are great platforms for USIM to share its positive

in attracting @rﬁal students. With all these social networking

tudying experience with prospect students and USIM can further make use of the
formation stored on those social media sites to attempt other targeted user, for

example in other country with their brand. Social media should be regarded as an
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integral part of an organisation’s integrated marketing strategy and should not be taken
lightly. From this case research, the social media platform has been chosen
current international students of USIM as their preferred choice of informa(o‘g\jhnnel.
Having the capability of sharing any information at light spee t massive
coverage, indeed, social media sites are a great platform for USIMfto enhance its

ents and USIM

presence and visibility in the international education market by shafing their current
international students positive studying experience with ez stui

can further make use of the information stored on thes ial mediassiteSito improve

"X
ountrys Ko t@(}@stated

other targeted user experience with their brand to ano

of anforgani€ation’sintegrated

v

also reveals

that social media should be regarded as an esse

>

marketing strategy and should not be take ' Fur&‘er e, the

that by using social media as the markm 'foa may hav ssi@hpact on selecting
a university for international stude@%/hile re \eh?nd y@es have shown that it

N
may also be affected by specifi% inclﬂding I rna(liéa external factors such as

self-esteem, socio economi (hlioni ationéﬁ need to obtain proper work

opportunities, family |%:c social and nvfroobental factors, and non-traditional
’ ¢ &

\gua antegh.at they meet their target populations

. N

0 O

|al"m%‘i;a)latform such as Instagram, Facebook, and

Y
YouTul% een jdentifi ain social media platform. The easiest way to

@; a dedicated online customer service marketer, whose job is to publish daily
d regular basis and most significantly to suite and offer instant input on all reviews
n

d give immediate feedbacks to all received comments and enquiries obtain. Frequent

media throu hich ai

(Domeville & Manlinyro, 2

For the

public opinion interactions and student involvement in social media posts highlight the
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need for USIM to participate regularly in social networking platforms and the
interactive brand communities that they build. On top of that, it is about time fo?h'l
to set up a dedicated entity that focus and aggressively market USI@emic

programme at the international level since as of March 2018, there is gned and
dedicated department in USIM is responsible to carry out th arketing and
promotional activities for the university. \,

In fact, this case research will be beneficial to the u R;s'its findings and

proposed solution would allow the university to use arketi th IS more

Ay
relevant to the millennial generation. A more digital%arketi ap afhiﬁé’uding
engaging and sharing information through the?} ediadpl S a@@en to be

a ule

oﬁ\thu an in@g.e in number
of student enrolment would increase tN :ve}ity’s reve nd @?& to strengthen its

financial stability. >\y? ,<\

N
As all universities comp vinc‘é m prospeq(:%ternational students for

&

enrolments, new and under thers' chias USI@heeds to play the same game
but with a different ma@W fe f§urable to the younger generation
to gain better impa %rms o{ ‘. moriéus%/ence awareness and engaging more
interest among the potential \?:P'he ce/%éntional way of sharing information such

[ ]
as road tours hhibi on m no' Iocéa be attractive to the students and the results
% o
of these% ing activities'takes a@ger time to show its effectiveness. Likewise, in

th@lc universities in Ma@éia like UTM, UM, USM have successfully taken
N

more successful in attracting their interest.

o

%o

o

adwantage of comparatively using social media to share information, being used as one

d e information sharing platform and use as a promotional tool. However, it has not
e

en proven if this platform has any significant impact in attracting enrolments from

international students. This is due to most of the universities having a significant budget
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allocation for carrying out promotional event activities abroad. Some universities even
hired international recruitment agents and set up a special office in specific c?ﬂ'zs
for the purpose of directly engaging promotional activities. q

In sum, the case research has managed to meet the all the objeeﬂ&From the
findings and analysis, it was found, the visibility of USIM among ‘the international
students has not been projected through appropriate marketing %. ch is substantial

As a conclusion, the new marketing tool, which e soci IWrovides a
(3

in approaching the millennials.

better source for information sharing in terms of its

iveness in reacti n@;rds

the targeted students. Social media are the

pr% nneQETsourcing

i ion, ope, ;@3:9 it a better
solution for USIM for its marketing em ;/eass and co |C|@*The technology-

Aenhance its presence

based platform can be adopted to SI ’s
and visibility among the Iar%al educati .marétg(?By increasing USIM’s
international presence, this_co bj € ctlve to attract more potential
international students% into USIM de iCc rograms The details outcome,
overall benefit g nd conir f th| e research towards the organisation
will be presente in pte |velyiQ
| (.z
o'
"V)" : 3
S
N

4}-
N
S
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Appendix 9: Result Findings: Marketing Case research (CASE 1)

Reliability

Platform of Choosing University

Cronbach's Alpha N of Items
.882 16
Frequency
Gender
Frequency Percent Valid Percent Climulative Percent
Male 22 34.4 34.4 34.4
Valid Female 42 65.6 65.6 100.0
Total 64 100.0 100:0
Age
Frequency Percent Valid Percent | €timulativeRercent
Valid 18 - 20 Years Old 50 78.1 78.1 781
21-23 Years Old 6 9.4 9.4 87.5
24 -26 Years Old 6 9.4 9.4 96.9
>26 Years Old 2 8.1 3.1 100.0
Total 64 100.0 100.0
Country
Frequenay Percent Valid Rergent Cumulative Percent
Asia 49 6.6 766 76.6
Valid African 10 15.6 15,6 92.2
Middle East 5 78 7.8 100.0
Total 64 100.0 100.0
Infarmation found in sacial mMedia
Frequency Percent Valid Percent Cumulative Percent
Neutral 15 234 234 23.4
Valid Agree 14 2149 21.9 45.3
Strongly-Agree 35 54.7 54.7 100.0
Total 64 100.0 100.0

