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Abstract
The main purpose of this study is to find what influence factors such as social media,
reputation, Word-of-mouth and partnership have on a b-schools’ brand image. As well
as the influence factors such as brand image and partnership have on students’
application intention. No studies have been made in a b-school (Business-School)
context that have tested the effect of WOM (Word-Of- Mouth), Social media, reputation
and partnership on brand image and the effect of partnership and brand image on
students’ application intention. Due to the research gap identified in our study, we have
developed our own conceptual model to show the relationship between the predictors on
b-schools’ brand image and students’ application intention. In order to fulfill our
purpose, we have designed the following three main research questions:

R1: "What effects do factors such as social media, reputation, Word-of-mouth and
partnership have on b-schools’ brand image?"
R2: "What effects do factors such as brand image and partnership have on students’
application intention?"
R3: "Are there differences with regard to how students from China, Tanzania and
Sweden perceive b-school’s brand image, and do these differences affect their
application intentions?"

To complete our study, we ensured our research questions are answered and the research
purpose is met. Our potential respondents are first- and second year university students
from the countries China, Tanzania and Sweden, who are planning to study abroad. We
used a self-completion survey and designed our questionnaire based on our conceptual
model. The questions were designed in a way that students were asked to choose factors
that influenced their application intention when selecting b-schools abroad. We
distributed online and physical questionnaires to students in the three countries and
obtained a total of 255 responses. We based our study on a quantitative strategy and
used the statistical analysis program SPSS to analyze our data. We conducted several
analyses such as descriptive-, correlation-, and regression analysis to find relationships
between the variables in our conceptual model. Through the analysis, we gained a
deeper understanding on the effect that social media, WOM, reputation, and partnership
have on b-schools’ brand image and also the effect of partnership and brand image on
students’ application intention.

The result of our analysis shows that factors such as social media, partnership and
reputation have a positive effect on b-schools’ brand image. On the contrary, WOM
have a negative impact on b-schools’ brand image. Moreover, both brand image and
partnership was found to have a positive effect on students’ application intention. There
are also differences regarding how students from China, Tanzania and Sweden perceive
b-school’s brand image and, therefore, these differences affected their application
intention. Overall, partnerships have a positive effect on students’ application intention
in all the three countries.



II

Our findings informed business schools on the importance of social media, reputation
and partnership on its brand image and whereas, partnership and brand image are
important on students’ application intention. Marketing using social media could
improve b-schools' brand image. Partnership between b-schools and corporate firms or
b-schools-to b-school can influence students’ application intention.

KeyKeyKeyKey Words:Words:Words:Words: social media, WOM, partnership, reputation, brand image, students’
application intention, China, Sweden, Tanzania
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CHAPTER 1: Introduction
This chapter discusses the background of our research topic and identifies the gap in
extant research. We explain the contribution our study will make to the existing
knowledge on marketing of higher education institutions. We then state the research
questions and the purpose of our study. Finally, to assist our readers we provide a brief
explanation of central concepts in our study.

1.11.11.11.1 TheTheTheThe globalizationglobalizationglobalizationglobalization ofofofof thethethethe higherhigherhigherhigher educationeducationeducationeducation industryindustryindustryindustry
The internationalization of higher education has been a major trend among universities
in developed countries since the late 1980s (Bennell & Pearce, 2003, p.215). As follows
from this trend ‘globalization’ and ‘internationalization’ are terms used to analyze the
increasing international activities in the education industry (Van der Wende, 2001,
p.253).

Mazzarol et al. (2003, p.90) have identified three waves of globalization in the
international education industry. The first wave is when students are admitted to a
university or school and move to another country. The second wave is via a partnership
or “twinning” program establishing an alliance with another institution (Smart, 1988,
cited in Mazzarol et al., 2003, p.90). International institutions thus collaborate with the
local universities and offer programs that are not available in their home country
allowing students to benefit from a foreign institute without traveling abroad. Examples
of such “forward integration” (Mazzarol et al., 2003, p.90) have become common in
Asia since the 1990s. The last (third) wave of globalization in the education industry is
when universities or schools create branch campuses in foreign countries, and deliver
online courses using information and communication technology (ICT) (Mazzarol, 1998;
Mazzarol et al., 2003, p.90).

In the last few decades, various researchers have studied the topic of international
education, and numerous definitions of the term 'international education' have been
proposed by researchers. Thus, there are many definitions (Ancheh, 2006, p.382; Chew
et al., 2010, p.2). For example, higher education internationalization is when students
move from their home country to another country for further learning in higher
education institutions. Sanderson (2002, p.88) suggests that "international education is
acquiring another language, completing part or all of studies overseas. Others such as
Knight & de Wit (1995, cited in Matthews, 2002, p.369) argue that international
education refers to "the enrollment of full-fee-paying foreign students, and the initiation
of policies promoting structural, curricular, and pedagogical internationalization”.
Basically this means that students should pay tuition fees to get higher education in an
international university, and at the same time, that the education policies promote
structural, curricular and pedagogical internationalization. Based on the previous
literature reviewed and definitions, we have made a summary of the definition of
international education as the following:
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From the students’ perspective international education implies moving to another
country, to pay tuition fees and to obtain a degree diploma from a foreign institute.
From the perspective of a university or host country, education policies need to promote
structural, curricular and pedagogical internationalization, as well as the previously
mentioned 'international activity' to achieve income and promote the economy of their
host country.

During the past decades, more and more students have chosen to study abroad.
According to Bennell & Pearce (2003, p.217-218) demand for international higher
education worldwide has increased by 60.8% from the 1980s to the mid-1990s with the
US, the UK and Australia being the most popular educational destinations. The lack of
access to higher education in Asia and Africa has also made many students move to
other countries for education over the second half of the twentieth century (Mazzarol &
Soutar, 2002, p82). From the host country’s perspective, students who come from
abroad contribute to the country's economy; they pay high tuition fees when studying at
these international institutions (Mazzarol, 1998, p163; Chew et al., 2010, p2). For
instance, international students contributed $ 1.5 billion to the Canadian economy
(Mazzarol, 1998, p.163). This trend began in the 1960's when countries such as Canada,
United States, United Kingdom, Germany and Australia began to invest in the higher
education sector and developed marketing strategies to attract students from African and
Asian countries (Chew et al., 2010, p2). In response to these trends numerous
universities have applied marketing theories and concepts to gain a larger share of the
international student market. (Chew et al., 2010, p.2; Hemsley-Brown & Oplatka, 2006,
p.317)

During the past decades, the international student body mainly consisted of students
from Asia and Europe (Bennell & Pearce, 2003, p 217). However, the recent years’
development indicates that many African students are studying abroad. For instance, in
Tanzania, many foreign universities and academic institutes offer scholarships or
financial aid to students with unique academic capabilities (Scholarship Position, 2014).
Students from Tanzania can therefore apply for a scholarship offered by foreign
education institutes and universities by visiting the website scholarship-position.com.

China is one of the countries with the highest number of students abroad. The number of
Chinese students abroad was more than 50 thousands between the year 1978 and 1987
(Yao, 2004, p.8). However, since then the number of Chinese students abroad has been
growing. According to Choudaha & Chang (2012, p.10), recent statistics by the U.S.
Immigration and Customs Enforcement (USICE) show that the number of active
Chinese students on F-1 or M-1 visas at the end of 2011 had increased to nearly 200,000.
The reason for increased mobility among Chinese students is because of the growing
number of parents who are financially well off and can afford to finance their children’s
education in the US, and also due to unmet demand for good quality higher-education in
China (Choudaha & Chang, 2012, p.10).
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Earlier studies also suggest that many students from Sweden have the intention to study
abroad after they have graduated from high school. In a report from Statistiska
Centralbyrån (SCB, 2013, p.1), there were 28,300 Swedish students studying abroad in
the academic year 2012-13, either through exchange programs or on their own with
financial aid from CSN. Also, since 2003/2004 the number of exchange students in
Sweden has increased from 24,600 to 28,300 (SCB, 2013, p.1). Globalization of higher
education is thus an essential trend and statistical reports also indicate that the number
of students from China and Sweden, who study abroad have been growing during the
latest two-year period.

1.21.21.21.2 BackgroundBackgroundBackgroundBackground onononon thethethethe internationalizationinternationalizationinternationalizationinternationalization ofofofof businessbusinessbusinessbusiness schoolsschoolsschoolsschools
Business schools are education entities that provide instruction, teaching material and
services in the field of business. Students who attend business schools are doing so to
gain an education within the field while having the opportunity to specialize in specific
areas through elective courses. In the last few decades, the development of business
schools has rapidly globalized while the business environment is becoming more
dynamic and diverse. This development forces organizations to be more adaptive while
creating a need for managers with global business skills. Managers should thus have the
ability to manage functional areas such as international marketing and cross-cultural
management (Shetty & Rudell, 2002, p.103; Martin et al., 2011, p.356). Based on
ongoing research on internationalization of education in a business context; Shetty &
Rudell (2002, p. 103) stated, “it is an obligation, business schools cannot afford to
ignore”. In addition, a study by Toncar et al (2006, p.76) stated the benefits that business
students could receive when studying in universities abroad are: increase of job
opportunity after graduation and ability to work or employed abroad.

Along with the development of the business environment, international business
education has become more complex with more elaborate educational programs (Martin
et al., 2011, p.356) and establishment of partnerships with companies (Shetty & Rudell,
2002, p.105-106).

1.31.31.31.3 BusinessBusinessBusinessBusiness schoolsschoolsschoolsschools’’’’ marketingmarketingmarketingmarketing communicationcommunicationcommunicationcommunication towardstowardstowardstowards foreignforeignforeignforeign studentsstudentsstudentsstudents
According to Binsardi & Ekwulugo (2003), universities from the UK have implemented
strong promotional strategies to attract foreign students to their schools and increase
their market share in the international education industry. The promotional strategies
were via alumni, websites, other media (e.g. Television), recommendations from friends,
family, and local universities or colleges in the UK (p.324).

Gray et al., (2003, p.111-113) found that Asian pacific students (from Malaysia,
Singapore, and Hong Kong) used social network sites such as university’s website,
blogs, and printed media when selecting universities abroad. Students used social
networks sites when searching for information about programs, universities, and also to
check comments from graduates (alumni) who have attended a university of interest
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(Gray et al., 2003, p.113). More precisely, the use of Social Network Sites (SNS) such
as Instagram, Facebook, blogs, and YouTube has helped both students and schools to
reach out to each other in a simpler and faster manner. Furthermore, international
institutes such as business schools rely on WOM (Word-Of-Mouth) to promote their
schools’ activities and services to their target market (Mazzarol & Soutar, 2002.p.85).

From a communicational perspective, students have shifted from using traditional
WOM to eWOM (electronic Word-Of-Mouth), and most of them visit different social
media sites or universities websites. “Although the students mentioned the use of
traditional information sources (international coordinators and former exchange
students), the use of the Internet seemed to be the most common medium to inform
oneself about general issues in the foreign city and the university” (Eder et al., 2010,
p.240). It is interesting that most of potential respondent (95.2% of students) have
pointed that they use university websites when searching more information about a
particular university abroad (Eder et al., 2010, p.240).

1.1.1.1.4444 ResearchResearchResearchResearch gapgapgapgap
As Kallio (1995) concludes many factors can affect students’ decision; reputation,
quality of the institution, financial aid provided, faculty, and also the characteristics of
students (like academic ability and achievement) could affect the application intention.
However, the two most important factors are reputation, quality of the institution and its
program.

The study by Mazzarol & Soutar, (2002, p.82) identified “Push” and “Pull” factors as
influencing students’ application intentions when selecting universities abroad. The pull
factors were divided into three sub-factors; personal growth as ability for the student to
gain life experience and become independent while studying abroad. The language
(English) was seen as the most important factor, and last but not the least, the future
career of students after graduation abroad (Eder et al., 2010, p.238-240). The pull
factors are thus benefits offered by host countries, e.g. reputation of the school, facilities,
culture, values, among others, that attract international students from around of the
world.

According to Mazzarol & Soutar (2002, p.82), push factors are found within the
students country of origin which drives or influence them in their enrollment decision to
any foreign institute. Therefore, both factors play an important role on the students’
decision when selecting a foreign university education. The most critical factors
Therefore, are, the awareness and reputation of the universities, as well as personal
recommendation or Word-of-Mouth-referrals of alumni. Consequently, it is critical for
universities to retain, or gain, a reputation of quality (Mazzarol & Soutar, 2002, p.90).

Shahid et al. (2012) studied factors affecting the application intentions of Pakistani
students when they applied to foreign universities. Specifically they examined which
factors had the greatest influence and the factors with the least influence on the students’
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application intentions. Shahid et al. (2012) found that the WOM was the most important
factor for students when choosing a university or college abroad. Thus, WOM has a
positive effect on a student’s decision, while it is of interest to note that marketing
communication (advertising) had the least influence on a student’s application intention.

A recent study by Alwi & Kitchen (2014), investigates the factors that affected the
brand image of business schools and how these factors influenced satisfaction and
loyalty. The findings of Alwi & Kitchen (2014) suggest that a business school with a
reputable image could obtain benefits such as higher-ranking position, more funding
opportunities. Also, it had a positive impact on the foreign students’ application
intentions (Alwi & Kitchen, 2014, p.2324-2325).

Another study by Sabir et al. (2013) focused on the marketing perspective; they used
7P’s to examine how marketing strategies affected Pakistani students’ application
intentions. Interestingly, they found that traditional promotional tools did not have the
expected influence on students’ application intentions. Rather universities should
change their marketing strategies and use social media websites to attract prospective
students. Though Sabir et al. (2013, p.202-204) note that a good reputation remains an
important factor that affect students’ application intentions.

Based on the above mentioned literature we have identified a research gap; namely that
few earlier studies have examined the combined effect of social media, WOM,
reputation and partnership on (1) b-schools’ brand image and the effect of partnership
and b-schools’ brand image on (2) students’ application intention. Moreover, previous
studies are mainly focused on the United States, China, and Canada; countries with
large student populations, plenty of HEIs, and private schools, which is not the case in
Sweden and Tanzania. Therefore, in our study we will compare students from three
countries; Sweden, Tanzania and China. We are interested to examine whether students
from these three countries differ in their responses to the above-mentioned factors.
Many studies in this field are based qualitative methods while we have chosen to a
quantitative approach allowing us to measure the effects of these factors on business
schools’ brand image and students’ application intentions.

1.1.1.1.5555 PurposePurposePurposePurpose ofofofof thethethethe studystudystudystudy
The main purpose of this thesis is to investigate the influences of social media, WOM,
reputation and partnership on b-schools’ brand image and the effect of partnership and
b-schools’ brand image on students’ application intention. Thus, we will examine these
factors from the students’ perspective. Our informants are students from different
universities in Tanzania, China, and Sweden, who are planning to study in b-schools
abroad. Moreover, we are going to compare the results from the three countries, and
examine whether there are differences among the results from Tanzania, Sweden, and
China.
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Although we are dealing with three countries from different cultural backgrounds, we
will not investigate the effect of culture on the application intentions of the students in
our study. Also, with the collaboration in higher education industry, culture difference is
projected as no obstacle at all. Rather the opposite is true because, according Bartell
(2003, p.49), internationalization has led to a rapid advancement of transportation and
communication, which has resulted to the need for intercultural and international
understanding and knowledge. Therefore, most of the universities that are
internationalized are structured to adopt to cultural differences across the globe. Hence,
in our study, we will not include cultural differences (or similarities) as factors affecting
students’ application intentions.

1.1.1.1.6666 ResearchResearchResearchResearch questionquestionquestionquestion
To fulfill the purpose of our study and to guide the analysis of the empirical data we
have formulated the following three questions:

� What effects do factors such as social media, WOM, reputation and partnership
have on b-schools’ brand image?

� What effects do factors such as brand image and partnership have on students’
application intention?

� Are there differences with regard to how students from China, Tanzania and
Sweden perceive b-school’s brand image, and do these differences affect their
application intentions?

1.71.71.71.7 DefinitionsDefinitionsDefinitionsDefinitions ofofofof thethethethe attributesattributesattributesattributes andandandand otherotherotherother relevantrelevantrelevantrelevant conceptsconceptsconceptsconcepts
We will define the important attributes used to build our conceptual model and
formation of the research questions so as to make it really clear for readers of our thesis.

SocialSocialSocialSocial media:media:media:media: ““““Social media employ mobile and web-based technologies to create
highly interactive platforms via which individuals and communities share, co-create,
discuss, and modify user-generated content” (Kietzmann et al., 2011, p.241)

WOMWOMWOMWOM communication:communication:communication:communication: “WOM as oral, person-to-person communication between a
receiver and a communicator whom the receiver perceives as non-commercial,
regarding a brand, product or service (Arndt, 1967 cited in Buttle, 1998, p.242).

ElectronicElectronicElectronicElectronic wordwordwordword ofofofof mouthmouthmouthmouth (eWOM)(eWOM)(eWOM)(eWOM) communication:communication:communication:communication: “Any positive or negative
statement made by potential, actual, or former customers about a product or company,
which is made available to a multitude of people and institutions via the Internet”
(Hennig-Thurau et al., 2004, p.39).

B-schoolB-schoolB-schoolB-school’’’’ssss reputation:reputation:reputation:reputation: “Is a perceptual construct involving the assessment of subjects,
i.e. individuals and stakeholders (e.g. academics and MBA students), and that reputation,
in contrast to image, is formed and established in a subject’s mind over time”
(Cornelissen & Thorpe, 2002, p.176)
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BrandBrandBrandBrand image:image:image:image: “Is an understanding of the attributes and functional consequences, and
the symbolic meanings, consumers associate with a product” (Padgett & Allen, 1997,
p.50).

B-schoolB-schoolB-schoolB-school partnership:partnership:partnership:partnership: A relationship that a b-school builds with other organization
either universities/ b-school or corporate firms.

SocialSocialSocialSocial network:network:network:network: "A social network is a configuration of people connected to one
another through interpersonal means, such as friendship, common interests, or ideas."
(Coyle & Vaughn, 2008, p.13).

SocialSocialSocialSocial networknetworknetworknetwork sitessitessitessites (SNS(SNS(SNS(SNS): “We define social network sites as web-based services that
allow individuals to (1) construct a public or semi-public profile within a bounded
system, (2) articulate a list of other users with whom they share a connection, and (3)
view and traverse their list of connections and those made by others within the system”
(Boyd & Ellison, 2007, p.211).

BusinessBusinessBusinessBusiness schoolschoolschoolschool (B-school):(B-school):(B-school):(B-school): “A business school is a university-level institution that
confers degrees in Business Administration” (Safón, 2012, p.169)
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CHAPTER 2: Theoretical review
This chapter illustrates relevant literature related to our study. We have selected
previous literatures to support all attributes in our conceptual model. Furthermore,
conceptual model was formulated, enabling us to construct a theoretical framework
related to the hypothesis and our questionnaire. We begin by explaining the reasons for
studying abroad and finally analyzing theoretical review of attributes relating to this
study.

2.12.12.12.1 ReasonsReasonsReasonsReasons forforforfor studyingstudyingstudyingstudying abroadabroadabroadabroad
According to Mazzarol & Soutar (2002), pull and push factors are important forces that
influence students to study abroad. Moreover, the pull factors were divided into three
categories. Firstly, a student’s perception of a program offered abroad compared to
home country was identified as a pull factor (Mazzarol & Soutar, 2002, p.88). Second,
the student’s inability to be admitted to a university in home country and/or a specific
program is not issued in home country but available in a university abroad. Last but not
least, the opportunity for students to move to a foreign country after graduation (p.88).
The most critical factors were the awareness and the quality of the reputation of the
university and hosting country, which Mazzarol & Soutar (2002, p.89-90) identified as
major factors influencing students to study abroad.

Another study by Agarwal & Winkler (1985) focused on 15 developing countries,
showed a decline of student enrollment in US universities due to the increase of living
costs and school fees. Students chose to study in the US due to the following: 1) ability
to change their visa status or migrate to the US; 2) opportunity cost of studying abroad,
3) availability of institutional or governmental aid and family income (Agarwal &
Winkler, 1985, p.626-627). When students were unable to gain these benefits, the
number of students opting to study in the US reduced. A qualitative study conducted by
Eder et al. (2010, p.248) identified pull- push factors and structural factors that
contributed to students’ decision to study in the US. Identified push factors were
personal growth, career, language, and the pull factors were college issues, physical
geography, and culture. In addition, the structural elements (factors limiting students
from studying abroad) were visa problems, insufficient money to support their living,
and tuition expenses abroad. Toncar et al. (2006) studied both business and
non-business students in order to find the reason of studying abroad. Their study found
the following; both groups of students would study abroad if programs of their choice
were available, if they had financial support, and finally if they (students) were to travel
to interesting places when studying abroad. In addition to this study, business students
intended to study abroad if only they were able to work while studying. Thus, will
increase their experience, and they would gain course credit while studying abroad.

Another study conducted by Salisbury et al., (2009) focused on socioeconomic
backgrounds, and other backgrounds influencing students to study abroad. The ability
for a student to get financial aid either from their parents, institutes or student loans
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were considered to increase intent to study abroad (Salisbury et al., 2009, p.133-134).
Students who received federal aid were less likely to study abroad than students with
higher income. In contrary, financial availability was less important to students’
intention to study abroad. Other factors emphasized by Salisbury et al. (2009) were
demographic factors such as Caucasian females were interested to study abroad
compared to males and other races such as Latino and African American.

A study by Presley et al. (2010) focused on 188 business students, identified that
personal attitude such as subjective norms and perceived behavioral control affected
students’ decision to study abroad. The most favorable factors influenced students to
study abroad were; exposure to interesting and fun experience, one could build his/her
career and improvement of one’s personal growth (Presley et al., 2010, p.240). In
addition, availability of financial aid was considered as a major concern to students
when planning to study abroad.

2.22.22.22.2 MarketingMarketingMarketingMarketing communicationcommunicationcommunicationcommunication inininin HEIsHEIsHEIsHEIs
Marketing communication is an interesting subject to discuss especially in business
fields because it plays a vital role to all types of industries including the education
industry.

According to Nicholls (1989, p.23), traditional marketing of products is different from
educational marketing. In educational industry, universities (especially those teaching
MBAs programs in the UK) have begun marketing their services to prospective students.
Moreover, there are three differences between traditional marketing (products) and
educational marketing (Nicholls, 1989, p.23). First, educational services are intangible
good rather than tangible, thus difficult for customers to select a competitive offering or
services. Second, there is simultaneous production and consumption, whereby,
production comes first in the case of tangible products. Finally, “services tend to be very
much less standardized and differ considerably the extent to which they are
people-based or equipment-based; the former tend to be even less standardized than
others”(Nicholls, 1989, p.23). If we consider students as consumers, therefore,
universities should adjust their marketing activities and understand students’ demand in
a highly competitive arena (p.23). In addition, there is a shift in HEIs from learning
institutes in nature to the product orientated (Scott 1997, cited in Hemsley-Brown, 2011,
p.125-126). The reason for this shift is that the government has stopped financing
sectors such as research and teaching. Therefore, universities depend financially on the
school fees received from students.

A study focused on Bath’s University students (academic year 1983/84-1984/85)
identified important factors that influenced their choice of MBA programs (Nicholls,
1989, p.24). This study also interviewed UK companies by asking their opinion about
different MBA programs offered in UK’s universities. Most of these companies thought
the MBA programs (in UK universities) were theoretical oriented rather than practical
oriented. As a result of this study, University of Bath decided to differentiate its strategy
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by offering MBA programs to individual with senior management position in firms. In
addition, Bath University offered entrepreneurial programs, emphasized on case studies
and problem-solving for individual students’ summer projects.

If HE institutions implement marketing strategies in a competitive environment, they
should try to understand the decision process of prospective students. Students undergo
two decision-making processes as illustrated in a study by (Moogan et al., 2001,
p.183-184). At the initial stage of a student’s decision-making, it is important for a
university to provide detailed and informative course content either on schools’
brochures or university’s website. The reason is that students believed that the actual
programs being offered were an important factor when selecting a university in phase
one. The second phase was location of an institution (when students visited university
campuses) played an important role on students’ decision process, followed by
reputation of the school or programs offered (Moogan et al., 2001, p.183-184). Hence,
HEIs should consider the two phases when developing their marketing strategy. Since
1960s, many western countries such as US, Canada, and Australia have invested in
marketing strategies in order to promote their schools to foreign students from Asia
Pacific countries and Africa (Chew et al., 2010, p, 2).

