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� Summary � 
 
 
 
As two former exchange students ourselves and studying the International Business and 
Economics program we were appealed by  writing this thesis on commission for the 
International Office at Umeå University. The marketing of education is an area of research still in 
development. This lead us to our problem: 
 
 
In what way do International Offices work to market their exchange programs?  
 
 
The purpose of the study was to get an understanding of how International Offices in Europe 
work to market their exchange programs. We wanted to see and compare how the International 
Offices work to make students go and come on exchange programs. All this to improve the 
knowledge of the International Offices in Europe to become more effective and achieve greater 
success. 
 
 
We started our theory chapter by writing about service marketing: describing a service and how 
to work with it. We continued with theories about the marketing of education. Australia turned 
out to be the country where we found the basis for our study. They are researching the most 
within the marketing of education. Using the theories as a basis we constructed a model called 
‘the European Director’ of how International Offices in Europe work to market their exchange 
programs. 
 
 
The study was done using a qualitative method. Three telephone-, and one face-to-face interview 
were conducted with persons working in International Offices. Our view of knowledge was 
hermeneutical and we had a deductive approach even though somewhat influenced by the 
‘golden middle way’. Our perspective was that of the International Offices. 
 
 
The results of our study were a compilation of our model that we constructed. Placing any IO in 
the head of ‘the European Director’ can tell how an International Office is working on a 
national- and international level towards students, other IOs and other universities. On an 
international level towards students the Internet and student ‘recruiters’ are tools that are used. 
Towards other IO’s and universities the Internet, brochures, personal selling and relationships are 
important. On a national level the Internet towards students is also an important tool, as is also 
personal selling and direct marketing. Towards other IO’s and universities the Internet and 
cooperations in different forms are used. The internationalization and the staff is very important 
in all offices. The internationalization is constantly on their minds and some offices even feel 
great pressure from it. The internationalization is evident in all offices since they all, except one, 
use individual marketing campaigns towards different countries. 
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���� Chapter 1 - Starting Point ���� 

 
In this chapter the reader is first of all told why we chose to do this study. Then a background is given which leads 
up to the problem statement and the purpose of the paper. Limitations are set and then an outline of the paper is 
given to facilitate the reading. 
 

1.1 Choice of Subject 

 
Studying the International Business and Economics Program it was clear to us that we wanted to 
write our thesis stressing on the international part. We also knew that we wanted to write on 
commission. We found a couple of interesting topics on the International Office’s (IO) 
homepage when exploring the Umeå University homepage. The topic about IOs caught our eye 
since we both recently spent a semester abroad ourselves doing Erasmus in Germany and Italy 
and as such had contact with the IOs in those countries. For us going abroad on an exchange 
program comes naturally, willingly and it is also a part of our study program. We are both soon 
going abroad again, this time doing an internship. The world is becoming more internationalized 
and the importance of multi-cultural experiences is valued highly by employers. To our surprise 
this interest seems to be low among students in Umeå. 
 

1.2 Problem Background 

 
”Have you ever wished to live and study abroad? Have you ever wanted to get to know a different culture, study at 
a foreign university, meet new friends, learn another language, all at the same time?”1 
 
The quote above is posted on the European Commission’s website about the Erasmus program 
for students.2 It encourages students to contact their International Relations Office at their 
universities if they want to know more. Every International Office provides a service to students 
by offering exchange programs. In Umeå most of the students go on an exchange called 
ERASMUS which is the higher education section of the SOCRATES II program.3 It seeks to 
enhance mobility and transnational cooperation between universities and its students throughout 
the European Union. The world today is becoming more internationalized and through the 
European Union citizens in Europe have the ability to travel and work as they want. As a result 
of this the integration and movement of people has increased. 
 
The number of Erasmus students from Sweden has decreased every year from 99/00 with a small 
increase by about 30 students in 2004/05.4 According to the general director of The International 
Programs Office it is important to get more Swedish students into exchange programs in 
Europe.5 The number of Swedish students participating in exchange programs has decreased 
when comparing to the rest of Europe. In 2004 approximately 2 700 students went on 
ERASMUS. The Government has set a goal of 3 000 Erasmus students in 2007. The European 
Union is developing a new education program that is set to start in 2007.6 Swedish Erasmus 

                                                 
1 http://ec.europa.eu/education/programmes/socrates/erasmus/students_en.html. 2006-10-31. 

2 Ibid. 

3 Ibid. 

4 http://ec.europa.eu/education/programmes/socrates/erasmus/statisti/table8.pdf. 2006-10-31. 

5 http://www.programkontoret.se/templates/NewsPage____3042.aspx. 2006-10-31. 

6 http://www.programkontoret.se/templates/NewsPage____4604.aspx. 2006-10-31. 
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students are supposed to be 10 000 per year at the end of the program. The statistics in Sweden 
contradict that this will be possible so recruiting really has to be enhanced to be able to achieve 
this goal. 
 
A report for the International Office in Umeå was conducted in the end of 2005 where the 
answer as to how the university could augment the number of outgoing Erasmus students was 
sought.7 More information, more personal information from former Erasmus students, make it 
easier to go abroad and more competent staff were given as answers to the study. Reasons given 
by students as to why they chose not to go abroad were e.g. that it is secure to be at home, the 
economy, the information given is insufficient and that to study another language than English 
can be scary. Another study was also done as a Master’s thesis with the purpose of how Umeå 
University could improve the marketing of their international exchange programs to attract more 
American students.8 Suggestions were made about e.g. strengthening contacts with partner 
universities, mentor contacts for the students, communicate the Swedish high level of English 
skills that the population has etc. 
 
Digging deeper into the area of marketing of education we find that Australia is currently the 
third largest provider of overseas education of students and they have done a lot of research 
about the relationships with their partner universities, especially those in Asia.9,10 Australian 
universities continue to report significant growth in their offshore programs. Universities in other 
parts of the world are similarly engaged or seeking to build such growth.11 Australia is working a 
lot with relationships, marketing and factors as to how the exchange programs work. The way 
they work with the marketing of education in Australia etc. should be different from how we 
work in Europe. Through the European Union we in Europe have different prerequisites 
because the boundaries are open. 
 
A project concerning an international profile and marketing of Umeå University and the city of 
Umeå is going on between 2006-2008 to create the best conditions for a successful marketing of 
education on a European and on a non-European education level.12 The project is carried out by 
the Information Unit and the IO at Umeå University. Umeå University wants to increase the 
number of foreign students that come to the university. According to Per Nilsson, director of the 
IO at Umeå University, incoming exchange students to Umeå University is constantly 
increasing.13 Outgoing students from the university however has decreased the last few years. The 
IO is constantly striving to get better at what they do and the marketing is an important part to 
look at.  
 
Educational institutions that try to be successful in international markets must use a range of 
different activities to attract students from around the world.14 Each European country can work 
on a national level (e.g. foreign language knowledge and skills), a European level (e.g. the 
Erasmus program by student and teacher mobility) and on a global level (e.g. inward mobility of 
foreign students).15 Our study can be of assistance to finding the best ways of marketing 

                                                 
7 Rapport - Hur ökar vi antalet utresande studenter i ERASMUS? Cecilia Lindmark, Sept.-Dec. 2005. 

8 Master’s thesis, The Solar Systems of Services - International Marketing of Education. Linus Berg and Mikael Sundkvist, spring 2004. 

9 Schapper, Jan M. And Susan E. Mayson. Internationalisation of curricula: an alternative to the Taylorisation of academic work. Journal of Higher Education Ploicy & 

Management; Jul2004, Vol. 26 Issue 2, p189-205, 17p. p. 191. 

10 Heffernan, Troy and David Poole, ”In search of ‘‘the vibe’’: Creating effective international education partnerships”. Higher Education, Sep2005, Vol. 50 Issue 2, p223-245, 23p. 

P. 223. 

11 Ibid., p. 225. 

12 Utvecklingsprogram för Umeå universitet, Handlingsplan 2007-2009 med projektbeskrivning, p. 62-63. 

13 Conversation with Per Nilsson, director of the International Office at Umeå University, 2006-10-30. 

14 Mazzarol, Tim, ”Critical success factors for international education marketing”. International Journal of Educational Management; Volume: 12 Issue: 4; 1998. P. 165. 

15 Desjardins, Richard, Garrouste-Norelius, C., and Shawn Mendes. Benchmarking Education and Training Systems in Europe an international comparative study. Institute of 
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education in Europe, an area were the research is lacking. Europe as a whole should be interested 
in our study since the European Union has goals to increase openness, cooperativeness and 
compatibility of the national higher education systems.16 One way of doing this is through the 
Bologna process. Something all students most likely have heard about. The process’ purpose is to 
cooperate inside of Europe to create a common Higher Education, the European Higher 
Education Area.17 The goal is to enhance mobility, promote employmentness and to enhance 
Europe’s power as an education continent. More detailed goals are e.g. to introduce comparable 
degrees mainly through two education levels and a points- and grade system; European Credit 
Transfer System (ECTS). 
 
Since the European Union is working to bring the European countries closer to each other when 
it comes to education it is interesting to see how the individual universities work to fulfill these 
goals and in particular the International Offices who are working with the mobility and exchange 
of students and teachers. This led us to our problem: 
 

1.2.1 Problem 

 
In what way do International Offices work to market their exchange programs?  
 

1.2.2 Purpose 

 
The purpose of the study is to get an understanding of how International Offices in Europe work 
to market their exchange programs. We want to see and compare how the International Offices 
work to make students go and come on exchange programs. All this to improve the knowledge 
of the International Offices in Europe to become more effective and achieve greater success. 
 

1.3 Limitations 

 
Stated in the problem is that we want to look at exchange programs.18 Exchange programs mean 
an international exchange, of either a teacher or a student, in regulated form via an agreement. 
Erasmus is an example of such a program. Students can also be something called a free-mover 
which means that the student organizes the exchanges studies on his/her own, without help from 
the home university. We chose not to include the free-movers because we feel that it would be 
difficult to see how International Offices market themselves to free-movers since this group is 
too hard to define.  
 
We have limited our study to the International Offices at Umeå University, Universität 
Mannheim, Universitá degli Studi di Torino and Jönköping International Business School. 

                                                                                                                                                         
International Education, Stockholm University. Edsbruk: Akademitryck AB, 2004, Sweden. P. 4. 

16 Desjardins, Richard, Christelle Garrouste-Norelius and Shawn Mendes, (2004), p. 4. 

17 http://www.regeringen.se/sb/d/1895/a/12627, 2006-12-11. 

18 Conversation with Per Nilsson, Director of the International Office at Umeå University, 2006-11-07. 
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1.4 Outline of the Paper 

 
Chapter 1 - Introduction 
 
In this chapter the reader was first of all told why we chose to do this study. Then a background 
was given which lead up to the problem statement and the purpose of the paper. Limitations 
were set and then the outline of the paper was given to facilitate the reading. 
 
Chapter 2 - Theoretical Method 
 
Our previous experiences about the subject are here given to better understand where we come 
from. The research philosophy, scientific approach, research method and perspective are stated. 
A discussion about the secondary sources is made and also the theories that have been chosen. 
 
Chapter 3 - The Marketing of Education 
 
Here the theories are presented that are the basis for understanding the problem and for the 
collection of the empirical findings. The reader is first given a general understanding of services 
and then the chapter continues with the marketing of education. In the end we present our 
model that will be completed later in the study. 
 
Chapter 4 - Practical Method 
 
Here the reader will see the process of choosing the respondents and collecting the data from 
them. It all leads up to a credibility discussion. 
 
Chapter 5 - Empirical Findings 
 
The findings of the interviews are here presented in the order that the interviews took place. The 
respondents thoughts are all presented separately under each theme following the questionnaire. 
We chose to put the respondents’ statements together, and not separately without the themes, to 
facilitate for the reader. This will prepare for an easier analysis. A short background about each 
university is given at the beginning of each presentation. 
 
Chapter 6 - Benchmarking the International Offices 
 
In this chapter we will benchmark the International Offices to be able to compile our model that 
was made in chapter 3. This to find similarities, differences etc. to be able to come to an 
understanding of how they market their exchange programs. The structure of the chapter will 
continue to follow the themes from the interview guide as was stated in the chapter above. 
 
Chapter 7 - Discussion 
 
The conclusions from the analysis are stated. We complete the model that was presented in the 
end of chapter 3. We repeat our problem and purpose and answer them then suggestions for 
further research are given. 
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���� Chapter 2 - Theoretical Method ���� 

 
Our previous experiences about the subject are here given to better understand where we come from. The research 
philosophy, scientific approach, research method and perspective are stated. A discussion about the secondary 
sources is made and also the theories that have been chosen. 
 

2.1 Preconceptions 

 
Preconceptions are the conceptions and the view the researcher has before starting the research. 
Preconceptions are necessary to achieve comprehension at all.19 A person never faces a problem 
without certain preconceptions that he or she takes for granted. When a person is about to 
interpret e.g. a text he or she starts with certain ideas about what to look for. Without these ideas 
a person would not know what direction to take or what to direct his or hers attention to. There 
are three different categories of preconceptions; theoretical preconceptions, general 
preconceptions, and knowledge. The preconceptions will affect the research and also the choices 
the researcher makes during its process. 20 The theoretical preconceptions are based on theories 
and point of views that are taken from books and lectures while the general preconceptions are 
based on the researcher’s former experience e.g. education, work experience, social background.21  
 
Being students at the Umeå School of Business affects our paper in the way that our selection of 
theories and ways to search for information are mostly based on the experiences that we have 
made during our studies and the literature that we have used. Rebecca does not have much prior 
experience of doing qualitative studies whereas Viktoria’s Bachelor’s thesis was a such. This could 
mean that we have different interview techniques and look at the empirical data with different 
eyes because of different experiences. 
 
We study the same program, the International Business and Economics Program but our studies 
differ in that we took different Bachelor’s courses abroad. Viktoria focused mainly on 
management and marketing and Rebecca focused mainly on accounting. This means that 
Viktoria has more knowledge within the area of marketing which could affect the paper. 
However we both took the same Master’s courses in marketing. Having studied abroad we both 
have experiences of International Offices and can more easily understand the situation and we 
have experienced how they work. Rebecca has studied in Torino and at that time she was in 
contact with the IO there. Viktoria was in contact during her studies in Mannheim with the IO in 
Mannheim. Rebecca’s experience of her IO was somewhat worse than that of Viktoria. This 
means that we face the subject with different prejudices about IOs. It might however be noticed 
during our work that we are both positive towards going abroad and that it should be 
encouraged. 
 

2.2 Research Philosophy 

 
Interviews and qualitative studies are usually connected to a hermeneutic approach, a researcher 
wants to get a deeper understanding of a phenomenon.22 This is what we are striving for; a deeper 

                                                 
19 Gilje, Nils, and Harald Grimen, Samhällsvetenskapens förutsättningar. Göteborg: Daidalos AB, 1992. P.183-184. 

20 Holme, Idar, Magne, Solvang, Bernt Krohn and Björn Nilsson. Forskningsmetodik: om kvalitativa och kvantitativa metoder, Lund: Student literature, 1997, Sweden. P. 95. 

21 Johansson Lindfors, M-B., Att utveckla kunskap - Om metodologiska och andra vägval vid samhällsvetenskaplig kunskapsbildning. Lund: Studentlitteratur,, 1993, Sweden. P. 9. 

22 Ibid., p. 39. 
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understanding of the problem through an analysis of the collected data. In the hermeneutic 
approach there is no distinction between facts and values and the goal is to understand the 
meaning of the phenomena.23 It can also be described as trying to explain the phenomena as a 
whole and not as separate parts of the problem.24 The researcher tries to develop an 
understanding to the research question based on his own preconceptions and at the same time 
view the researchers’ knowledge as an asset when analyzing the outcome of the investigation. We 
base our interviews on our earlier knowledge and the theories gathered, and when interviewing 
people it enables us to get a deeper understanding of the phenomenon. The hermeneutic 
approach states that there is no”real reality”25 to be depicted and that developing an 
understanding for the social phenomena is more relevant. By using the qualitative method, one 
achieves a hermeneutic result of the investigation.26 
 
In e.g. the positivist approach facts and values are separated, they try to distance themselves from 
the phenomenon. The need for explaining and describing is essential in there.27 Positivist results 
are achieved by using the quantitative method.28 Being students at USBE and having studied 
abroad we do not try to distance ourselves from the subject but more try to use our knowledge 
and preconceptions to better understand the phenomenon. Our values might affect the paper, 
therefore the positivistic approach was not considered suitable. The reader will notice our own 
experiences and thoughts imbedded in the work. 
 
By interviewing certain persons, it enables us to get a deeper understanding for in what way the 
International Offices work. The use of interviews and the analysis of them is a qualitative method 
which allows us to achieve a hermeneutic result. Through this approach we will try to understand 
and explain the phenomena. 
 