Searchifng information in university’s website

Frequency Percent Valid Percent Cumulative Percent
Strongly Disagree 2 31 31 31
Neutral 12 18.8 18.8 21.9
Valid “yagree 16 25.0 25.0 46.9
Strongly Agree 34 53.1 53.1 100.0
Total 64 100.0 100.0
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The university advertisements on billboards

Frequency Percent Valid Percent Cumulative Pekeent
Strongly Disagree 2 31 31 3.1
Neutral 15 23.4 23.4 26.6
Valid  Agree 13 20.3 20.3 46.9
Strongly Agree 34 53.1 531 100.0
Total 64 100.0 100.0
A visit to the university’s open day
Frequency Percent Valid Pefeentmsy) Cumulative Percent
Strongly Disagree 12 188 18.8 188
Disagree 4 6.3 6.3 25.0
Valid Neutral 11 17.2 17.2 42.2
Agree 5 7.8 7.8 500
Strongly Agree 32 50.0 50.0 100.0
Total 64 100.0 100.0
The university advertisementssin magazines
Frequency Percent Valid,Pertent Cumulative Percent
Strongly Disagree 3 . 4.7 4.7
Disagree 8 125 12.5 17.2
Valid Neutral 19 29.7 29.7 46.9
Agree 3 4.7 4.7 51.6
Strongly Agree 81 48.4 484 100.0
Total 64 100.0 100.0
Talking'te, other people aboutiniversities
Ereguency Rercent Valid Percent | Cumulative Percent
Strongly Disagree 6 9.4 9.4 9.4
Disagree 2 31 3.1 125
Vvalig  Neutral 19 29.% 29.7 422
Agree 14 219 21.9 64.1
Strongly Agree 23 35.9 35.9 100.0
Total 64 100.0 100.0
Reading,infornfation on other websites
Frequency Percent Valid Percent Cumulative Percent
Neutral 12 18.8 18.8 31.3
Valid  Agree 22 34.4 34.4 65.6
Strongly Agree 22 344 344 100.0
Total 64 100.0 100.0
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The school’s visit to a university

Frequency Percent Valid Percent Cumulative Percent
Strongly Disagree 3 4.7 4.7 4
Disagree 2 3.1 3.1 7.8
. Neutral 16 25.0 25.0 32.8
Valid 5 gree 11 17.2 17.2 50.0
Strongly Agree 32 50.0 50.0 100.0
Total 64 100.0 100.0
Parents/guardians
Frequency Percent Valid Pergent_ | Cumulative Percent
Strongly Disagree 13 20.3 20.3 20.3
Disagree 4 6.3 6.3 26:6
Valid Neutral 8 125 12.5 89.1
Agree 14 21.9 219 60.9
Strongly Agree 25 39.1 39.1 100.0
Total 64 100.0 100.0
A close friend
Frequency Percent Valid Percent” | Cumufative Percent
Strongly Disagree 7 0.9 109 109
Disagree 3 457 4.7 15.6
Valid Neutral 19 29.7 29.7 453
Agree 2 3.k Sl 48.4
Strongly Agree 33 51.6 51.6 100.0
Total 64 100.0 100.0
Readingithe university’s brochures
Frequency Percent Valid Percent Cumulative Percent
Neutral 12 18:8 18.8 18.8
Valid Agree 24 37,5 375 56.3
Strongly Agree 28 43.8 43.8 100.0
Total 64 100.0 100.0
Publications distributed at schools
Frequeney Rercent Valid Percent Cumulative Percent
Digagree 9 14.0 14.0 14.0
Neutral 14 21.9 219 39.1
Valid o Afree 13 203 203 6.3
Strongly Agree 28 43.8 43.8 100.0
Total 64 100.0 100.0
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The university advertisements on radio

Frequency Percent Valid Percent Cumulative Percent
Strongly Disagree 12 188 1838 8
Disagree 6 9.4 9.4 8.1
\/alid] Neutral 20 313 313 4
Agree 5 7.8 7.8 67.
Strongly Agree 21 32.8 32.8 .0
Total 64 100.0 100.0 Y-
A teacher at school
Frequency Percent Valid Per umulative Percent
Disagree 11 17.2 17.2
Neutral 14 219 ' 39.1
Valid Agree 1 16 6 6
Strongly Agree 38 59.4 59. 0070
Total 64 100.0 100.0 '\V‘P
Advertisements in news rs
b i
Frequency Perc Cumﬁbﬂve Percent
W
Strongly Disagree 9 w Q\ 141
Disagree 7 ; 3 250
\alid Neutral 53.1
Agree 64.1
Strongly Agree 100.0
Total
Cumulative Percent
Strongly Disagre 4.7
Disagree 422
\/aliq  Neutral 78.1
Agree \ 81.3
Strongly & 100.0
Total
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Descriptive

Descriptive Statistics

o

N Minimum | Maximum Mean
Information found in social media 64 3 5 4.3 .833
Searching information in university website 64 1 5 .976
The university advertisements on billboards 64
Reading the university’s brochures 64
Publications distributed at schools 64
The school’s visit to a university 64
A teacher at school 64
Reading information on other websites 64
The university advertisements in magazines 64
A close friend 64
Talking to other people about universities 64
A visit to the university’s open day 6
Parents/guardians
The university advertisements on radio 64
Advertisements in newspapers
Advertisements received via a cell phon 64 3.42 1.139

valid N (listwise) \
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