Naudé & Ivy (1999) studied two types of universities (old university and new university
from the UK) where both universities use different strategies to attract prospective
students. Due to increase of competition in educational sectors, HEIs faced problems
such as insufficient funds and support from governments and technological
improvement that led to variety of programs such as online courses (Naudé & Ivy, 1999,
p.126). Thus, lowered the demand of programs offered by the HEIs (p.126). Moreover,
this study interviewed 177 staff members (from the two universities) to find how these
two universities marketed their schools or programs to international students. The old
universities continue practicing their old values and ways of doing what they were
known to be good at e.g. teaching and researching (Naudé & Ivy, 1999, p.132).
Furthermore, the new universities reached out to prospective students by influencing
them at early stages of decision- process (a period where students have to decide
whether to join a specific university) (Naudé & Ivy, 1999, p.132-133). The new
universities aggressively increased their marketing activities compare to the old ones.
Meanwhile, the old universities relied on their teaching skills, research, culture, and
values, and expected that current students would enroll to postgraduate courses after
completing their undergraduate studies. A similar study by Brown et al., (2009)
identified the importance of universities promoting their schools by using social
communication platforms such as university websites and Universities and Colleges
Admissions Service platform (UCAS). Social network sites (university websites or
UCAS website) enable students to search for information about universities, courses
and process their admission to a specific HEIs. “In terms of classic marketing activity
the role of “promotion”, via marketing communications, takes on more than simply a
one-way process but becomes a form of relationship maintenance throughout the UCAS
process” (Brown et al., 2009, p.321).Brown et al. This findings emphasized that
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universities must ensure their websites are updated regularly because many prospective
students uses social network sites (websites, UCAS and other online media) when
searching for information about a university or college. A similar finding by Moogan et
al. (2001) identified the importance of marketing communication via websites and how
it contributes to students’ application intentions. Thus, increases students’ awareness of
schools and programs. In addition to Moogan et al.’s (2001) findings, during the first
stage of students’ decision-making process, they viewed program and/or course content
as important (p.183-184). Thus, HEIs should represent their courses and programs via
different printed electronic media so as to encourage students to select programs from
their institutions (Moogan et al., 2001, p.184). Presenting the courses content in a clear
and understandable form simplifies prospective students’ decision process.

Figure 1 Website pictures of UCAS homepage (Source: www.ucas.com, 2014).

Figure 1 shows UCAS home page, as a searching engine for students applying to
different universities in the UK. Student can search information about universities and
also can apply to different universities. Moreover, they can track their application
process too.

2.32.32.32.3 SocialSocialSocialSocial mediamediamediamedia inininin HEIsHEIsHEIsHEIs
Social networks existed before the discovery of the Internet since humans depend on
each other socially and need each other’s companionship to survive (Coyle & Vaughn,
2008, p.13). "A social network is a configuration of people connected to one another
through interpersonal means, such as friendship, common interests, or ideas" (Coyle &
Vaughn, 2008, p.13). People use social network sites to integrate with new people and
also communicate with others who are part of their elongated network (Boyd & Ellison,
2007, p.211). Social networking enables users from different locations to interact with
others via online platforms such as websites, and social network sites; Facebook,
LinkedIn or Twitter (Coyle & Vaughn, 2008, p, 13). The growth of social networking
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sites increases information shared among people of different cultural backgrounds. Thus,
people use social networks to maintain friendships or connect to people with whom they
share same interests and also meet new people and integrate with them (Ellison et al.,
2007, p.1143).

According to Hayes et al. (2009, p.109-110), social media can assist communication
between individuals of same interest and backgrounds. These individuals can form an
online community such as chatrooms, facebook groups, among others. They can upload
contents on Facebook or Myspace and also use LinkedIn to elongate their professional
networks to meet future employees, business partners, and other firms (Hayes et al.,
2009, p.109-110).

Social networking enable users to increase their social ties by using social network sites
(SNS) such as Facebook, and chat rooms to meet new people of common interests.
People communicates with members outside their current social groups or location and
form online communities (Wellman et al., 1996, p.224-225). These online communities
include groups with similar academic backgrounds or sharing similar taste in music or
sports. The new members could be people they have met online, recommended by their
friends, or friends of friends (Saravanakumar & Suganthalakshmi, 2012, p.4444).
Moreover, corporate firms or business entities uses social media to communicate with
their customer, market their products/services, build their brands as well as increase
their customer base (Saravanakumar & Suganthalakshmi, 2012, p.4444). In addition,
marketers have also begun to use social media as a tool to boost their market share
figures and to promote their products or services to the targeted customers.

According to Forrester survey (Miglani, 2014), in 2009 social media spending by
companies in the US went from 1.9$ billion to 16.2$ billion by 2014 and is estimated to
increase by a further 16.2$ billion by 2019. Social media advertisements in five
countries in Asia Pacific (Australia, China, India, Japan, and South Korea) is estimated
to increase from 2.2$ billion in 2014 to 5.8$ billion in 2019 (Miglani, 2014).
Saravanakumar & Suganthalakshmi (2012) found that businesses or companies in the
world uses social media as a communication platform to their customers and also
implement it in their marketing strategies or their business model.

Due to the nature of our study, we will focus on social media and its impact on students’
application intention. This matter is addressed by using previous scientific findings and
how social media influences students’ application intention. HEIs use social networks to
recruit students, and they also integrate their marketing strategies in order to attract
prospective student to their schools. A case study by (Hayes et al., 2009) investigated
the importance of universities using social media. As a result, social media was
considered as an admission and marketing tool to attract and increase awareness to
prospective students.

According to Harris (2008, cited in Hayes et.al, 2009, p.116) higher education recruiters
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uses social media to attract prospective students to their schools. Moreover, recruiters
can recruit students electronically especially those who are in foreign countries of
geographical dispersed (Hayes et.al, 2009, p.116). It is important for universities to have
well-structured and customized websites in order for students to have access to
comprehensive information about programs or courses. Thus, a prospective student can
access information about the university and increase application intention.

Forrester survey showed that by 2019 advertising via social media will grow from
21.6% compound annual growth rate (CAGR) to $5.8 billion in Australia, China, India,
Japan and South Korea (Miglani, 2014). Marketing communication enables an HEI to
communicate its offering to prospective students and identify their decision-making
process when selecting a specific program or institutes. Potential students need
comprehensive information about the program or institutes in order to simplify their
decision process. Marketing communication via social media enables HEIs to reach out
to the prospective students and help them to make an informed decision about their
choice of program and/or university. Moogan et al. (2001), pointed out that HEIs should
use their websites or UCAS website to communicate their offers/services to prospective
students, thus, will increase students’ application intentions.

A Guardian Survey on 69 universities in the UK found that universities use sums of
money to market their schools via social media, university website, and digital
advertising. Hence, this enables them to engage with their current students and also
attract future students to their schools or institutions. Respondents were asked to rank
important and popular tools used by universities in their marketing strategies. Social
media, open days, and digital advertising were considered to have a vote of 98%, 57%,
and 72% respectively (Shaw, 2014). Half of university marketing teams preferred to
allocate 0-5% of their annual turnover to budget for marketing on open days, websites
design and development, social media, and their prospectuses (Shaw, 2014).

Social media sites are an instrument for dialogue, and/or engagement rather than
advertisement platform (Constantinides & Zinck Stagno, 2011, p.21). Moreover, schools
using social media in their marketing strategies have opportunity to increase the number
of potential students to their schools (Constantinides & Zinck Stagno, 2011, p.8-9).
Thus, enhancing awareness of prospective students during selection of a university or
program. Abandoning old traditional recruitment strategies and improving university
communication tools can make it easy for students who have the intention to select
universities abroad to pursue their higher education. A study by Ridley (2014) found
that HEIs or universities use social media to interact with their future students and also
as a platform where students can access all necessary information about the school.
Hence, enable students to save time and money by not physically visiting different
universities campuses, or reading brochures.

2.42.42.42.4 Word-of-mouthWord-of-mouthWord-of-mouthWord-of-mouth (WOM)(WOM)(WOM)(WOM) inininin generalgeneralgeneralgeneral
Many researchers studied the topic of word-of-mouth. WOM is considered to be an
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important factor affecting consumers’ decision especially in the service industry (Lim &
Chung, 2011, p.18). Moreover, WOM is an informal conversations with friends and
relatives and also a social communication tools such as TV, blogs and websites (Lim &
Chung, 2011, p.18; Nguyen & Romaniuk, 2013, p.25; Bruce & Edgington, 2008, p.80).
Thus, consumers rely on WOM as a form of information about products or services.

In general, everything has two sides; with no exceptions to WOM. WOM has both
positive and negative impacts where the positive impacts could strengthen a brand and
promote purchasing, whilst negative WOM discourages purchasing (Nguyen &
Romaniuk, 2013, p.25). More precisely, most of the consumers perceive WOM as
credible and trustworthy form of information based on other consumers' experience on
products or services. (Bansal & Voyer, 2000; Mourali et al., 2005; Smith et al., 2005;
cited in Lim & Chung, 2011, p.19).
There are two types of word-of-mouth; traditional WOM and electronic WOM.
Traditional WOM is the way consumers consult their friends and/or other people for
suggestions or advice on a specific products or services. Due to the improvement of IT
industry, many consumers are using Internet to collect information about different
products or services. As a result, electronic word of mouth (eWOM) has emerged (Chen
& Lurie, 2013, p.462). E-WOM also known as online WOM is when a former consumer
makes a statement (either positive or negative) about a product or service via internet or
other online platforms (Hennig-Thurau et al., 2004, p.39). According to Li & Wang
(2013), the power of WOM is determined by how many people trust the source of
information derived from a social network site. Admittedly, consumers rely on the
information they get from other people since they believe the messages are reliable and
credible. This is because the message they obtained from a consumer-dominated
channel of communication is not company-initiated information (Blazevic et al., 2013,
p.295; Chen & Lurie, 2013, p.463; Li & Wang 2013, p.1351).

Based on a study by Lim & Chung (2011, p.19), both brand and WOM have effect on
the purchasing intention. Moreover, if the brand is familiar to consumers, they relied on
the brand name. Unless the brand is unfamiliar, WOM has greater impact on consumers’
decision process. Other study by Riegner (2007, cited in Li & Wang, 2013, p.1351),
surveyed 4000 web users whereas, almost 9% of participants obtained information
about a product or services via eWOM, hence, affected their purchasing decision.

2.4.12.4.12.4.12.4.1 Word-of-mouthWord-of-mouthWord-of-mouthWord-of-mouth inininin educationeducationeducationeducation industryindustryindustryindustry
Word-of-mouth has been widely used in services industry including education as a
service, thus, should be treated the same. Previous research has argued that eWOM has
surpassed traditional WOM in its influence on information and decision-making
processes, since eWOM is more convenient and quick compared to the traditional form
(A. Edwards & C. Edwards, 2013, p.413). Due to the stronger influence of WOM, it is
essential to study and understand this concept. Educational institutes should precisely
try to understand how to use WOM in order to attract prospective students to their
programs or institutions. As we have mentioned that WOM can both be achieved either
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electronic or face-to-face (Bruce & Edgington, 2008, p.80) and therefore, HEIs and
students should consider both forms of WOM.

From an educational point of view, students are recommended to overseas universities
by other students, family members or recruiting agents who either have studied or
worked at those institutions (Mazzarol & Soutar, 2002, p.85). Moreover, According to
Shahid et al., (2012), 95% of the students chose universities based on the positive
word-of-mouth. Most of these students prefer to follow recommendations or
suggestions offered by their relatives, friends and other credible sources. Hence, WOM
has impact on students’ choice of university abroad. A study by Bruce & Edgington
(2008) found that the quality of the program and quality of b-school can lead to a
positive WOM. A global MBA survey on final year MBA students identified the impact
of WOM to the quality of the school and program. As a result, MBA candidates were
willing to recommend courses or programs to prospective students if they had
opportunities to get a good job in prestige corporate firms or opportunity to form a
network of long lasting value (Bruce & Edgington, 2008, p.90). In addition, students
from universities that offered high-quality MBA programs, or used analytic way of
teaching and practical oriented were likely to recommend to prospective students (p.90).
With this study, we can see how WOM has a relationship with b-schools’ brand image
(quality) and quality of the MBA programs. Thus, the final year MBA candidates can
use WOM to influence prospective students’ application intention to b-schools.

Hennig-Thurau et al. (2004, p.42) stressed that many consumers use companies
websites or other SNS in order to comment, give their opinion or warn others about a
negative experience they have encounter on products/services. By doing so, most of
unsatisfactory consumer will try to achieve this so as to make valuable contributions to
the social welfare of the society (Hennig-Thurau et al., 2004, p.42). A. Edwards & C.
Edwards (2013, p.412-413) claimed that many students rely on eWOM via Internet sites
such as RateMyProfessor. US students commonly use RateMyProfessor as a platform to
rate and comment about different professors. Students in the US visit this site to view
which professor or school to avoid depending on either positive or negative reviews
from other students. On other hand, this is not a good way of selecting a course or
institute because some complaints might be written due to a personal vendetta or
experience that might not necessarily happen to other individuals.

It is essential for schools to communicate to prospective students by understanding how
WOM affects students’ application intentions to universities abroad or schools’ brand
image A recent study by Greenacre et al., (2014) discussed WOM from students’
perspective. In this study, they used qualitative method and interviewed final year high
school students. Greenacre et al. (2014) tried to understand the peer communication
among potential students since students in this age group were characterized as
Generation Y. Greenacre et al. (2014, p.40) claimed that if schools’ management fails to
predict and affect WOM, they cannot implement it in their marketing strategies.
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Therefore, if a business-school wants to attract potential students, or improve the school,
it is essential to understand how students communicate to each other by WOM.

2.52.52.52.5 BrandBrandBrandBrand imageimageimageimage
A brand name can help the customer to identify the product and differentiate it from
other products in the marketplace (Sullivan, 1998, p.155). A firm can distinguish its
marketing offerings from its competitors and increase demand of its products or services.
However, customers’ perception of particular products or services is influenced by
brand image (Kandampully & Suhartanto, 2000, p.347). Thus, customers who have
higher perception of a particular brand are willing to pay higher prices for products or
services. Firms invest heavily in building their brands so as to sell their products at
premium prices because consumers are willing to pay at any cost Klein & Leftler (1981,
cited in Sullivan, 1998, p.155). To maintain customer's relationship, firms must be loyal
to their customers by continuing offering quality product so as to avoid ruining their
brands (Sullivan 1998, p.155). In addition, consumers depend on established brands
because it simplifies their decision process when selecting products or services over
other products in the marketplace (Sullivan, 1998, p.155).

A consumers choice of brand can be explained by a random utility theory that states;
“Customers form preferences based on their perception of attributes; these preferences
are translated into choice decisions, with customers choosing the product with the
highest expected value or utility” (Mudambi et al., 1997, p.434). Moreover, businesses
with successful brand image influence customers’ purchasing decision because they
perceive firms’ products as of high quality. A positive brand image enhances the general
overview of the firm’s products or services to potential customers (Mudambi et al., 1997,
p. 434-435). Moreover, these customers view the company’s offering as the best
compared to competitors and are willing to pay more.

It is crucial for companies to involve employees on the brand building of a company by
training them on the importance of brand image and values of the firm (Sullivan, 1998,
p.155; Harris & De Chernatony, 2001, p.453). Training employees can enhance
employees to act as ambassadors of the brand in the marketplace. Brand image plays an
important role in corporate performance, but it is better achieved when the internal
stakeholders are aware and understand the importance of the values of the brand, and
hence increase their commitment to the firm.

2.5.12.5.12.5.12.5.1 BrandingBrandingBrandingBranding inininin higherhigherhigherhigher educationeducationeducationeducation
The university is not only a learning institute but also a business entity (Bunzel, 2007,
p.152). The competition between universities has increased, and many universities
compete to attract excellent students to their schools. According to Bunzel (2007, p.152)
“Market share for products is replaced with rankings by publications such as US News
& World Report” . Thus, has made HEIs build their brands so as to achieve a better
position in the ranking platforms. In addition, universities are investing millions in order
to improve their ranking position at US News and World Report (p.152). Moreover,



17

Bunzel (2007, p.153) stresses the importance of branding because consumers are aware
of the importance of branding and also prefer to engage with better brands, especially
those published by the ranking platforms. Therefore, business schools should consider
ranking as an important factor that can improve their brand image and attract
prospective students to their schools.

However, HEIs must differentiate their services by selecting a market segment to
achieve a sustainable competitive advantage. A brand will help prospective students to
select a university over others. Moogan et al. (2001) stated that an institution with a
good reputation, strong or popular brand, and easily accessible information will attract
students and other stakeholders (future employees and academic faculty) to their
schools. Furthermore, universities that provide clear, comprehensive information of
their programs, internal values, mission, and vision will influence students’
decision-making process. With the support by Keller & Staelin (1987), a consumer’s
decision-making process is affected by the quality and the quantity of the information
available in the market.

Another study by Heslop & Nadeau (2010) found that the most important aspect of
branding of an MBA program was differentiation and effective positioning of the
market offering in a competitive environment. Differentiation and effective positioning
were found to be the most important success factors, resulting in the selection of a
program. In this study, prospective students desired to select the two universities
according to the outcome after graduation. One of the universities (University ‘H’)
positioned its brand by offering innovative MBA programs. Moreover, University ‘H’
had partnered with AUB (American university of business) and offered a joint Program
(EMBA), including their new MBA programs in India (Heslop & Nadeau, 2010, p.110).
In addition to their successful positioning of their MBA program in Global ratings,
University “H” used its website to emphasize its offering and success to prospective
students. However, University N’s (the second university) advantages were the strong
partnership with corporate companies, employees with strong business experience, and
ability for current students to get high profile jobs after graduation (Heslop & Nadeau,
2010, p.111). Furthermore, University N communicated its brand via its website and
showed its advantages such as; a corporate connection with multiple companies, a dean
with business consulting experience, graduates who have access to high profile jobs,
and finally their emphasis on ‘a new integrative way of thinking’ (2010, p.111).

Another study by Gray et al., (2003, p.117) found that students from Malaysia,
Singapore and Hong Kong preferred a university’s reputation played an important role
when planning to study abroad. These students preferred to select a university abroad
that had a positive and strong reputation. In addition to this study, reputation included a
university's brand name, achievements, and the quality of education offered. Foreign
students, especially from Asia Pacific, viewed brand image as an important factor when
planning to study abroad. Thus, overseas universities should adopt branding strategies
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in order to promote their schools or programs to foreign students especially in Malaysia,
Singapore and Hong Kong (Gray et al., 2003, p.117).

From the viewpoint of different research papers, business schools with a good
reputation have ability to attract prospective students, top faculty and also increase
resources or funds. According to Baden-Fuller & Hwee Ang, (2001, p.742), business
schools that are ranked at top position in the Financial Times and Business Week have
the ability to charge higher tuition fees to prospective students and opportunity to get
donations. Previous studies shows that reputation and strong brand not only increase the
application intention but also can increase donation from partner firms and attract
excellent faculty.

According to Bennett & Ali-Choudhury (2009) students are attracted to universities that
have a positive brand and reputation. Thus, a university is supposed to invest its
resources in building its brand image. After interviewing 192 students, Bennett and
Ali-Choudhury (2009, p.97), were surprised because these students thought university
logos and other promotional materials were not important when selecting a university.
The vision, a mission statement, and internal values of the school were of less
importance to student’s application intention.

According Dahlin-Brown (2006, p.156-157), MBA rankings measure a school’s
reputation, brand image, and quality of the program. Hence, these rankings continue to
be the most significant factor influencing students when selecting a program
(p.156-157). However, prospective MBA students prefer to attend schools with a
positive reputation (top-ranking position and excellent academic performance) and a
reputation that attracts excellent students, top faculty, and recruiters (Dahlin-Brown,
2006, p.157). Thus, a reputable b-school can increase application intention.

As ranking determines the reputation of a b-school, we can, therefore, agree that it also
increases application intentions of prospective students. Heslop & Nadeau (2010, p.114)
suggested that schools with low performance in the ranking system could use
testimonial from employers who have hired graduates and are impressed with their
know-how and performance. They could include the testimonial in their program
brochures and ads. Thus, will enable the schools to improve their reputation and
increase their credibility over their competitors.

“Favorable opinions of the university’s brand translated into very positive affective,
reputational, and cognitive consequences, suggesting that resources allocated to brand
building are worthwhile” (Bennett & Ali-Choudhury, 2009, p.97). Universities are
encouraged to invest their resources and time on building a brand to establish a positive
perception among prospective on quality of their programs. In order to attract
prospective students, HEIs should adopt the use of online sites or their websites to
communicate their brand personality (Opoku et al., 2008, p. 127). Moreover, they used
information from the English websites of the seventeen Swedish universities and how
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they communicate their brand personalities to students and other institutions. Jönköping
University (JU) is an example of one of the universities in the study, Jönköping
University website shows a variety faculty from international business schools to
schools of engineering, and schools of health sciences (Opoku et al., 2008, p.136). In
addition, the brand personality of Jönköping University can be portrayed as
‘competence’. Thus, universities should create a strong brand personality by clearly
positioning and differentiate from the competition in order to attract potential students.

Figure 2 Jönköping International business school (JIBS) website. (www.jibs.se)

A similar study by Moogan et al. (2001, p.183-184), insisted HEIs should market their
courses or programs by using their websites especially during the first stages of the
decision-making process of prospective students. The first decision process is when a
student is looking for a specific program or course to study in any HEIs. Therefore,
universities should be attentive when presenting their programs or course content to
students. Using platforms such as websites or other electronic media can enhance
prospective students to select a program from a specific university (Moogan et al., 2001,
p.184).

2.62.62.62.6 ReputationReputationReputationReputation inininin higherhigherhigherhigher educationeducationeducationeducation institutesinstitutesinstitutesinstitutes (HEIs)(HEIs)(HEIs)(HEIs)
Reputation is an overall image of the firm including its performance in the market and
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social engagement with customers, investors and other external actors (Fombrun &
Shanley, 1990, p.233). Moreover, economic and institutional performance (social
responsibility to an external environment and media visibility determines reputation of
the firm (p.233). Finally, overall strategic differentiation of a firm from its competition
plays an important role on a firm’s reputation (Fombrun & Shanley, 1990, p.233). Thus,
a firm with a favorable reputation could increase its returns and attract external
investors so as to charge premium prices for products and services (Klein & Leffler,
1981; Milgrom & Roherts, 1986b, cited in Fombrun & Shanley, 1990, p.233).

Moreover, Fombrun & Shanley (1990) identified how the public construct a firm’s
reputation by observing all information available in the marketplace. The information
includes performance of the firm compared to its competitors (account reports and
market share), media information about the firm and other non-economic activities
(Fombrun & Shanley, 1990, p.252). In addition, other factors such as the firm’s
involvement at the marketplace included interaction with the customers, partnership
with other corporate companies and also media exposure enable the firm to build a
strong reputation.

Reputation in the HE context is regarded the same compared to corporate reputation.
Most of b-schools’ consumers (prospective students, corporate recruiters or firms) have
no direct experience when making decision such as application, recruiting or using
knowledge from the institution (Gioia & Corley, 2002, p.115). Thus, they rely on the
image of b-schools’ reputation.

Reputation enables HEIs to attract prospective students to their schools. Moreover,
universities depend on stakeholders (academic faculty, government, undergraduates,
current students and corporate companies) for the supply of both financial and
educational resources (Heslop & Nadeau, 2010, p.172). Therefore, HEIs must build a
strong reputation to enhance their relationship with their stakeholders and increase
resources. Stakeholders always search for information or recommendation from external
environments about a business institute before making a further commitment (Williams
& Moffitt, 1997, p.254). They (stakeholders) search for information from those who
have engaged previously in business activities with the company. A positive reputation
of a company can enhance or attract people to engage with them in future business
practices. In the context of business schools, prospective students presumably search for
information on a particular university before making enrollment decisions. In William &
Moffit's (1997) findings, employees can influence the image and reputation of the
company by acting as a referral, and talk about the company’s perspective to other
stakeholders. Employees who carry the corporate image and frequently communicating
positive values of the firm to external stakeholders will have a positive effect on the
firm itself. In the context of b-schools, a positive reputation can increase enrollment of
students, attract research staff or future employees, and increase financial investment.
Moreover, corporate reputation can attract funding from investors who are constantly
observing the firms’ performance, their marketing shares, and media reports (Fombrun
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& Shanley, 1990, p.253). High prestigious companies prefer to engage in a strategic
alliance with strong, reputable universities. Armstrong & Sperry (1994, p.31) stated that
national magazines give b-schools with a good reputation or good public relation high
ratings. Thus, attract excellent students, top academic faculty and donation from
investors and other corporate organizations (Armstrong & Sperry, 1994, p.31).