2.3 Scientific Approach 

 
The scientific approach entails how the researcher chooses to approach the empirical reality i.e. 
the reality chosen for the study. There are different approaches the researcher may choose from 
depending on which research philosophy he has.29 The inductive approach starts with empirical 
research before the researcher compares with existing theories, the deductive approach starts in 
the theory before the empirical research is done. Then there is also a sort of ‘golden middle way’ 
where the researcher jumps back and forth between theory and the empirical findings.30 
 
When starting with this paper we first looked at articles and books that came to be the basis for 
our theory. This way of attacking a subject is called deduction.31 Deduction is when the theory 
controls the study, i.e. the study is based on already existing theory.32 Induction can be said to go 
the opposite way.33 Here the study starts to describe the consequences that the theory gets from 

                                                 
23 Bryman, Alan, Samhällsvetenskapliga metoder. Edition 1:2, Malmö: Liber Ekonomi, 2004,  Sweden. P .24 ff. 

24 Patel, Runa and Bo Davidsson. Forskningsmetodikens grunder: att planera, genomföra och rapportera en undersökning, Lund: Studentlitteratur, 1991, Sweden. P. 25-26. 

25 Johansson Lindfors, M-B, (1993), p. 39 

26 Patel,  R. Davidsson, B., (1991), p. 26 

27 Bryman, A., (2004), p. 24 ff. 

28 Johansson Lindfors, M-B, (1993), p. 77. 

29 Ibid., p. 54. 
30 Ibid., p. 59. 

31 Ibid., p. 55. 

32 Bryman, A., (2004), p. 20-21. 

33 Ibid. 
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the result of the empirical findings and the collection of data.34 It is when the study is not based 
on any theory but the theory is a result of the study.  
 
In our study we want to use our knowledge, not ignore it. We have a deductive approach as 
existing theories are applied on the data and also to explain observations. We are also somewhat 
influenced by the ‘golden middle way’.35 We are not jumping back and forth through theory and 
data and we are not after to test our theories, instead we are trying to complement our theory 
with our empirical findings. There is little research done within the marketing of education and 
this is where we feel that we can contribute with something new, thus we are doing a somewhat 
theory generating study. However we feel that we are more deductive since starting with our 
study we formulated a problem, theory interesting for our study was collected and then the rest 
of the study was based on the collected theory. The chosen theory was used e.g. to facilitate the 
design of the questions and everything that lead to the empirical findings. Everything was done 
to answer the problem that was outlined in the beginning. 
 

2.4 Research Method 

 
When starting with a study us as researchers need to choose the method that is most appropriate 
for collecting the empirical data. Our study is done through a qualitative method which entails 
the gathering of a large amount of data from just a few sources.36 On the opposite we have the 
quantitative method which is the gathering of a small amount of data from several sources. The 
intention of this investigation was to gain a better understanding of how International Office’s in 
Europe work and we believe that this is best achieved by taking a smaller number of respondents 
and asking them more deeply. Hence, the method used in this paper is the qualitative method 
through interviews. 
 
The primary goal of the qualitative approach is to gain a deeper understanding of the 
phenomena.37 To gain a deeper understanding of the phenomena a few sources with plenty of 
information were chosen to be investigated. This approach is not about transforming the data 
collected into numbers.38 The qualitative approach is more appropriate to use when performing 
in-depth interviews thus giving the researcher greater flexibility.39 The qualitative research is 
usually more unstructured to see the meaning of the behavior.40 Our interviews were based on 
themes with a certain number of questions but with the flexibility to ask follow-up questions for 
deeper information. Another goal with qualitative studies is to understand specific areas better 
that have not yet been satisfactory researched.41 We have said before that we are not after to test 
theories but to complement were we feel that the research is lacking. As we showed starting this 
study, the research is lacking in the European front and this is were feel that we can contribute 
with this study. 
 
 

                                                 
34 Backman, Jarl, Rapporter och uppsatser. Lund: Studentlitteratur, 1998, Sweden. P. 48. 

35 Johansson Lindfors, M-B, (1993), p. 60. 
36 Ibid., p. 35. 

37 Holme, I., M., Solvang, B., K., and Björn Nilsson, (1997), p. 14. 

38 Ibid., p. 76-78. 

39 Hair Joseph F., Babin JR. B., Money A.H., Samouel P. Essentials of Business Research Methods, John Wiley & Sons, 2003, USA. P. 74. 

40 Bryman, A., (2004), p. 273. 

41 Svensson, Per-Gunnar and Bengt Starrin, Kvalitativa studier i teori och praktik. Lund: Studentlitteratur, 1996. P. 54. 
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2.5 Perspective 

 
It is important, as an author and researcher, to clarify to the reader which perspective is being 
used in the research.42 The importance is because if you were to switch perspective then you 
would look at your problem in a different way. Our study will take the perspective of the 
International Offices as they are the ones who know how they work to market their exchange 
programs and the result is valuable for them. 
 

2.6 Collection of Secondary Sources 

 
Information that has been collected earlier and processed is called secondary sources if the 
purpose for the earlier researches was not the same as for the current research.43 This means that 
there is always a risk of errors in the information. However secondary sources are a good and 
easy way to use to start an investigation since it can help to build the basis for the research that is 
done. Using secondary sources is also a good way to find new ways to face a problem and to 
learn from other people’s mistakes. A few examples of secondary sources are databases, the 
Internet, personal contacts and others.  
 
For this research different books, databases, newspapers and the Internet have been used. The 
databases that have been used are the ones available on the homepage of the library of Umeå 
University (UB). We searched for books about benchmarking and communication channels in 
‘Album’ at the UB. Searches for articles have been made on EBSCOhost, choosing also Econlit, 
Academic Search Elite and ERIC as databases. Going from there, if we found interesting articles 
then searches were also made in certain specific journals such as Journal of Educational Management, 
Journal of Marketing, Higher Education and others. The articles that are used for this paper are peer 
reviewed which means that the articles have been reviewed to achieve a more correct science. 
Words that have been used during the research for the theory in the databases are e.g. services 
marketing, marketing, education, relationships marketing, students, universities, exchange 
programs, transnational education, internationalization and others. The words were also used in 
different combinations with each other. The number of found articles have varied depending of 
which words that have been used for the search. The articles have then been chosen on a 
subjective basis on how interesting and relevant the title of the article and the article’s abstract 
has seemed to be for the study. 
 

2.7 Criticism of Secondary Sources 

 
The books used for this part of the study are relatively new since they all are written around or 
after the millennium. The books that are used are mainly student literature books often referred 
to by the university and heavily used by other researchers and in other researches. They 
contributed with relevant information to our study and we find them credible. 
 
We have used only peer-reviewed articles for this study, which shows a more correct science, and 
by doing this we enhance the credibility of our study. Having used only peer-reviewed articles 
does not have to mean that they are flawless but the information is more correct since it has been 
reviewed by others than only the researcher in question. The articles used were all from around 
the millennium and thus fairly new. When looking for articles we found that the authors of the 

                                                 
42 Eriksson, Lars, Torsten and Finn Wiedersheim-Paul, Att utreda, forska och rapportera. Malmö: Bäcklunds Boktryckeri AB, 1997, Sweden. P. 56. 

43 Ibid., p. 88. 
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used articles had been cited frequently and they were also very often cited inside other articles 
that we were looking at. Thus the authors that we have cited are also cited by other researchers, 
which for us show an interest and a good research. 
 
The websites used are primary sources, which is good, the information about the universities is 
taken directly from the universities’ websites. However being a primary source does not mean 
that the websites are without faults,44 but it is the most reliable source since the information is 
directly from the university. Other websites are from renowned organizations and trustworthy in 
our eyes. 
 

2.8 Selection of Theories 

 
In this paper, universities are perceived as organizations that provide a service. As defined by 
Zeithaml, services include ”all economic activities whose output is not a physical product or 
construction, is generally consumed at the time it is produced, and provides added value in forms 
(such as convenience, amusement, timeliness, comfort, or health) that are essentially intangible 
concerns of its first purchaser.”45 The service marketing theories apply to organizations and 
businesses. It could be argued to see education as a service or not. The Universities in Sweden are 
tuition-free. The government pays a certain sum to the universities for each attending student, 
hence universities could be perceived as profit-making organizations and thus the service 
marketing theories apply. We feel that we as students are the consumer of the service (education) 
but the state is the customer, they are the one who is paying for the service.  
 
When we were conducting our research we were unable to find any information about the 
marketing of education in Europe hence the theories given in the next chapter handle the 
situation for universities mainly in Australian and in Asia. However sometimes the UK was 
included in some of the studies. We want to use these theories as a basis to look at how the 
marketing of education is done in Europe. 
 

                                                 
44 www.psycdef.se/Global/pdf/publikationer/kallkritid%20for%20internet.pdf, 2007-01-09. 

45 Zeithaml, Valarie. A., Bitner, Mary Jo, Gremler, Dwayne D.  Services Marketing-Integrating Customer Focus Across the Firm, Boston : McGraw-Hill, (4. ed.), 2006, USA. 
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���� Chapter 3 - The Marketing of  Education ���� 

 
Here the theories are presented that are the basis for understanding the problem and for the collection of the 
empirical findings. The reader is first given a general understanding of services and then the chapter continues with 
the marketing of education. In the end we present our model that will be completed later in the study. 
 

3.1 Introduction to the Theories 

 
We have chosen to include different theories that we feel could be used when looking at the way 
in which the International Offices work to market their exchange programs. We start of by 
explaining the concept of a service, something we feel that the offices are offering. We want to 
take a look at what types of services they offer and how the service offerings are made. We take a 
look at which communication channels the offices use for their service. 
 
Further, success factors are looked at to see how the offices are built, what they promote etc. All 
to get an understanding about their office and how they work. Internationalization is important 
to think about, which we have stated in the background to this paper. Exchange programs are 
possible because of the internationalization but how does this affect the offices and do they work 
with this concept in any special way. 
 
There is a problem, at least visible in Sweden, that there are few outgoing students on exchange 
programs. It is important for a university to know the reasons behind a student’s decision to 
study abroad so that the marketing can be done and directed in the best way possible. To be able 
to offer exchange programs at all there has to be relationships with other universities. On which 
grounds are these selected and how do the offices interact with others. 
 
To be able to find new solutions and complete the theory that we feel is lacking we have included 
benchmarking. By benchmarking the offices we can be able to find new solutions and more 
effective ways of doing things. All this to so that the offices can improve their knowledge and 
achieve greater success. 
 

3.2 To Market Services 

 
Services marketing was only separated from goods marketing as late as in the 1970’s.46 There is 
today an ongoing discussion about how services and goods are integrated. Even the researchers 
of today have a hard time of defining a service since the area of research is fairly new. 
 
Vargo and Lusch define services as ”the application of specialized competences (knowledge and 
skills) through deeds, processes, and performances for the benefit of another entity or the entity 
itself.”47 They argue that this definition captures the fundamental function of all business 
enterprises. Lovelock and Gummesson say that ”…services offer benefits through access or 
temporary possession, instead of ownership, with payments taking the form of rentals or access 
fees. This rental/access perspective offers a different lens through which to view services.”48 

                                                 
46 Vargo, Stephen. L. And Robert F. Lusch, Evolving to a New Dominant Logic for Marketing. Journal Of Marketing; Jan2004, Vol. 68 Issue 1. P. 1-2 

47 Ibid., p. 2. 

48 Lovelock, Christopher and Evert Gummesson, Whither Services Marketing?: In Search of a New Paradigm and Fresh Perspectives. Journal of Service Research, august 2004 

Volume 7: 20- 
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Vargo and Lusch focus on the exchange of skills and knowledge whereas Lovelock and 
Gummesson focus on the temporary possession of a service. We see education as a service since 
we consume it at the same time as we use it. We as students are a part of the process and have 
the ability to influence how the education is to be. Education is an intangible asset, it is not 
something that we can touch. It is not something that we own and it will perish eventually. 
 
Regardless of what is said above the most common way to define a service seems to be the IHIP 
characteristics.49 IHIP stands for: Intangibility - a service is immaterial, Heterogeneity - 
nonstandardization, Inseparability - the production and consumption takes place simultaneously 
and Perishability - doing an inventory of service output is hard.50 The characteristics differ 
sometimes but always around the same core. Zeithaml, Parasuraman, and Berry (1985) came with 
the definition. They did however not invent the characteristics but they ratified it based on an 
extensive literature review. 
 
Grönroos and Blois define six criteria of a good service.51 The first two criteria are image related 
whereas the four last ones are process related. 
.  

◊ Professionalism and skills; the employees, physical resources etc. have the skills and 
knowledge to solve the problems in a professional way.   

◊ Attitudes and behavior; the service employees are friendly and interested. 
◊ Accessibility and flexibility; the location, operating hours etc. are operated so that it is easy 

to get access to the service. 
◊ Reliability and trustworthiness; the customer can rely on the service provider to keep its 

promises. 
◊ Recovery; when something unpredictable happens, the service provider takes action and 

finds solutions. 
◊ Reputation and credibility; the customer can trust that the service provider stands for 

good performance and give value for money. 
 
Marketing is related to the service process, not only the outcome of the process. 52 Marketing of a 
service can be divided into three sub-processes: 
 
◊ external marketing and sales; give promises to the customer. 
◊ interactive marketing; keep promises that have been given. 
◊ internal marketing; preparing the organization to keep promises and motivate the employees 

to perform as part-time marketers. 
 
The external marketing and the market research in a company is handled by the marketing and 
sales staff who are full-time marketers.53 They are the ones who give promises. How do they best 
communicate their service to a specific target group. 
 
 
 
 
 

                                                 
49 Lovelock, Christopher and Evert Gummesson.,( 2004), p. 22. 

50 Ibid., p. 24. 

51 Blois, Keith and Christian Grönroos, The Marketing of Services. Source: Oxford Textbook of Marketing; 2000, p500, 17p, 7 diagrams. 

52 Ibid. 

53 Ibid. 
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Figure 1: Simplification of the Service Marketing Triangle54 

 
A large number of the employees interact with customers daily and they act like part-time 
marketers. Usually this number outnumbers the number of actual marketers. The part-time 
marketers handle the interactive marketing and keep the promises. To be able to enable the 
promises an internal marketing and continuos development of the personnel, the technology and 
the knowledge is needed. The goals with internal marketing are to get the employees committed 
to the strategies and tactics of the firm and to create an environment where they feel motivated 
to be customer-oriented and such. Internal marketing should be seen as an ongoing process, 
which can include training programs etc. Internal marketing is also seen as a part of the human 
resource management.  
 
The basic service package is one way of planning the interactive marketing.55 The package 
includes elements that are needed to fulfill the requirements of the service concept. The service 
package has often been divided into two groups- core services and peripherals. But in the 
augmented service offering model the peripheral are divided into two groups, therefore the basic 
service package includes three groups of services: 
 

◊ the core service; the reason to be on the market. E.g. exchange programs. 
◊ facilitating services and goods; so the core service can be used. E.g. the International 

Office. 
◊ supporting services and goods: help to distinguish the service package from those of the 

competitor. E.g. the extra things that make our university different from others, things 
that increase the experience. 

 
The difference between facilitating services and supporting services is that facilitating services are 
a necessity to distinguish the offering from other offerings and are also mandatory.56 Supporting 
services make the total service package more attractive and more competitive and are only used 
as a means of competition.  
 
To augment the package into a functioning process three elements are distinguished: the service 
should be accessible, interaction between the consumer and the service provider is important and 

                                                 
54 Grönroos, Christian, Service management and marketing,  John Wiley & Sons Ltd, 2nd edition, 2000. P. 55. 
55 Ibid. 

56 Ibid. 
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the customer should be able to participate in the service process.57 The amount, mix, and 
competence of resources used in the service process are all factors that influence the accessibility 
of a service. These factors are for example, number and skills of employees, customer orientation 
of systems and number of customers in the service process. It is important that the service 
package is accessible enough, so that the customer perceives the quality of the service as good. 
Customer-orient your services to achieve better quality of the service. Customer participation 
means that the customer himself or herself has an impact on the service process and on the 
perceived service quality. The customer is always a coproducer and the augmentation of the 
involvement of the customer in the process is good so that a better fit for his or her needs is 
found.58 
 

3.3 Communicating Services 

 
As mentioned above there are different communication channels that can be used for 
communicating externally, e.g. advertising, websites, public relations, direct marketing and 
personal selling. 
 
Advertising 
 
This channel means to communicate through television, newspapers, radio, Internet etc.59 It is a 
non-personal presentation and information about the organization. Since the advertising is paid 
the marketer has the chance to control the appeal, placement as well as the timing of the 
advertisement. Advertising can be used both nationally and internationally depending on which 
sources you use. A university can choose to advertise in local newspapers, local radio etc. or also 
to advertise in other countries. 
 