The reputation of a business school includes rankings of that particular institute among
others in the world, accreditation that particular b-school offers and their prestige
compared to other universities. Furthermore, reputation of a b-school is measured by
taking into account its international recognition compared to other universities or its
competitors. According to Safón’s (2009, p.220-221) findings, the position of the
business school in media rankings and the quality of students who have graduated were
observed as signals of the positive reputation. “Those schools that best conform and
perform to the rankings criteria achieve high rankings and reap tremendous rewards in
the form of quality applicants, number of quality companies recruiting at the school,
alumni donations, and so forth” (Gioia & Corley, 2002, p.110). Thus, business schools
with a good reputation will not only influence students’ application intentions but also
pave the way for graduates to get a better job in elite companies.

Some companies in the UK thought that MBA programs offered by UK business
schools were theoretical oriented instead of practical oriented to prepare them for the
business world when searching for jobs (Nicholls, 1989, p.24). Therefore, while
offering business courses such as MBAs, schools must observe what employers and
corporate firms require and include it in their programs so as to prepare students for the
business world after graduation.

Universities with a positive reputation attract top academic faculty, which offers their
skills and experience in academic areas. A study by Gatewood et al., (1993) found that
corporate image and reputation influenced potential applicants’ initial decision. The
overall information available to the external actors via media, contact with people who
had previously worked for the organization, and overall performance of the firm can
influence job application intention. Likewise, in HEI context, a prospective student
searches for valuable information about the university including reputation and
performance. Baden-Fuller et al. (2000, p.626) realized that b-schools’ reputation may
not only be measured via ranking positions (in magazines such as Business Week and
World Report Ranks) but also through published academic researches by universities’
academic faculty. Moreover, the principle league table of European business school
stressed the important of academic researches as the tool used when ranking b-schools.
Therefore, b-schools can benefit from academic staffs who publishes different academic
journals and used in practical business world. Quality academic researches can increase
a b-school’s reputation and enhance a good position in ranking magazines such as
Financial Times (Baden-Fuller et al., 2000, p.626-627). A similar study by Armstrong &
Sperry (1994, p.16) found that prospective students, firms and academic faculty were
used to determine if published academic researches had an impact on reputation and/or
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prestige of a b-school. Some of the prospective students stated that they had become
informed about the business school after reading about it from mass media or after
interacting with the academic faculty. The findings from this study showed how
academic staffs influence a student’s application intention in a b-school. Furthermore,
b-schools that have received a higher-ranking position in business ranking Magazines
can affect students’ perception and hence increase their application intention. Students
were more likely to enroll in schools with the highest ranking, as according to a study
by Armstrong & Sperry (1994, p.20). Thus, ranking has a great impact on b-schools
prestige and reputation.

A survey conducted on different PhD students from Japan and current PhD students
from the rest of the world, identified that the general reputation of the university was the
most important factor that contributed to a student’s choice of university abroad
(Simpson, 2014). The same survey identified that university rankings, word of mouth,
and department rankings were considered the highest determinants of reputation
(Simpson, 2014, p.15). Those universities, who received the highest-ranking positions,
were seen as more reputable compared to the ones who ranked at the bottom. Students
were thus attracted to HEIs with a good position on a ranking platform. Dahlin-Brown
(2006, p.166) stressed the importance of business school rankings because it plays a
vital role in the students enrollment intentions to an MBA program. Moreover, a good
position in a MBA rankings magazine enables a b-school to attract the brightest students,
recruiters and also increase resources (Dahlin-Brown, 2006, p.166). Hence, researchers
and students consider reputation as an important factor when selecting overseas
universities.

Universities with a strong reputation can attract partners from different parts of the
world to invest in their institutions. According to Baden-Fuller & Hwee Ang (2001,
p.742), a b-school that performs well in world rankings or other B-school rating
magazines can attract prospective students who are willing to pay more to attend their
schools. Thus, a b-school will not only increase application intentions but also attract
donations from external stakeholders.

2.72.72.72.7 PartnershipsPartnershipsPartnershipsPartnerships
“The globalization strategies of business schools have focused on developing high-tech
links with non-U.S. business schools, overseas study tours, foreign language
requirements, faculty and student exchange programs, and international course
material” (Mangan, 1997, cited in Friga et al., 2003, p.237).

Friga et al. (2003, p.237-p.239) stated that partnership strategy leads to an increase of
foreign students recruitment (who are willing to attend a program or a school) in some
of the universities in the US. In addition, the reason why business schools have changed
(if compared to the airline industry) is due to the entrance of new players (in the
education industry). Theses players are private education firms, hi-tech firms, non-US
business schools etc. As we have mentioned in previous chapters (in the section
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'theoretical review'), business schools are forced to change their strategies and adapt to
international strategy. For business schools to survive, Friga et al. (2003) also suggested
that they should implement strategies that cohesively work with drivers of change such
as globalization, disruptive technology, demographic shifts, and deregulation. The
b-school strategic elements discussed were primary markets, products, and partnerships
(Friga et al., 2003, p.243). In our thesis, we focused on partnership strategies used by
b-schools and how it has an influence on brand image and application intentions.

The partnerships concerned in this thesis cover both the b-school partnerships with
other b-schools and b-school partnerships with companies. However, in the theoretical
review, most of the scientific articles argue for the partnership separately within their
studies. First, we discuss the relationship between partnerships among b-schools and the
brand image (reputation) of a business school. Next, we discuss the relationship
between partnerships with b-schools and the application intentions of overseas students.

Payne & Whitfield (1999) have suggested an alternative benchmarking method by
having partnerships with other b-schools. School Representatives (deans, assistant deans
and heads of departments.) from various schools formulate the benchmarking
performance indicators. Previously, the partnership between b-schools has already
shown its impact on the benchmarking formulation that moves towards several abstract
objectives. It is discussed by Wolfram Cox et al. (1997) as a competitive approach to
make the benchmarking that could: 1) Reduce the performance gaps between b-schools;
2) Provide formal means for competing with each other; 3) Improve comparisons
between measurements; 4) Be initiated by one party first (Wolfram Cox et al., 1997,
p.307-p.308). The benchmark is enriched together among the partnered universities. The
final result of the benchmark among the AACSB-accredited University from1997 to
1998 as shown below:

Table 1 Benchmark items selected by the partnership (Payne & Whitfield, 1999, p.7)
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Table 2 Impact from partnership (Payne & Whitfield, 1999, p.7)

These two tables (table 1 & 2) show the impact from partnership that modified the
performance indicators. The perfomance indicators decide how the quality of university
education should be judged to give ranking to the partnered university that help to
improve their brand image (Payne & Whitfield, 1999, p.7).

However, our theoretical review does not show support for the statement that
partnerships between b-schools and business entities directly contribute to the brand of
the related b-school. Just as shown above, there is no indicator concerning the
partnership between b-school and business entity. Instead, it directly contributes to the
amount of the practical educational programs, the employment rate after graduation, and
possibly the money received from the business entity for research and education
programs, which is supported by Ghoshal et al. (1992).

There are many cases demonstrating how a university partnership with a business
improves the educational programs, the employement rate after graduation and financial
funds received from the business entities. Ghoshal et al. (1992) has illustrated how the
partnership leads to an executive education program held by Digital Equipment
Corporation and the associated business school (Ghoshal et al., 1992, p.50). It helps the
students to be more flexible with competition when the companies are in rapid
globalization.

Elmuti et al. (2005, p.126), the advantages that universities can benefit from partnership
with corporations or firms are; ability to research funding; practical learning opportunity
for students that can lead to increases of quality and varieties of programs or courses
offered by universities; and finally the real -world experience achieved from
universities-firms partnership. Therefore, universities with advantages from corporate
partnerships are the reasons for a possible higher amount of application intentions to
that b-school.
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Baden-Fuller and Hwee Ang (2001) explain the reason for why a relationship between
b-schools and businesses will not necessarily improve the brand image of the b-school.
In order to be more competitive and informative, the choice process of the US schools
partnership is consistent with the reputation theory that promotes US schools to seek out
the most reputable foreign partners (Baden-Fuller & Hwee Ang, 2001, p.741).
Moreover, the known new party can generate new products, learning from the other
parties' success, and building a larger reputation. The unknown party can gain access to
the stronger reputations resources (p.743).

A study by (Friga et al., 2003) suggests that a b-school must considered partnering with
technology firms to benefit from the advantages of their technological capabilities and
achieve a sustainable competitive advantage in the education industry. “These firms
often combine technical expertise in computer networking, software development, and
interactive learning with the flash of marketing and packaging and a focus on the
distribution component of the value chain” (Friga et al., 2003, p.245). A good example
that was illustrated in this article was UNEX- as a partner with a leading b-school such
as “University of Chicago, Columbia, Stanford, Carnegie-Mellon and London School of
Economics” (McGeehan, 1999, cited in Friga et al, 2003, p.246).

However, alliances are not only hard to construct but also difficult to maintain. It is
problematic and risky to partner with a foreign company that might exploit reputation
resources. Therefore, the research on the reputation is usually built in a way to favor the
old or known party. For instance, the reputation of the university is highly relied upon in
the field of academic research. Nevertheless, this critical driving force will favor the
individual or team that can afford a lot more cost to hold a more systematic or
complicated research project. A cost of 50,000 USD might be a minimum in many
situations (Baden-Fuller & Hwee Ang, 2001, p.744). In result, the charming university,
the known party, might purposely find a leading university in a foreign country that
favors the characteristics that make the known party always the winner (p.754). In this
case, the university that has the advantage in absolute value of partnership opportunities
with local companies might not be ranked highly due to the assumption that the ranking
decided by the performance indicators favors the known party.

2.82.82.82.8 ApplicationApplicationApplicationApplication intentionintentionintentionintention
According to Ajzen (1991, p.181) intention is defined as “how hard a person is willing
to try and how much effort they are willing to put forth in order to perform a given
behavior.” As our study area is marketing in the education industry, we believe that
application intention means how a student is willing to apply to a specific university.
However, Ajzen (1991) and Ajzen & Fishbein, (1977, p.888) claimed that a person’s
attitude or behavior could affect one's action or decision. Moreover, Van Der Hoek et al.,
(2007, p.268) thought when intention has either achieved or not, people are likely to
drop the intention, but if opportunities arises and brings the desire, people will
reconsider the intention.
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In relation to application intentions of overseas students in HEIs, many studies have
identified different factors that affect students’ application intentions. The factors are
widely from different perspectives. Presley et al. ( 2010) studied 188 business students
and identified that personal attitude, subjective norms and perceived behavioral control
influenced students’ application intention to universities abroad.

There are many studies claimed that the federal financial aid is one factor that affects
the application intentions of overseas students to foreign institutes (Toncar et al., 2006;
Salisbury et al., 2009, p.133-134). In addition to the study by Toncar et al., (2006, p.76),
business students felt that extra financial aid was important so as to support them when
studying abroad. These students showed the importance of studying abroad including;
increasing job opportunity, a chance to work abroad will earn them experience, and
finally they will receive course credit for summer study abroad programs (p.75-76).
Other articles like Mazzarol & Soutar (2002) recognized the pull and push factors that
influenced students’ intention to study abroad. The pull factors were: 1) The perception
of the program offered in the foreign university compared to the home country; 2) The
students inability to gain entry to a local program in a home university or the program
not issued in the home country but available in foreign institutes; and finally 3) The
opportunity for the student to migrate to the foreign country after graduation (p.88).
Mazzarol & Soutar (2002, p.89-90) found that awareness of the hosting country and the
quality of the reputation of the university was an important factor that influenced
students to study abroad. Eder et al. (2010, p.248) also identified pull and push factors
too, and structural factors as factors contributed to students’ decision to study in the US.
Whereas, the push factors were personal growth, career, and language and the pull
factors were college issues, physical geography, and culture (Eder et al., 2010, p.248).
Moreover, they also identified the structural elements as those elements prevented
students from studying e.g. visa problem and lack of financial support abroad.

2.92.92.92.9 ConceptualConceptualConceptualConceptual modelmodelmodelmodel andandandand hypotheseshypotheseshypotheseshypotheses
In order to make some contribution to the existing knowledge in this field, we have
created our own conceptual model. Then examined how the previously mentioned
factors affect a business schools brand image and the application intentions of overseas
students. The factors that make up our conceptual model are the business schools social
media communication, Word-of-mouth, the business school's general reputation, and
partnerships. However, in our conceptual model, a business school's partnerships are a
control variable. In our understanding, the control variable has no impact on the
outcome or results, but it is powerful evidence to support our findings. The reason we
chose these factors is because we believe they affect the application intentions of
overseas students when selecting a business school abroad. One important reason is that
business schools are using marketing strategies to attract international students (as we
have discussed in the theoretical review section). Previous studies (as discussed in the
theoretical review section), have highlighted these factors as important on a student’s
decision process. Thus, we include them in our conceptual model (Figure 3).
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Figure 3: Conceptual model (Own source)

When analyzing our data, we have divided the results into three steps to test our
conceptual model. We begin with testing the three variables (social media
communication, WOM and general reputation of a b-school), and their positive effect
on a b-schools brand image. In this part, a business school's social media
communication, WOM, and general reputation are the independent variables, and the
business school’s brand image is the dependent variable.

Due to technology improvement, social media has become an important factor that
contributes to building and management of brands (Lis & Berz, 2011, p.202).
According to Daugherty et al. (2008), a study on consumer motivations, found that large
amounts of consumers are using social media sites to collect information about a
product or a company, and also many companies developed social media platforms to
interact with their consumers. Based on a study by Verma (2013, p.626), he claimed
that visitors are actively engaging these platforms to communicate and share their
experiences. The highly involved interactions not only have a positive effect on brand
experiences, brand awareness, and brand engagement, they also could influence/affect
the consumers purchasing behavior. Moreover, this can be applicable in the education
industry. A good example Harvard Business School, has established a very strong
online community with more than 20,000 Facebook followers and 15,000 implement
international marketing strategies so as achieve a sustainable competitive advantage in
foreign markets that can lead to acquiring advantages such as; creation of a strong brand
image, attract prospective students and overseas partners, and generation of a high
marketing profile. Another study by (Chauhan & Pillai, 2013, p.46), found that content
type and content context have a positive impact on the customers engagement to their
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brands, thus indicating that the community members are actively present on social
media sites in order to keep up with the message communicated to them by their brands.
Based on the above literatures, we have deduced the following hypothesis:
H1: Business schools’ social media communication have a positive effect on the
schools’ brand image.

Researchers such as Herr et al., 1991; Chatterjee, 2001; Chevalier & Mayzlin, 2006;
Litvin et al., 2008; Jalilvand & Samiei, 2012 studied the effect of WOM on brand image.
All of their studies talk about the effects of WOM on brand image in the service
industry e.g. hospitality and tourism management, and automobile industry. These
researchers argued that WOM communication has a strong impact on brand image and
purchase intention.

More precisely, Nguyen & Romaniuk (2013, p.25) claimed that positive WOM
messages could promote the consumer's purchasing intentions. Bruce & Edgington
(2008, p.91) found out the quality of service offered by a b-school has a positive
influence on WOM to prospective students. Moreover, satisfied MBA students were
likely to recommend positive WOM to prospective students. Another study by Jalilvand
& Samiei (2012) conducted on an automobile industry found out eWOM has a positive
effect on brand image and indirect effect on purchasing intention. Their study showed
that online word of mouth has an effect of purchasing intention of customers in
automobile industry and many customers form their own impression after reading
online information about a particular brand (Jalilvand & Samiei, 2012, p.472). The
above argument leads us to deduce the following hypothesis:
H2: Word-of-mouth have a positive effect on business schools’ brand image.

In a study made by Cretu &Brodie (2007) found that company reputation had a strong
impact on consumer's perception of customer value and direct influence on consumer's
loyalty. According to their findings of this study, company's brand image had a direct
influence on customers' perception of product and service quality (Cretu &Brodie, 2007,
p.236). Brand building enables b-schools to differentiate from other institutes and
influence perception of quality and awareness in the mindset of the target customers
(Aggarwal Sharma et al., 2013, p.176). In addition to Aggarwal Sharma et al. (2013),
university with a strong reputation can charge higher prices for its services due to the
gain of competitive advantage over its rivals. Fombrun & Shanley (1990) stated that the
public forms image by observing all necessary information available in the marketplace
including performance, media communication, and other non-economic activities of the
firms. Hasan Jameel (1993, cited in Shahaida et al., 2009, p.66), showed that many
corporate recruiters expressed dissatisfaction of Indian MBA graduates due to reasons
such as: poor creativity, poor language and writing skills, lack of interpersonal and
social skills. It serves as a good example of the consequences of a bad reputation, that
could ruin the brand of the university if companies in India would not employ the MBA
graduates (from this MBA program), then no potential students would want to attend
universities that provide no future career after graduation. As discussed in the
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theoretical section, business schools must adjust their teaching methods in order to
produce students with the best qualities to be successful once they have completed their
studies, and not only appear intelligent and capable on paper. When a b-school achieves
a quality reputation, they will increase their brand image and raise awareness among
international students. Therefore, we have deduced the following hypothesis:
H3: Business schools’ general reputation have a positive effect on the schools’ brand
image.

In our second step, we want to test how the business schools’ brand image affect
students’ application intention when selecting an international business school. In this
stage, a business school's brand image is the independent variable, and the application
intentions of overseas students as the outcome, is the dependent variable.

According to Lim & Chung (2011, p.19), brand image has a positive impact on
purchasing intentions. Consumers rely on the brand name unless the brand is unfamiliar
to them. For example, when students select an international university, students who
have high academic performance prefer selecting universities with strong brand images
and higher rankings, e.g., Harvard University and Oxford University. According to
Gray et al., (2003), HEIs with a strong brand and also reputable, can attract foreign
students because most the foreign students prefer selecting a school abroad which is
more recognized and maintains a good reputation. Dahlin-Brown (2006, p.157) found
that a b-school with a reputation of higher performance, or ranked in a higher position
can attract top prospective students (students that have excelled in academia), top
faculty and other important stakeholders. Prospective MBA students select a b-school
with the highest-ranking position. Hence, we could see the importance of brand image.
As we mentioned above, a positive school brand image enables schools to distinguish
from the competition and attract prospective students. Therefore, we have deduced the
following hypothesis:
H4: Business schools’ brand image have a positive effect on students’ application
intentions when they are choosing an international business school.

The last step is also our additional supporting statement for our outcomes. In this
section, a business school's partnerships are an independent variable, and the dependent
variables are the business school's brand image and the application intentions of
overseas students. We will examine the following two hypotheses:

Murray & James, (2012), conducted a study on the evaluation of academic service
partnerships. In this study, they analyze the effectiveness of an alliance between the
medical center and a nursing school. It claimed that the academic and service
partnerships would improve the quality and safety of patient care (Murray & James,
2012, p.17). Through the study, they mentioned that not only the service center would
gain benefits from the partnership, but also the students and the school. Another study
by Murray et al. (2011), stated that all the students and staffs were satisfied with this
alliance. The experiences they got from this partnership were extremely positive.
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As Barsky (1992, cited in Kandampully & Suhartanto, 2000, p.347) claimed, customer
satisfaction is one of the most important outcomes of all marketing activities. If more
customers are satisfied with a company or product, then the company would achieve a
larger market share. Moreover, Cronin & Taylor (1992) stated that customer satisfaction
has a significant impact on purchase intentions in the service industry. Therefore, we
believe that a good alliance between a b-school and a business have a positive impact on
the brand image of both parties and the application intentions of overseas students.
Based on this information, the following two hypotheses have been deduced:
H5: Business schools’ partnerships have a positive effect on the school's brand image.
H6: Business schools’ partnerships have a positive effect on students’ application
intention when they are choosing an international business school.
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CHAPTER 3: Methodology
This section aims at providing an understanding of the philosophical standpoints that
we built when conducting our research in order to help readers to understand the
choice of methodology. We begin by explaining the authors' background, followed by
ontological and epistemological consideration. Then, we pointed out why we selected a
quantitative method over a qualitative method, and finally we state and justify our
literature selection.

3.13.13.13.1 AuthorsAuthorsAuthorsAuthors’’’’ backgroundbackgroundbackgroundbackground
Sheikha and Zehua as authors of this thesis, we are currently studying Master program
in Business development and Internationalization at Umeå University. We have a lot in
common such as; we study the same program (MSc. Business Development); we are
interested in marketing of educational sectors, and we are both international students.
After a thorough reading of different Journals of marketing higher education and
discussing with our supervisor, we decided to write our thesis on this topic. We based
our study in business schools context and we selected business students who are
planning to study abroad as potential respondents in our study. Moreover, our potential
respondent are from Sweden, Tanzania and China. It was convenient to collect data
from the three countries because we (authors) are from Tanzania and China and
currently studying in Sweden.

3.23.23.23.2 OntologyOntologyOntologyOntology
Ontology is related with the nature of social entities. The central point of orientation is
whether the social entities can be seen as an independent objective entities. In other
words, are social entities have their own reality or are they built from the perception and
action of social actors? (Bryman & Bell, 2011, p.20). Besides, ontology is also
understood as the view of how one perceives a reality (Wahyuni, 2012, p.69). Moreover,
the relation between social entities and social actors, objectivism and constructivism are
frequently referred to ontological positions (Saunders et al., 2009, p.110; Bryman &
Bell, 2011, p.20). First, we discuss the two positions, then argue for the closest stance
for this topic.

Constructivism is a type of the ontological position that argues; social phenomena are
formed from the perceptions, and they are continually generated by social actors
(Saunders et al., 2009, p.111). This indicates that social phenomena are not only
produced through social interaction, but also are in a constant state of revision (Bryman
& Bell, 2011, p.21-22). Thus, from constructivism viewpoints, social phenomena are
not the nature but are built by social actors and their interaction with other actors.

Other position of ontology is objectivism. Objectivism means the social reality exists
independently from social actors (Saunders et al., 2009, p.110). Besides, only one true
and correct reality exists. From this standpoint, individuals or social actors have no
influence on the entity and cannot be changed, but actors will be affected by its rules
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and regulations (Saunders et al., 2009, p.110; Bryman & Bell, 2011, p.21).

In our study, we followed objectivism as ontological position. Referring back to our
purpose, we aim to draw a general observation, which is a typical study for objectivists.
We have selected factors such as social media, WOM, reputation, brand image and
partnership are the independent entity realities, and the social actors are the students.

Prospective students uses searching engines such as social media to find necessary
information about a university or other HEIs. Moreover, universities have adopted
social media sites (such as Facebook, Twitter and Weibo) in order to publish different
announcements about their schools’ curriculum or other necessary information, and also
to communicate with current and perspective students. Thus, social media sites are
bridges that connects both schools and perspective students and therefore, may affect
students’ application intention. In addition, the variables such as social media, WOM,
reputation, partnership, b-schools’ brand image and application intention have objective
characteristics. Relating to our study, the variables have tangible realities and students
are independent of social actors.

3.3.3.3.3333 EpistemologyEpistemologyEpistemologyEpistemology
Epistemology is a research philosophy that implies what is or should be regarded as
acceptable knowledge? (Bryman & Bell, 2011, p.15). Others such as Wahyuni (2012)
explained epistemology as "the beliefs on the way to generate, understand and use the
knowledge that are deemed to be acceptable and valid” (2012, p.69). Epistemology can
refer as how one obtains the knowledge, and what the knowledge is about. Besides,
there are two positions of epistemology, positivism and interpretivism (Bryman & Bell,
2011, p.15).

Initially, the first paradigm is positivism meaning that all statements should be studied
based on the foundation of sense, same principles and process (Bryman & Bell, 2011,
p.15). “Different researchers observing the same factual problem will generate a similar
result by using statistical tests and applying a similar research process in investigating a
large sample” (Creswell, 2009, cited in Wahyuni, 2012, p.71). Furthermore, the
principles of positivisms entails elements of both deductive and inductive strategies
(Bryman & Bell, 2011, p.15). The difference is the relationship between research and
theory. In addition, positivists prefer to test theories by deducing numeric hypothesis
and testing statistic data in their research process (Wahyuni, 2012, p.71).

The contrast position of positivism is interpretivism, an approach that researchers
should understand the reality of life. Researchers studies the experience and perspective
of groups of people and then explain or reconstructs the meaning of identified concepts.
They understand the cognition of complexity of the world by using a scientific method
(Bryman & Bell, 2011, p.17). The normal method is organized face-to-face interview
and observation, and also used in qualitative strategy.
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In our study, we selected positivism as epistemological position. We believe that the
development of social media in educational marketing can be evaluated with the
implementation of scientific models from a positivist perspective. Moreover, we
deducted numeric hypotheses to test theories in our study which also follows the central
point of positivism.

3.3.3.3.4444 ResearchResearchResearchResearch approachapproachapproachapproach
We have selected a deductive approach in order to guide our research. The process of
deductive approach is from theories to data, from the scientific tools to the truth of
social entity (Bryman & Bell, 2011, p.11). Deductive approach happened from a very
broad perspective of information and then reaches to a specific conclusion. Based on the
process of the deductive approach, researchers review amount of literatures and
theoretical considerations on a certain domain and then formulated hypotheses, these
theories and hypotheses come first and drive the process of gathering data (Bryman &
Bell, 2011, p11). In addition, a social researcher must be clear by showing how the data
should be collected in relation to the concept that make up the hypothesis (p.11).
Moreover, deductive is an approach that allows theories or regulations to present the
basis of explanation, it allows researchers to anticipate the phenomena, predict the
occurrence and as a result of those anticipations can be controlled. (Collis and Hussey,
2003, cited in Saunders et al., 2009, p.124). In addition, quantitative method is
concerning with deductive approach, it is a common way to collect data in a deductive
study. The data collected is analyzed and used to confirm or reject the hypotheses
(Bryman & Bell, 2011, p13).

The opposite of deductive approach is inductive approach. Inductive approach is a
theory building rather than theory testing (Greener, 2008, p.82), hence it is not suitable
for the nature of our study. Inductive approach begins with a study of a situation or
looking at the focus of the research (e.g. organization, a business problem, etc.); the aim
is to generate a theory through the research (Greener, 2008, p.16).

According to Saunders et al. (2009, p.126), inductive approach is more appropriate in a
small sample of subjects and is generally associated with qualitative research. Whilst,
inductive approach might be more protracted; it is different with deductive approach,
which predicts the time scheduler (Saunders et al., 2009, p.126). In our case, we
investigated the three main countries, Tanzania, Sweden and China, and our aim is to
test the conceptual model, and draw a conclusion based on the results. In addition, since
we have limited time, it is better to predict and manage the time scheduler, hence, it is
suitable to use a deductive approach in our study (Saunders et al., 2009, p.126).

3.3.3.3.5555 QualitativeQualitativeQualitativeQualitative methodmethodmethodmethod
There are two main strategies used in different academic discipline during collecting of
data, qualitative and quantitative strategy. According to Bryman & Bell (2011, p.27) a
qualitative research is commonly described as a research that is based on generating
theories rather than testing of theories. Saunders et al., (2013, p.163) also proclaimed
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that a qualitative research is interpretive, because researchers need to understand the
meanings expressed about the chosen phenomenon or subject. There are different
techniques included in a qualitative approach, for example: in-depth interviews with
individuals, action research observation and group focus interviews. The purpose of
qualitative method is to have a deep understanding about a situation or a problem. A
good example is when a qualitative researcher uses content analysis to explain why
some advertisements make consumers laugh (Sachdeva, 2009, p.165).

The advantages of using qualitative research are; researchers can explain reasons by
using recorded materials, they are able to have a thorough understanding about a
problem, and finally they have opportunity to summarize and draw a conclusion from
the answers obtained during the interview (Sachdeva, 2009, p.165; Bryman & Bell,
2011, p.27). It is a common way to use open questions when conducting a qualitative
study. From participants’ perspective, they can respond or answer questions in their own
words; and for researchers, they have chance to observe and change interview questions
based on the situation. Moreover, researchers are able to add their own interpretations
and insights during the interview process (Sachdeva, 2009, p.183). For example, the
researcher can ask “why” and “how” to obtain in-depth answer. In case the participants
are nervous, the researcher can engage with them to respond questions.

Nevertheless, each coin has two sides, qualitative research is no exception because it
has several disadvantages. Due to the fact that qualitative strategy uses a small sample,
thus, it is difficult to present the results of the whole industry or population. Other
drawbacks of this approach are; it is expensive to organize an interview and it is time
consuming for both researchers and interviewees (Sachdeva, 2009, p.167-182).

3.3.3.3.6666 QuantitativeQuantitativeQuantitativeQuantitative methodmethodmethodmethod
Apart from qualitative strategy, the other suitable strategy used in different academic
discipline is a quantitative method. Quantitative method is linked with deductive
approach that tests theories (Greener, 2008, p.17). For quantitative researchers, they
often use numerical or statistical data when conducting the analysis. Quantitative
method is mainly focused on describing, explaining and predicting results based on the
statistic data. This method can be used in a large sample and has a high probability to
present the whole targeted population. Moreover, quantitative researchers are able to
reduce or minimize bias issues, because they do not have opportunities to interact with
participants and participants cannot be affected by the presence of researchers
(Sachdeva, 2009, p.182).

The four main preoccupations to consider when carrying a quantitative study are
measurement, causality, generalization and replication (Bryman & Bell, 2011, p.163). In
the first place, measurement gives a clear difference between people and also provides a
consistent results that is not influenced by any social changes (Bryman & Bell, 2011,
p.54). Apart from this, when conducting a quantitative study, researchers are very keen
in explaining the cause and effect of different variables and therefore, causality is a very
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important aspect in quantitative study (Bryman & Bell, 2011, p.163). The relationship
between casual concepts can be determined by using independent and dependent
variable (p.163). Relating to our study, firstly we tested the effect of social media,
WOM, reputation and partnership on b-schools’ brand image. As a result, our
independent variables are social media, WOM, reputation and partnership, and the
dependent variable is brand image. We also tested the effect of brand image and
partnership (as the independent variables) on application intention (as the dependent
variable). Therefore, quantitative strategy enables us to measure and understand the
impact of the variables (in our study) have on each other (Bryman & Bell, 2011, p.54).
The third preoccupation is generalization where quantitative researchers are able to
generalize their findings beyond the confines of the particular context (Bryman & Bell,
2011, p.163). Therefore, we aim to generalize our finding based on the sample of the
three countries, Tanzania, Sweden and China. Lastly, replication is the final
preoccupation of quantitative study that indicates most of researchers prefer to conduct
their study in a systematic and valid manner so that they are capable to replicate
(Bryman & Bell, 2011, p.165).

There are some reasons why chose quantitative methods when conducting our study.
First, it is difficult to organize interviews in Tanzania and China, because we are
currently living in Sweden. Hence, it easier to distribute online questionnaire to students
in Tanzania and China. Comparing to conducting of interviews, questionnaires is
cheaper to administer because our sample is from different countries (Tanzania and
China), that is geographically widely dispersed (Bryman & Bell, 2011, p232). Secondly,
we can distribute questionnaires via email to different respondents in a short period of
time (Bryman & Bell, 2011, p232). Furthermore, it is an advantage for us to analyze
data through different perspectives and conduct a multivariable analysis by using
several variables (Shiu et al., 2009, p.226). Moreover, quantitative method enabled us to
compare different variables among the three countries. The final reasons of we we have
selected quantitative method is easy to analyze data by using the software SPSS
(Statistical Package for the Social Sciences). Thus, quantitative method is suitable than
qualitative method for this study.

3.3.3.3.7777 AboutAboutAboutAbout literatureliteratureliteratureliterature
To make sure our research is successful, we have utilized different academic articles
when developing theoretical section. Based on a study by Saunders et al. (2012, p.82),
journals, newspapers, books and statistics published by government are secondary
resources. Mostly, we have used Umeå University library database and Google Scholar
to search for relevant literatures relating to this study. In the university’s library, the
main databases we have used is known as EBSCO (Business Source Premier). We
mainly searched for peer-reviewed articles from the following journals: Journal of
marketing research, Journal of marketing for higher education, Journal of studies in
higher education. Furthermore, we also use four main methodology books when writing
the methodology section including “Business research methods” by Bryman and Bell.
Due to the varieties of sources, we were able to have a clear and comprehensive
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understanding about our topic from different viewpoints. .

Defining keywords plays an essential role during searching of relevant articles, because
it helps user to find the relevant articles in effective manner (Bryman & Bell, 2011,
p.108). In this study, we identified the following keywords: international higher
education, educational marketing, social media, WOM, brand image, enrollment
intention etc. To ensure the accuracy of statement made in different resources, we
checked the reference lists to find the original articles. We relied on academic articles
that are evaluated by academic peers because they are appropriate resources for
supporting a research study (Saunders et al., 2009, p.70).

Lastly, to ensure the structure of our thesis meets the standard of Umeå University, we
referred to the thesis manual and other published thesis from Diva database.
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CHAPTER 4: Practical Methods
This section explains the practical methods used in our study including the research
design and the sampling choice. We then described how we designed our questionnaire
and finally point out our ethics practice when conducting this study.

4.14.14.14.1 ResearchResearchResearchResearch designdesigndesigndesign
Research design is an approach that explains how researchers answer research questions
(Saunders et al., 2009, p.136-140). Many researchers have proposed different types of
research design. Saunders et al., (2009, p.136-140) proposed three categories of research
designs; exploratory studies, descriptive studies and explanatory studies. Nonetheless,
Bryman & Bell (2011, p.45) suggested that there are five types of research design;
experimental, cross-sectional, longitudinal, case study and comparative. From Bryman
& Bell’s (2011) perspective, we have selected the cross-sectional and comparative
methods for our study. Moreover, to assist our readers, we provide a clear explanation
of different categories of research designs and reason to why we chose some over
others.

Cross-sectionalCross-sectionalCross-sectionalCross-sectional studystudystudystudy:::: “A cross-sectional design entails the collection of data on more
than one case (usually quite a lot more than one) and at a single point in time in order to
collect a body of quantitative or quantifiable data in connection with two or more
variables (usually many more than two), which are then examined to detect patterns of
association” (Bryman & Bell, 2011, p.53).

According to our study, we aim to get information on the importance of factors such as
social media, WOM, reputation and partnership on b-schools brand image through
questionnaire. And also, the influence of b-schools’ brand image and partnership on
students’ application intention. With this analysis, we were able to answer the
hypotheses deduced in this study. When using cross-sectional study, researchers must
infer some variables cause other variables (Bryman & Bell, 2011, p.163). Thus, our
thesis is a cross-sectional study.

ComparativeComparativeComparativeComparative study:study:study:study: A comparative study is when a researcher compare two or more
contrasting cases by using same method (Bryman & Bell, 2011, p.60). Moreover, one of
our purposes is to compare the data collected from Tanzania, China and Sweden, then
find whether there are differences between the results and if the difference has an effect
on students’ application intention. Thus, comparative study is suitable for our study.

ExplanatoryExplanatoryExplanatoryExplanatory study:study:study:study: The central point of explanatory study is to examine a situation or a
problem in order to explain the causal relationship between different variables
(Saunders et al., 2009, p.140). Moreover, explanatory study, researchers should conduct
statistic tests such as correlation to get a clear view of the relationship between different
variables (Saunders et al., 2009, p.140-141). Therefore, in our study, we explain and
discuss the relationships between different variables found in our conceptual model.
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LongitudinalLongitudinalLongitudinalLongitudinal study:study:study:study: AAAA longitudinal study enable researchers to examine or investigate a
group of people or organization by conducting interviews over a long period of time e.g.
years or decades (Bryman & Bell, 2011, p.63). In addition, longitudinal study involves
repeatedly investigation of same variables over a long period of time and either
conducted by different researchers (p.63). Longitudinal study is not suitable for our
study due to time and geographic constraints. As we collected data from China,
Tanzania and Sweden, we weren’t able to reach these students directly and we had a
period of one or two months to collect our data.

CaseCaseCaseCase studystudystudystudy design:design:design:design: A case study design is a type of research design used in different
types of investigations. To distinguish a case study from other research designs,
researchers focus on the bounded situation, an entity with purpose or functioning parts
(Bryman & Bell, 2011, p.60). During a case study, it is essential to have a detailed and
intensive analysis based on the information collected from a specific company,
organization or community (Bryman & Bell, 2011, 59). Furthermore, in a case study
one can answer questions such as ‘why’, ‘what’ and ‘how’; and often used in
explanatory and exploratory researches (Saunders et al., 2012, p.179). However, our
study is not a case study because we focus on students who are planning to study abroad
from different universities in Tanzania, Sweden and China.

4.24.24.24.2 SamplingSamplingSamplingSampling selectionselectionselectionselection andandandand datadatadatadata collectioncollectioncollectioncollection
We have collected primary data through self-completion questionnaire. From our
opinion, the primary data is more reliable than the secondary data. When referring to the
data collection process, we used Google online form and word form where we designed
our questionnaire via Google form. Google form questionnaire is an online application
that allow researchers to distribute questionnaires via email by sharing the links (with
questions) to potential respondents. Moreover, we distributed Google form
questionnaire to Swedish students and word form questionnaire to Chinese and
Tanzanian students due to reasons we have stated earlier.

According to Saunders et al. (2009, p.212), “population means the full set of cases from
which a sample is taken.” It is possible to collect data from the whole entire population
since it is a manageable size. According to our study, the entire populations are business
students who are planning to study abroad. These students are in the second year of
university. As we have mentioned earlier, they are both from Sweden, China and
Tanzania and hence the population is unmanageable for us. Therefore, it is better to
collecting data from a sample, which can represent the entire population (Saunders et.
al., 2009, p.212).

We chose second year university students because they prefer planning to study abroad
after they have written their entrance exam in their home country. And for the exchange
students (Swedish students), they usually participate in exchange program abroad at the
end of their first year or beginning of their second year in university. For university
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students in Tanzania and China, we have selected both second and third year students
because most of them prefer to study master programs abroad. In addition, there is no
exchange program system for 1st and 2nd year students in Tanzania.

To determining the sample is not an easy work because there are some limitations for
our research study such a limited research time, limited financial resources, etc.
According to Bryman & Bell (2011, p.176), sampling is a subset of the population
which researcher selected to do the investigation.

For a sample size, there can be some problems that will affect the results. The most
common problems are non-response rate and sampling bias. We clearly knew that
sending online questionnaire does not mean we can get the same amount of answers as
the number of questionnaire we have sent. In order to get enough data to conduct our
analysis in a short period of time, we decided to choose convenience-sampling method.
As defined by Bryman & Bell (2011, p190) “a convenience sample is one that is simply
available to the researcher by virtue of its accessibility”. We asked our relatives and
friends study to distribute the questionnaire to students who are planning to study a
business program abroad. The advantage of this method is time saving and also reduces
the probability of non-response rate.

In China, we have selected one main university as our destination because one of
author’s younger sister studies at that university. Therefore, it was convenient to
conduct our study. In Tanzania, we have selected a business college, and finally in
Sweden, our potential respondents are students from Umeå School of Business.
Respondents from Sweden are students from year 2014/2015, who are selected for
exchange program abroad.

4.34.34.34.3 QuestionnaireQuestionnaireQuestionnaireQuestionnaire designdesigndesigndesign
According to Sachdeva (2009, p.119), survey research is “one of the most important
areas of measurement in applied research”. There are two categories for surveys which
are questionnaire and interview. Questionnaires are easy and consume less time and
money (p.112). Therefore, we decided to use a questionnaire to collect our data.
Moreover, the two main issues one must address when designing a questionnaire are
bias issues and administrative issues (Sachdeva, 2009, p.114). When addressing bias
issue, one must consider the following three questions: “Can social desirability be
avoided?”, “Can interviewer distortion and subversion be controlled?”, and “Can false
respondents be avoided?” (Sachdeva, 2009, p.114). All of these problems can affect the
result of respondents’ answers. Second, administrative issues refer to the cost, facilities
and time (p.115). Therefore, we selected self-completion questionnaire because the
presence of interviewer is not required (as we are investigating the three countries of
geographically dispersed) and respondents can answer questionnaires whenever they
want. Furthermore, a self-completion questionnaire is cheaper and consume less time
(Bryman & Bell, 2011, p.237).



40

We have designed a questionnaire to test our hypothesis and answer our research
question. We have used a self-compiled questionnaire and the questions were closed
lined to our conceptual model and research questions. The questionnaire is divided into
six main parts with a separate demographic section at the beginning. Demographics and
reasons for studying abroad are mandatory questions because every participants must
answer before continuing to the main body of the questionnaire. The first part covers
questions related to social media communications such as how b-schools promote their
schools with different types of social media sites. Followed by the second part that
covers numeric questions related to WOM, for example; who do students consult for
advices when selecting a b-school abroad? Moreover, the first two parts shows a general
picture on how students collect comprehensive information about b-schools. This
implies that social media has influence on b-school’s image. Moreover, b-schools’
reputation and partnership are the third and fourth section respectively in the
questionnaire. These two parts enable us to collect relevant information from our
sample and test how the two factors affect b-schools’ brand image and thus, students’
application intention. The final fifth and sixth sections of the questionnaire consist of
the questions on b-schools’ brand image and application intention.

To ensure all participants understood the questions and minimize language barriers, the
questionnaire was in form of two languages, Chinese and English. The questionnaire
given to Chinese participants was in their native language (Chinese) while other was in
English for participants from Tanzania and Sweden. This is because participants from
Tanzania and Sweden could speak English. As a result, this enhance students to answer
almost every questions and reduced the number unanswered questions. Furthermore, we
provided additional explanation for several questions so as to assist students with a
better understanding of the questions. Terminologies such as b-school partnership,
accreditation and brand image were thoroughly explained to the participants. Last but
not least, to enable respondents have a clear understanding of our topic and purpose of
our study, we provided a brief explanation in each section or part of our questionnaire
(see table 3).

ContentContentContentContent andandandand purposepurposepurposepurpose
Demographics:Demographics:Demographics:Demographics:
The information derived from this part mainly serves as background base:
- Gender.
- Category of age.
- Reasons why studying abroad.
PartPartPartPart 1:1:1:1: HowHowHowHow dodododo studentsstudentsstudentsstudents searchsearchsearchsearch forforforfor informationinformationinformationinformation aboutaboutaboutabout b-schools?b-schools?b-schools?b-schools?
We will be asking questions regarding how b-schools` uses social media to
communicate with students across the globe. Many b-schools uses social network
sites such as Facebook, Twitter, university websites to communicate or advertise
about their universities(b-schools) in order to reach their targeted segments( students).
PartPartPartPart 2:2:2:2:WhoWhoWhoWho dodododo studentsstudentsstudentsstudents contactcontactcontactcontact forforforfor advice?advice?advice?advice?
In this section, we will ask questions concerning how word of mouth affects the
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students’ application intention. Word-of-mouth (WOM) can be both electronic word
of mouth and traditional word of mouth. We will examine how other people talk about
b-schools and the impact it has on students’ application intentions.
PartPartPartPart 3:3:3:3: TheTheTheThe b-schoolsb-schoolsb-schoolsb-schools’’’’ generalgeneralgeneralgeneral reputationreputationreputationreputation
It is well-known that reputation can be a measurement for an organization’s
effectiveness. Along with the development of international education industry, more
and more b-schools pay more attention to attract students to their schools. In our
study, general reputation includes accreditation, survey ranking, and international
recognition. Absolutely, good reputation could increase the attractiveness of a school,
in other words, bad reputation could decrease the attractiveness of a b-school for
students. Therefore, in this section, we will gather information about how those three
aspects included in the b-schools’ general reputation affect schools’ image and
application intention.
PartPartPartPart 4444 :::: B-schoolsB-schoolsB-schoolsB-schools’’’’ partnershippartnershippartnershippartnership
We divided this part into two directions, b-school partnership with other universities,
and b-school partnership with corporate firms. This variable is a control variable in
our conceptual model, which means the influence of partnership, will not change the
result, but can enhance and support our result.
PartPartPartPart 5:5:5:5: SchoolsSchoolsSchoolsSchools’’’’ imageimageimageimage
In this part, we aim to test how social media, WOM, reputation and partnership affect
b-schools’ image, and how this image will affect students’ application intention.
PartPartPartPart 6:6:6:6: StudentsStudentsStudentsStudents’’’’ applicationapplicationapplicationapplication intentionintentionintentionintention
When we designing questions for this part, we summarized all the aspects based on
the conceptual model. This part is the most important section in our questionnaire, in
this part; we will gather more information and analyze the impact of brand image and
partnership on application intention.

Table 3 Questionnaire table (Own source)

To measure our variables, basically the questions in our survey are picked from other
surveys. The existing questions allow the comparison of our findings with other studies,
to some extent, the existing questions guarantee a certain level of reliability (Saunders et
al., 2009, p. 374). For our questionnaire, we used the references below:

QuestionsQuestionsQuestionsQuestions ReferencesReferencesReferencesReferences
PartPartPartPart 1:1:1:1: HowHowHowHow dodododo youyouyouyou searchsearchsearchsearch forforforfor informationinformationinformationinformation aboutaboutaboutabout b-schools?b-schools?b-schools?b-schools?

1. When searching for information about
b-school abroad, I prefer to use the
b-schools' website to get more
information.

Moogan et al.,(2001)

2.When searching for information about
b-school abroad, I prefer to use the
b-schools' Facebook page to get more
information.

Brown et al., (2009)
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3.When searching for information about
b-school abroad, b-schools' social media
promotion definitely affect my
application intention.

Brown et al., (2009)

4.I heard about b-school from newspaper
reports, TV, conversations with other
people or others, which present me a
good image of the institution.

Hayes et al., (2009)

PartPartPartPart 2:2:2:2: WhoWhoWhoWho dodododo youyouyouyou contactcontactcontactcontact forforforfor advice?advice?advice?advice?
1. When I selecting a b-school, I prefer to
consult friends, relatives or others.

Shahid et al., (2012)

2. When I selecting a b-school, I follow
recommendations by those who I meet at
student fairs conducted in my country.

Shahid et al., (2012)

3. When I selecting a b-school, I follow
suggestions or advice by representatives
of the foreign university who I can meet
in my country.

Shahid et al., (2012)

4. If I read a positive comment about a
b-school, it will increase my chance to
apply to a b-school.

Shahid et al., (2012)

PartPartPartPart 3:3:3:3: B-schools'B-schools'B-schools'B-schools' generalgeneralgeneralgeneral reputationreputationreputationreputation
1. If I were to study abroad, I would
check ranking of a b-school before
selecting it.

Dahlin-Brown (2006)

2. If I were to study abroad, the
international recognition of a b-school is
an important factor for my application
decision.

Gray et al., (2003)

3. If I were to study abroad, I would
consider accreditation as an important
factor for my application decision.

Dahlin-Brown (2006)

PartPartPartPart 4:4:4:4: B-schools'B-schools'B-schools'B-schools' partnershippartnershippartnershippartnership
1. The b-school’s partnerships with other
universities have a positive impact on my
application intention.

Payne & Whitfield, (1999)

2. The b-school's partnerships with other
universities have a positive impact to the
brand image or this school.

Payne & Whitfield, (1999)

3. The b-school's partnerships with
companies are an important part of
building brand for this school.

Ghoshal et al. (1992)

4. I pay more attention on b-schools'
partnership with companies before

Friga et al. (2003)
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selecting a school.
PartPartPartPart 5:5:5:5: BrandBrandBrandBrand imageimageimageimage

1. I prefer to select a b-school, it is
known to being among the top
universities in its sector.

Dahlin-Brown (2006)

2. I prefer to select a b-school, its degree
have a high status in the outside world.

Dahlin-Brown (2006)

3. I prefer to select a b-school; it has a
clear and desirable mission.

Bennett and Ali-Choudhury, (2009)

4. I prefer to select a b-school; it is
committed to improving its position in
the university rankings.

Dahlin-Brown (2006)

5. I prefer to select a b-school, the
b-school s name tells me a lot about the
nature of the institution.

Gray et al., (2003)

6. I prefer to select a b-school, their
advertisements and / or promotional
materials (leaflets, brochure, etc.) present
a good image of the institution.

Gray et al., (2003) / Opoku et al., (2008).