Websites 
 
Websites must be the best way to reach out to students, given that they own a computer. The 
Internet is world wide and any student with a computer can access that information. ”Having a 
website is seen as necessary if no other reason than image.”60 Some organizations keep a website 
just for the look of it, even though it is not working sometimes. The website is the organizations 
way of communicating online.61 It is important to keep the website working and up-to-date so 
that the correct information is given and received. There should be an up-to-date website about 
the exchange programs so that students have a common place were to go and look for 
information and answers to questions. 
 
Public Relations 
 
Here we have the activities that the marketers use to build up a favorable image of the 
organization.62 This is done through publicity, relations with the media and events. The difference 
from paid advertising is that is that there is no guarantee that the organization actually will appear 
in the media and that a positive picture will be given of them.63  

                                                 
57 Grönroos, Christian, (2002), p. 55. 

58 Vargo, Stephen. L. And Robert F. Lusch, ”Evolving to a New Dominant Logic for Marketing”. Journal of Marketing, Jan (2004), Vol. 68, Issue 1. P. 12 

59 Zeithaml, Valarie. A., Bitner, Mary Jo, Gremler, Dwayne D. (2006), p. 497. 

60 Czinkota, Michael R. And Ilkaa A. Ronkainen. International Marketing. Fort Worth, Tex.: Harcourt College, 6 ed., 2001, USA. P. 374. 

61 Zeithaml, Valarie. A., Bitner, Mary Jo, Gremler, Dwayne D., (2006), p. 497. 

62 Ibid., p. 498. 

63 Lovelock, Christopher H., Vandemmerwe, Sandra and Barbara Lewis. Services marketing: a European perspective. London: Prentice Hall Europe, 1999. P. 382.  
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Direct Marketing 
 
If a university wants to establish a relationship with their students then they can send 
personalized messages via mail, e-mail, fax, telephone etc.64 
 
Personal Selling 
 
Universities can choose to give face-to-face information to their target group about their 
activities.65 This is kind of a personal selling that can be expensive, but effective.66,67 The 
International Office can go out in the university and talk about their exchange programs in 
person, directly answering to questions and concerns. 
 

3.4 To Market Education 

 
Education has been examined as a specific marketing plan.68 Education has tended to eschew 
marketing. But despite this, education remains a service that is capable of treatment as any other 
terms of marketing theory. Therefore it is said that education is a marketable service. There are 
five reasons to why education can be seen as a marketable service; The nature of the service act, 
the relationship with the customer, the level of customization and judgment in service delivery, 
the nature of demand relative to supply and the method of service delivery.  
 
Educational institutions that try to be successful in international markets must use a range of 
different activities to attract students from around the world.69 Therefore the marketing of an 
education within international markets requires both sensitivity and sophistication. IOs are using 
different activities when trying to attract new students. IOs might have to use some activities 
when they are trying to attract students in Europe whereas other activities might be more suitable 
for attracting students from the rest of the world. 
 

3.4.1 Critical Success Factors 

 
According Mazzarol and his study done on education institutions in Australia, Canada, New 
Zealand, the UK and the USA there are 17 critical success factors for marketing international 
education.70 These are presented in this next section.  
 
◊ Quality of reputation, and level of market recognition/profile. 
◊ Possession of international strategic alliances or coalitions. 
◊ Possession of offshore marketing programs, and recruiting offices. 

- Education involves a high degree of”consumer/ producer interaction” creating a strong 
desire for direct control and presence by the producer during the early phases of export 
development. 

◊ Quality and expertise of staff. 
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-this is a critical success factor and highlights the importance of organizational learning and 
expertise. 
◊ Organizational culture. 
- Symbols that define the organization’s structure and behavior of its members are important in 
defining the nature of the culture.   
◊ Innovation. 
◊ Effective use of information technology and technical superiority. 
◊ Financial resources. 
◊ Ability to offer a broad range of courses/programs. 
- Economics of scope is seen as a competitive advantage in international markets. Therefore if an 
Institution that offers a broad range of courses and programs can be said to have a competitive 
advantage.  
◊ Scale effects (strength of alumni and market share).  
◊ Advertising and promotion. 
- Educational institutions that make use of advertising need to emphasize their positive qualities 
via use of testimonials. If the consumer sees advertising that show how the service will be 
delivered are likely to enhance the differentiation of the service offering and may assist the 
understanding and evaluation of the consumer.  
◊ Use of private recruitment agents. 
- Surveys of international students in Australia have shown that the use of private agents is an 
important source of information.  
◊ Use of government promotion agencies. 
 
These factors can be linked to the fact that it is important that the IOs and the universities as a 
whole have a good reputation and a known profile/image so that they can distinguish themselves 
from other schools. It can also be questioned if the IOs have the resources needed to attract new 
students/make their students want to study abroad. Do the IOs have a large budget for 
marketing and do they use information technology as effective as they can? The IOs usually have 
a large amount of exchange programs with schools in other countries. These should be taken care 
of and perhaps figure out other possibilities to integrate in the future.   
 

3.4.2 Internationalization 

 
According to Elkin et al. the world’s economies are becoming more interdependent.71 This 
interdependence has encouraged graduates to be more internationally oriented and qualified. 
These graduates should be able to understand different cultures and work in multi-cultural 
globalized societies. This has put pressure on the universities that aims to participate in the 
international marketplace. This also leads to some problems for universities, they need to have an 
international profile to attract foreign students but at the same time they need to have an 
adequate infrastructure and policy framework to manage the growth. We have noticed the fact 
that employers often ask for people with international experience. We are aiming to get this 
international experience ourselves through our exchanges abroad. 
 
Universities today have recognized the importance of”internationalization of curriculum” and the 
impact on higher education is constantly growing.72 Since the economies in India and China is 
growing this has created a large international market for western universities. Some countries see 
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the internationalization as a good business, for instance in New Zealand the educational export 
business is larger than their wine industry. Umeå University has also recognized the importance 
of internationalization, e.g. in the year 2005 a new program, originated from the International 
Economics program that we study, called the International Business Program started with the 
focus on international concerns.  
 
The internationalization process is said to make students more prepared for competing in a 
global labor market and market place.73 Since the globalization is constantly growing and trade 
liberalization takes place students need to be prepared for it. The globalization and the need to be 
more internationalized as a student might be one of the causes why Umeå University started its 
new International program. In the article Elkin et al. discuss that support for academic and 
administrative staff is necessary for success in three forms: a strong leader/innovator, the 
institution need to supply the necessary resources available and there must be a strong staff 
development and commitment. These forms assist universities to develop an ”international 
curriculum”.  
 
The Organization for Economic Co-operation and Development, the OECD, defines 
internationalization of the curriculum as:74 ”curricula with an international orientation in the 
content, aimed at preparing students for performing in an international and multicultural context, 
and designed for domestic as well as foreign students”  
 
Another description of internationalization of curriculum is ”a process of integrating an 
international dimension into the teaching, research and service functions of an institution of 
higher education, with the aim of strengthening international education- understood as education 
which involves and/or relates to the people and culture and systems of different nations.”75  
 
According to the article, 11 factors seem to be the core of an institution’s internationalization.76 

1) internationally focused programs of study 
2) international institutional links 
3) student exchange programs 
4) internationally recognized research activity 
5) international research collaboration 
6) staff interaction in international context 
7) support for international students 
8) attendance to international conferences 
9) postgraduate international students 
10) undergraduate international students 
11) staff exchange programs 

According to us and our experiences many universities implement these factors above mentioned 
as a core for the internationalization. However they all might have to improve some of the 
factors to be more successful. 
 
For some of us the concept of internationalization is something good that brings with it positive 
output. However for British universities the pressure to become more international is constantly 
there.77 Courses have ‘international’ in their title and the encouragement is on to admit exchange 
students. Universities have to respond to international and global trends. The article argues that 
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the factors external to the university may inhibit the fulfillment of its international responsibilities 
and not promote it. 
 
There has been some talk about looking at universities in terms of market analogies.78 The 
students are the consumers, universities are knowledge factors and departments are economically 
unviable. This way of looking at it is however not correct. Universities are distinct institutions 
and students are not customers. ”There is no such thing as an international university - all are at 
once national and international.”79 Meaning that the students, the staff, the income and even the 
teaching location can all at once be national and international. 
 

3.5 To Market Exchange Programs 

 

3.5.1 Push and Pull Factors 

 
Combined ”push and pull” factors that encourage students to study abroad can be seen as 
explanations to the global pattern of international student flows.80 The ”push” factors are 
operating within the home country trying to initiate the student to study abroad while the ”pull” 
factors are operating in the host country trying to make the country attractive for international 
students. Mazzarol continues to talk about the lack of access to higher education in many 
countries in Asia and Africa as key sources for much of the student flow that have existed over 
the second half of the twentieth century. He also talks about other factors that influence the 
selection of study destination. These factors are the commonality of language, the availability of 
science or technology-based programs and the geographic proximity of the home and host 
countries. But also the perceptions of the quality of the tertiary education system available in the 
home country: the relative wealth of the home country population and the Gross National 
Product growth rate in the home country all have an impact.   
 
In another study the flow of international students, testing an outbound or ”push” model and an 
inbound or ”pull” model, was examined.81 According to the push model the student flow was 
dependent on the level of economic wealth, the degree of involvement of the developing country 
in the world economy and the availability of educational opportunities in the home country. The 
student attraction of a host country was, according to the pull model, influenced by the relative 
sizes of the student’s home country economy compared to the host country, economic links 
between the home and host country, host national political interests in the home country through 
foreign assistance or cultural links and host national support of international students via 
scholarships or other assistance.  
 
Mazzarol continues to discuss the decision process the international student goes through when 
selecting a final study destination.82 He says that the process involve at least three stages. In the 
first stage student decides on studying abroad rather than locally. When the decision to study 
abroad is made the next question is in which country. The second stage involves making one host 
country more attractive then another. In the third stage the student decides upon an institution. 
This can also be linked to the process we went through when we considered to study abroad. 
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First we thought that studying abroad is a great experience and that it is seen as a competitive 
advantage, and then we selected the host country based on the language we had been studying. 
After that we looked at which university we wanted to go to. This decision was based on both 
the reputation of the university and in which city the university was located. 
 
Six factors that influences the selection of students’ host country has been defined by Mazzarol.83  
The first factor is the overall level of knowledge and awareness of the host country in the home 
country. The second factor includes the level of personal recommendations that the study 
destination receives from friends and family. The third factor is the cost issues, including the cost 
of fees, living expenses, travel costs and social costs. The fourth factor is the environment, where 
study climate, physical climate and lifestyle are included. The fifth factor concerns the geographic 
proximity of the host country to the home country. The last factor concerns the social links, such 
as if the student had family or friends that live in the destination country or if family or friends 
have studied there before. Countries wanting to attract students need to think about the 
importance of these factors when trying to influence the students.  
 
Summary ‘Pull’-factors, how students choose a host country: 
◊ Knowledge and awareness 
◊ Personal recommendations 
◊ Cost issues 
◊ Environment 
◊ Geographic proximity 
◊ Social links 
 
The students identified eight factors that motivate a student to study abroad, these factors are; 
the perception that an overseas course is better than a local, two factors were related to a 
student’s ability to gain entry to the local programs, two factors were a desire to gain better 
understanding of the West and an intention to migrate and graduate. The students are also 
influenced by the reputation or profile of the host country, the decision is also influenced by 
parents, also the social links will affect the choice. The decision is also made considering costs 
and the local environment. Can these factors that have surveyed in India, China, Taiwan and 
Indonesia also be evident in motivating European students?  
 
Summary ‘push’-factors, what motivates a student to go and study abroad: 
◊ An overseas course is better than a local 
◊ Accessibility to local programs 
◊ Gain understanding 
◊ Reputation of host country 
◊ Influence by parents and social links 
◊ Costs and local environment 
 

3.5.2 Relationships 

 
In some universities a marketing plan is seen as a vehicle for attracting more students.84 Bunnell 
says that there is little correlation between the marketing planning and the marketing success. A 
marketing plan is just a tool to be ready for the future and is more a management tool. But he 
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also says that this management tool can be seen as a positive feature of school management, that 
it can be seen as a tool for flexibility. It has also been seen that not having a marketing plan may 
be positive for some schools, instead they can focus on other management issues.85 
 
In the article by Bunnell ”long-range” planning is the role of the school’s development plan- the 
setting of a long-term vision.86 Seeing a marketing plan as an on-going cyclical process is more of 
a ”strategic” plan and the strategic planning is more time-consuming.  
 
The so called ‘transnational education’ adds challenges and risks to the roles of international 
education managers and administrators.87 One of the biggest challenges for international 
education managers and practitioners is to develop and maintain effective relationships.88 The 
article examines the factors that are of importance when establishing and developing successful 
relationships between universities and their international partners.89 Critical points are to have an 
effective communication, build mutual trust and to encourage and demonstrate commitment 
between relationship partners. It is argued that effective relationships is one of the least studied 
elements of international business partnerships.90 
 
Transnational strategies are different from the multidomestic where the development and 
implementation of a strategy is independent in each country.91 In transnational strategies strategy 
formulation and implementation is integrated across the countries in which the company does 
business. 
 
A company/organization should view customers as customer relationships, not just as customers 
or clients.92 Customer relationships need to be earned through continuous marketing efforts. The 
marketing efforts may vary depending on where in the interactive process the customer 
relationship is. Therefore it is wise to see the process of customer relationship as a life cycle. An 
organization has to take care of the relationship until it ends. 
 
Transnational programs are when students learn and undergo teaching in a different country than 
the institution that is providing the education.93 These programs take the forms of partnerships. 
These programs are an important element of institutional internationalization strategies. 
Although international education partnerships are a potential source of competitive advantage 
they also include a certain risk.94 This risk is because the process requires new competencies to 
select partners, sign agreements and to develop the relationships. 
 
Looking at similar goals, objectives and academic structures can be a way of choosing partners 
for successful international educational relationships.95 There are however four key relationship 
factors likely to influence a successful international business partnership when looking in the 
fields of business-to-business and relationship marketing.96 These are: 
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92 Blois, Keith and Christian Grönroos, (2000). 

93 Heffernan, Troy and David Poole (2005), p. 224-225. 
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◊ Communication: the way of sharing meaning and information by formal and informal means. 
◊ Trust: the faith that the overseas education provider will act with integrity so that the university 

can lower its guard and increase its vulnerability to the overseas education provider, and vice 
versa. 

◊ Relationship commitment: the will to establish a stable relationship, to make short-term sacrifices 
and confidence that the relationship is stable. 

◊ The fourth factor that is sometimes added is culture: it has been shown to have a strong impact 
since international relationships comprise people of different cultures who bring to the 
relationship everything that they have learned in their lifetime.  

 
The critical point in any relationship is the first interaction because termination is easy at that 
stage.97 In this stage the parties see if there is any possibility for cooperation at all. Terms should 
be set up so that there will be no serious consequences for the relationship in later stages. 
 
The study reflects an Australian perspective on the issues, and its overseas education providers: 
Singapore, Hong Kong and Malaysia. Shown below are the results of the study and the key 
success factors for international relationships. There is an overlap between the different stages 
since one stage is a necessary input for another.98 Communication, trust and commitment are the 
three most important variables for creating effective international education partnerships. Culture 
is showed to be of less importance. 
  
 
 
 
 
 
 
 
 
 
 
 

Figure 2: Simplification of Key success factors for international relationships. 99 
 
Communication 
 
An effective communication can lead to trust and it is also a way to highlight commitment.100 
Face-to-face communication is important, both formal and informal. The communication should 
also be timely and honest. To be cultural sensitive in the communication is of less importance. 
 
Universities need to allow personnel to travel to partner universities since face-to-face 
communication is important. This and also a open and honest communication leads to trust. The 
travels could be a big cost for the university but the benefits of the relationship will overweigh 
them. Generally good manners make the communication culturally sensitive. 
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Trust 
 
Trust is a reciprocal manner, i.e. it lies on both parties.101 Coming to visit the university in person 
and to see the campus creates a feeling that there is trust. Trough these visits the ‘vibe’ of the 
relationship is felt. Also the ‘little things’ that are done are important for the trust, that you do 
what you have promised after a visit for example, working through details etc. 
 
A university should take different steps in seeing how trustworthy a partner is or could be. To 
look at ‘the vibe’ and how the partner responds to the ‘little things’ are two ways. By face-to-face 
meetings a feeling of the ‘vibe’ can also be made. To show trustworthiness a university can allow 
a representative from the university visit the partner. This increases the feeling of the ‘vibe’ and 
the communication, which leads to greater trust. After all meetings both parties should be eager 
to respond to the ‘little thing’. Responding fast and effective to promises shows that you mean 
what you say and it leads to greater trust. 
 
Commitment 
 
Commitment and trust have a lot in common as to building relationships.102 Commitment is also 
a reciprocal manner and the ‘little things’ are important. To do what you promise is a sign of 
meaning what you do and that you are willing to commit. The biggest sign of commitment can 
sometimes be the signing of the contract. 
 
The willingness to take part in face-to-face meetings, the commitment to do the ‘little things’ and 
the will to engage in contractual negotiations are all signs of the level of commitment that both 
parties can enhance to prove commitment. 
 
Culture 
 
The trick for partners can often be to understand how the other one works, i.e. the differences in 
organizational culture.103 One partner might feel that the other works slowly and work ours can 
differ significantly. National cultural differences are however seldom highlighted and culturally 
sensitive communication is of less importance. 
 
The globalization could be the reason as to why culture is of less importance today when building 
relationships. Perhaps a more generic business culture is evolving. Asian culture has a greater 
demand for face-to-face meetings, relationship and trust development is critical early. The 
organizational cultures should be highlighted and dealt with early to avoid any unnecessary 
problems.  
 

3.6 Benchmarking 

 
Benchmarking is a good way to not only see a better or a worse way but also to see differences, 
similarities or a unique way of handling a problem.104 By benchmarking our respondents we can 
become better aware of different practices. Benchmarking can be seen as the process of ”finding 

                                                 
101 Heffernan, Troy and David Poole (2005), p. 232-242. 

102 Ibid. 

103 Ibid.  

104 Desjardins, Richard, Christelle Garrouste-Norelius and Shawn Mendes, (2004), p. 2. 
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and implementing best practice” with the reason  ”to improve work processes that will satisfy 
customers”.105 
 
Universities operate in a number of competitive markets: local, regional, national and global.106 
There are clearly competitive advantages in the national and international market place to 
establish and maintain a good reputation of the university. Benchmarking is used as a way to 
reinforce and maintain the reputation. Benchmarking provides a way to share practices, find new 
solutions and identify ways of reducing costs, all at the same time while increasing the service 
offering to students and other clients. 
 
Benchmarking of higher education is somewhat different from benchmarking in industrial 
environment, the benchmarking of higher education is more diverse.107 Academic benchmarking 
has arisen from the more dynamic, competitive and publicly accountable environment of 
today.108 Benchmarking of education can be seen as gaining competitive advantage, to identify 
new, innovative and more effective ways of doing things. This is important in the world of higher 
education. Benchmarking is a great tool in the recruitment process, it helps universities with data 
to see who their potential students are before launching the marketing campaign.109 A school in 
Liverpool has seen that international benchmarking is a success for them.110 The benchmarking 
enables them to enroll more overseas students, looking at input and processes to improve the 
performance, they found institutions they could compare themselves with and through this 
comparison make meaningful changes and improvements.  
 
Functional benchmarking is when the own practice is compared to other organizations fulfilling 
the same functions.111 This can include comparing universities admissions or procurement 
procedures. This type of benchmarking is appropriate for us since we want to see in what way the 
international offices work to market their exchange programs. 
 

3.7 Summary 

 
In order to see in what way the International Offices work to market their exchange programs we 
have looked at services and studies about the marketing of education. These theories mentioned 
above are as we have stated before mostly about Australia, Asia, the US and sometimes the UK is 
included. Australia does a lot of research on the marketing of education as we have found. We 
have taken these theories as a starting point to see how to approach our problem: how the 
marketing of exchange programs is done. To make it easier for you, the reader, we have 
summarized these theories below.  
 
The summary leads up to our own model through which we will try to identify the knowledge 
gap that we feel is missing in this area of research: the knowledge gap of how the marketing of 
exchange programs is done in Europe. 
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Internationalization 
 
The internationalization is constantly growing and it is pushing students to be more prepared for 
the global market. It is important for universities today to work with different internationalization 
factors such as having international programs to both prepare national students and to attract 
international students. However the pressure of being an international university can sometimes 
be too hard and more inhibit than promote the responsibilities. 
 
Push and Pull Students 
 
A university has to both advertise their own exchange programs and at the same time advertise 
other universities programs: they have to push and pull students. According to Mazzarol the 
reasons to why a student chooses to study abroad is affected by different attributes in the host 
country.112 These attributes should be promoted differently if a university wants to attract (pull) 
or send (push) students. 
 
It is important for a university to work hard with these attributes, of importance to students, to 
become the natural choice for students. These attributes should be processed externally, 
interactively and internally in the marketing for a greater success. The ways as to how to attract 
and send students can be compiled in a marketing plan. This plan can be positive for some 
schools whereas others prefer to focus on other things such as management issues. 
 
Marketing 
 
From our theoretical frame we have seen that education can be seen as a marketable service. The 
marketing of services was fairly recently separated from goods and we have stated that we see the 
exchange programs as a service provided to the students by the universities. We state that 
education is a service because it is a process in which e.g. we participate. A lot of factors are 
involved when building a good service, these are image and process related. The marketing of a 
service inside an organization can be divided into three processes; external marketing, interactive 
marketing and internal marketing. It is about on which levels the organization can work with its 
marketing of education since it is a marketable service. The organization has to work towards and 
with its customers and inwards with its own employees. For a university to be successful it is 
important that they use different activities to attract students from around the world. A university 
should work with their competitive advantages i.e. what makes them specifically different from 
other universities.  
 
Channels 
 
Depending on what sort of information an International Office wants to promote, different 
channels can be used. These can be non-personal, personal, paid, free, national, international etc. 
These include: advertising, websites, public relations, direct marketing and personal selling.  
 
Relationships 
 
It is also shown in the theory that relationships are important for offering exchange programs. 
When making any business it is important to have good business relationships. If the parties do 
not agree the cooperation will not work. Exchange programs need good relationships between 
universities so that both the universities and the students can feel safe. The new concept of 
‘transnational education’ brings new challenges and risks to the international education managers 
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and administrators. Working nationally or internationally involves different problems to deal 
with. Critical points are communication, trust, commitment and culture. Culture however has 
become less important today because of the internationalization, a more generic business culture 
is said to have evolved. 
 
Since we have a more deductive approach we are using these existing theories as a basis for our 
study. We will now use the theories to complement the model and figure out in what way the 
International Offices work to market their exchange programs, looking at how it is done in 
Europe. This to help the offices to become more effective and achieve greater success. 
 

3.8 Our Model 

 
European countries can work on three levels: national, international and global.113 Shown below 
is the first draft of our model of what we want to complete with our study. The global level is not 
included since it deals with relations with the rest of the world and we have excluded the free-
movers and we are just focusing on Europe. 
 
 
 
 
 
 
 
 
 
 
 

Figure 3: Incomplete model: The European Director - How International Offices in Europe work to Market their Exchange Programs. 

 
Starting of in the figure we have the head, the perspective of our study; the IO’s perspective.  
How the IOs in Europe work to market their exchange programs. In the end we would like to be 
able to put any IO in the head and then a model of how they work is seen in the arms and legs. 
 
On the vertical axes, the shoulders, we have the students and the other IOs/Universities. These 
are the parties that the IO is directing most of their marketing for exchange programs against.  
 
On the horizontal axes we have the national and the international level, the levels at which our 
study is focused on. To see how the IOs work in their separate countries and how they work 
towards other countries. On the national level we have the respondents, how they individually 
work within their countries and in their International Offices. On the international level we have 
the ways our respondents work, how they work towards each other, i.e. how they work in 
Europe. 
 
Further on in the study we will complete our model using benchmarking i.e. comparing the 
International Offices and their ways of working to each other. By this comparison we are not 
trying to find ‘a best way’ but to see differences, similarities and compare practices. All to get an 
understanding of how they work to market their exchange programs. 
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���� Chapter 4 - Practical Method ����  

 
Here the reader will see the process of choosing the respondents and collecting the data from them. It leads up to the 
credibility discussion. 
 

4.1 Selection of Interview Objects 

 
Starting we had certain criteria for the offices that were to be chosen. Umeå University was a 
given office when starting our study since we are doing this study on commission for the 
International Office in Umeå. In our purpose it is stated that we are only going to look at 
International Offices in Europe so when deciding about the other offices we looked at statistics 
over number of exchange students to/from the other European countries. We wanted to find 
countries that had a big number of exchange students. We realized that, from looking at the 
statistics, that the countries, in which we had studied, had relatively big exchanges when 
comparing to other countries.114 Thus the International Offices in Italy and Germany were 
chosen. In those countries we then chose those offices who we have been in contact with before 
during our own exchanges and thus they were easy for us to access.115 The choice of Jönköping 
International Business School’s International Office was because we wanted a successful office in 
Sweden to compare with, since Umeå has problems with getting students to go on exchange. 
According to the National Agency for Higher Education, Jönköping has the largest number of 
exchange of students looking at it relatively in comparison to the rest of Sweden.116 We wanted to 
look at how they work to see how they have become so successful. 
 
When choosing the respondents we wanted to interview one person from each International 
Office.  We chose the person who knew a little about a lot, someone who had a broad range 
about everything that goes on in an IO. We tried to get in contact with every director at the 
chosen International Offices. When it comes to Italy looking for a respondent, the person listed 
as a contact person on the Internet was Alessandro Luison. He is however not the director as the 
other respondents but knew a little about a lot. The respondents chosen were: 
 
◊ Universität Mannheim: Nadja Wisniewski, Director - Office of International Relations. 
◊ Università degli Studi di Torino: Alessandro Luison, Person in Charge of Erasmus students. 
◊ Umeå Universitet: Per Nilsson, Director of International Office. 
◊ Jönköping International Business School: Peter Hilton, Head of International Office. 
 
There was always the possibility to choose more or other offices to interview but we must admit 
that we maybe were a bit influenced by our previous experiences and settled with the universities 
in Europe at which we had studied. The purpose of this study is to get an understanding of how 
International Offices in Europe work to market their exchange programs and we feel that this 
understanding can be reach by four interview objects. 
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4.2 Choice of Method 

 
We wanted to know more deeply about a few offices so a qualitative study through interviews 
was the obvious choice. With interviews one can ask more detailed questions, and if any 
uncertainties occur then they can be explained thus making the research better and more 
accurate.117 The purpose with qualitative studies is to get a deeper understanding of a problem in 
a certain setting.118 We are trying to get an understanding of how International Offices in Europe 
work to market their exchange programs. Doing face-to-face interviews was hard for us given the 
distance between us and the chosen respondents, therefore we decided on doing telephone 
interviews. Mr. Nilsson however is situated at the University in Umeå, so are we, and the 
interview with him took place face-to-face. 
 
There are of course disadvantages and advantages with telephone interviews. Telephone 
interviews are less time-consuming than face-to-face interviews.119 The researcher does not have 
to spend time searching for the interviewee but just to use the telephone. This was essential for 
use due to the distance between us and the respondents. Telephone interviews have the ability to 
be more direct and short, i.e. the answers are more directed and the conversation does not tend 
to deviate as it could when face-to-face. The interviewees are not affected by different factors 
with the interviewer during a telephone interview, such as race, age etc. since the interviewer is 
not seen. This however prevents us as researchers from seeing the reaction that the interviewee 
has to a certain questions. There was also the possibility of doing maybe an e-mail- or an 
interview via mail. We did not find this suitable at all since we found the risk of not getting an 
answer too high. With a telephone interview the respondent has to answer right away. With an e-
mail or letter the response would maybe be postponed or never done at all. Also with a telephone 
interview then repeating or clarifying questions can be done right away to avoid uncertainties 
with the interviewee. 
 

4.3 The Interview Guide 

 
The interview guide was designed with the problem, the purpose and the theory in mind. We 
wanted to connect it to the chosen theory and give as exhaustive answers as possible. This 
connection was done in a semi-structured way i.e. with decided questions leaving the respondent 
free to talk about them as much as she/he wanted. There was also the possibility for us to ask 
follow-up questions, e.g. “why not?, If, yes, why?” etc. if something was unclear. The questions 
were divided under themes to give a better flow and structure to the interview. We tried not to 
make the questions leading in any way, i.e. force the respondent to answer in a certain direction. 
The questions were designed first and then put under themes that followed the theory. By having 
these themes we can see the connection to the chosen theory more easily. The different themes 
are also good to have to facilitate the analysis in the end and they are also a good thing to send to 
the respondents in advance. 
 
We chose to do all the interviews in English for practical reasons. The study is written in English 
and the prerequisites should be the same for all respondents, even though some might be better 
or worse in the English language. Also by choosing English as language we did not have to worry 
about any mistakes in translation, from our part, when processing the empirical findings. 
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Before making the interviews we tested the guide on a number of friends and we also consulted 
Mr. Nilsson and our supervisor. Through their feed-back we were able to restructure and 
improve the guide. 
 

4.4 Approaching the Data 

 

4.4.1 Collection 

 
The respondents were first contacted with an e-mail about the purpose of our study and if they 
wanted to participate. To our happiness every one of them seemed very eager and anxious to 
participate. When they had accepted we sent them the themes for the interview so that they 
could prepare if they wanted. We also asked them if we could record the interview, they all 
agreed. 
 
The interviews were made at different occasions, all taking place in the office of Mr. Nilsson at 
the International Office at Umeå University. Ms. Wisniewski, 30th November, Mr. Hilton, 1st 
December, Mr. Luison, 1st December and finally Mr. Nilsson, 5th December. The interviews took 
from 25-45 minutes. 
 
All interviews were telephone interviews except the one with Mr. Nilsson which was a face-to-
face interview. Starting the interview we asked if the respondents wanted to be anonymous, none 
of them did. We each did two interviews. The use of a tape recorder, taping the interviews, 
decreased the risk of missing out on important information. We also used a speaker phone so 
that the one who was not conducting the interview was able to write down the answers to 
decrease the risk even more. It was also good that both could hear the interview in the way that 
we could exchange thoughts about what questions had already been covered and if anything else 
should be asked during the process. However there was always only one person talking to the 
interviewee. There was no problem in getting the interviewees to give us information, just the 
opposite, they gave us more than enough! In the end of the interview the interviewees were asked 
if it was ok for them if we sent them back the transcribed interviews so that they could control 
that the information according to us was also ok according to them. They all agreed. 
 
The sequence of the questions differed some between the interviewees since they often talked 
freely after an opening question. This resulted in some questions never being asked since they 
already had been answered by the interviewees. Mannheim and Torino did not have any further 
comments under ‘other comments’. They sensed that we and they had covered everything during 
the interview. Thus, they are not mentioned under ‘other comments’ in the next chapter. 
 

4.4.2 Processing 

 
The interviews were transcribed directly after the interviews with the support of the notes taken 
during the interview and the tape recorder. The separate interviews were then sent back to the 
respondents so that they were able to add/subtract any information, this to enhance the inter-
subjectivity. (see below) We both transcribed two interviews each. Since all interviews were made 
in English it was easier to transcribe them than if they would have been in another language. This 
due to not having to translate them, making it a double process. 
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4.4.3 Analysiss 

 
Within social science there are different ways of analyzing the empirical data.120 There is a big 
workload behind the analysis of empirical observations. The workload for us is after the 
collection of data since we are trying to generate new theory through our study. When doing 
theory generating analyses there is usually no pre-designed model that controls the study. We, on 
the other hand, constructed our model before the analysis was made. Our study is made to be 
able to contribute with something new into the area of marketing of education. The model was 
outlined in the beginning to facilitate the analysis and to be able to find similarities in the end. 
During the analysis differences are also pointed at as well as similarities. In the final model we 
added two elements after the analysis had been made because we found them missing. 
 
Some of the information that was given to us by the respondents could fit into more than one of 
the themes that were set up for the interviews. This made the analysis sometimes harder to 
analyze separately in themes. We tried to stick to the original outline with the themes but 
sometimes when information was lacking or regarded more appropriate, by us, to fit in under 
another theme it was analyzed as such. 
 

4.6 Credibility Discussion 

 

4.6.1 Criticism of Sources 

 
We do not feel that this study has been affected by the fact that it is done on commission for the 
IO in Umeå. On the opposite it has meant a bigger access to information that we needed and got 
easily from Mr. Nilsson also the access to a telephone and an office to conduct the interviews. 
Allowing Mr. Nilsson to review the questionnaire did not affect the study since his comments did 
not affect the final version. 
 
The persons that were interviewed differ somewhat in their job titles and work tasks. However 
they could all tell us much about the questions that we had and we felt that their knowledge was 
good about everything. Ms. Wisniewski has worked as a Director in her office for only one year, 
whereas the other respondents have worked a longer time. This could mean that she is not as 
knowing about the organization as the other respondents but this was definitely not something 
that we experienced. Mr. Luison is neither the Head nor the Director of his office but he has 
worked there for ten years and he knew a lot about Erasmus students as we experienced it. 
 
Mr. Hilton is a native English speaker, Ms. Wisniewski had a very good knowledge in English 
and Mr. Nilsson’s level was also good. This resulted in a good flow in the interview and more 
exhaustive answers. Both Ms. Wisniewski and Mr. Hilton talked more around the question at 
hand than did Mr. Luison, who is not a native English speaker, and his answers were more 
precise and short. 
 