PartPartPartPart 6:6:6:6:AboutAboutAboutAbout youryouryouryour applicationapplicationapplicationapplication intentionintentionintentionintention
1. After browsing the universities'
websites, it will increase my intention to
apply a b-school.

Brown et al., (2009)

2. After reading a positive review from
any social network sites, it will increase
my intention to apply a school.

Lim & Chung, (2011)

3. My application intention would be
positively affected by the general
reputation of the b-schools.

Gray et al., (2003)

4. My application intention would be
positively affected by brand image of the
b-schools.

Bennett and Ali-Choudhury, (2009)

5. My application intention would be
positively affected by the b-schools'
partnerships with other universities.

Payne & Whitfield, (1999)

6. My application intention would be
positively affected by the b-schools'
partnerships with companies.

Ghoshal et al. (1992)

PartPartPartPart 7:7:7:7:WhatWhatWhatWhat factorfactorfactorfactor isisisis mostmostmostmost importantimportantimportantimportant forforforfor youryouryouryour choicechoicechoicechoice orororor wishwishwishwish totototo studystudystudystudy abroad?abroad?abroad?abroad?
1. It would increase my chances of
finding a good job in my country

Presley et al., (2010)

2. Companies in my country want to hire
those who have studied abroad

Presley et al., (2010)

3. The "sense of adventure" is most Presley et al., (2010)
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important for my choice or wish to study
abroad
4. To study abroad is a way for me to start
an international career

Presley et al., (2010)

5. I want to work abroad after I have
graduated.

Presley et al., (2010)

Table 4 References for questionnaire (Own source)

4.44.44.44.4 DelimitationDelimitationDelimitationDelimitation
It is important to include this section to set boundaries when conducting our research
and guide us not to include unnecessary information that will not support our findings.

We selected b-school as the focus of our study because having business background and
investigating on this subject can lead to interesting findings. These findings have both
present and future advantages for us and business department of Umeå University. In
addition, we also selected university students (studying business program) and willing
to study abroad. As we have mentioned earlier, there are few studies conducted on
factors that influence the application intention of university students in b-schools
context. Therefore, we decided to make a contribution by extending previous studies in
exploring more on b-schools students’ context from the three countries.

Moreover, we selected the three countries, Tanzania, China and Sweden to collect data
because Tanzania and China are the birth place of the writers and Sweden is the current
location of the writers. Thus, it is easier for us to collect data from potential respondents
(students from the three countries).

4.54.54.54.5 EthicalEthicalEthicalEthical assumptionsassumptionsassumptionsassumptions
When conducting a study, it essential to consider ethical issues. Ethical issues or
practice guide researchers to follow universal laws, be responsible during the process
and avoid harming the public. Research ethical can be explained as “ how we formulate
and clarify our research topic, design our research and gain access, collect data, process
and store our data, analyze data and write up our research findings in a moral and
responsible way” (Saunders et.al, 2009, p.184).

According to Bryman & Bell (2011, p.128), ethical issues are divided into four main
aspects: 1) no physical or psychological harm to participants, 2) respondents should
agree to participate and know what the research is talking about, 3) no invasion of
privacy and finally 4) researchers should not lie or cheat to respondents (Bryman & Bell,
2011, p.128).

During our research, we avoided causing any physical or psychological harm to the
participants, and ensured that they were comfortable and willing to participate in our
research. Also, we have ensured the confidentiality of participants by avoid disclosing
their personal information such as their names, address or personal contacts. Besides,
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Greener (2008, p.44) stated that it is a basic requirement of researchers not to disclose
the identity of a participant when conducting business research. Therefore, we designed
our questionnaire by maintaining the anonymity and confidentiality for respondents in
the three countries. Moreover, online questionnaire enhanced anonymous of participants
for the case of Sweden and Tanzania sample. In the case of distributed questionnaire, it
was difficult to identify the participants due to geographical distance (China and
Tanzania sample) and random distribution of questionnaire to university students
planning to study abroad.

As stated earlier (section 4.3), we included a brief explanation at the beginning of the
questionnaire to explain the purpose or reasons of our research. Thus, when conducting
our research, we practiced and respected the four principles of ethics in business
research.
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CHAPTER 5: Presentation of empirical findings
This chapter aims to provide a comprehensive understanding of empirical findings
regarding the data we collected and the results of analysis. We begin with general
presentation of empirical findings of the three countries. We analyze our findings by
using Cronbach’s alpha to evaluate the reliability and consistency between the different
variables used in this study. We have a total of 255 responses; 95 responses from China,
80 responses from Tanzania and 80 responses from Sweden.

5.15.15.15.1 GeneralGeneralGeneralGeneral presentationpresentationpresentationpresentation ofofofof empiricalempiricalempiricalempirical findingsfindingsfindingsfindings

5.1.15.1.15.1.15.1.1 DemographicalDemographicalDemographicalDemographical findingsfindingsfindingsfindings
In our questionnaire, we included questions about the backgrounds of the respondents.
These questions focused on their gender, age, and reasons for studying abroad.
(Appendix 2)

Figure 4 Gender distribution

As illustrated above (figure 4), 42% of the 255 participants were female, while 58% of
the participants were males.

Figure 5 Age spread of participants for overall statistics

With the exception of distribution of gender, it is important for school administrators to
understand students, and what age they are planning to study abroad. Therefore, we
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made a summary of the age groups for the total sample in our study. The results are
presented in the above bar chart. Figure 5 shows 92% of the participants are between 17
to 25 years of age, 8% are 26 or older and 60% are between 23 and 25 of age.

Figure 6 Important factors for studying abroad for overall statistics

Figure 6 shows "international experience" as the most important factor affecting
students’ decision to study abroad. Most companies in home country prefer to hire
students who have studied abroad. Thus, it estimates 30% of the total sample. The factor
'studying abroad is a way to start an international career' accounts 25% of the total
sample. On the other side, the least important factor was "sense of adventure" with 10%.
Lastly, the two factors, "I want to work abroad after I have graduated" and "studying
abroad increases the chance of finding a good job in my home country" accounts 16%
and 19% of the total sample respectively.

5.1.25.1.25.1.25.1.2 ReliabilityReliabilityReliabilityReliability testtesttesttest

VariableVariableVariableVariable NumberNumberNumberNumber ofofofof itemsitemsitemsitems AlphaAlphaAlphaAlpha
Social media 5 0.708
WOM 6 0.521
Reputation 4 0.784
Partnership 5 0.717
Brand Image 7 0.658
Application intention 6 0.653
Table 5 Cronbach’s coefficient alpha

Reliability of a scale shows how a selected scale is free from random error. There are
two types of indicators used to measure the reliability of a scale; test-retest reliability
and internal consistency (Pallant, 2010, p.6). In order to test the instrument used in our
research and validity of our questionnaire, it is essential to conduct a reliability test. In
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our study, we have selected internal consistency as an indicator to test reliability. The
central point of internal consistency tests "the extent of which all the items in a test
measure the same concept or construct and hence it is connected to the inter-relatedness
of the items within the test” (Tavakol & Dennick, 2011, p53). In order to measure the
internal consistency we considered Cronbach’s coefficient alpha because it is the most
common and objective statistic that measures reliability of variables in scientific
research. Cronbach’s coefficient alpha test varies between 1 and 0, and when the
coefficient value is high implies the reliability is high too (Pallant, 2010, p.6). For
example, if the value of Cronbach’s alpha presented in the reliability statistic table is
greater than 0.89, thus, the internal consistency reliability is very good for this type of
scale sample (Pallant, 2010, p.100). Any value that is lower than 0.5 shows a very poor
reliability and must be rejected. According to table 5, all six constructs have values
below 0, 89, but higher than 0.5. Therefore, our constructs are reliable for analysis.

5.1.35.1.35.1.35.1.3 DescriptiveDescriptiveDescriptiveDescriptive statisticsstatisticsstatisticsstatistics
This part provides information about the mean value of constructs, standard deviations,
Pearson correlation, and regression analyses. The means and standard deviations are
illustrated in table 6. We used a 5-point Likert scale for our questionnaire. Table 6
shows WOM with the highest mean score, 4.63 and social media with the lowest mean,
3.33. According to the results of the mean values, we make a conclusion that all the
factors have positive impact on students’ decision because all the mean values are above
3 and almost close to 4. The results from the standard deviation indicates that the spread
received from the answers provided by students (in the questionnaire) is quite low,
whereas the standard deviation varying from 0,532 to 0,742.

ConstructsConstructsConstructsConstructs MeanMeanMeanMean StandardStandardStandardStandard DeviationDeviationDeviationDeviation
Social media 3,33 0,742
Word-of-mouth 4,63 0.498
Reputation 4,15 0.695
Partnership 3,50 0.644
Brand image 3,70 0.563
Application intention 3,79 0,532
Table 6 Descriptive statistics

PearsonPearsonPearsonPearson correlationcorrelationcorrelationcorrelation coefficientscoefficientscoefficientscoefficients (r)(r)(r)(r) are represented by values from -1 to +1. The sign
of the front ‘- & +’ means the direction of the correlation. It implies that "-" has a
negative correlation and "+" as a positive correlation. More precisely, if R-value equals
-1, then there is a perfect negative correlation between two variables (Pallant, 2013,
p.133). Moreover, if R-value is equal to +1, then there is a perfect positive correlation
between two variables (p.133). In spite of the perfect correlation, the value of one
variable can be determined by knowing the value of the other variable (Pallant, 2013,
p.133).
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Table 7 Pearson Correlation table

Correlation table 7 shows that all constructs are positively related to each other, except
social media and partnership because r=0.102, p=0.103>0.01 or 0.05. Therefore, we
cannot judge whether there is a correlation between social media and partnership. In
addition, the lowest correlation is between WOM and partnership (0.123), while the
highest correlation is between WOM and reputation (0.529).

5.1.45.1.45.1.45.1.4 RegressionRegressionRegressionRegression 1:1:1:1: BrandBrandBrandBrand imageimageimageimage andandandand itsitsitsits predictorspredictorspredictorspredictors
According to Saunders et al. (2009, p.461), coefficient of determination (also known as
the regression coefficient) enables researchers to assess the strength of relationship
between numerical independent variables and dependent variables. Multiple regression
is the process of calculating coefficient of multiple determinations where two or more
independent variables are used in the regression equation (Saunders et al., 2009, p.462).
Therefore, we used multiple regression to find 1) how the factors (social media, WOM,
reputation and partnership) affect b-schools' brand image; 2) how the factors (brand
image and partnership) affect students’ application intention. We have five independent
variables and two dependent variables, hence, we tested the effect of independent
variables on dependent variables. Moreover, independent variables and dependent
variables have a cause-and-effect relationship. Thus, this type of analysis is appropriated
for this study.

The value of coefficient of determination (R square) is any value between 0 and +1
(Saunders et al., 2009, p.461; Pallant, 2013, p.166). This number represents how much
the variance in the dependent variable can be explained by the independent variables.
Referring to our study, it means 1) what percent of the variation in brand image explains
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statistically by the independent variables (social media, WOM, reputation and
partnership); 2) what percent of the variation in application intention can be explained
by the independent variables (brand image and partnership). If the coefficient of
determination is 1, implies the variation in brand image is explained by its predictors
(social media, WOM, reputation and partnership). Moreover, variation in application
intention is explained by brand image and partnership. If independent variables
represent 50% of the variation of dependent variables, then the coefficient of
determination will be 0.5. If independent variables cannot explain any of the variation
of dependent variables, then the coefficient of determination will be 0.

The formula of regression equation is: Y = βo +β1X1 +. . .+βnXn + ε. Y represents the
dependent variable, βo is the intercept, (β1....βn) is the slope, (X1.....Xn) represents
independent variables, and ε is the error for prediction (Shiu et al., 2009, p.564). In this
study, brand image and students’ application intention are dependent variables.
Applying regression equation in our study; 1) when Y represents brand image, (X1...X4)
represent social media, WOM, reputation and partnership respectively; 2) when Y
represents students' application intention, then X1 and X2 are brand image and
partnership respectively.

Based on our conceptual model and hypotheses, we used two multiple regression
analyses to test the relationship between independent variables and dependent variables.
In regression 1, independent variables are social media, WOM, reputation and
partnership; and the dependent variable is brand image.

ModelModelModelModel SummarySummarySummarySummary (Brand(Brand(Brand(Brand image)image)image)image)
ModelModelModelModel RRRR RRRR SquareSquareSquareSquare AdjustedAdjustedAdjustedAdjusted RRRR

SquareSquareSquareSquare
Std.Std.Std.Std. ErrorErrorErrorError ofofofof thethethethe
EstimateEstimateEstimateEstimate

1111 .487 (a) .237 .225 .496
(a) Predictors :(Constant), Social media, WOM, Partnership, Reputation

Table 8 Summary of regression 1

ANOVAANOVAANOVAANOVA (Brand(Brand(Brand(Brand image)image)image)image)
ModelModelModelModel SumSumSumSum ofofofof

SquaresSquaresSquaresSquares
dfdfdfdf MeanMeanMeanMean

SquareSquareSquareSquare
FFFF Sig.Sig.Sig.Sig.

1111 Regressio
n
Residual
Total

19.086
61.471
80.557

4
250
254

4.772
.246

19.409 .000

Predictors: (Constant), Social media, WOM, partnership, reputation
Table 9 ANOVA table for regression 1

Table 8 shows the value of R-square is equal to 0.237 (0.237*100=23.7%). Thus, the
independent variables (Social Media, WOM, reputation and partnership) can explain
23.7% of the variance in brand image. Adjusted R Square provides a better estimation
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of the true population value, and if the sample is small it is better to use R Square
instead of R (Pallant, 2013, p.167). As we have mentioned earlier, we have 255
respondents and therefore, the sample is quite small and not enough to explain the
whole population in China, Sweden and Tanzania. We have used adjusted R square in
the analyses whereas, regression 1 shows 22.5% of the variance in brand image is
explained by the independent variables (social media, WOM, reputation and
partnership). According to table 9, the regression was significant because F=19.409;
p<0.05.

CoefficientsCoefficientsCoefficientsCoefficients αααα (Brand(Brand(Brand(Brand image)image)image)image)

ModelModelModelModel

UnstandardizedUnstandardizedUnstandardizedUnstandardized
CoefficientsCoefficientsCoefficientsCoefficients

StandardizedStandardizedStandardizedStandardized
CoefficientsCoefficientsCoefficientsCoefficients

TTTT Sig.Sig.Sig.Sig.ββββ Std.ErrorStd.ErrorStd.ErrorStd.Error BetaBetaBetaBeta
1111 (Constant)(Constant)(Constant)(Constant) 1.734 .286 6.068 .000

SocialSocialSocialSocial MediaMediaMediaMedia .122 .045 .161 2.686 .008

WOMWOMWOMWOM -.032 .074 -.028 -.434 .664
ReputationReputationReputationReputation .296 .055 .365 5.360 .000
PartnershipPartnershipPartnershipPartnership .134 .049 .153 2.719 .007

(a)(a)(a)(a) Dependent Variable: Brand image
Table 10 Regression 1- Brand image and its predictors for overall statistics

Table 10 shows that all the independent variables except WOM have significant positive
effect on brand image. Whereas, the values of social media (B=0.122, p<0.05),
reputation (B=0.296, p<0.05) and partnership (B=0.134, p<0.05). According to
Saunders et al., (2009, p.462), when the p-value is low, the coefficient is unlikely to
happen by chance alone and when the p-value is greater than 0.05, the constructs could
occur by chance alone. In other word, p-value lower than 0.05 indicates there is a strong
evidence against the null hypothesis (Ho) and therefore, testable hypothesis (H1...Hn) is
accepted (Saunders et al., 2009, p.450). Accepting a testable hypothesis implies there
is a relationship between variables. If the P value is higher than 0.05, then the analysis is
not statistically significant, thus, accepting the null hypothesis (Ho).

Furthermore, the coefficient value, Beta (β) allows researchers to compare the
independent variables and dependent variables and the degree to which the change in
the dependent variable is affected by the change in the independent variables (Shiu et al.,
2009, p.584; Saunders et al., 2009, p.462). After the analysis, we can either confirm or
reject the following hypotheses:

H1: Business schools’ social media communication have positive effect on the schools’
brand image. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
H2: Word-of-mouth have positive effect on business schools’ brand image. (Rejected)(Rejected)(Rejected)(Rejected)
H3: Business schools’ general reputation have positive effect on the schools’ brand
image. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
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H5: Business schools’ partnerships have positive effect on the schools’ brand image
. (Confirmed)(Confirmed)(Confirmed)(Confirmed)

5.1.55.1.55.1.55.1.5 RegressionRegressionRegressionRegression 2:2:2:2: ApplicationApplicationApplicationApplication intentionintentionintentionintention andandandand itsitsitsits predictorspredictorspredictorspredictors

ModelModelModelModel SummarySummarySummarySummary (application(application(application(application intention)intention)intention)intention)
ModeModeModeMode
llll

RRRR RRRR SquareSquareSquareSquare AdjustedAdjustedAdjustedAdjusted RRRR
SquareSquareSquareSquare

Std.Std.Std.Std. ErrorErrorErrorError ofofofof thethethethe
EstimateEstimateEstimateEstimate

1111 .499 (a) .249 .243 .463
(a) Predictors: (Constant): Partnership & Brand image

Table 11 Summary table for regression 2

ANOVAANOVAANOVAANOVA (Application(Application(Application(Application intention)intention)intention)intention)
ModelModelModelModel SumSumSumSum ofofofof

SquaresSquaresSquaresSquares
dfdfdfdf MeanMeanMeanMean

SquareSquareSquareSquare
FFFF Sig.Sig.Sig.Sig.

1111 Regressio
n
Residual
Total

17.860
54.008
71.868

2
252
254

8.930
,214

41.667 .000

Predictors: (Constant), partnership & brand image
Table 12 ANOVA table for regression 2

CoefficientsCoefficientsCoefficientsCoefficients αααα (Application(Application(Application(Application intention)intention)intention)intention)

ModelModelModelModel

UnstandardizedUnstandardizedUnstandardizedUnstandardized
CoefficientsCoefficientsCoefficientsCoefficients

StandardizedStandardizedStandardizedStandardized
CoefficientsCoefficientsCoefficientsCoefficients

TTTT Sig.Sig.Sig.Sig.BBBB Std.ErrorStd.ErrorStd.ErrorStd.Error BetaBetaBetaBeta
1111 (Constant)(Constant)(Constant)(Constant) 1.909 .225 8.467 .000

BrandBrandBrandBrand imageimageimageimage .345 .046 .417 7.436 .000
PartnershipPartnershipPartnershipPartnership .182 .053 .193 3.430 .001

(b) Dependent Variable: Application intention
Table 13 Regression 2-application intention and its predictors for overall statistics

In the second regression, we tested the effects of brand image and partnership on
students’ application intention. Students’ application intention is the dependent variable,
and the independent variables are brand image and partnership. From Table 11, the
independent variables can explain 24.3% of the variance in application intention. From
table 12, the regression analysis was significant since F=41.667 and P<0.05. Table 13
shows that all independent variables have positive and significant effects on application
intention. More precisely, brand image (B=0.345, p<0.05) has a highest effect on
application intention than partnership (B=0.182, p<0.05). Therefore, the following
hypotheses can be tested, and the results of hypotheses (H4 and H6) as shown below:

H4: Business schools’ brand image have positive effect on students’ application
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intention when they are choosing an international business school. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
H6: Business schools’ partnerships have positive effect on students’ application
intentions when they are choosing an international business school. (Confirmed)(Confirmed)(Confirmed)(Confirmed)

5.25.25.25.2 EmpiricalEmpiricalEmpiricalEmpirical findingsfindingsfindingsfindings fromfromfromfrom ChineseChineseChineseChinese ssssampleampleampleample
We have investigated the influences of different factors on the brand image and
application intentions. We collected data from students in one university in China who
are planning to study abroad. For Chinese sample, we created our questionnaire via
word document and Google-online survey tools. First, many students (China) were
unable to use Google online form due to some technical issues. In addition, all the
respondents were selected before we begin collecting data, and majority of them
planned to go abroad within few days and/or months. Therefore, we decided to create a
word document, distributed to the students and asked our correspondent to email back
after them answering the questionnaire.

5.2.15.2.15.2.15.2.1 DemographicDemographicDemographicDemographic findingsfindingsfindingsfindings

Figure 7 Gender of respondents in China

Figure 8 Age of respondents in China

Showing the results of the gender split within our study can give us a clear idea about
the contribution of participants. Observing Figure 7, we can see the percentage of male
and female students from China who have participated in our study, 56% and 44%
respectively.
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One of our research questions stated if there is any difference between the three
countries (China, Tanzania & Sweden). Therefore, it is important to know what age
group contributed most (Figure 8), and their reasons for studying abroad. The results
from Figure 10 shows the age range of the participants was from 17 to 26. We think it
was important to cover various age groups to have an idea about how age can affect the
decision-making process of students. The results of the survey indicates that there is no
big difference between the two groups; respondents from 23 to 25 years of age with
39%, and respondents from 20 and 22 years of age with 34%. Besides, 24% of
participants were 17 to 19 years of age. The least recognized group are students from 26
or older with 3%. By knowing the break-down of each age group, and their contribution
to the study, it will be easier to identify how they differ from each other. This
information could be useful for schools when targeting different age groups.

Figure 9 Important factors for study abroad in China

It is essential for business schools to understand why students are willing to study
abroad, as the information can help business schools when designing their marketing
strategy. However, before we started to design the questionnaire, we read previous
studies conducted in the same nature by searching via Google Scholar, Umeå data base
and Journal of marketing of higher education. In our study, we selected five factors that
we thought they were interesting and important. The question was “What factor is most
important for your choice or wish to study abroad”, see APPENDIX 2.

According to the pie chart (Figure 9), all finding are presented clearly and we can see
that the most popular factor was "companies in home country want to hire those who
have studied abroad", occupies 35% of the Chinese sample. While 27% of the
respondents believed that studying abroad was a way for them to start an international
career. The least important factor was "sense of adventure", which only 5% of
respondents thought it was important. The last two factors showed similar results of
17% and 16% of participants.
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5.2.25.2.25.2.25.2.2 RegressionRegressionRegressionRegression 3333 ------------ BrandBrandBrandBrand imageimageimageimage andandandand itsitsitsits predictorspredictorspredictorspredictors ((((ChineseChineseChineseChinese ssssample)ample)ample)ample)

ModelModelModelModel SummarySummarySummarySummary (Brand(Brand(Brand(Brand image)image)image)image)

ModelModelModelModel RRRR RRRR SquareSquareSquareSquare AdjustedAdjustedAdjustedAdjusted RRRR
SquareSquareSquareSquare

Std.Std.Std.Std. ErrorErrorErrorError ofofofof thethethethe EstimateEstimateEstimateEstimate

1111 .691 (a) .478 .455 .422
(b) Predictors: (Constant), Social media, WOM, Partnership, Reputation

Table 14 Summary of regression 3

ANOVAANOVAANOVAANOVA (Brand(Brand(Brand(Brand image)image)image)image)
ModelModelModelModel SumSumSumSum ofofofof

SquaresSquaresSquaresSquares
dfdfdfdf MeanMeanMeanMean

SquareSquareSquareSquare
FFFF Sig.Sig.Sig.Sig.

1111 Regression
Residual
Total

14.711
16.062
30.773

4
90
94

3.678
.178

20.609 .000

Predictors: (Constant), Social media, WOM, partnership, reputation
Table 15 ANOVA table for regression 3

From the above table 14 present the summary for Regression 3. It can be seen that the
predictors can explain 45.5% of the variance in brand image. As we discussed above, if
the sample is too small, it is better to use adjusted R Square instead of R square. In our
survey, we only have 90 participants in China, comparing with the huge population, 90
participants is really too small to represent the whole situation. But the regression
analysis is still statistically significant, since F=20.609 and P<0.05, as illustrated in the
Table 15.