The interviewees can be affected by the tone of the interviewer’s voice and the choice of 
words.121 We felt that the tone of the interviews was very friendly and all respondents were very 
helpful and we do not feel that any type of tone has affected the findings. The interviewees even 
told us things ”for our ears only”. One interview was conducted face-to-face and the others over 
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the telephone. This means that Mr. Nilsson could have been affected by the fact that he could 
see us which means that the circumstances were not the same as for the other interviewees. 
However the interview was very relaxed and we could not notice anything different. 
  
During the interviews there were few elements of distraction. The speakerphone and the 
recording worked well. During the interview with Mr. Hilton he said in the beginning that he had 
to go to a meeting after 30 minutes. In the middle of the interview he was asked if he had to go 
but he told us that he had to go when we heard the knock on his door. This never happened. 
Both we and Mr. Hilton could have been stressed by this fact, however it was not something that 
we felt from his part but to some degree from our part in the beginning of the interview. During 
the interview with Mr. Nilsson we were interrupted by one phone call and one person knocking 
on the door. This resulted in Mr. Nilsson loosing his thread once during the interview after the 
phone call but since one of us was taking notes we could lead him back to the subject again.  
 
All interviews were transcribed and returned to the respondents via e-mail, asking them to add or 
subtract any information that they wanted. There were two replies, from Mr. Nilsson and Ms. 
Wisniewski. The others did not answer and we see this as they did not have any comments about 
the transcribed interview. 
 
The interview guide was working very well during the interview. However when compiling the 
answers we saw that one question had given different answers from the respondents. The 
question: ‘What types of exchange programs do You offer? - In how many countries?’ should 
have been rephrased to ‘How many partner universities do You have? - In how many countries?’. 
The responses that we got differed in the way that some respondents answered in number of 
partner institutions, partner universities and so on. Thus we could not use the information as we 
wanted.  
 

4.6.2 Inter-Subjectivity 

 
When talking about inter-subjectivity it means that all kept the same and if the research was done 
again then the same results would be given.122 It also means that the respondent should have a 
chance to read the interview and add/subtract any information if something is not right.123 
 
We have tried to give a thorough description as possible of our scientific ideals and the practical 
method so that the inter-subjectivity will be enhanced. All respondents were given the chance to 
take a look at the transcription of their individual interview and we made sure that they felt free 
to add or subtract any information that they felt strange. However Mr. Nilsson and Ms. 
Wisniewski were the only respondents who responded, a result that might have affected the inter-
subjectivity. The interviews were conducted in a semi-structured way with questions divided 
under themes. This made it easier for the respondents to express themselves and answer more 
freely. This freedom increases the inter-subjectivity. However since we felt that some questions 
had already been answered and the actual question was never asked could mean that other 
answers for those question would be given. By asking the actual question could mean a more 
steered answer. The business that the respondents are in is undergoing a change now with the 
Bologna process and this would mean other answers if an interview would be made at a later 
occasion. 
 
 

                                                 
122 Lundahl, Ulf and Skärvad Per-Hugo, Utredningsmetodik för samhällsvetare och ekonomer. Lund: Studentlitteratur, 1999. P. 80. 

123 Johansson Lindfors, M-B., (1993), p. 166. 
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4.6.3 Practical Applicability 

 
Practical applicability means that the results of a research can be used in practice.124 If this is 
possible or not is difficult to know before someone has tried it, that some other individuals than 
the authors/researchers try to use it in their reality. 
 
One of the purposes for our study is that International Offices in Europe should be able to use 
our study to improve their knowledge, be more effective and achieve greater success. It turned 
out in the interviews that our respondents do not keep track so much in a specific way how other 
IOs work so this study can be practically applicable for them. Maybe not all practices work for 
the all offices but learning from others is always important to improve and get new ideas. 

                                                 
124 Johansson Lindfors, M-B., (1993), p. 167-168. 
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���� Chapter 5 - Empirical Findings ���� 

 
The findings of the interviews are here presented in the order that the interviews took place. The respondents 
thoughts are all presented separately under each theme following the questionnaire. We chose to put the respondents’ 
statements together, and not separately without the themes, to facilitate for the reader. This will prepare for an 
easier analysis. 
 

5.1 Background about the International Offices 

 

5.1.1 Mannheim International Office 

 
Mannheim University has approximately 11 500 students and has been mentioned as the Harvard 
of Germany.125,126 The university has about 150 partner universities around the world and more 
than 15% of its students come from abroad. The staff at the International Office consists of 8 
employees but they also have students who volunteer.127 The IO can be reached via their website, 
telephone, fax or at opening hours two hours each day, except Friday when it is closed. 
 
Ms. Wisniewski works as Director of the International Office.128 She has worked there for 3,5 
years but only 1 year as a director. Her educational background is within mathematics. She has 
lived and studied on Erasmus program in Ireland and a direct exchange with Texas. Her trips 
were the trigger that brought her to the international education. She is now looking after the 
students coming in to Mannheim and also the Mannheimer students going out into the wide 
world. Universität Mannheim has roughly 300 partner institutions but not all of these are active. 
Mannheim is part of the state of Baden-Württemberg and they also have state to state 
agreements. The Erasmus exchange programs are about 200, and they have about 100 bilateral 
programs (that is universities overseas outside of Europe). The number of outgoing and 
incoming students has increased over the last years. In 2006/2007 there will be 450 outgoing on 
programs and 370-380 incoming students. A lot of the students stay for one semester and the 
most of them come in the autumn semester. For the international students coming to the 
university they have two persons at the office that send out information about admission, 
language courses etc. and other information to show them. For the outgoing students they have 
the Erasmus coordinator and they also work closely with the students that have been abroad 
earlier.  
 

5.1.2 Jönköping International Business School, International Office 

 
Högskolan i Jönköping (JIB) is very proud of having been appointed by the National Agency for 
Higher Education as one of the best universities in Sweden in the international exchange area.129 
The university is divided into five main sections and people working in every section only work 
for that section. Thus persons working at Jönköping International Business School have 
contracts signed directly to JIB. They offer both their students and their teachers an exciting 

                                                 
125 http://www.uni-mannheim.de/english/index.html, 2006-11-24. 

126 http://www.uni-mannheim.de/aaa/intstud_1_uni-E.php?, 2006-11-24 

127 http://www.uni-mannheim.de/aaa/kontakt.php?titeld=Kontakt&navact=600&lang=kontact&titele=Contact%20Us&nav_b=3, 2006-11-24 

128 Interview with Nadja Wisniewski, 2006-11-30. 

129 http://www.hj.se/doc/82, 2006-11-22. 
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international environment. At the International Business School 85 % of the students study one 
or two semesters abroad and they have more than 200 partner universities around the world.130 
Seven people work at the International Office at JIB and they are reached by telephone, fax, e-
mail or office hours 1,5 hours Monday to Thursday. 
 
Mr. Hilton is originally from Vancouver in Canada and now he is also a Swedish citizen. He has 
been in Sweden for 11 years, the same numbers of years as he has been Head of the International 
Office at JIB. He works 100 % and then he has six other people working for him. Some work 
full-time and others do not. Högskolan in Jönköping is a foundation and it is privately run but 
publicly financed. 
 
Mr. Hilton is Head of the International Office and also the recruiting unit at Jönköping 
International Business School (JIB).131 These are two different portfolios with two different 
budgets although all is organized under the international division. When talking about the 
International Office part, Mr. Hilton states that he works mainly with partner universities around 
the world (they have approximately 200 of them). This to initiate students exchange, faculty 
exchange, research cooperation, internships, double degrees etc., everything to make JIB more 
international. Mr. Hilton is also head of recruitment where he has the responsibility of the 
international program students and also the responsibility of the recruitment of Swedish students 
to their Master programs. International program students are not coming on exchange but to do 
an entire program for three years. They do not belong to a partner university.  
 
JIB has a large student exchange program with 500 incoming students and 350-360 students 
going out every year. There are 1 900 students who study at JIB of which the international 
students are 500 on exchange and 200 on program. About one in three/four is an international 
student. In ten years they have gone from 13 to 475 incoming exchange students (estimated in 
06/07), with a slip in 04/05. 

”That’s pretty big.” 
 
The outgoing students have also increased but they have actually had two years of a drop-off 
with the height in 04/05 with 400 and a fall in 05/06 with 388 and this year 345. However they 
have dropped in the last couple of years. Mr. Hilton states that one of the reasons could be the 
Bologna process. Now they are only sending out students in the Bachelor’s programs and the 
exchange of the Master’s programs will not begin until 08/09. 
 

5.1.3 Torino International Office 

 
Torino University has over 63 000 students and it is one of the biggest universities in Italy.132 
According to their published information they are open to the international field both in research 
and training. They have always been eager on communicating and exchanging experiences with 
foreign universities. The International Office can be reached by telephone, fax, e-mail or at 
openings hours 3,5 hours per day.133 
 
In the office of Mr. Luison they only take care of the Erasmus students. Mr. Luison has worked 
for almost ten years and he is the person in charge of Erasmus students. He has contact with 
partner universities and renews the agreements. He also takes care of the incoming students who 

                                                 
130 http://www.ihh.hj.se/studentsidan/studier_int.htm, 2006-12-01. 

131 Interview with Peter Hilton 2006-12-01. 

132 The International Dimension of the University of Torino. International Relations Office and Communications Office, Università di Torino, 2004. 

133 http://hal9000.cisi.unito.it/wf/FACOLTA/Lingue-e-L/Erasmus/OrientaErasmus.htm#The_Socrates_Office, 2006-11-28. 
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come to the university. They are 9 employees at their office and the opening hours are 2 hours in 
the morning and 1, 5 hours in the afternoon. Mr. Luison states that they have agreements and 
partner universities with almost all countries in Europe. Mr. Luison continues to explain that the 
university also has agreements with countries outside of Europe but his office is not in charge of 
it, the responsibility lies on another office. There are roughly 350 students coming in and they 
send abroad about 700 of their own students. To inform their students they give information to 
them about other universities. To be able to give the information needed to the interested 
students Mr. Luison says that the office collects all the information that their partner universities 
send to them. Mr. Luison is always in contact with their partner universities so that they can give 
all the important information to their students. The number of students going abroad and 
coming in more or less remains the same, even though the number of outgoing students has 
slightly decreased.  
 

5.1.4 Umeå International Office 

 
Umeå University has about 29 000 students and about 570 exchange agreements. Umeå 
University has decided to raise its ambitions even higher.134 They are working with a program to 
promote internationalization that stretches from 2003 to 2008. The ambition is that the 
internationalization should help both the teachers and the students. Umeå University has a long 
tradition with international exchange for students, teachers and researchers. Seven people work at 
the office. Their official opening hours are three hours a day except Friday’s when it is closed, or 
by appointment.135 
 
Mr. Nilsson is the Head of the International Office. The IO at Umeå University is a small office, 
according to Mr. Nilsson, with only six full-time employees and one student working part-time.136 
Mr. Nilsson has worked as the Director for 3 years. Erasmus is the biggest exchange program at 
Umeå Univeristy but they also have programs such as Nordplus – in the Nordic countries, North 
2 north- exchange program with universities in the north, Linneus-Palme and also others. 
 
Incoming students are approximately 500 while the outgoing are only 225. The situation at the 
universities has been very comparable to other universities in Sweden. When the Erasmus 
program was signed by the government in 1992 there was a huge increase of outgoing students. 
In 2000 Umeå University saw a decrease, now they have reached a threshold. The incoming 
students, compared to 5-6 years ago have more than doubled, but they are trying to increase the 
outgoing.  
 
The IO has meetings with the students before they go on exchange to prepare them for going 
abroad. Practical matters such as the educational system and being a student in another country 
are discussed. After an exchange the students are supported to be able to readjust and meetings 
are arranged for questions etc. 
 

5.2 Reasons for Studying abroad 

 
The reasons for why students choose to study abroad are here given from the respondents’ point 
of views. 
 
                                                 
134 http://www.umu.se/international_office/Pdf/Policy_for_internationalisation_english_version.pdf, p.3-4, 2006-11-24 

135 http://www.umu.se/studentcentrum/verksamhet/intoffice/index.html, 2006-11-28. 

136 Interview with Per Nilsson 2006-12-05. 
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Mannheim 
 
According to Ms. Wisniewski, it is quite common that students in Mannheim choose to study 
abroad, one third of the students who study business and administration go abroad. These 
students especially know that they need to go abroad to get a job. Students in other areas are also 
aware that it will help them to get at job, to get to know another culture and to improve their 
language skills. The business students have a concrete idea about what to study abroad, so they 
want to know which courses to take and how to transfer them back home. Right know the stay 
abroad is voluntary but with the new bachelor programs there will be a one semester obligatory. 
They can choose were they want to go but they have to go. According to Ms. Wisniewski with a 
combination of all three the biggest motivation is probably the career options the students will 
have in the future. The second biggest motivation will be the academic reasons. Personal reasons 
to study abroad play the biggest role on where to go.  
 
Jönköping 
 
JIB always ask their Swedish students why they chose JIB, they have done this for the last few 
years. The number one reason is JIB’s international dimension, their international profile. That 
includes the following: probably the most important, the chance to study abroad. They have 
more graduates from JIB who end up working abroad than any other school in Sweden. Mr. 
Hilton states that students from their university who have studied abroad make 35 000 
SEK/month after five years of graduation. Students who have not studied abroad from their 
university, keep in mind that 85 % of their students do, make 28 000 SEK/month. 
 
What are the students at JIB most interested in when they are studying abroad? Mr. Hilton says 
that he has to be honest, it is not the answer that he would like the students to give him but the 
number one reason is: the country, for 50 % of the students. The students care about the 
country. ”I really want to go there”, and then they look at what JIB has to offer in those 
countries. The second most important thing is the school/program in that country with 25 %. 
According to Mr. Hilton he feels that this should be the number one thing. Mr. Hilton states that 
what they try to say to students is: ”How can I enrich, ‘berika’, my education”. They try to convince 
them not to take the courses that JIB already offers. What the students should do is to take 
courses that they do not take at JIB otherwise it takes away the reasons for studying abroad. Mr. 
Hilton thinks that this is good for attracting employers, to differentiate your education. 
 
Torino 
 
Mr. Luison states that the main reasons for studying abroad seem to be the ability to learn 
another language and to have the experience it is for students to go abroad. A lot of their 
students study in Spain because they are interested in literature. Mr. Luison says that in Spain 
there are many universities that have a lot of resources and there are many chances to study 
literature. A lot of their students also go to northern Europe, like England, Holland and, 
Belgium. According to Mr. Luison the business students go to e.g. Sweden or Finland, because in 
these countries they have very developed universities. Mr. Luison also states that the subjects are 
important when choosing where to go.  
 
Umeå 
 
According to Mr. Nilsson the reason when asking the students why they choose to study abroad 
seems to be to change environment, second the ability to practice another language and one 
reason is also to experience another setting. Low on the list is that students are dissatisfied with 
their education. Personal reasons seem to be most important while academic reasons score low 
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on the list. When they ask the students for pictures taken abroad they are mostly pictures taken at 
parties. The reasons to study abroad differ somewhat between the undergraduate and the 
graduate students. The undergraduate students want to live in a warm country, experience the life 
of going abroad while the graduate students want a good higher education, they are more 
ambitious and want good academic conditions such as studying for a certain professor. What 
makes students come to Umeå University is the possibility to study in the English language. 
 

5.3 Marketing 

 
Mannheim 
 
When Mannheim students are going abroad there are monthly group advisory sessions on how to 
get funding, options were to go etc. There is also an annual international day where incoming 
exchange students market and represent their countries. The university also has country-based 
information sessions. To international students there is a brochure to the interested universities 
or universities that Mannheim find interesting and would like to start an agreement with. The 
brochure informs about Mannheim as a whole but also about the courses that they offer and 
things the students can get credits for. There is also a brochure about German language courses 
that the incoming students can take and information about how the courses will be transferred 
back to their home country. Above all this the university also has all information on their website 
and they often refer their partners there for more information.  
 
There has been a change in the way of informing students. Earlier there was more personal 
counseling, advisory sessions etc. but now it has become more web based. The channels that are 
use are mostly websites partly because of their budget. The budget to advertise in papers is 
limited. Once a year the International Office goes to conferences and international fairs and try 
to market their university there. In the state of Baden-Württemberg there is a certain marketing 
department for the universities so they make a lot of the marketing for the whole universities. All 
strategies are successful in their own niche and may sometimes be hard to prepare. There is the 
official press office that does the press work for the whole university but according to Ms. 
Wisniewski the International Office has to do a lot of their marketing themselves. This is done by 
all the employees at the office, alongside their other work. For example the Erasmus coordinator 
does the marketing towards the European partners. They have special strategies for universities in 
the west with poor German knowledge. That strategy does not work for all countries. Weekly 
meetings are held were the employees update each other on what is going on and what they are 
doing. Inside the office, since it is small, there is close contact and everybody constantly knows 
what everyone else is doing. 
 
Jönköping 
 
The advertising of exchange positions is always continually on the Internet. There are three 
information and application sessions during the school year; December, February and August 
(leftover places). Earlier the school did interviews with the applicants for an exchange position. 
Now however the number of students has increased so according to Mr. Hilton there is no 
possibility of holding these interviews. Now instead they make an evaluation of which courses 
the student has taken, activities, grades etc. 
 
For the JIB students there is a special ‘International Partner Information Day’ where students 
who have been away talk about their stays. In this way the outgoing students are able to get inside 
information. JIB does not have to market their exchange programs because they are well-known 
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and most of the students already know about them. However it is not obligatory to do an 
exchange. Mr. Hilton says that he has been thorough so that the school does not make it 
obligatory. According to him it is more negative if it is something that you have to do. Mr. Hilton 
wanted to make it more positive, voluntary. JIB does not have to convince their students to go 
abroad, the demand is already there. 
 
How does JIB get places? They have 200 partner universities, which according to Mr. Hilton is a 
lot. Mr. Hilton says that this is the hard part, finding and maintaining those universities. JIB is 
constantly trying to update universities, this is Mr. Hilton’s job, to find, update and sign contracts. 
In order for JIB to send students to a university that university also wants to send students to JIB. 
Interesting statistics is that 2/3 of JIB’s students choose to study outside of Europe whilst 1/3 
chooses to study inside of Europe. JIB’s students study mainly in the ‘big 5’ which is Australia, 
New Zealand, the UK, the US and Canada. The opposite goes for exchange students. The 
incoming students are mostly from Europe. Mr. Hilton says that JIB is out of balance negatively 
in the ‘big 5’. They send more students to those universities than those universities send to JIB so 
they are constantly trying to attract more students from Australia etc. However in Asia and Latin 
America JIB has a balance. In Europe they do not have a balance so they try to convince their 
students to go there and they try to attract students from the big 5’. JIB does that by visiting 
those students’ universities and get active in what Mr. Hilton calls ‘student exchange plus’ 
everything above that, getting involved with international internships, teacher exchange etc. JIB 
does that to become more attractive.  
 

”We are doing a pretty darned good job.” 
 
JIB makes sure that their students talk to the International Office when they are abroad about a 
presentation. These students give a presentation selling JIB and Mr. Hilton calls these students 
‘recruiters’. If international students are not brought back home then those universities are not 
going to allow JIB’s students to go to them. This is especially important in the ‘big 5’ and in Asia. 
In Europe it is not as important. 85 % of JIB courses are in English. That is super important says 
Mr. Hilton because if they do not have anything to offer those students then they are not going 
to come. There are about 140 courses in English for incoming students to choose from. This 
strategy is working very well. 
 
Everyone in the office pitches in to do the marketing, no one is in charge in particular and there 
are international office group meetings every third week to keep the office staff up-to-date. The 
marketing is done in the same way towards all countries. They have the same marketing 
information to all. The difference is that there are two sets of marketing equipment; marketing 
for degree-seeking students and other marketing information for exchange students who come to 
do one semester or one year and then go back. Some information can be double up but some 
information can not. JIB is preparing to take tuition from international students starting from 
2008 when the government is going to pass the bill [about taking tuition from international 
students] and therefore there is going to be a lot of money in it for them.  
 
Torino 
 
At Universitá degli Studi di Torino the marketing is organized faculty by faculty, there is not a 
central marketing policy, instead every faculty has its own. In September all students are gathered 
to be explained to and informed about Erasmus and their chances of going abroad. This is the 
biggest marketing effort that they do. To international students they mostly market themselves 
via websites. According to Mr. Luison there has not been a big change in the way of informing 
the students. The marketing in the International Office depends on for example special occasions 
such as the Winter Olympics, where they worked with their students from abroad in order to give 



�Arklöf & Åström 2006� 42 

information about Erasmus. The office does not have a full-time marketer, but each faculty has 
one. Mr. Luison thinks that the way they promote themselves can be improved. He also states 
that there are some differences in the marketing towards different countries. The marketing 
policy in northern countries is much more developed. The offices have meetings once a month 
where they get together with the boss and talk about things to improve, what they have done and 
how things are going.  
 
Umeå 
 
The applications for an exchange in Umeå works a little bit different for the different programs. 
For example the application for Erasmus is in February-March. Linneus-Palme and North 2 
north has other deadlines. Each department is then responsible for the selection of students. The 
places are announced and informed about via e-mail, the website etc. There have been changes in 
the way of informing the students. Before there were more papers and brochures now the main 
tool is the Internet. There is a lot of hard work going on with the website, a lot of work to make 
it more informational and accurate. They want to be there all the time for the students. Students 
of today that are coming expect more information on the Internet. Every year there is a special 
day, a ‘going abroad day’. When working with a big university where the campus is so divided, it 
might be difficult for students in other faculties to find the place for this ‘going abroad day’. This 
year the office went around to different buildings of the school. This might have had some 
impact since they received more applications for the Erasmus programs this year. Otherwise they 
have networks with international coordinators around the university. They inform these 
coordinators so that they can pass the information on to the students. There are meetings three 
times each semester. USBE and others are working hard with visiting students and informing 
them. Mr. Nilsson states that they have to work harder.  
 

”We can not be satisfied when the outgoing students are so few.”  
 
He does not think the problem only has to do with marketing. Some programs allows studies 
abroad, others are very strict and not as flexible. But more and more programs are offering one 
semester abroad. He says that there is the matter of a sender and receiver; some students know 
about studies abroad when they enter the university, other students are influenced by other 
students and students that have been abroad inspire others. There are always ways to improve, 
and Mr. Nilsson says that the IO is not really satisfied yet. Marketing is such an enormous field 
and the resources are small and you have to be smart to succeed. Right now they market 
themselves in them same way to all countries but according to Mr. Nilsson they have to rethink 
that. Students, living conditions and culture differ in the different countries. There is a need to 
think through the concept and change it. Mr. Nilsson says that one has to keep in mind that most 
of their students are from Europe.  
 
The office is part of different networks, and all programs have networks. Professional networks, 
such as networks for those working with Erasmus. They are members of an association called 
European Association of International Educators who has yearly meetings. The International 
Office is small, according to Mr. Nilsson, and they have regular meetings and a great deal of 
interchange. Also every year they have days when they close the office and plan. 
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5.4 Internationalization 

 
Mannheim 
 
The internationalization is important and the university has a long term plan to become more 
internationalized. When going from the old diploma structure to the new bachelor master 
structure there is a need to gain more agreements and partnerships. The Bologna process also 
affects the internationalization since it demands more partnerships. Universität Mannheim 
intends to keep the high profile for the internationalization. According to Ms. Wisniewski, 
internationalization is not a project on its own, but it is imbedded in their work when they work 
with other schools etc. They do not feel any pressure from the internationalization at her office, 
they are used to it, but she knows that there is in other offices. In those offices there is pressure 
on teaching more classes in English and to have websites and information in English.  
 
Jönköping 
 
Mr. Hilton says that one reason why we JIB is so successful, and he states that they have actually 
done a very good job since internationalization is their key profile, is because they have a lot of 
support from the school board. The top is giving them the money for doing the job and the 
support for internationalization and recruitment has been very generous. Mr. Hilton says that his 
job is to fight for the money. The fact that the classes at JIB are to 1/3-1/2 filled by international 
students and the classes are in English makes it a very international place. 25 % of JIB’s faculty 
are non-Swedes. The content of the individual courses and also the programs is very 
international. When you study Business Administration at JIB they actually call it International 
Business Administration. It is a very international oriented education and that is why they call it 
Jönköping International Business School. 
 
Torino 
 
The internationalization is important for Universitá degli Studi di Torino. They made a big effort 
last year for the Winter Olympics and they are still trying to internationalize their university. 
According to Mr. Luison internationalization is the main objective that the director has on his 
list. They are trying to be more internationalized through the European programs and the many 
agreements and partner universities in Africa, South East Asia etc. They are also trying to 
exchange more than just students. Mr. Luison says that he feels pressure of the 
internationalization, from the national agency in Rome that wants the university to be more 
internationalized.  
 
Umeå 
 
Everybody says that internationalization is important. It is also the importance for 2 projects that 
they have, first: market the university, second: increasing the possibility of educational programs. 
These are two big projects with a lot of money put in to. The coming years they will work even 
harder to be more internationalized. The pressure of internationalization is here, Mr. Nilsson says 
they need to show progress. There is also a pressure on the university as a whole, 
internationalization is a big task that affects us all. 
 

 



�Arklöf & Åström 2006� 44 

5.5 Partner Universities Relationships 

 
Mannheim 
 
Ms. Wisniewski states that they earlier had a lot of contact with the partner universities but no 
backing from the professors, the professors were not aware of which universities they had 
partnerships with. Now they have changed this and nowadays it is important that the professors 
are more involved because they know which universities are good. Ms. Wisniewski says that it is 
important that the different faculties know which programs they have because they are the ones 
that need to decide if it is a good school to work with. Ms. Wisniewski states that we [in the 
office] are not the experts, but the professors are, so they should tell which universities they 
should have as partners and then Ms. Wisniewski and her colleagues provide them with tools to 
get the agreements and to exchange the students. The International Office in Mannheim works 
closely together with other universities in Baden-Württemberg so one university might be 
responsible for one exchange program while another university is responsible for another 
program. Universität Mannheim also gets funding from the same ministry. They also debate with 
other universities within Baden-Württemberg how they deal with problems. Universities in 
Baden-Württemberg were the first ones to introduce tuition fees.  
 
Jönköping 
 
The number one thing that JIB looks for in a partner university is the quality of the education. 
They do not want to work with someone who is not going to be high quality. Mr. Hilton says that 
it is a difficult question to judge quality and you also have to separate the quality of the research 
and the quality of the education. The education is very different from the research in a university. 
A university can be prominent in research but be less prominent in their education and vice 
versa. The second thing is that JIB look at the whole quality of the university. They also look at if 
the universities have programs to offer that JIB students are interested in. They have to make 
sure that the programs are going to fit the students. The third thing is that they care about 
diversity. JIB does not want to have all their partners in e.g. Germany rather in different 
countries, exchange possibilities in every continent in the world. So quality, diversity and a good 
match is important. 
 
JIB does not cooperate with other IOs. They do cooperate quite a bit with the Swedish Institute 
and they use a lot of the institute’s information to recruit students both for exchange but mainly 
for the programs. Mr. Hilton says that if they sell Sweden to them [other countries] then it is easy 
to sell JIB. So they do use a lot of the institute’s information trying to get students to come to 
Sweden.  
 
Torino 
 
According to Mr. Luison the main thing when choosing partner universities is to look at the 
ECTS system for the credits, the universities should have ECTS credits. He thinks that the 
teachers in charge of the agreements should find proper courses for the students to follow. They 
also want the courses abroad to be the same as in Italy. Their office works together with other 
offices such as the international relations office, which is the office that deals with non European 
countries. They also have much cooperation in Torino with the providence of Torino, 
government, the city, and the region they live in.  
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Umeå 
 
Things that are important for them when choosing partner universities is a feeling about a 
common understanding and that an exchange can be undertaken. It is important that there can 
be an exchange. Sometimes it is also some kind of give and take we might accept incoming 
students from one country but we do not send anyone there. There has to be some sort of 
mutual understanding between the universities. Sometimes some relationships just finish because 
they do not have any exchange. Mr. Nilsson states, that there is a lot of labor behind the 
exchange relationships so one tries to avoid it as far as possible. Mr. Nilsson says that they have 
informal cooperation with colleagues at other IOs in Sweden. They also have a network where 
they meet once in a while. The Programkontoret has a conference once a year for everyone who 
works with internationalization. According to Mr. Nilsson they once worked together with the 
Swedish Institute to promote Sweden in Australia.  

5.6 Your University 

 
Mannheim 

”We have a clear cut profile.” 
 

In a way Universität Mannheim used to be a school for economic sciences and they are still in a 
way known for their business and economics school. They are not a large traditional university 
such as the university in Heidelberg which covers most of the subjects. Most of the exchange 
students in Mannheim choose to study business administration programs, but a large number also 
studies linguistics. The focus in Mannheim is on linguistics. All incoming students in Mannheim 
can choose from all courses available. They are not restricted to e.g. law. The students can look at 
the course catalogue and compile a list to fit their needs. There are also preparatory language 
courses offered and German classes during the semester. The university is trying to have more 
classes in English by guest lecturers. They also try to make the students there stay for one year, 
where they go to German classes the first semester and the second semester they go to classes 
taught in German. This is something that the university is trying to improve since German is a 
difficult language to learn and the number of students learning German is decreasing. 
Scandinavia is the model that they are trying to follow. They do not have such a big problem of 
getting business students to study abroad, it is more a problem for the law students. It was easier 
before but now with the new bachelor programs they do not know how it will be. Ms. 
Wisniewski states that her office looks at other International Offices within Baden-Württemburg 
but not so much at others in Germany. They look partly to other IOs in other parts of the world. 
They try to keep track of how their partner universities work and once a year they go to a big 
meeting in North America on a conference were they meet a lot of their partner universities 
overseas. There they discuss and ask them what is going on and what their students want etc. 
 
Jönköping 
 
Internationalization is their key profile and thus something that they promote strongly. They 
offer cheap accommodation for international students, it starts from about 200 euro/month, 
which is pretty darned good, says Mr. Hilton. There is also buddy systems and host family 
program where the incoming students are linked to a family in Jönköping. They do not live there 
but they meet once a month or so. Above that there are Christmas parties, organized ski trips etc. 
JIB makes sure that the international students have a good time with them. Mr. Hilton hopes that 
they also have a good academic time there but of course he can not control that as much as he 
would like to. Mr. Hilton says that the number one reason why exchange students choose JIB is 
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because of their many courses in English. The second one is that they want to come to Sweden. 
All students are also given a chance to study the Swedish language. 
 
Mr. Hilton say that they ask other IOs about how they work but JIB does not have some sort of 
formal file on it. If they have good ideas then JIB might try to copy them. They work in a few 
networks in Sweden on of which includes a lot of the universities’ International Offices. They go 
to those meetings and talk to the other colleagues. In this way everyone informally works 
together and they have an e-mail network where everyone can ask each other through the 
network. 
 
Torino 
 
Accoring to Mr. Luison what strengthens Universitá degli Studi di Torino is that they have many 
faculties that cover all fields, medicine, psychology etc. 
 

 ”Every subject you can imagine.” 
 
They offer Italian language courses to the incoming students which are free and they also offer 
free service for searching accommodation. They give away free entrance-card for museums, 
mobile phone-cards etc. to their exchange students. The exchange students are also able to 
choose from all courses at the university. Every year they organize meetings to their national 
students about the Erasmus where they explain what Erasmus is and what it is supposed to do. 
Mr. Luison states that they would like to improve their accommodation system (the structure) to 
get more students. Mr. Luison feels that they doesn’t have a proper accommodation system in 
Torino, there are very few and expensive solutions. They would also like to give more money to 
their own students, more Erasmus scholarship. According to Mr. Luison the scholarship offered 
today is not enough. The biggest problem for Italian students when going abroad is that they do 
not find the right type of courses abroad. Mr. Luison suggests that the teachers should create 
more detailed agreements with partner universities in order to invite the students to apply for the 
agreements. Mr. Luison states that they are always in contact with all the Erasmus offices around 
Europe, to see how they work, exchange ideas and things like that. 
 
Umeå 
 
Mr. Nilsson says that a university needs to stand out from the others to be able to market 
themselves. But it also depends on who you send the message to e.g. student or someone else. To 
student they promote that they are exotic, and the ability to study in English. To researcher and 
professors they promote something else depending on what it means. It might depend on the 
area of research.  

”Study in English.”  
 

The quote above is used by Umeå University to attract students. Umeå University has courses in 
English, this is the core, and the numbers of courses in English are increasing every year. They 
offer the incoming students mostly everything. The courses are divided in ground and advanced 
level. Students can then choose from the ground level or advanced level, students need to take 
courses from the level they study on if not they need an explanation. Students can choose from 
all courses on the right level. Students also influence each other, if one student choose one course 
and tell another student this student might also want to change his/her course. Students from 
abroad can choose more freely than the students already studying in Umeå. They also offer 
Swedish language courses, according to Mr. Nilsson they have 250 places for Swedish studies. 
These places are very popular and sometimes the places can run out. They have increased the 
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number of places from 150 to 250. Right now they cannot increase the places any further because 
of cost issues. 
 
According to Mr. Nilsson they have had an increase in the number of incoming students without 
doing anything special. Mr. Nilsson says they have a good reputation and we take care of our 
students. Mr. Nilsson has noticed that Erasmus students might not know much about Umeå 
before they come here, but have heard good things from earlier students. Mr. Nilsson says that 
students talk to other students and then they choose to come here. They have done a lot to 
motivate students to study abroad and much more can be done, but it is difficult to deal with 
this. According to Mr. Nilsson one very important thing is that students should see the 
connection of studying abroad and getting a job, but it is a slow process. The project of 
internationalization in Umeå will lead to more students going abroad but it will take some time. 
Mr. Nilsson says that the International Office benchmarks formally and informally, they hear 
among other colleagues. 
 