CoefficientsCoefficientsCoefficientsCoefficients αααα (Brand(Brand(Brand(Brand image)image)image)image)

ModelModelModelModel

UnstandardizedUnstandardizedUnstandardizedUnstandardized
CoefficientsCoefficientsCoefficientsCoefficients

StandardizedStandardizedStandardizedStandardized
CoefficientsCoefficientsCoefficientsCoefficients

TTTT Sig.Sig.Sig.Sig.BBBB Std.ErroStd.ErroStd.ErroStd.Erro
rrrr

BetaBetaBetaBeta

1111 (Constant)(Constant)(Constant)(Constant) 1.554 .387 4.016 .000
SocialSocialSocialSocial MediaMediaMediaMedia .163 .058 .235 2.826 .006

WOMWOMWOMWOM -.182 .098 -.155 -1.862 .066
ReputationReputationReputationReputation .264 .062 .377 4.236 .000
PartnershipPartnershipPartnershipPartnership .301 .068 .362 4.408 .000

(a) Dependent Variable: Brand image
Table 16 Regression 3- Brand image and its predictors for Chinese survey

Based on Table 16, all the independent variables except WOM had significant and
positive effects on brand image. The table clearly shows the results: the values of social
media (B=0.163, p<0.05), reputation (B=0.264, p<0.05) and partnership (B=0.301,
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p<0.05). The results of hypotheses are:

H1: Business schools’ social media communication have positive effect on the schools’
brand image. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
H2: Word-of-mouth have positive effect on business schools’ brand image. (Rejected)(Rejected)(Rejected)(Rejected)
H3: Business schools’ general reputation have positive effect on the schools’ brand
image. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
H5: Business schools’ partnerships have positive effect on the schools’ brand image
(Confirmed)(Confirmed)(Confirmed)(Confirmed)

5.2.35.2.35.2.35.2.3 RegressionRegressionRegressionRegression 4444 ------------ ApplicationApplicationApplicationApplication andandandand itsitsitsits predictorspredictorspredictorspredictors (Chinese(Chinese(Chinese(Chinese sample)sample)sample)sample)

ModelModelModelModel SummarySummarySummarySummary (Application(Application(Application(Application intention)intention)intention)intention)

ModelModelModelModel RRRR RRRR SquareSquareSquareSquare AdjustedAdjustedAdjustedAdjusted RRRR
SquareSquareSquareSquare

Std.Std.Std.Std. ErrorErrorErrorError ofofofof thethethethe
EstimateEstimateEstimateEstimate

1111 .616 (a) .380 .366 .438
(a) Predictors: (Constant), Partnership & Image

Table 17 Summary table for regression 4

ANOVAANOVAANOVAANOVA (Application(Application(Application(Application intention)intention)intention)intention)
ModelModelModelModel SumSumSumSum ofofofof

SquaresSquaresSquaresSquares
dfdfdfdf MeanMeanMeanMean

SquareSquareSquareSquare
FFFF Sig.Sig.Sig.Sig.

1111 Regression
Residual
Total

10.815
17.677
28,492

2
92
94

5.407
.192

28.143 .000

Predictors: (Constant), partnership & brand image
Table 18 ANOVA table for regression 4

CoefficientsCoefficientsCoefficientsCoefficients αααα

ModelModelModelModel

UnstandardizedUnstandardizedUnstandardizedUnstandardized
CoefficientsCoefficientsCoefficientsCoefficients

StandardizedStandardizedStandardizedStandardized
CoefficientsCoefficientsCoefficientsCoefficients

TTTT Sig.Sig.Sig.Sig.BBBB Std.ErrorStd.ErrorStd.ErrorStd.Error BetaBetaBetaBeta
1111 (Constant)(Constant)(Constant)(Constant) 1.603 .303 5.290 .000

PartnershipPartnershipPartnershipPartnership .395 .078 .494 5.070 .000
BrandBrandBrandBrand imageimageimageimage .182 .094 .189 1.938 .056

(b) Dependent Variable: Application intention
Table 19 Regression 4 - Application intentions and its predictors for the Chinese survey

In the fourth regression, application intentions is our dependent variable, and the
independent variables are brand image and partnership. Table 17 shows the independent
variables can explain 36.6% of the variance in students’ application intention. Moreover,
table 18 shows that the analysis was significant since F=28.143 and P<0.05. Based on
the results in table 19, partnership has a positive impact on application intentions
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because B=0.395 and p<0.05. However, it is difficult to judge whether brand image has
effect on application intention because the p value is higher than 0.05. As stated earlier,
if the P value is higher than 0.05, then the analysis is not statistically significant.
Therefore, accepting the null hypothesis (Ho) and rejecting the testable hypothesis.
Through the analysis, the results of hypotheses showed below:

H4: Business schools’ brand image have positive effect on students’ application
intention when they are choosing an international business school. (Rejected)(Rejected)(Rejected)(Rejected)
H6: Business schools’ partnerships have positive effect on students’ application
intentions when they are choosing an international business school.
(Confirmed)(Confirmed)(Confirmed)(Confirmed)

5.35.35.35.3 EmpiricalEmpiricalEmpiricalEmpirical findingsfindingsfindingsfindings ((((TanzanianTanzanianTanzanianTanzanian ssssample)ample)ample)ample)
In Tanzania, students were reached via Google Survey Tool but due to low response rate
of questionnaire, and time limit, thus, we printed the questions and physically
distributed to students. We managed to get 80 respondents in Tanzania.

5.3.15.3.15.3.15.3.1 DemographicDemographicDemographicDemographic findingsfindingsfindingsfindings

Figure 10 Gender of respondents in Tanzania

Figure 11 Age of respondents in Tanzania
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Figure 10 shows 80% of the respondents were male, while 20% were female. While
figure 11 presents distribution of age groups within the sample. Students from the age
group between 23 and 25 are planning to study abroad, since it accounts 59% of the
participants. Besides, there is a small difference between the age group of 17-19, 0-22,
and 26 which accounts 11%, 12% and 18% respectively.

Figure 12 Important factors for Tanzanian students when studying abroad

Based on the pie chart (Figure 12), we can see that there is no large differences between
the factors and percentage of each factor is around the average value. However, there
are two results that stick out for Tanzanian students, the factors of 'studying abroad is a
way to start an international career' and 'could increase chances of finding a good job'
have the same level of importance for students. Both of these factors account for 23% of
the total participants. For the factor ‘I want to work abroad after I have graduated’
accounts 19% of the total participants in Tanzania. Moreover, the factor ‘sense of
adventure’ accounts 17%, which was the least important factor for studying abroad.
Lastly, ‘international experience’ was the most important factor for Chinese students
with 18% in Tanzanian sample.

5.3.25.3.25.3.25.3.2 RegressionRegressionRegressionRegression 5555 –––– BrandBrandBrandBrand imageimageimageimage andandandand itsitsitsits predictorspredictorspredictorspredictors ((((TanzaniaTanzaniaTanzaniaTanzania ssssample)ample)ample)ample)
ModelModelModelModel SummarySummarySummarySummary (Brand(Brand(Brand(Brand image)image)image)image)

ModelModelModelModel RRRR RRRR SquareSquareSquareSquare AdjustedAdjustedAdjustedAdjusted RRRR
SquareSquareSquareSquare

Std.ErrorStd.ErrorStd.ErrorStd.Error ofofofof thethethethe
EstimateEstimateEstimateEstimate

1111 .235(a) .055 .005 .486
a. Predictors: (Constant), social media, reputation, partnership, WOM
b. Dependent variable: application intention

Table 20 Summary of regression 5

ANOVAANOVAANOVAANOVA (Brand(Brand(Brand(Brand image)image)image)image)
ModelModelModelModel SumSumSumSum ofofofof dfdfdfdf MeanMeanMeanMean FFFF Sig.Sig.Sig.Sig.
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SquaresSquaresSquaresSquares SquareSquareSquareSquare
1111 Regression

Residual
Total

1.041
17.725
18.765

4
75
79

.260

.236
1.101 .363

Predictors: (Constant), Social media, WOM, partnership, reputation, brand image
Table 21 ANOVA of regression 5

CoefficientsCoefficientsCoefficientsCoefficients αααα (Brand(Brand(Brand(Brand image)image)image)image)

ModelModelModelModel

UnstandardizedUnstandardizedUnstandardizedUnstandardized
CoefficientsCoefficientsCoefficientsCoefficients

StandardizedStandardizedStandardizedStandardized
CoefficientsCoefficientsCoefficientsCoefficients

TTTT Sig.Sig.Sig.Sig.BBBB Std.ErroStd.ErroStd.ErroStd.Erro
rrrr

BetaBetaBetaBeta

1111 (Constant)(Constant)(Constant)(Constant) 2.657 .776 3.425 .001
SocialSocialSocialSocial MediaMediaMediaMedia .121 .102 .148 1.182 .241

WOMWOMWOMWOM .119 .143 .104 .829 .410
ReputationReputationReputationReputation .093 .130 .082 .717 .476
PartnershipPartnershipPartnershipPartnership .002 .093 .002 .020 .984

(a) Dependent Variable: Brand image
Table 22 Regression 5--Brans image and its predictors for Tanzania survey

Table 20 shows social media, WOM, reputation and partnership accounts 0.5% of the
variance in brand image. The value is too low and it is difficult to explain variance in
brand image. Besides, with the results of table 21 and table 22, we see that the
significance level is higher than 0.05. Thus, allows us to claim that the data collected are
unavailable for analysis. This result might be affected by several reasons based on our
opinion; when answering our questionnaire, students were not fully participative or
attentive when answering each questions, and probably they were not really interested.
With this results, we reject the following hypotheses:

H1: Business schools’ social media communication have positive effect on the schools’
brand image. (Rejected)(Rejected)(Rejected)(Rejected)
H2: Word-of-mouth have positive effect on business schools’ brand image. (Rejected)(Rejected)(Rejected)(Rejected)
H3: Business schools’ general reputation have positive effect on the schools’ brand
image. (Rejected)(Rejected)(Rejected)(Rejected)
H5: Business schools’ partnerships have positive effect on the schools’ brand image.
(Rejected)(Rejected)(Rejected)(Rejected)

5.3.35.3.35.3.35.3.3 RegressionRegressionRegressionRegression 6666 ------------ ApplicationApplicationApplicationApplication andandandand itsitsitsits predictorspredictorspredictorspredictors ((((TanzaniaTanzaniaTanzaniaTanzania ssssample)ample)ample)ample)

ModelModelModelModel SummarySummarySummarySummary (Application(Application(Application(Application intention)intention)intention)intention)

ModelModelModelModel RRRR RRRR SquareSquareSquareSquare AdjustedAdjustedAdjustedAdjusted RRRR
SquareSquareSquareSquare

Std.Std.Std.Std. ErrorErrorErrorError ofofofof thethethethe
EstimateEstimateEstimateEstimate

1111 .432 (a) .186 .165 .444
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(b) Predictors: (Constant), Partnership & Image
Table 23 Summary table for regression 6

ANOVAANOVAANOVAANOVA (Application(Application(Application(Application intention)intention)intention)intention)
ModelModelModelModel SumSumSumSum ofofofof

SquaresSquaresSquaresSquares
dfdfdfdf MeanMeanMeanMean

SquareSquareSquareSquare
FFFF Sig.Sig.Sig.Sig.

1111 Regression
Residual
Total

3.477
15.188
18.665

2
77
79

1.739
.197

8.814 .000

Predictors: (Constant), partnership & brand image
Table 24 ANOVA table for regression 6

CoefficientsCoefficientsCoefficientsCoefficients αααα

ModelModelModelModel

UnstandardizedUnstandardizedUnstandardizedUnstandardized
CoefficientsCoefficientsCoefficientsCoefficients

StandardizedStandardizedStandardizedStandardized
CoefficientsCoefficientsCoefficientsCoefficients

TTTT Sig.Sig.Sig.Sig.BBBB Std.ErrorStd.ErrorStd.ErrorStd.Error BetaBetaBetaBeta
1111 (Constant)(Constant)(Constant)(Constant) 1.681 .499 3.369 .001

PartnershipPartnershipPartnershipPartnership .231 .081 .292 2.845 .006
BrandBrandBrandBrand imageimageimageimage .320 .103 .321 3.118 .003

(c) Dependent Variable: Application intention
Table 25 Regression 6 ---Application intention and its predictors for Tanzania survey

As illustrated in Table 23, our predictors can explain 16.5% of the variance in
application intentions. It is not too high, probably the reason is because our sample was
too small. Based on table 25, both partnership (B= 0.231, p<0.05) and brand image
(B=0.320, p<0.05) has a positive impact on students’ application intention. Furthermore,
brand image has an even higher impact than partnership, since brand image obtained a
higher B value. The results of hypothesis 4 and hypothesis 6 are:

H4: Business schools’ brand image have positive effect on students’ application
intention when they are choosing an international business school. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
H6: Business schools’ partnerships have positive effect on students’ application
intentions when they are choosing an international business school. (Confirmed)(Confirmed)(Confirmed)(Confirmed)

5.45.45.45.4 EmpiricalEmpiricalEmpiricalEmpirical findingsfindingsfindingsfindings （SweSweSweSwedishdishdishdish sample)sample)sample)sample)
We have distributed an online questionnaire to Umeå university students who have been
accepted for international business exchange programs abroad in the year 2014/2015.
We distributed questionnaire via Google Online Survey tool and managed to collect 80
responses from Swedish students.
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5.4.15.4.15.4.15.4.1 DemographicDemographicDemographicDemographic findingsfindingsfindingsfindings

Figure 13 Gender of respondent in Sweden

Figure 14 Age of respondent in Sweden

Figure 13 shows that there is not a huge difference between male and female
respondents, with a ratio of 2:3 for male and female respectively. While, figure 14
shows 86% of respondents were from the age group of 23-25. Only 14% of the
respondents were from the other three age groups that was divided equally.
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Figure 15 Important factors for study abroad in Sweden

According to the pie chart (Figure 15), the factor 'companies want to hire those who
have studied abroad' was the most important factor for students in Sweden that
accounted for 29% of the total sample. The least important factor was “I want to work
abroad after I have graduated”, with 10% of the total sample in Sweden. Remaining
factors showed 20% and 24% of respondents chose the factors 'study abroad is a way to
start an international career' and 'increase chances of finding a good job' respectively.
Lastly, the factor ‘sense of adventure' accounted 17% of the total respondents.

5.4.25.4.25.4.25.4.2 RegressionRegressionRegressionRegression 7777 ––––BrandBrandBrandBrand ImageImageImageImage andandandand itsitsitsits predictorspredictorspredictorspredictors ((((SwedishSwedishSwedishSwedish ssssample)ample)ample)ample)

ModelModelModelModel SummarySummarySummarySummary (Brand(Brand(Brand(Brand image)image)image)image)
ModelModelModelModel RRRR RRRR

SquareSquareSquareSquare
AdjustedAdjustedAdjustedAdjusted RRRR
SquareSquareSquareSquare

Std.Std.Std.Std. ErrorErrorErrorError ofofofof
thethethethe EstimateEstimateEstimateEstimate

1111 .487(a) .237 .225 .49587
(a). Predictors: (Constant), Social media, WOM, Reputation, Partnership
Table 26 Summary of regression 7

ANOVAANOVAANOVAANOVA (Brand(Brand(Brand(Brand image)image)image)image)
ModelModelModelModel SumSumSumSum ofofofof

SquaresSquaresSquaresSquares
dfdfdfdf MeanMeanMeanMean

SquareSquareSquareSquare
FFFF Sig.Sig.Sig.Sig.

1111 Regression
Residual
Total

19.086
61.471
80.557

4
250
254

4.772
.246

19.406 .000

Predictors: (Constant), Social media, WOM, partnership, reputation
Table 27 ANOVA table for regression 7

CoefficientsCoefficientsCoefficientsCoefficients αααα (Brand(Brand(Brand(Brand image)image)image)image)

ModelModelModelModel

UnstandardizedUnstandardizedUnstandardizedUnstandardized
CoefficientsCoefficientsCoefficientsCoefficients

StandardizedStandardizedStandardizedStandardized
CoefficientsCoefficientsCoefficientsCoefficients

TTTT Sig.Sig.Sig.Sig.BBBB Std.ErrorStd.ErrorStd.ErrorStd.Error BetaBetaBetaBeta
1111 (Constant)(Constant)(Constant)(Constant) 1.734 .286 6.068 .000

SocialSocialSocialSocial MediaMediaMediaMedia .122 .045 .161 2.686 .008

WOMWOMWOMWOM -.032 .074 -.028 -.434 .664
ReputationReputationReputationReputation .296 .055 .365 5.360 .000
PartnershipPartnershipPartnershipPartnership .134 .049 .153 2.719 .007

(a) Dependent Variable: Brand image
Table 28 Regression 7—brand image and its predictors for Swedish survey

In regression 7, our dependent variable is brand image. The purpose of this regression is
to test how Social media, WOM, reputation and partnership affects brand image.
Overall, the regression was significant. Based on ANOVA (table 27) showed that
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F=19.406, p=0.000 <0.05. Furthermore, the adjusted R-square is 0.225 meaning social
media, WOM, reputation and partnership are responsible for 22.5% of the variance in
brand image (see table 26).

According to table 28, all the factors except WOM has an impact on brand image. The
values of B are 0.122, 0.296 and 0.134 for social media, reputation and partnership
respectively. All these factors' p values are lower than 0.05, thus, the results of
hypotheses are:

H1: Business schools’ social media communication have positive effect on the schools’
brand image. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
H2: Word-of-mouth have positive effect on business schools’ brand image. (Rejected)(Rejected)(Rejected)(Rejected)
H3: Business schools’ general reputation have positive effect on the schools’ brand
image. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
H5: Business schools’ partnerships have positive effect on the schools’ brand image.
(Confirmed)(Confirmed)(Confirmed)(Confirmed)

5.4.35.4.35.4.35.4.3 RegressionRegressionRegressionRegression 8888 ––––ApplicationApplicationApplicationApplication intentionintentionintentionintention andandandand itsitsitsits predictorspredictorspredictorspredictors ((((SwedishSwedishSwedishSwedish ssssample)ample)ample)ample)

ModelModelModelModel SummarySummarySummarySummary (Application(Application(Application(Application Intention)Intention)Intention)Intention)
ModelModelModelModel RRRR RRRR SquareSquareSquareSquare AdjustedAdjustedAdjustedAdjusted RRRR

SquareSquareSquareSquare
Std.Std.Std.Std. ErrorErrorErrorError ofofofof thethethethe
EstimateEstimateEstimateEstimate

1111 .499 (a) .249 .243 .46294
(a). Predictors: (Constant), Partnership & Brand Image
Table 29 Summary for regression 8

ANOVAANOVAANOVAANOVA (Application(Application(Application(Application intention)intention)intention)intention)
ModelModelModelModel SumSumSumSum ofofofof

SquaresSquaresSquaresSquares
dfdfdfdf MeanMeanMeanMean

SquareSquareSquareSquare
FFFF Sig.Sig.Sig.Sig.

1111 Regression
Residual
Total

17.860
54.008
71.868

2
252
254

8.930
.214

41.66 .000

Predictors: (Constant), partnership & brand image
Table 30 ANOVA table for regression 8

CoefficientsCoefficientsCoefficientsCoefficients αααα

ModelModelModelModel

UnstandardizedUnstandardizedUnstandardizedUnstandardized
CoefficientsCoefficientsCoefficientsCoefficients

StandardizedStandardizedStandardizedStandardized
CoefficientsCoefficientsCoefficientsCoefficients

TTTT Sig.Sig.Sig.Sig.BBBB Std.ErroStd.ErroStd.ErroStd.Erro
rrrr

BetaBetaBetaBeta

1111 (Constant)(Constant)(Constant)(Constant) 1.909 .225 8.467 .000
PartnershipPartnershipPartnershipPartnership .345 .046 .417 7.436 .000
BrandBrandBrandBrand ImageImageImageImage .182 .053 .193 3.430 .001
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(b)(b)(b)(b) DependentDependentDependentDependent Variable:Variable:Variable:Variable: ApplicationApplicationApplicationApplication intentionintentionintentionintention
Table 31 Regression 8—Application intention and its predictors for the Swedish survey

From Table 29, our independent variables can explain 24.3% of the variance in
application intentions. Our analysis was significant because the F value is 41.66, which
is too high. Also, the P value is lower than 0.05, based on Table 30. Table 31 shows the
partnership and brand image have different level of impact on students’ application
intention. But partnership has the highest impact than brand image because its B value
is 0.345, while brand image’s B value is 0.182. The results for hypothesis 4 and
hypothesis 6 are:

H4: Business schools’ brand image have positive effect on students’ application
intention when they choosing an international business school. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
H6: Business schools’ partnerships have positive effect on students’ application
intention when they are choosing an international business school. (Confirmed)(Confirmed)(Confirmed)(Confirmed)

5.55.55.55.5 P-PP-PP-PP-P PlotPlotPlotPlot testtesttesttest

Figure 16:P-P plot graph of regression model

The normal Probability Plot (P-P) of the Regression Standardized Residual was
requested as part of the analyses. This is a way to check if the assumptions made in our
study are correct or not. The Probability Plot is usually presented at the end of the
analyses, and for the researcher, we aim to see the points that lies in a reasonably
straight diagonal line from bottom left to top right. If this is the case, there is little to no
deviation from normality (Pallant, 2013, p.164-165). As illustrated from the above P-P
results, the line is almost straight from bottom left to top right. Therefore, there is little
to no deviation from normality. Thus, the assumptions made in the study are not wrong.
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CHAPTER 6: Discussion
This section aims to discuss the results and hypothesis relating it to existing literature. It
commences with a general discussion, followed by the difference between the
comparable results of the three countries.

6.16.16.16.1 GeneralGeneralGeneralGeneral discussiondiscussiondiscussiondiscussion
To answer our research question and achieve the research purpose of our study, we
tested the effect of factors such as social media, WOM, reputation and partnership on
b-schools’ brand image in Tanzania, China and Sweden. Furthermore, we tested the
effect of partnership and brand image on students’ application intention. Based on our
analysis, all the factors have a positive effect on brand image with the exception of
WOM. We discussed the results of the hypotheses by using previous literatures.

According to the first regression table (section 5.1.4), we tested the effect of social
media, WOM, reputation and partnership on b-schools’ brand image.

H1:H1:H1:H1: B-schoolsB-schoolsB-schoolsB-schools’’’’ socialsocialsocialsocial mediamediamediamedia communicationcommunicationcommunicationcommunication havehavehavehave aaaa positivepositivepositivepositive effecteffecteffecteffect onononon schoolsschoolsschoolsschools’’’’ brandbrandbrandbrand
imageimageimageimage (Confirmed)(Confirmed)(Confirmed)(Confirmed)
We investigated the relationship between social media and brand image by using
Pearson product-moment correlation coefficient test. Hypothesis one (H1) has been
confirmed in our analysis. In addition, previous literature can support the findings in our
study. Others such as Gray et al., (2003) found out students in Malaysia, Hong Kong
and Singapore considered selecting a university abroad that has strong brand image.
Gray et al. (2003) suggested to overseas universities to use web pages and other printed
media in order to increase awareness among the students in the three countries. In
addition, online social media were considered as the most useful sources of information
about universities abroad (Gray et al., 2003, p.116).

Another study by Heslop & Nadeau (2010) showed that there is a relationship between
HEIs’ brand image and their communication strategy through social media site,
university websites or other electronic media. The findings showed how the two
universities (the one examined in this study; N and H), communicated their marketing
offering to prospective students through their websites, and other electronic media
(Heslop & Nadeau, 2010, p.111). The two universities were able to build strong brands
and increase awareness to prospective students and other stakeholders.

Nevertheless, Hayes et al., (2009) stated that social media communication can be used
as an admission tool and also a platform where educational marketers can fully engage
with prospective students in order to increase their awareness of the institution. HEIs
should encourage the use of social media sites when presenting their schools, programs
or course contents in a clear and understandable way, in order to help prospective
students when searching for different programs or schools (Moogan et al., 2001, p.184).
In our findings, we have formulated a new strategy that can help overseas b-schools to
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build their brand by increasing their social media communication activities. Hayes et al.
(2009) pointed out that HEIs with a well structured and customized website can attract
not only prospective students but also alumni, parents and top academic staffs.

Armstrong & Sperry (1994) showed the importance of published academic researches
by faculty in a b-school has an impact on its image and reputation. A b-school that uses
social media communication can attract excellent students and top academic faculty as
stated by Hayes et al. (2009). With the addition to the findings of Armstrong & Sperry
(1994, p.16), published academic researches have an impact on reputation and prestige
(image) of a b-school.