5.7 Other Comments 

 
Jönköping 
 
One problem in JIB is over-work. There are 200 partner universities and Mr. Hilton says that that 
is a heck of a lot of partner universities to keep tabs on. JIB’s IO is pretty big compared to others 
in Sweden, they have 4,5 full-time people that work there, maybe as far as 5. Another thing that 
Mr. Hilton says is that in his particular office maybe some people have been there to long. 
Probably there is a need for new blood, they are kind of doing the same routine. Mr. Hilton has 
been with the office for eleven years, and then four others have been there from seven to ten 
years. There have recently hired two new people. Mr. Hilton says that he has noticed an injection 
of new energy into the system since the new people were hired. Mr. Hilton thought that they had 
become a bit old. That is probably a weakness and Mr. Hilton says that he is probably 
contradicting himself, no one wants to give up their job, but having five of the seven people 
having been here for seven years or more has been in some ways a strength but also a weakness.  
 
Mr. Hilton says again that JIB’s focus is on three things; one: internationalization is not just about 
student exchange. That is what they prioritize. Two is to work on the whole partnership with 
another university, research, teacher exchange, projects together etc. If there is a good 
partnership with a university then it means more than just student exchange. The third thing is 
that JIB thinks that the future in Sweden is the program students. JIB has gone from ten 
programs students four years ago to two hundred. According to Mr. Hilton this will probably go 
up and that is were the big rise is. The program students are going to be the big explosion and 
here JIB will also be able to make some money in the future charging tuition. Exchange students 
will never pay tuition. JIB are on the right way, they have just hired a new recruiter, been given 
new budget money and they are going to work darn hard to bring in more programs students 
from all over the world. Programs students are a different dimension because they stay for three 
years, learn Swedish etc. This is a huge market that JIB will be going after for the next two years. 
JIB is hoping to internationalize even further. 
 
Umeå 
 
According to Mr. Nilsson people need to see the International Office as a part of the University. 
A university needs to have a commitment. All heads need to be on the road to be able to 
succeed. All parts on the university need to be integrated. An International Office can be 
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successful but not without the university. They try to encourage outgoing students to talk about 
their universities, but this has not been so successful. The incoming students can talk about their 
university in some cases. Students are a big success when they help us, says Mr. Nilsson, but they 
can give negative answers such as that they don’t have time. According to Mr. Nilsson when 
students are used it is always a success therefore they are trying to use them. 
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���� Chapter 6 - Benchmarking the International Offices ���� 

 
In this chapter we will benchmark the International Offices to be able to compile our model that was made in 
chapter 3. This to find similarities, differences etc. to be able to come to an understanding of how they market their 
exchange programs. The structure of the chapter will continue to follow the themes from the interview guide as we 
stated in the chapter above. 
 

6.1 Background about the Offices 

 
The respondents that were interviewed were working at International Offices of different sizes. 
Mr. Nilsson actually thought that his office was small (with 6 full-time employees and one part-
time student) while Mr. Hilton considered that his office was big (4,5 full-time employees out of 
6). The difference here is clear since Umeå University has about 29 000 students and JIB has 
about 1 900. It becomes clear just by looking at these numbers that JIB is working hard with its 
profile; internationalization. The school has few students but a big office working to create a 
good international exchange. 
 
All offices are reached via the website, e-mail, telephone and at opening hours. It is important for 
someone who offers a service to be accessible.137 The offices are accessible in many ways, 
although the opening hours are short for all, however individual meetings can always be booked 
with Jönköping and Umeå off office hours. 
 
The problem for Umeå University, which was one factor to why we wrote this thesis, was that 
they have seen a decrease in outgoing exchange students since 2000. They are not satisfied at the 
International Office, they can not be since the decrease is constant. However the incoming 
students are showing an increase, this without the university having taken any special measures 
for augmenting the number. Mr. Nilsson thinks that it is a result of former exchange students 
talking about their stay to others. With the Bologna process pushed further the University needs 
to augment the numbers. The same problem is not as much a pressing issue for the other 
respondents’ universities. Mannheim is the only respondent university that has had an increased 
in both the incoming and the outgoing exchange students. The number of incoming and 
outgoing students in Torino has remained mainly the same during the last few years, with a slight 
decrease in the outgoing students. JIB has had a constant increase in both incoming and outgoing 
students since they started, however lately they have had a slight decrease in outgoing students. 
According to Mr. Hilton they are doing a pretty darned good job. However the number of 
outgoing students has showed a slight decrease here also. Mr. Hilton says that this could be 
because of the Bologna process.  
 
In general most of the universities have a steady or increasing number of incoming students but 
they have seen a decrease in outgoing students and maybe the Bologna process, as Mr. Hilton 
states, could be the same reason for all universities. It could be because we are at the end of our 
education that we do not know and have noticed the Bologna process so much, except for 
getting ECTS-grades during our stays abroad. We do not feel that is has affected us. Though we 
feel that it is strange that the outgoing students have shown a decrease for the most of the 
universities. Today it is important to be internationally oriented138, or it might be important to us 
just because we study international business and we have the opportunity to have the world as 
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our working field. As Ms. Wisniewski mentioned they had a problem with sending out law 
students but not the business students. Just by looking at our friends it is easy to see the 
difference in the subjects that they take and their attitude towards studying abroad. 
 
Although the universities are different in size, i.e. they have different numbers of attending 
students, they have somewhat similar numbers of incoming and outgoing students in total. 
Mannheim has 11 500 students with 450 outgoing and 370-380 incoming, JIB has 1 900 students 
with 350-360 outgoing and 500 incoming, Torino has 63 000 with 700 outgoing and 350 
incoming, finally Umeå has 29 000 students with 228 outgoing and 561 incoming. If we look at 
the numbers we can directly see that Torino seems to be less successful, such a big university but 
still so low numbers in outgoing and incoming students. JIB shows once again that they are doing 
a good job with such a large number of incoming and outgoing students compared to the total 
number of attending students.  
 
It is important that the offices work closely together with the students so that they can find the 
best student-university fit possible.139 All universities work with their students before an 
exchange. Information about the optional universities is given. Some also work together with 
former exchange students; Mannheim and Jönköping use former exchange students to present 
their stay and attract other students. 
 

6.2 Reasons for Studying Abroad 

 
According to Mazzarol the decision process an international student goes through when selecting 
a final study destination involves three stages.140 The decision to study abroad rather than locally, 
choose a country and finally decide upon an institution. This process fits the students of JIB, 
according to Mr. Hilton. Students attending JIB study there mainly because there is the 
opportunity to study abroad. The main reason when choosing a study destination is first country 
and secondly the school and the programs that JIB offers in that country. Mr. Hilton is not 
satisfied with this order, he thinks that the students should think about the education first and 
choose a destination where the best education can be found. However we recognize ourselves in 
the decision process, we went through the same before our exchanges. The country for us was 
important due to our previous language skills and then we looked at what university there would 
be suitable for us. 
 
What is important for the respondents’ students when they decide to study abroad? 
 
Mannheim: 
◊ Career options (getting a job in the future) 
◊ Knowing another culture 
◊ Improve language skills 
 
Jönköping: 
◊ Country 
◊ School/program in that country 
 
Torino:  
◊ Learn another language 
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◊ New experiences 
◊ Quality of the University 
◊ Subjects at the University 
 
Umeå:  
Mr. Nilsson chose to divide the reasons between undergraduate- and graduate students. 
Undergraduate students go abroad to study for more personal reasons such as to study in a warm 
country and new experiences. Graduate students do it more for academic reasons such as study 
for a certain professor and good academic conditions. 
Overall the similarities amongst students are that they want to; 
◊ Change environment 
◊ Practice another language 
◊ Experience another setting 
 
Personal reasons more than academic reasons are common for all respondent universities for 
what motivates the students to go and study abroad. However Ms. Wisniewski mentioned that 
her business students choose to study abroad for career reasons, they feel that it might help them 
to get a job in the future. The students do not go on an exchange to enrich their education but 
more, it seems, to enrich themselves. Getting to know a new culture and to learn a new language 
is important. 
 
In Mannheim and at JIB it is common that the students study abroad. At JIB it is one of the 
forces that attract students to the university. Students at Mannheim are aware that they need to 
go abroad to enhance their chances to get a job and at JIB it has shown that going abroad 
enhances the chances to get a job, at least abroad. 
 
JIB attracts students (pulls) with their international dimensions, Umeå does it by promoting that 
the students can study in English, Mannheim promotes their good Business School reputation 
and finally Torino attracts students by offering subjects in all fields. We can see that they all have 
different strengths that they promote to make themselves more attractive for students. 
 
It is interesting to see that at Universität Mannheim a semester abroad is being made obligatory 
with some Bachelor programs. At JIB Mr. Hilton does not want to make a stay abroad obligatory 
for not making it into something that you are forced to do. At Umeå University a stay abroad is 
not obligatory but promoted, especially in our program International Business and Economics. 
We do not feel that it would be good to make a stay abroad obligatory in order to increase the 
number of outgoing exchange students. Some people are just not up for going abroad and they 
would maybe not be able to handle it. We agree with Mr. Hilton that it should always be 
voluntary and not seen as a constraint. However we feel that every student should go abroad to 
study at least once in their lifetime. If not for academic reasons then for personal reasons, to 
evolve as a person. 
 

6.3 Marketing 

 
The marketing of a service can be divided into three sub-processes.141 Below we are going to take 
an individual look at how the different parts of the Service Marketing Triangle are handled in the 
respondents’ offices. 
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6.3.1 External Marketing 

 
How do the International Offices communicate their service to a specific target group then. We 
can look at how they market their programs towards national students and towards international 
students and other universities.  
 
Common for all offices is that they send brochures to interested universities with information 
however the biggest source of information is available on the Internet. Jönköping often uses their 
own students out on exchange as ‘recruiters’, they arrange meetings where they talk about JIB 
and market it. Mr. Hilton states that this is a very successful technique. According to Mr. Nilsson 
Umeå is trying to use this technique, and when it is used it is always a great success. According to 
us this is the best technique a university could use. Hearing information from primary sources 
gives a reliable image. As with all information primary is better than secondary. Just by reading 
about a university in a brochure does not give the same impression as hearing about if from a 
student attending that university or someone who has done an exchange there. 
 
Opposite to as what could be seen in the service marketing triangle142 common for all 
respondents is that they do not have a full-time working marketer in the International Office. All 
employees pitch in to do a part. How the offices market themselves towards different countries 
differs between the respondents. Mannheim uses different strategies when marketing themselves 
towards a country. They realize that one strategy for one country does not necessarily fit another 
country. The same goes for the office in Torino. However at JIB they use the same marketing 
information towards all countries. The information only differs if it is directed towards program 
students (staying for three years) or towards exchange students (staying for one or two 
semesters). Umeå uses the same marketing but they have realized that this is not the best way to 
go since culture, students and such differ between countries. They are going to rethink their 
marketing information. We think that is should be obvious to market ones university differently. 
The university has to take into consideration that other countries are appealed by different things. 
Not all countries would be interested in e.g. the cold winter in Sweden but others for sure. As 
Mr. Nilsson says it is important to think about the differences in culture etc. in a country and 
then adapt the marketing. 
 

6.3.2 Internal Marketing 

 
All offices have meetings so that they can keep in touch between the employees what is going on 
in the office. Some have more frequent meetings than others. Both Mr. Nilsson and Ms. 
Wisniewski say that they have a great deal of interchange in the office regularly since they work 
so closely. The office meetings occur, more often in Mannheim it seems where they are held 
every week. Jönköping has meetings every three weeks, Torino once a month and Umeå on a 
regular basis. Umeå also close the office every year to make plans and they have network contacts 
with the International Coordinators in the university. Mr. Hilton stated that he thought that they 
maybe had gotten a bit old in their office. New blood was needed, new input. This is important, 
to keep the knowledge updated and a continuous development of the personnel.143 The personnel 
needs to be committed to their work, an impression that we really felt that the respondents had 
during the interviews. They feel for their students, they have a lot of knowledge and they do the 
best they can for them. In general the offices are working to keep themselves up-to-date with 
what everyone else is doing either by regular interaction or by meetings. 
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6.3.3 Interactive Marketing 

 
The interactive marketing is about how the offices communicate to students about their service. 
The employees handle the contacts within different areas and they all do a part of the marketing. 
A lot of the universities’ information to international students is available on their websites and in 
brochures sent to the partner universities. The Internet is a good way we think. However one 
should never forget the importance of information given in person that is why it is good that the 
respondents’ individual universities keep information sessions for the students. For Torino it is 
their biggest marketing effort. In these the students get information about the different exchange 
programs, options and applications. JIB stand out since they do not have to market their 
exchange programs much to their own students. The students all know about them, it is the 
reason to why they choose to study there. 
 

6.3.4 Channels 

 
Advertising can be done through television, newspapers, radio, Internet etc.144 These channels 
seem to be used poorly in the offices. However being on a strict budget, the Internet is used as 
being the less expensive way: We can see that all universities have been ‘Internet-alized’. They 
have started to move their information, for students and other universities, more and more onto 
the Internet and referring their students and interested partners there. This is evident in 
Mannheim and Jönköping where they used to have more personal meetings with the students 
before an exchange. This has become more impossible and the information has now been moved 
more and more onto their websites. We did not hear anything about public relations in 
connection to our respondents during our interviews. This is somewhat an uncontrollable 
channel to use when it comes to marketing.145 All universities use personal selling towards their 
own students which, as seen in the theory, can be expensive but effective. They gather the 
students and talk about the exchange programs. For the office in Torino it was actually the 
biggest marketing effort that they carried out. Umeå has even tried to direct their marketing even 
more towards the own students by going around to the different buildings in the school talking 
about the exchanges. Mr. Nilsson said that it could be difficult for one student in one building to 
know what is going on in another building. This showed a positive effect in an increased number 
of exchange applications. Direct marketing would be somewhat impossible for a university when 
wanting to market their exchange programs to international students, it would simply be too 
expensive. To national students it could be used e.g. by sending e-mails with information about 
the exchange programs and the deadlines. For us this was done when we were to apply and 
consider an exchange. Personal selling for Mannheim means that they go to international 
conferences and fairs ones a year to give face-to-face information about their university and 
market it. Since Jönköping is out of balance in student exchange in Europe they try to overcome 
this problem by visiting those universities and talk about their school. 
 

6.4 Internationalization 

 
Students are encouraged to be more internationally oriented and qualified.146 They should be able 
to understand different cultures and work in multi-cultural globalized societies. This has put 
pressure on the universities that aim to participate in the international marketplace. This also 
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leads to some problems for universities, they need to have an international profile to attract 
foreign students but at the same time they need to have an adequate infrastructure and policy 
framework to manage the growth. The internationalization is evident in all the respondents’ work 
and it is something that they are all aware of and work hard with, in their different ways. It was 
shown that the respondents did not have any big problems with attracting students. However 
internationalization is not just about attracting students, it is also about research, exchange of 
staff etc., and all universities need to work hard with it on many different levels much because 
some of the respondents feel the pressure from the internationalization. The Bologna process 
puts pressure on the universities to be more internationalized. Mannheim has really felt this and 
the pressure is on for them to have more partnerships and more classes in English. Mr. Hilton 
mentions the Bologna process as one of the reason to why his outgoing students have decreased 
somewhat. Otherwise JIB has a lot of support from the top to cope with the internationalization. 
The school is called international, so are their courses and during the interview we could really 
feel that JIB is pushing for their international profile. As seen in the empirical findings 1/3 of the 
students in JIB are international, we think that this is a pretty impressive number. All universities 
should strive for this as an important step to internationalization. 
 
Universities today have recognized the importance of ”internationalization of curriculum” and 
the impact on higher education is constantly growing.147 As students ourselves we have 
recognized the importance of having an ”internationalized curriculum” and that today a lot of 
companies search for people with international experience. The International Office in Umeå is 
working with two projects concerning internationalization, with a lot of money involved. One is 
to increase the possibility of educational programs, the other is to market the university. 
 
Another description of internationalization of curriculum is ”a process of integrating an 
international dimension into the teaching, research and service functions of an institution of 
higher education, with the aim of strengthening international education- understood as education 
which involves and/or relates to the people and culture and systems of different nations.”148 
Torino is trying to reach more universities around the world, exchanging researchers, students 
etc. Internationalization is the main objective on their Director’s list. 
 

6.5 Partner Universities Relationships 

 
The respondents told us that one of their main tasks was to develop and maintain relationships 
with partner universities.  
  
Mr. Nilsson says that they try to avoid failures as much as possible. A partnership demands so 
much labor and resources that it would be a shame if the relation was dissolved because then a 
lot of work would get lost. This relationship could be seen as a life cycle.149 An organization has 
to take care of the relationship until it ends. 
 
Although international education partnerships are a potential source of competitive advantage 
they also include a certain risk.150 This risk is because the process requires new competencies to 
select partners, sign agreements and to develop the relationships. Mr. Hilton at Jönköping 
International Office told us that the persons working at his office had worked there for a long 
time, and he saw that as a weakness. But he also told us that they recently hired two employees 

                                                 
147 Elkin, Graham, Devjee, Faiyaz, and John Farnsworth, (2005), p. 319. 

148 Ibid., p. 321.  

149 Blois, Keith and Christian Grönroos, (2000). 

150 Heffernan, Troy and David Poole (2005), p. 226. 



�Arklöf & Åström 2006� 55 

and that these new employees were an injection for their office. 
 
Looking at similar goals, objectives and academic structures can be a way of choosing partners 
for successful international educational relationships.151 As we have seen in the empirical findings 
some of the respondents answered that the quality of education, ECTS credits, corresponding 
courses abroad and mutual understanding were the reasons to why they choose their partners. 
Umeå told us that a common understanding was important for them. The university can be 
somewhat flexible. Sometimes there can be a ‘give and do not take’. Umeå can accept students 
but not send back under certain conditions. We have seen that Jönköping was the only office that 
told us that diversity was one thing they looked at when choosing partners. Both Jönköping and 
Mannheim told us that the quality of the university was important for them when choosing 
partners, but Mr. Hilton said that it might be difficult to judge quality, since it can differ between 
a university’s research and education. Jönköping was the only respondent that did not cooperate 
with any other international office. This can be the result of the fact that they are more of a 
private school than any of the other respondents.  
 
In both Torino and Mannheim the professors played an important role when choosing partners, 
they know which universities are good and if they have good courses. Both Jönköping and Umeå 
had worked together with the Swedish Institute to promote the country of Sweden, also Torino 
and Mannheim worked together with the city and region they worked in to promote their 
university. It might be easier to promote a country than a certain university if the country to 
whom it is promoted does not know much about the promoted country. Mannheim was the only 
respondent were the university was only responsible for one exchange program and worked 
together with other universities that were responsible for other exchange programs. Mannheim 
was also the only university that worked closely together with other IOs. The reason to this, 
according to us, could be that in Germany there are more universities within a close area, in 
Sweden for example the universities are not as geographically close. It was only Torino that 
thought that the ECTS credits and corresponding courses abroad were very important when 
choosing partners.  
 
Overlooking we can see that for Mannheim and Jönköping the quality of the partner university is 
the most important if a relationship is to be achieved. For Torino the partners need to have the 
ECTS and corresponding courses. In Umeå a mutual understanding and the possibility to 
undertake an exchange at all is important. 
 

6.6 Your university 

 
It is important that a university uses their competitive advantages to distinguish themselves.152 We 
asked the respondents to tell us what they think differentiates their universities and all of the 
respondents turned out to promote different things, Umeå promote that they are exotic and that 
the students can study in English. JIB promote that they have a international profile, Mannheim 
promote their Business and Economics School and Torino promote that they are a large 
university that covers all educational fields. 
 
One thing that is in common for all universities is that the international students can choose from 
all courses. We believe that this is good and that it enhances the movement of international 
students. Both International Offices in Sweden promote the possibility to study in English. All 

                                                 
151 Heffernan, Troy and David Poole (2005), p. 228. 

152 Mazzzarol, Tim, (1998), p. 165. 
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offices also offer language courses in the native language. We think that this is a really good thing 
since we saw earlier that many students go abroad to improve their language skills.  
 
The offices in Torino and Mannheim said that they wanted to have more classes in English and 
through that be able to attract more foreign students. Mr. Luison thought that the educational 
system in the Nordic countries is more developed. Ms. Wisniewski even stated in the interview 
that they, in her office, where looking at the Scandinavian model with classes in English and 
trying to follow it. It seems like we have a lot of admirers up here in the north. Jönköping and 
Umeå saw no problems with attracting students, Sweden is such a popular country. Umeå had 
even seen an increase in the number even though no efforts had been made. Mr. Nilsson thought 
that this was because Umeå has a good reputation, they take good care of their international 
students and those students spread the good word around. 
 
Offering a broad range of courses is a critical success factor.153 The different offices offer 
different things for their international students, the only thing that they all in common offer is the 
ability to study a language course. Torino told us that they wanted to improve their 
accommodation system to attract more students. Since there is quit a difference among the 
number of students and size of city were the universities are located, it is almost clear that Torino 
might be the city with most problems with accommodation. Cost issues and the environment are 
variables that can ‘pull’ students to study in the country.154 If Torino can improve their 
accommodation system with cheaper options and better suited solutions for the international 
students they might attract more students. Jönköping, in comparison to Torino, told us that they 
offer cheap accommodation. They also try to make the students become a part of the society, this 
through buddy systems, host families etc. And as stated in the theory social links are important 
when ”pulling” the students. Torino also told us that they would like to be able to offer more 
scholarships to the students going abroad. The Italian students also had difficulties in finding the 
right courses abroad. As we have seen it we think that it is better to enrich your education and 
study different courses then the ones offered in your home country. 
 
Umeå University had the biggest problem with sending students abroad. In Mannheim the 
problem was mostly for law students. Ms. Wisniewski told us that the Bologna process will affect 
the number of outgoing students. Mr. Nilsson told us that the projects to become more 
internationalized will increase the number of outgoing students. We believe that it is going to be 
interesting to see what the Bologna process and the internationalization can do for the flow of 
international students in the future. 
 
All offices look at other IOs or work together with other IOs around Europe. In Jönköping they 
do not have any problems with sending students abroad, because the students there have seen a 
connection between studying abroad and getting a job. Mr. Nilsson at IO in Umeå told us that 
one of the problems with sending students abroad was exactly this, that they need to see the 
linkage between studying abroad and getting a job. For us we as business students we clearly see 
this connection, especially since we also would like to work abroad in the future. However this 
connection might not be as clear for others who study other subjects. 
 

6.7 Other comments 

 
What was important for Jönköping to stress more was how one looks at the internationalization. 
It involves so many things. Mr. Hilton also thought that the program students are the future for 
                                                 
153 Mazzzarol, Tim, (1998), p. 165. 

154 Mazzarol, Tim and, Geoffrey N. Soutar, (2002), p. 83. 
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Sweden, to be able to charge them tuition. He believed that they are on the right way and they 
are going to work darn hard to internationalize even further.  
Mr. Nilsson stressed that all parts of a university have to work together to make it successful. An 
IO can not be successful without the support from the rest of the university. The responsibility is 
not on a single unit. 
 

Table 1: Benchmarking the International Offies 

 Universität 
Mannheim 

Jönköping 
International 
Business School 

Università degli 
Studi di Torino 

Umeå Universitet 

Background Increase in incoming 
and outgoing 
students. 

Slight decrease in 
outgoing students. 

Slight decrease in 
outgoing students. 

Decrease in outgoing 
students. 

Reasons for 
Studying Abroad 

Career options, 
knowing another 
culture and improve 
language skills. 
 

Country and school/ 
program in that 
country. 

Learn another 
language, new 
experiences, quality of 
the university and 
subjects at the 
university. 

Change environment, 
practise another 
language and 
experience another 
setting. 

Marketing Uses brochures and 
Internet, no full-time 
working marketer, 
uses different 
strategies towards 
different countries, 
‘Internet-alized’ 

Uses brochures and 
Internet, no full-time 
working marketer, 
uses student 
‘recruiters’, ‘Internet-
alized’ 

Uses brouchures and 
Internet, no full-time 
working marketer, 
uses different 
strategies towards 
different countries, 
‘Internet-alized’ 

Uses brouchures and 
Internet, no full-time 
working marketer, 
uses student 
‘recruiters’, ‘Internet-
alized’ 

Internationalization Working hard with it, 
feels pressure. 

Working hard with it. Working hard with it, 
feels pressure. 

Working hard with it, 
2 ongoing projects. 

Partner Universities 
Relationships 

Develop and 
maintain 
relationships is a 
main task, looks for 
quality of the 
university, 
collaborates within 
the region. 

Develop and 
maintain 
relationships is a 
main task, , looks for 
quality of the 
university, some 
collaboration. 

Develop and maintain 
relationships is a main 
task, collaborates 
within the region. 

Develop and 
maintain relationships 
is a main task, looks 
for common 
understanding, some 
collaboration. 

Your University Promotes Business 
and Economics 
School, international 
students can choose 
from all courses and 
the possibility to 
study a language 
course, wants more 
classes taught in 
English. 

Promotes their 
International profile, 
international 
students can choose 
from all courses and 
the possibility to 
study a language 
course. 

Promotes that they 
cover all fields, 
international students 
can choose from all 
courses and the 
possibility to study a 
language course, 
wants more classes 
taught in English. 

Promotes ’exotic’ and 
’study in English’, 
international students 
can choose from all 
courses and the 
possibility to study a 
language course. 

Other Comments  Stressed the 
internationalization 
once more.  

 Stressed that all parts 
of a university have 
to work together. 
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���� Chapter 7 - Conclusions ���� 

 
The conclusions from the analysis are stated. We complete the model that was presented in the end of chapter 3. 
We repeat our problem and purpose and answer them. Suggestions for further research are then given. 
 

7.1 In what way do International Offices work to market their exchange 
programs?  

 
In our final model we choose to include two elements outside the figure: internationalization and 
staff. The staff is the ones who are the foundation. They all pitch in to do their part of the 
marketing and their commitment and knowledge is important. The internationalization is on their 
mind all the time and it influences their work.  
 
All offices except JIB use, or are about to use, individual strategies in their marketing campaigns 
towards foreign universities. It is our opinion that this shows that the internationalization has 
affected their way of marketing since they need to rethink how they approach the individual 
countries. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 4: The European Director - How International Offices in Europe work to Market their Exchange Programs. 

 

7.1.1 Marketing towards students 

 
International Level 
 
The use of the Internet is evident in the marketing in all levels. When it comes to attracting 

Students Other IOs/Universities 

National Level 

International Level 

IO 

• Internet 

• Student recruiters 
 

• Internet 

• Personal Selling 

• Direct Marketing 

• Internet 

• Brochures 

• Relationships 

• Personal Selling 

• Internet 

• Cooperations 

 

Internationalization 

STAFF 
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international students then the Internet is an easy way. Students and universities are invited to the 
website if they want to know more about a specific university. What the universities promote to 
international students differs. The universities have different profiles, whether it is the 
international profile at JIB, the Business School in Mannheim, a university that covers all fields in 
Torino or to study in English in Umeå. They all have in common that the students are offered a 
language course in the native language and that they can all choose from all courses available. 
 
For JIB and Umeå the use of students ‘recruiters’ has been very successful. Reading about a 
university on the Internet does not give the same vivid image as a student recruiter can. It is 
easier to relate to a university when you as a student is informed by another. 
 
National Level 
 
Information sessions are evident and important in all universities. This personal selling is 
important to getting the students interested in an exchange, helping them with applications and 
just assisting them with any questions that they might have. All information concerning 
exchanges is also constantly on the universities’ websites. 
 

7.1.2 Marketing towards other International Offices and Universities 

 
International Level 
 
Brochures are still used and distributed by all International Offices across countries to other 
universities. The information that can be found in them is more evolved on the Internet. 
Interested universities can always go online and find the information that they want on another 
university’s homepage. Relationships with international partners are important and they are up-
dated regularly. Going to fairs and conferences is an important personal selling, both to enhance 
relationships and spread information. 
 
National Level 
 
In Sweden there are networks for the International Offices. These networks are used to exchange 
ideas. Some cooperation is also done with the Swedish Institute to promote the country of 
Sweden. There are however no regional cooperations, this could be because of the geographic 
differences. In Mannheim and Torino there are regional collaborations. They work together with 
other universities inside the region, exchanging ideas and promoting the universities. 
 
Being at conferences, fairs or just talking over the phone it is common to exchange informal 
information. 
 

7.2 Purpose 

 
The purpose of the study was to get an understanding of how International Offices in Europe 
work to market their exchange programs. We wanted to see and compare how the International 
Offices work to make students go and come on exchange programs. All this to improve the 
knowledge of the International Offices in Europe to become more effective and achieve greater 
success. 
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There is a somewhat steady flow of incoming and outgoing exchange students for all 
respondents. The number of outgoing has however noticed a decrease. Mannheim and Torino 
are both working to improve their ways to attract (‘pull’) students. Having more classes in 
English and following the Scandinavian model is on the agenda. For the ones actually inside the 
Scandinavian model, attracting students is not a problem. Sweden is a popular country and for 
Umeå the number of incoming students has increased without taking any special measures. 
 
Making students go abroad is another problem (‘push’) and Mannheim is trying to overcome this 
problem by making a stay abroad obligatory. This strategy is however something that is not 
desired by JIB since it should always be up to the students what they want to do, not by force. 
We concur with JIB. Torino is working in another way by wanting to increase the scholarships 
for outgoing students. In Umeå it is considered to be important to inform the students about the 
connection between a stay abroad and the chance of getting a job after the studies. 
Internationalization projects are hoped to increase the numbers, but it is a slow process. Students 
at JIB choose to study there because of the ability to go abroad and 85 % of their students do.  
 
Working with internationalization is something that is important for all respondents and they 
have new projects going on in hope to increase the exchanges. The situation seems to be unsure 
at the moment with e.g. the Bologna process and what it will involve. 
  

7.3 Suggestions for Further Studies 

 
It would be interesting to interview more International Offices in Europe to look at similarities 
and differences in their way as how they work with their exchange programs. To be able to 
maybe find ‘the best way’ a study could be done looking at the office which is regarded as the 
best ones. 
 
The students are a most important part when it comes to exchanges. Only they can really now 
the reasons to why they choose to go abroad. In this study we have only looked at which reasons 
the respondents thought were important for students to study abroad. Studying students’ 
opinions in different countries would be importation to see what can be done to overcome the 
decreasing number of outgoing students. 
 
Starting at an European level, we have looked at the national and the global level. Including the 
global level with free-movers and other possibilities would be interesting. The cultural differences 
would be clearer between Europe and e.g. Asia. Is there are model of how International Offices 
work in the world?  
 
Connected to the global level is what Mr. Hilton mentioned, that the program students are the 
future of Sweden, to be able to charge tuition. A study of what this would mean to Sweden and 
the economy would be interesting. 
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Appendix - Interview Guide 
International Office 
 
Background about Your Office 
Tell us about Yourself and what You do: 
 
How can students reach You? (Internet, opening hours etc.) 

 
What types of exchange programs do You offer?   

- In how many countries? 
 
How many incoming/outgoing students do You have? 
 
How do You work together with a student before/after an exchange? 
 
Has the number of incoming/outgoing exchange students at Your university 
increased/decreased the last few years?  
 
Reasons for Studying abroad 
Why do You think Your students choose to study abroad?  

- Is it part of a program, it is common in your country etc.? 
 
What in the host country do You think is important for Your students when they choose a study 
destination?  
 
What do You think motivates a student the most for deciding to go and study abroad? 

- How important do You think educational-, career- and personal reasons are? 
 
Marketing 
When/how and how often do You advertise exchange positions? 

- To national students 
- To international students 

 
Have any changes been made in Your way of informing students over the last few years? 
 
How do You work with Your marketing [of exchange programs]? 

Current marketing strategy: (channels, messages, material) 
- Channels: advertising, personal selling, PR, direct marketing and websites. 
- Long-term, short-term plan, ad hoc etc. 
- Examples of successful strategies?  
- Why have You chosen this strategy? 

 
Do You have a full-time working marketer?  

- If not, who works with the marketing?  
 
Do You think that there is any better way to promote Your university? 

- If yes, how? 
 
Is Your way of marketing Yourself the same towards all countries? 
 
How do You keep Your employees up to date with Your strategies? 
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Internationalization 
Is the internationalization important at Your university? 

- (Curriculum, teachers, research etc.) 
 
Do You work with the internationalization in any special way? 

- A special project? Etc. 
 
Do You feel any pressure from the ongoing internationalization?  

- If so, how? 
 
Partner Universities Relationships 
What is important to You when choosing which universities to work with? 

- Communication, trust, culture and commitment? 
- How do these factors interact with each other? 

 
Do You have any national alliances?  
 - That is do You cooperate with other IOs in Your country to promote the country? How 

and why?  
 
Your university 
What do You feel distinguishes Your university from other universities?  
 - What strengths do You promote? 
 
What are You offering to international/national students?  

- (range of courses/programs etc.) 
 
What do You think Your university could do to attract more foreign students? 
 
What do You think Your university could do to motivate more students to study abroad? 
 
Do You keep track of how other universities/International Offices work? 
 
Other comments? 

- Is there anything else that You would like to add? 
 
Thank You so much for Your cooperation! 
- Can we contact You again if any questions arise? 
 