H2H2H2H2：Word-of-mouthWord-of-mouthWord-of-mouthWord-of-mouth havehavehavehave aaaa positivepositivepositivepositive effecteffecteffecteffect onononon b-schoolsb-schoolsb-schoolsb-schools’’’’ brandbrandbrandbrand imageimageimageimage (Rejected)(Rejected)(Rejected)(Rejected)
Based on our regression analysis, there is no relationship between word of mouth and
schools’ brand image. Bruce & Edgington (2008) found that the WOM indeed does
affect brand image of b-schools, which goes against our findings. In their study, final
year students from MBA program were questioned to find the impact of WOM to the
quality of the school or MBA programs. In addition, students from quality programs or
schools were willing to spread positive WOM to prospective MBA students.
Furthermore, MBA students who had opportunity to be employed in a prestige firm
after graduation due to the quality of the MBA program or school were going to
recommend prospective students to join the b-schools (Bruce & Edgington, 2008, p.90).
While as, our results do not support the finding of previous studies. In our study, it
indicates that students do not consider WOM message as one important factor affecting
b-schools' brand image. Based on our regression result, our independent variables
(Social Media, WOM, Reputation, and Partnership) can explain only 23.7% of the
variance in brand image. It maybe exists the case that other predictors have more
influence on brand image, rather than WOM. Therefore, we believe that our statistics is
not enough to explain the relationship between WOM and brand image.

H3:H3:H3:H3: B-schoolsB-schoolsB-schoolsB-schools’’’’ reputationreputationreputationreputation havehavehavehave aaaa positivepositivepositivepositive effecteffecteffecteffect onononon schoolsschoolsschoolsschools’’’’ brandbrandbrandbrand imageimageimageimage
(Confirmed)(Confirmed)(Confirmed)(Confirmed)
In our study, the relationship between reputation and brand image has been discussed in
our theoretical part. In theoretical review chapter of our study, we supposed that
b-schools’ reputation has a positive effect on brand image since the relationship between
reputation and brand image has been discussed many times from previous studies.

For example, a study by Dahlin-Brown (2006), which suggested b-school reputation has
an impact on brand image and therefore contributes in students’ application intention.
This study insisted the importance of ranking in b-schools context. According to
Dahlin-Brown (2006, p.166) b-schools that receive a higher position in ranking
magazine will improve their image and reputation, therefore, will attract prospective
student to their institution. A similar study by Armstrong & Sperry (1994, p.16) used
prospective students to show that published academic researches by academic faculty
can determine reputation of the b-school. Similar to our findings, reputation indeed has
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influence on b-schools’ brand image. And reputation has the highest effect on brand
image compare with other three constructs. This finding indicates that students thought
reputation has an impact to b-schools’ brand image and therefore contributes to
application intention.

H4:H4:H4:H4: BusinessBusinessBusinessBusiness schoolsschoolsschoolsschools’’’’ brandbrandbrandbrand imageimageimageimage havehavehavehave positivepositivepositivepositive effecteffecteffecteffect onononon studentsstudentsstudentsstudents’’’’ applicationapplicationapplicationapplication
intentionintentionintentionintention whenwhenwhenwhen selectingselectingselectingselecting anananan internationalinternationalinternationalinternational businessbusinessbusinessbusiness school.school.school.school. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
In the previous section, we discussed how universities with strong brand image have
ability to attract foreign students to their schools. One of the studies we have used in
theoretical review; states that prospective students from three pacific Asian countries
(Malaysia, Singapore and Hong Kong) considered reputation of university as an
important factor when selecting a school abroad (Gray et al., 2003, p.117).

Furthermore, Gray et al (2013) stressed that university reputation included brand image
or name of the university and the quality of services offered by the university. Moogan
et al. (2001) pointed out that an institution with a strong brand and reputation will not
only attract prospective student but also future employees and top academic faculty. A
similar study by Baden-Fuller & Hwee Ang (2001) found the importance of a b-school
that appears in ranking platforms has an ability of increasing their reputation or prestige
and hence affect application intention of prospective MBA students. Moogan et al.
(2001) pointed out that institution with a strong brand and reputation will not only
attract prospective student but also future employees, top faculty among others.

Therefore, this opens room for discussion that b-schools must consider when they want
to attract foreign students to their schools. "On balance, this would suggest that an
adoption branding strategy, rather than a customization strategy, should be adopted if
overseas universities wish to promote their education services in Malaysia, Singapore
and Hong Kong, emphasizing core educational values such as reputation and career
prospect" (Gray et al., 2003, p.117). B-schools with strong brands image can attract
students and help them to make a wiser enrollment decision without hiring a broker,
thus, reduces costs and saves time. Other studies that we have used in our theoretical
review showed that a b-school with a good or positive reputation could increase
application intention of prospective business students (Armstrong & Sperry, 1994). In
addition, b-schools that have achieved a higher ranking position can attract potential
students to enroll in their program or institutes.

H5:H5:H5:H5: BusinessBusinessBusinessBusiness schoolsschoolsschoolsschools’’’’ partnershipspartnershipspartnershipspartnerships havehavehavehave positivepositivepositivepositive effecteffecteffecteffect onononon thethethethe schoolsschoolsschoolsschools’’’’ brandbrandbrandbrand imageimageimageimage....
(Confirmed)(Confirmed)(Confirmed)(Confirmed)
According to the results of our thesis, we have confirmed that b-school’s partnership has
a positive impact on b-schools’ brand image. In addition to previous researches and
theoretical literatures we have utilized in our study, we have come to an agreement that
b-schools' partnership has a positive impact on brand image. In our regression analysis,
partnership has a positive impact on brand image compare to other variables used in our
conceptual model. A finding by Dixon et al. (2013, p.208) stated the benefits of Durham
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University’s partnerships raises its international profile, improve its reputation and
increase brand awareness in international markets. “The partnerships can help from
initial marketing, public relations, and press coverage through word of mouth and
recommendations, through to an alumni presence which is active and growing” (Dixon
et al., 2013, p.208).

Ghoshal et al. (1992) stated that a b-school partnership with a firm will increase the
amount of practical programs offered by the university, increase employment rate for
graduates and also attract donation in researches and educational sectors. Published
researches that happen to be successful for the mainstream and business entities can
help a b-school to build its prestige (Armstrong & Sperry, 1994, p.16). Therefore,
b-schools that partners with corporate firms or other universities will strengthen their
brand image.

H6:H6:H6:H6: BusinessBusinessBusinessBusiness schoolsschoolsschoolsschools’’’’ partnershipspartnershipspartnershipspartnerships havehavehavehave aaaa positivepositivepositivepositive effecteffecteffecteffect onononon studentsstudentsstudentsstudents’’’’ applicationapplicationapplicationapplication
intentionsintentionsintentionsintentions whenwhenwhenwhen theytheytheythey areareareare choosingchoosingchoosingchoosing anananan internationalinternationalinternationalinternational businessbusinessbusinessbusiness school.school.school.school. (Confirmed)(Confirmed)(Confirmed)(Confirmed)
In the second regression analysis (section 5.1.5), we tested the relationship between
application intention and its predictors (brand image and partnership). Based on the
result, it indicated that the partnership indeed has influence on students’ application
intention. In the agreement with our results, most of the students from three countries
seem to prefer applying to a b-school that has established a relationship with other
external factors such as universities or corporate firms. According to Ghoshal et al.
(1992) found that b-schools-firms partnership can lead to improvement of educational
programs, employment opportunity for graduates and financial support or donation in
research sectors. A firm can benefit to improve their quality of the program and adopt
from theoretical oriented to practical, entrepreneurial and case solving oriented.

Bruce & Edgington (2008, p.90) indicated that MBA candidates graduating from a
b-school that offers quality programs and opportunity for them to be employed in
prestigious firms after graduation were willing to recommend to prospective students to
the school or program. Therefore increase application intention to said b-school.

Baden-Fuller and Hwee Ang (2001, p.741), US partnership with other foreign schools is
established by using reputation theory where a university search for foreign partners
who have a good reputation, resources, and capabilities. Thus, enables the university
that is less known to benefit the advantage of the popular or known foreign university
and increase its reputation and application intention. Further, partnership between
b-schools can be an advantage for students, because they have the opportunity to study
at other universities as an exchange student, especially for those courses are not
available at their schools. Therefore, this can increase application intention to a b-school
that has a partnership with strong business entities or another university.

6.26.26.26.2 ComparisonComparisonComparisonComparison amongamongamongamong China,China,China,China, TanzaniaTanzaniaTanzaniaTanzania andandandand SwedenSwedenSwedenSweden
Since one of our research question is “Are there differences with regard to how students
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from China, Tanzania and Sweden perceive b-school’s brand image, and do these
differences affect their application intentions?” In order to fulfill our study, we made a
comparison between three countries, and the differences might help schools’
administrator to have better understanding about international students and their
expectation and improve their marketing strategy for different groups of potential
students. During the analysis we noticed some differences among the results of the three
countries. Therefore, we have divided the findings into demographic and statistic that
will explain the differences with regard to how students from the three countries
perceive b-schools’ brand image, and how these differences affect their application
intention.

6.2.16.2.16.2.16.2.1 DemographicDemographicDemographicDemographic findingsfindingsfindingsfindings
In this part, we discuss demographic finding in Tanzania, China, and Sweden. We have
divided demographic findings into three parts; gender, age group and the reason for
studying abroad.

GenderGenderGenderGender
There was no big difference between male and female participants in China and Sweden
compared to Tanzania. Male participants from Tanzania were four times higher than
female participants. However, the result does not indicate that male students are more
willing to study abroad than female students because there was a problem when
collecting data in Tanzania. Most of the female students refused to answer the
questionnaire due to unclear reasons, thus, explaining the gender difference of
Tanzanian sample. Since we do not aim to explore gender difference in this study, we
ignored this factor because we do not think it will cause any problem to our final results.
Furthermore, this anomaly could be due to the various cultural differences in gender
roles, which as earlier stated are outside the scope of this research and thus not
considered.

AgeAgeAgeAge GroupGroupGroupGroup
According to the analysis in the three countries, we described participants’ basic
background and their reasons for studying abroad. We noticed in all three countries;
students prefer to study abroad from 23 to 25 years of age (mostly Swedish students).
However, in China, students prefer studying abroad from 17 to 22 years of age were
58% of 95 Chinese respondents. Whereas, the number of students in Tanzania and
Sweden samples was very low, 23% and 9% of 80 respondents in each country
respectively.

ReasonsReasonsReasonsReasons forforforfor studyingstudyingstudyingstudying abroadabroadabroadabroad
Chinese and Swedish students thought experience was the most important factor
because many companies in their home country prefer hiring students with working
experience. For the case of Tanzania sample, students thought studying abroad was a
way to start an international career and could increase their chances of finding a good
job after graduation. From Tanzania students’ perspective, Tanzania companies prefer
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hiring people according to their qualification and job experience. Most of the Tanzanian
students prefer studying Master or Postgraduate abroad. Furthermore, the report from
Tanzania showed the percentage of each factor were around the average value, not too
high not too low. For Chinese and Swedish sample, there was a huge difference in the
factor “sense of adventure” where Chinese students preffered ‘sense of adventure’
wasn’t important but Swedish students thought it was an important factor when
selecting universities abroad.

6.2.26.2.26.2.26.2.2 StatisticalStatisticalStatisticalStatistical findingsfindingsfindingsfindings
This section compares the differences between the results from China, Tanzania, and
Sweden. Based on the regression analysis, we found that hypothesis 2; “WOM has a
positive impact on brand image” was rejected in the three countries. Moreover, the
hypothesis 6; “B-schools’ partnership has a positive impact on students’ application
intention when choosing an international b-school” was confirmed in the three
countries.

The first hypothesis tests the relationship between social media and brand image. In
China and Sweden, we have confirmed that social media has a positive impact on brand
image. For the case of Tanzania sample, due to the data problem and the significance
(R-value is invaluable), the result shows that there is no relationship between these two
variables. Thus, we only compare the first hypothesis between China and Sweden.

In business environment, customers prefer to read online reviews about a product or
services in SNS, blogs, Wikipedia and other forms of electronic media before making
purchasing decision (Winterfeldt, 2012, p.22). In addition, dissatisfied customers share
their negative experience in social media sites such as Facebook, blogs or other online
review sites to other consumers (p.22). Moreover, companies are now engaging in social
media communication in order to promote their brands and attract new consumers
(Winterfeldt, 2012, p.22). Online social networks sites have become a major platforms
for youth in China because they can share information and establish relationships with
people of same interest (Yu et al., 2011, p.1). Therefore, it is important for b-school to
use online social media to build their brands and increase application intention.

According to our analysis and studies conducted by previous researchers discussed in
the theoretical section, social media indeed does affect brand image. In this section, we
compare the attitude of social media between Chinese and Swedish students. In our
questionnaire, we have designed four questions for social media. Table 32 shows the
mean value of questions about social media as a tool used by students to search
information about a b-school.

QuestionQuestionQuestionQuestion numbernumbernumbernumber CountryCountryCountryCountry MeanMeanMeanMean

I prefer to use Business China 4,0737
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schools’ website to get more
information (1.1)

Sweden 3,9125

I prefer to use the business
schools’ Facebook page to get
more information.

China 3,053

Sweden 3,2125

Table 32: Mean value for question 1.1 & 1.2
Where values 1,2,3,4 and 5 stand for Fully Disagree, Disagree, Neutral, Agree and Fully
Agree respectively.

For question no.1.1, in China, the mean value is 4.0737; it is between “Agree” and
“Fully agree”, with a bias toward “agree” . For Sweden; the mean value is lower than
China that is 3.9125, but still bias toward “agree”. When talking about the SNS,
Swedish students prefer using Face Book than Chinese students. For both China and
Sweden; the value is higher than 3, which means “neutral” . Although the value is not
high, it not disagree. Thus, we believe that students are likely to use different social
media sites. Relating our findings to Mozzarol & Soutar (1999), b-schools should
wisely implement social media marketing strategies in order to improve their brand
image and awareness to prospective students. Schools should use not only different
social media sites (Facebook, Twitter, and YouTube) to attract Chinese and Swedish
students, but also other students across the globe.

Secondly, H3 ‘B-schools’ reputation have a positive effect on schools’ brand image’ was
confirmed in China and Sweden sample. Table 33 shows both Chinese and Swedish
students consider ranking of a b-school as an important factor when selecting schools
abroad. In order for firms to succeed or increase their profits, their brands should have a
positive reputation (Veloutsou & Moutinho, 2009, p.314-315). Moreover, brands with a
positive reputation not only satisfy their customers but also attract new customers
(Veloutsou & Moutinho 2009, p.325). However, brands with a negative reputation could
lose their market shares, or fail to fulfill their stated intention (p.325). Relating to our
findings, b-schools with a positive reputation can increase its brand image.

QuestionQuestionQuestionQuestion no.no.no.no. CountryCountryCountryCountry MeanMeanMeanMean

If I were to study abroad, I
would check ranking of a
b-school before selecting it.
(3.1)

China 4,2105

Sweden 3,975

Table 33: Mean value for question 3.1
Where values 1,2,3,4 and 5 stand for Fully Disagree, Disagree, Neutral, Agree and Fully
Agree respectively.

Thirdly, we discuss the relationship between brand image and application intention. H4
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was confirmed in Sweden and Tanzania and rejected in China. Therefore, there is a
positive relationship between b-schools’ brand image and students’ application intention
(for Tanzanian and Swedish sample). Based on the regression analysis of Chinese
sample, we see that independent variables can only explain 36.6% of the variance in
application intention, and only b-schools’ partnerships have a positive effect on
students’ application intention. According to Lim & Chung (2011, p.19), consumers rely
on the brand name when making a purchasing decision, unless the brand is unfamiliar to
them. Thus, for the case of Chinese sample, the statistics are not enough to explain the
relationship between brand image and application intention.

The following table 34 shows the attitude of Tanzania and Swedish students towards
brand image and application intention.

QuestionQuestionQuestionQuestion no.no.no.no. CountryCountryCountryCountry MeanMeanMeanMean

My application intention
would be positively affected
by brand image of the
b-schools. (6.4)

Sweden 4,025

Tanzania 4,1125

Table 34: Mean value for question 6.4
Where values 1,2,3,4 and 5 stand for Fully Disagree, Disagree, Neutral, Agree and Fully
Agree respectively.

Table 34, shows both Swedish and Tanzanian students have a positive attitude on the
relationship between brand image and application intention. According to our result, it
is similar to previous studies. Brand image influenced students’ application intention.
This argument is supported by Gray et al. (2003) findings, students from the three
countries (Malaysia, Singapore and Hong Kong) prefer selecting universities abroad
with a good reputation and strong brand. In addition to our findings, thus, we indicate
that brand image has an impact on application intention.

The relationship between partnership and brand image, which was confirmed Chinese
and Swedish groups. According to Ghoshal et al., (1992) the benefits of b-schools
partnership with corporate companies are employment opportunity for graduates,
financial support, donation in research sectors or programs and know-how of a partner
firm. Thus, with these advantages, b-schools will attract prospective students. In
addition, b-schools-firms partnership will attract Chinese students because they prefer
studying in schools where they can benefits training or schools with practical-teaching
of business courses or programs. According to our findings, most of the Chinese
students prefer going to b-schools partnered with corporate firms. Therefore, we suggest
to b-schools aiming to market their programs or schools in China to inform prospective
Chinese students of their advantages such as partnership with corporate firms or other
universities.
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Besides, we analyzed questions on b-schools’ partnership and brand image. As we
mentioned earlier in the theoretical section, there are two types of partnership,
b-schools-universities partnership and b-schools-firms partnership. Question 4.2 & 4.3
(table 35) shows Chinese students have positive attitude towards the two types of
partnerships and their effect on brand image, with 3.6947. It is between “Neutral” and
“Agree”, but bias toward “agree”. And for Swedish students, basically they have similar
attitude as Chinese student. Swedish students were more concerned on the statement.
‘Partnerships with other universities have a positive impact on the brand image of a
b-school’, since the mean value is higher than 4.

QuestionQuestionQuestionQuestion no.no.no.no. CountryCountryCountryCountry MeanMeanMeanMean

The b-school's partnership
with other universities has a
positive impact on its brand
image. (4.2)

China 3,6947

Sweden 4,1125

The b-school’s partnership
with companies is an
important part for building
brand.(4.3)

China 3,6947

Sweden 3.65

Table 35: Mean value for questions 4.3 & 4.4
Where values 1,2,3,4 and 5 stand for Fully Disagree, Disagree, Neutral, Agree and Fully
Agree respectively.
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CHAPTER 7: Conclusion
This chapter aims to give readers a comprehensive understanding of our findings and
answers the research questions. We start by discussing the general conclusion followed
by theoretical and practical implications. Thus, we review the contribution of existing
literature and give suggestions to b-schools relating to the findings of this study. We
then discuss validity and quality criteria and lastly, we provide limitation and
recommendations for future studies.

7.17.17.17.1 GeneralGeneralGeneralGeneral conclusionconclusionconclusionconclusion
The aim of this study was to investigating factors affected b-schools’ brand image and
students’ application intention when planning to study in an international b-school.
Through statistical data analysis, it allowed us to examine the impacts of these factors
on brand image and application intention. In addition, the setting of this study is not
only to help b-schools improve their marketing strategies and attract more students, but
also encourage them to understand the important factors contribute to students’
application intention.

Based on our results, the factor, reputation has the highest effect on b-schools' brand
image the factor, partnership. Moreover, b-schools’ brand image is the most important
factor affecting students' application intention. To assist readers, we review and answer
the research questions in adequate manner.

Research question one (R1): What effects do factors such as social media, reputation,
WOM and partnership have on b-schools’ brand image?
The purpose of our study is to find the effect of WOM, social media, reputation and
partnership on brand image. Moreover, we also tested the effect of b-schools’ brand
image and partnership on students’ application intention. Based on our general
regression analysis (section 5.1.5), WOM has a negative impact on brand image while
social media; reputation and partnership have a positive impact on brand image. More
specific, reputation (B=0.296, p<0.05) has the strongest impact on brand image.

Research question two (R2): What effects do factors such as brand image and
partnership have on students’ application intention?
We have tested the relationship between students’ application intention and its
predictors, brand image and partnership. According to our results, brand image and
partnership have a positive effect on students’ application intention. Thus, b-school with
a strong brand image and successful partners (either firms or other universities) can
influence prospective students’ application intention.

Research question three (R3): Are there differences with regard to how students from
China, Tanzania and Sweden perceive b-school’s brand image, and do these differences
affect their application intentions?
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We found there are differences of results in China, Tanzania and Sweden sample. First,
concerning the reasons of studying abroad, Chinese and Swedish students thought
experience was more important compared to Tanzanian students who thought studying
abroad was a way to start an international career. Thus, can increase their chances of
finding a good job in Tanzania. The factor ‘sense of adventure’ was not important for
Chinese students but Swedish students thought it was an important factor when
selecting schools abroad.

Besides, we also found some differences in the regression results of the three countries
(China, Sweden and Tanzania). From Chinese and Swedish students’ perspective, social
media and reputation had a positive effect on brand image, whereas, social media and
reputation were rejected in Tanzania. The relationship between brand image and
students’ application intention was accepted in Swedish and Tanzania students but
rejected in Chinese sample. Furthermore, the relationship between b-schools’
partnership and students’ application intention was rejected in Tanzania group.

7.27.27.27.2 TheoreticalTheoreticalTheoreticalTheoretical implicationimplicationimplicationimplication
In the theoretical review, we identified different knowledge gap that gave us a motive to
conduct this study. Firstly, there are no studies that investigate the effects of social
media, WOM, reputation, partnership on b-schools’ brand image, also the effects of
brand image and partnership on students’ application intention in a b-school context.
Secondly, we have decided to conduct our study in quantitative strategy because it will
enable us to measure the factors that affect student’s application intention to b-schools
abroad. We selected previous literatures in order to build the body of theories and also
support the findings or results of this study.

Earlier studies by Mazzarol & Soutar (2002) and Eder et al. (2010) examine “pull” and
“push” factors as important factors affecting students’ application intention. Pull factors
were considered as personal growth as ability for a student to gain life experience and
be independent while studying abroad (Eder et al., 2010, p.238-240). In addition, these
studies were not conducted in b-school context.

A study by Bruce & Edgington (2008) in b-school context, found WOM
recommendation from final year MBA students have effect on the quality of programs
and image of school. Satisfied MBA students were willing to recommend b-schools or
programs to prospective students (Bruce & Edgington, 2008, p.90). Thus, this study
doesn’t support our findings because according to our analysis WOM had a negative
impact on brand image. Other study that goes against our findings is by Moogan et al.
(2001, p.183-184) stated that marketing programs or schools via university website
influenced students’ application intention. Thus, increased schools’ brand image of the
school (p.183-184).

According to our result, schools with a good reputation such as accreditation,
top-ranking position in the world has an impact on brand image. Therefore, increases
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students’ application intention. We can relate our findings to Kallio (1995); reputation
and quality of institution or programs are factors that contribute to students’ application
intention. Comparing to our findings, brand image has an impact on application
intention and reputation has a positive impact on brand image of a b-school.

Most of the theories used in this study have not only contributed to our conceptual
model but also in designing our questionnaire. None of the theories we had gathered
were directly related to our study because there are no studies conducted on these three
countries perspective (Sweden, China and Tanzania) and in a similar manner. And also
we made a conceptual model specific for our study. The conceptual model consists of
factors such as social media, WOM, reputation, brand image, partnership and
application intention.

Therefore, the findings of our study contribute to the theories especially the way we
have designed and analyze our data.

7.37.37.37.3 PracticalPracticalPracticalPractical ImplicationsImplicationsImplicationsImplications forforforfor internationalinternationalinternationalinternational b-schoolsb-schoolsb-schoolsb-schools
The findings of this study generate relevant insights that b-schools can practically
implement in their recruiting and marketing strategies for international students. In
order to increase the number of international students, b-schools should consider
establishing partnership with different entities such as universities or corporate
companies. Moreover, the benefits of partnership with firms or other corporate
companies are; b-school can receive funds from partnered firms to invest in research
studies, they can improve their brand image and also attract top academic faculty or
prospective students. The nature of industry-university relationship enhances sharing of
innovative ideas and benefits of experience of each party. Thus, b-schools can utilize
these advantages to improve their business programs or course contents. A successful
company could provide social capital by introducing a b-school to corporate world,
which is a very resourceful advantage. Being aware of trends in corporate world, will
enable b-schools to design, improve and offer better business programs that are practical
oriented. B-school that offers practical-oriented business courses such as
entrepreneurship and case solving will attract prospective students especially from
countries such as China (based on the result of our study). Current and prospective
students will benefit from b-schools and firms’ partnership because they have a chance
to participate in researches conducted by universities and the companies, work as
interns or get employed in these companies after graduation.

B-school to b-school partnership may open doors for many academic opportunities for
both students and b-schools. Students will be able to travel to another university (who
are strategic aligned with a b-school) and also attend exchange programs or unavailable
programs at their schools. They will experience the “sense of adventure” when
attending exchange programs. From b-schools’ perspective, they have a variety of
exchange courses, which could help them to attract more foreign students, as well as to
out-perform their competitors. They will minimize the costs of hiring professors due to
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increase in new courses instead students can participate in exchange programs.

B-school management should also engage their time and energy on building a strong
brand image. A strong brand can attract foreign students to their school. According to
our finding, students from Sweden and Tanzania thought brand image was an important
factor when selecting a school abroad. Therefore, a b-schools management should
communicate their brand (to these two countries) to increase the awareness of their
institutions to prospective students. We advise the use of social media as their marketing
strategy that can help b-schools to build their brands and increase awareness to foreign
students, hence increase application intention. B-schools’ marketing teams should
establish a strategy that shows both points of parity and points of differentiation of their
services. They should use SNS and their website to communicate their programs or
services to foreign students. Furthermore, b-schools’ marketing teams should not only
rely on social media as their marketing tool but also encourage the use of WOM.
According to our findings, we have noted that WOM has negative impact on brand
image of b-school. But this does not mean that b-schools should not monitor both
traditional or offline WOM, and implement in their marketing strategies. For examples;
school representatives or graduate students could travel to different countries and
conduct seminars on behalf of the b-schools on the advantage that prospective students
will benefit when joining or enrolling to a particular b-school. They could also use
social media to communicate to prospective students.

B-school that work together with media entities (bloggers, electronic media, ranking
magazines, newspaper etc.) can boost their image to prospective students. Media entities
that operate both online and offline are important in communicating the brand of
b-schools. Media entities can spread WOM concerning a b-school to prospective
students, firms (future b-school partners), researchers and future employees. The
awareness and positive WOM can lead to increase of application intention (attract
excellent students), partnership with both university and corporate firms and also attract
top faculty staffs.

7.7.7.7.4444 QualityQualityQualityQuality criteriacriteriacriteriacriteria
In this part, we discuss the important criteria that are crucial for the quality of business
research. These criteria are reliability, validity and replication. Reliability refers to the
consistency of a measure of a concept, and it is especially referred to a quantitative
research method (Bryman & Bell, 2011, p.41). There are requirements to test whether
this measurement is reliable or not, which are: stability, internal reliability (whether the
respondents’ answer on one indicator is related to another indicator), and inter-observer
consistency (Bryman & Bell, 2011, p.158). When creating our questionnaire, we used
closed-ended questions and 7-scale to make sure our measurements were reliable. About
the evaluation of internal reliability, according to Bryman & Bell (2011, p.159),
nowadays, most researchers, usually, use Cronbach’s alpha to test the internal reliability.

Based on Cronbach’s alpha testing, the coefficient varies between 1 and 0. If the result
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is 0.8, it means it is an acceptable level of internal reliability. But for many researchers,
they also accept slightly lower figure, like 0.7 considered to be efficient. Moreover, in
our study, since we used self-completion questionnaires and distributed via email, the
problem that frequently occurs due to subjective judgments through recording of
observations caused by more than one observer were minimized.

The second criterion of testing quality of quantitative analysis is by referring to the
validity. Validity is concerned with the assessment of whether an indicator measures that
concept (Bryman & Bell, 2011, p. 159). In our study, we used convenience-sampling
method and the sampling obtained is not a probability sample. The sampling only could
support us to draw conclusion information based on what was selected and only for our
specific research study. Therefore, we cannot generalize findings drawn from our
convenience sample to the population, and external validity is weak in our study.

The third criterion of testing quality in quantitative analysis is replication. According to
Bryman & Bell (2011, p.165), if the experiment cannot be replicated, then the validity
of the findings are doubtful. Consequently, it is essential for researchers to explain their
procedures accurately to enable the study to be replicated. The data used in our study
was collected anonymously via physically distributed questionnaire and Google online
survey tool. Thus, it cannot be affected by our own biases or opinions. Additionally, all
the procedures such as questionnaire design, collecting of data, and regression analysis
are clearly presented in a way that future researchers will be able to use this information.
Therefore, our study meets the three quality criteria

7.57.57.57.5 LimitationsLimitationsLimitationsLimitations andandandand futurefuturefuturefuture recommendationrecommendationrecommendationrecommendation
Admittedly, studying abroad is a popular topic to this day. There are more than
thousands students from Sweden, Tanzania and China that desire to study abroad. Due
to the limited time and circumstances beyond one’s control, we only got 255 responses
from the three countries. It is obvious that our sample was too small compared with the
whole population of China, Sweden and Tanzania. While the whole national population
of the three countries is large, our study focuses on the educated population that make it
to HEIs and further more those that are interested or exposed to international study.
Therefore making the relevant population sample significantly smaller than the national
population. Apart from this, we chose convenience sample method because it is easier
and faster method for collecting data. However, the disadvantage of this method is
difficult to produce representative results. For example, in our study, the coefficient of
determination (R-square) was too low for the total sample, only 0.225. This means, it
can only explain 22.5% of the variance in brand image. Moreover, for students’
application intention, its predictors can only explain 24.3% its variance.

Other limitation was from Swedish respondents because it was very difficult to find our
target respondents (students who are planning to study abroad) due to language
disadvantaged. As a result, we went to the students’ office and asked the study advisor
for help. We got a list of business students (from UmeåUniversity) in the current year of
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2014, which are planning to study abroad in exchange business programs. The problem
is, we were not sure if all students in the list were all Swedish. Thus, we ignored due to
time limit.

For future study, we encourage a sufficient large sample size because it is convenient
when representing a population. Since our sample was too small, the conclusion was
difficult to represent the population, and there might be an error. Furthermore, it will be
interesting to conduct qualitative study on our topic. However, we had thought of
interviewing some of our respondents to support our findings, but we did not have
enough time to organize an interview in both countries.

Another recommendation is based on b-school’ management context. It is better to
interview b-schools’ administrator or management in order to understand what strategies
they use to attract international students and increase application intention. In addition,
b-schools can also interview foreign students to get a deeper understanding on how they
select an international b-school.

According to our findings, Social media, Partnership, Reputation have effect on
b-schools’ brand image except WOM. Both brand image and partnership have an effect
on students’ application intention. Since we never considered culture factors, hence, we
suggest for future researches. Moreover, our study was on b-schools context, therefore,
future studies should base on universities or one specific major or program.
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APPENDIX 1

MeanMeanMeanMean valuevaluevaluevalue ofofofof questionnairesquestionnairesquestionnairesquestionnaires forforforfor overalloveralloveralloverall statisticsstatisticsstatisticsstatistics
QuestionnaireQuestionnaireQuestionnaireQuestionnaire MeanMeanMeanMean St.DeviationSt.DeviationSt.DeviationSt.Deviation
SocialSocialSocialSocial MediaMediaMediaMedia QuestionsQuestionsQuestionsQuestions
Prefer to use website to get information 4.071 1.0475
Prefer to use Facebook to get information 2.604 1.2627
Social media promotion affect application intention 3.102 1.2833
Heard b-school from TV or reports, present a good image of
the institution

3.541 1.0636

WOMWOMWOMWOMQuestionsQuestionsQuestionsQuestions
Prefer to consult friends, relatives or others 4.055 0.9906
Follow recommendations by those who I meet at student fairs
in own country

3.227 1.1026

Prefer to consult study advisor 3.539 0.8521
Prefer to consult representatives of the foreign university 3.471 1.1110
A positive comment could increase chance to apply a business
school

4.208 0.8035

ReputationReputationReputationReputation QuestionsQuestionsQuestionsQuestions
Check ranking of a b-school 4.271 0.9927
International recognition is an important factor for application 4.125 0.9005
Accreditation is an important factor for application 4.055 0.9664
PartnershipPartnershipPartnershipPartnership QuestionsQuestionsQuestionsQuestions
B-schools’ partnerships with other universities has a positive
impact on application intention

3.592 1.034

B-schools’ partnerships with other universities has a positive
impact on brand image

3.933 0.8274

B-schools’ partnerships with companies is an important part
of building brand

3.643 0.9402

I would like to pay more attention on business schools’
partnership with companies

2.824 1.1723

BrandBrandBrandBrand imageimageimageimage QuestionsQuestionsQuestionsQuestions
Top known university 4.037 1.1597
The degree has a high status 4.4 0.7296
Has a clear and desirable mission 3.812 0.998
Committed to improving its position 3.447 1.0704
B-school’s name tell me a lot 2.784 1.1487
Advertisements present a good image of the institution 3.71 1.0584
ApplicationApplicationApplicationApplication intentionintentionintentionintention QuestionsQuestionsQuestionsQuestions
After browsing the website, would increase intention to apply
this school

3.812 0.9027

Reading a positive review from SNS, would increase 3.69 1.0758
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intention to apply this school
Intention would be positively affected by general reputation 4.263 0.7618
Intention would be positively affected by brand image 3.98 0.8715
Intention would be positively affected by b-schools’
partnership with other universities

3.588 0.7881

Intention would be positively affected by b-schools’
partnership with companies

3.388 1.1234
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MeanMeanMeanMean valuevaluevaluevalue ofofofof questionnairesquestionnairesquestionnairesquestionnaires inininin ChinaChinaChinaChina
QuestionQuestionQuestionQuestionnairenairenairenaire MeanMeanMeanMean St.DeviationSt.DeviationSt.DeviationSt.Deviation
SocialSocialSocialSocial MediaMediaMediaMedia QuestionsQuestionsQuestionsQuestions
Prefer to use website to get information 4.07 1.132
Prefer to use Facebook to get information 3.05 1.291
Social media promotion affect application intention 3.355 1.3121
Heard b-school from TV or reports, present a good image of
the institution

3.474 1.0703

WOMWOMWOMWOMQuestionsQuestionsQuestionsQuestions
Prefer to consult friends, relatives or others 3.79 1.129
Follow recommendations by those who I meet at student
fairs in own country

3.45 0.92

Prefer to consult study advisor 3.53 0.955
Prefer to consult representatives of the foreign university 3.43 1.182
A positive comment could increase chance to apply a
business school

3.755 0.847

ReputationReputationReputationReputation QuestionsQuestionsQuestionsQuestions
Check ranking of a b-school 4.21 1.157
International recognition is an important factor for
application

4.06 0.987

Accreditation is an important factor for application 3.96 1.129
PartnershipPartnershipPartnershipPartnership QuestionsQuestionsQuestionsQuestions
B-schools’ partnerships with other universities has a positive
impact on application intention

3.295 1.0606

B-schools’ partnerships with other universities has a positive
impact on brand image

3.695 0.8639

B-schools’ partnerships with companies is an important part
of building brand

3.695 0.8881

I would like to pay more attention on business schools’
partnership with companies

3.389 1.0944

BrandBrandBrandBrand imageimageimageimage QuestionsQuestionsQuestionsQuestions
Top known university 3.6 1.3321
The degree has a high status 4.5 0.6167
Has a clear and desirable mission 3.663 1.1542
Committed to improving its position 3.147 1.0616
B-school’s name tell me a lot 2.589 1.2243
Advertisements present a good image of the institution 4.147 0.9336
ApplicationApplicationApplicationApplication intentionintentionintentionintention QuestionsQuestionsQuestionsQuestions
After browsing the website, would increase intention to
apply this school

3.337 0.8704

Reading a positive review from SNS, would increase
intention to apply this school

3.232 1.1435
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Intention would be positively affected by general reputation 4.211 0.7130
Intention would be positively affected by brand image 3.832 0.9185
Intention would be positively affected by b-schools’
partnership with other universities

3.589 0.8055

Intention would be positively affected by b-schools’
partnership with companies

3.654 0.9483
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MeanMeanMeanMean valuevaluevaluevalue ofofofof questionnairesquestionnairesquestionnairesquestionnaires inininin TanzaniaTanzaniaTanzaniaTanzania
QuestionQuestionQuestionQuestionnairenairenairenaire MeanMeanMeanMean St.DeviationSt.DeviationSt.DeviationSt.Deviation
SocialSocialSocialSocial MediaMediaMediaMedia QuestionsQuestionsQuestionsQuestions
Prefer to use website to get information 4.225 0.7459
Prefer to use Facebook to get information 2.513 1.0907
Social media promotion affect application intention 3.363 1.0218
Heard b-school from TV or reports, present a good image of
the institution

3.937 0.9915

WOMWOMWOMWOMQuestionsQuestionsQuestionsQuestions
Prefer to consult friends, relatives or others 4.385 0.7377
Follow recommendations by those who I meet at student fairs
in own country

3.2 1.1515

Prefer to consult study advisor 4.063 0.6998
Prefer to consult representatives of the foreign university 3.913 0.7325
A positive comment could increase chance to apply a business
school

4.563 0.6721

ReputationReputationReputationReputation QuestionsQuestionsQuestionsQuestions
Check ranking of a b-school 4.635 0.5092
International recognition is an important factor for application 4.5 0.7291
Accreditation is an important factor for application 4.45 0.7098
PartnershipPartnershipPartnershipPartnership QuestionsQuestionsQuestionsQuestions
B-schools’ partnerships with other universities has a positive
impact on application intention

3.685 0.8943

B-schools’ partnerships with other universities has a positive
impact on brand image

4.035 0.7567

B-schools’ partnerships with companies is an important part
of building brand

3.575 0.9353

I would like to pay more attention on business schools’
partnership with companies

2.363 1.0463

BrandBrandBrandBrand imageimageimageimage QuestionsQuestionsQuestionsQuestions
Top known university 4.55 0.6732
The degree has a high status 4.65 0.5301
Has a clear and desirable mission 4.275 0.6931
Committed to improving its position 3.9 1.0385
B-school’s name tell me a lot 3.025 0.9543
Advertisements present a good image of the institution 3.525 1.1135
ApplicationApplicationApplicationApplication intentionintentionintentionintention QuestionsQuestionsQuestionsQuestions
After browsing the website, would increase intention to apply
this school

4.38 0.8381

Reading a positive review from SNS, would increase
intention to apply this school

4.013 0.8343

Intention would be positively affected by general reputation 4.3 0.6637
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Intention would be positively affected by brand image 4.113 0.763
Intention would be positively affected by b-schools’
partnership with other universities

3.375 0.7855

Intention would be positively affected by b-schools’
partnership with companies

2.538 10785
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MeanMeanMeanMean valuevaluevaluevalue ofofofof questionnairesquestionnairesquestionnairesquestionnaires inininin SwedenSwedenSwedenSweden
QuestionQuestionQuestionQuestionnairenairenairenaire MeanMeanMeanMean St.DeviationSt.DeviationSt.DeviationSt.Deviation
SocialSocialSocialSocial MediaMediaMediaMedia QuestionsQuestionsQuestionsQuestions
Prefer to use website to get information 3.9125 1.1747
Prefer to use Facebook to get information 2.1625 1.2191
Social media promotion affect application intention 2.5375 1.244
Heard b-school from TV or reports, present a good image of
the institution

3.2125 0.9961

WOMWOMWOMWOMQuestionsQuestionsQuestionsQuestions
Prefer to consult friends, relatives or others 4.0375 0.9413
Follow recommendations by those who I meet at student fairs
in own country

2.9875 1.1989

Prefer to consult study advisor 3.9875 0.7499
Prefer to consult representatives of the foreign university 3.075 1.1808
A positive comment could increase chance to apply a business
school

4.3875 0.6020

ReputationReputationReputationReputation QuestionsQuestionsQuestionsQuestions
Check ranking of a b-school 3.975 1.036
International recognition is an important factor for application 3.825 0.8181
Accreditation is an important factor for application 3.775 0.8511
PartnershipPartnershipPartnershipPartnership QuestionsQuestionsQuestionsQuestions
B-schools’ partnerships with other universities has a positive
impact on application intention

3.85 1.05

B-schools’ partnerships with other universities has a positive
impact on brand image

4.1125 0.7582

B-schools’ partnerships with companies is an important part
of building brand

3.65 1.001

I would like to pay more attention on business schools’
partnership with companies

2.6125 1.1124

BrandBrandBrandBrand imageimageimageimage QuestionsQuestionsQuestionsQuestions
Top known university 405 1.117
The degree has a high status 4.0375 0.8724
Has a clear and desirable mission 3.525 0.8941
Committed to improving its position 3.35 0.9631
B-school’s name tell me a lot 2.775 1.1934
Advertisements present a good image of the institution 3.375 0.9666
ApplicationApplicationApplicationApplication intentionintentionintentionintention QuestionsQuestionsQuestionsQuestions
After browsing the website, would increase intention to apply
this school

4.05 0.7566

Reading a positive review from SNS, would increase
intention to apply this school

3.9125 1.0270

Intention would be positively affected by general reputation 4.2875 0.8971
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Intention would be positively affected by brand image 4.025 0.8941
Intention would be positively affected by b-schools’
partnership with other universities

3.8 0.7141

Intention would be positively affected by b-schools’
partnership with companies

3.8875 0.8513
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APPENDIX 2
QuestionnaireQuestionnaireQuestionnaireQuestionnaire forforforfor ChineseChineseChineseChinese studentsstudentsstudentsstudents
性别____________________________ 年龄________________________
关于下列陈述，请从下列选项中，选择最符合的选项，只选一个，在陈述句后边

填写该选项对应的数字编码。

我完全不同意（1111）不是很同意（2222）中立（3333）比较同意（4444）我完全同意（5555）
PARTPARTPARTPART 1111如何搜集学校信息？

当我搜集国外商科学校信息时,我比较喜欢用学校网站获得更多信息

当我搜集国外商科学校信息时, 我比较喜欢用学校 Facebook 主页获得更多信息.
当我搜集国外商科学校信息时, 商学院使用媒体通讯的方式会影响我的申请意向.
从电视报告，新闻报告，和其他人交流所得到关于商学院的信息，会给我留下很

好的印象.
PARTPARTPARTPART 2222 获取建议

当我选择商学院时, 我喜欢咨询我的朋友，亲戚，或者其他人。

当我选择商学院时, 我会遵循在那些咨询会上从人们那得到的建议

当我选择商学院时, 我会遵循学校顾问的建议

当我选择商学院时, 我会遵循校方代表的建议

如果我听到关于这个学院的正面消息，会增加报选此学校的意向

PART3PART3PART3PART3 商学院的声誉

如果我决定出国留学, 选择学校的时候，我会查看商学院的世界排名

如果我决定出国留学, 商学院的国际认可度是影响我申请决定的一个重要因素

如果我决定出国留学, 商学院的资格认证是影响我申请决定的一个重要因素

PARTPARTPARTPART 4444 商学院的合作关系

商学院与其他学校的合作对我的申请决定有正面影响

商学院与其他学校的合作对此学院的品牌形象有正面影响

商学院与其他公司的合作是创建品牌的一个重要因素

当我选择商学院时，我会更注重他们与公司的合作关系

PARTPARTPARTPART 5555 商学院的形象

我更喜欢选择一个商学院，排名远远超前的学院

我更喜欢选择一个商学院，文凭的认可度较高

我更喜欢选择一个商学院，有清晰的使命

我更喜欢选择一个商学院，承诺会提高学校的排名位置

我更喜欢选择一个商学院，学校的名字告诉我很多有关学校的性质

我更喜欢选择一个商学院，学校的宣传资料展示了学校的美好形象

PARTPARTPARTPART 6666 关于申请意愿

浏览过国外商学院的网站后，会增加申请商学院的意向

从任何社交网站上获得一些正面信息，会增加我申请此商学院的意向

商学院的声誉会给我的申请意向带来正面影响。

商学院的品牌形象会对我的申请意向带来正面影响

商学院与其他学校的合作会对我的申请意向带来正面影响

商学院与公司的合作关系会对我的申请带来正面影响

PARTPARTPARTPART 7777 对于出国留学的决定，你认为那些因素是最重要的？

它会增加我在自己国家找到好工作的几率
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在我的国家，一些公司喜欢聘请有出国留学经验的人才

出国留学给我一种冒险意识，这点我认为是最重要的

出国留学是我开始国际职业的一种方法

毕业后我想留在国外工作

QuestionnaireQuestionnaireQuestionnaireQuestionnaire forforforfor TanzanianTanzanianTanzanianTanzanian &&&& SwedishSwedishSwedishSwedish studentsstudentsstudentsstudents
Gender: _______ Age: __________
Are you going to study abroad? _____________

(Please select one from the lists for each statement.)
5. Fully agree 4. Agree 3. Neutral 2. Disagree 1. Fully disagree
PARTPARTPARTPART 1:1:1:1: HowHowHowHow dodododo youyouyouyou searchsearchsearchsearch forforforfor informationinformationinformationinformation aboutaboutaboutabout businessbusinessbusinessbusiness schools?schools?schools?schools?
When searching for information about business school abroad, I prefer to use the
b-schools’ website to get more information.
When searching for information about business school abroad, I prefer to use the
b-schools’ Facebook page to get more information.
When searching for information about business school abroad, b-schools’ social media
promotion definitely affect my application intention.
I heard about b-school from newspaper reports, TV, conversations with other people or
others, which present me a good image of the institution.

PARTPARTPARTPART 2:2:2:2: WhoWhoWhoWho dodododo youyouyouyou contactcontactcontactcontact forforforfor advice?advice?advice?advice?
1. When I selecting a business school, I prefer to consult friends, relatives or others.
2. When I selecting a business school, I follow recommendations by those who I meet at

student fairs conducted in my country.
3. When I selecting a business school, I follow suggestions or advice by representatives

of the foreign university who I can meet in my country.
4. If I read a positive comment about a business school, it will increase my chance to

apply to a business school.

PARTPARTPARTPART 3:3:3:3: TheTheTheThe businessbusinessbusinessbusiness schools'schools'schools'schools' generalgeneralgeneralgeneral reputationreputationreputationreputation
1. If I were to study abroad, I would check ranking of a business school before selecting
it.
2. If I were to study abroad, the international recognition of a business school is an
important factor for my application decision.
3. If I were to study abroad, I would consider accreditation as an important factor for my
application decision.

PARTPARTPARTPART 4:4:4:4: BusinessBusinessBusinessBusiness schools'schools'schools'schools' partnershippartnershippartnershippartnership
1. The business school’s partnerships with other universities have a positive impact on

my application intention.
2. The business school's partnerships with other universities have a positive impact to

the brand image or this school.
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3. The business school's partnerships with companies are an important part of building
brand for this school.

4. I pay more attention on business schools' partnership with companies before selecting
a school.

PARTPARTPARTPART 5:5:5:5: TheTheTheThe school'sschool'sschool'sschool's imageimageimageimage
1. I prefer to select a business school, it is known to being among the top universities in
its sector.
2. I prefer to select a business school, its degree have a high status in the outside world.
3. I prefer to select a business school; it has a clear and desirable mission.
4. I prefer to select a business school; it is committed to improving its position in the
university rankings.
5. I prefer to select a business school, the business school’s name tells me a lot about the
nature of the institution.
6. I prefer to select a business school, their advertisements and / or promotional
materials (leaflets, brochure, etc.) present a good image of the institution.

PARTPARTPARTPART 6:6:6:6:AboutAboutAboutAbout youryouryouryour applicationapplicationapplicationapplication intentionintentionintentionintention
1. After browsing the universities' websites, it will increase my intention to apply a

b-school.
2. After reading a positive review from any social network sites, it will increase my

intention to apply a school.
3. My application intention would be positively affected by the general reputation of the

business schools.
4. My application intention would be positively affected by brand image of the business

schools.
5. My application intention would be positively affected by the business schools'

partnerships with other universities.
6. My application intention would be positively affected by the business schools'

partnerships with companies.

PARTPARTPARTPART 7:7:7:7: WhatWhatWhatWhat factorfactorfactorfactor isisisis mostmostmostmost importantimportantimportantimportant forforforfor youryouryouryour choicechoicechoicechoice orororor wishwishwishwish totototo studystudystudystudy abroad?abroad?abroad?abroad?
1. It would increase my chances of finding a good job in my country
2. Companies in my country want to hire those who have studied abroad
3. The "sense of adventure" is most important for my choice or wish to study abroad
4. To study abroad is a way for me to start an international career
5. I want to work abroad after I have graduated.
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