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Abstract – The world-wide competition of higher education 

programs makes education institutions to seek for most efficient 

ways to attract students. The presented academic research is 

devoted also to the issues on motives and influencing factors for 

the choice of study programs. The methods applied in the current 

paper are as follows: analysis of scientific publications, focus 

group discussions, surveys of possible future students. For the 

evaluation of different aspects of choice a scale of 1–10 was used. 

For the data analysis of the survey descriptive statistical analysis, 

cross tabulations and correlation analysis, as well as analysis of 

variance (ANOVA) and factor analysis were applied.  

 

Keywords – Choice, higher education programs, marketing, 

motivation, student expectations. 

 

I. INTRODUCTION 

The academic research worldwide has paid a lot of attention 

to the marketing of the higher education, even symposium on 

Marketing of Higher Education was held in 2006, various 

scientific publications are published on research results in 

many internationally recognised scientific journals (Journal of 

Marketing for Higher Education, Studies in Higher Education, 

Journal of Applied Research in Higher Education, Research in 

Post/Higher Education, International Journal of Education 

Management, Marketing Intelligence and Planning) which are 

included in solid academic data bases. The reason for such 

extended attention of researchers as well as education 

managers is explained by the increasing competition of higher 

education study programs as annually bigger supply is noticed 

on the one hand as well as the decrease of number of students 

on the other hand. Several aspects of marketing of higher 

education institutions as well as of study programs are under 

research including the aspects of information and source 

preferences of the student market in higher education, student 

recruitment strategies in higher education, strategy in direct 

and instructive marketing communications, possibility of 

higher education institution’s marketing strategy improving 

the student-institution match, different aspects of marketing of 

international education online, emotional connections in 

higher education marketing, marketing framework in higher 

education. For the research as well as for marketing strategies 

development several advanced methods are applied, including 

different mathematical models and marketing mix approaches.      

The aim of the current research is to determine the factors 

influencing the choice of higher education establishment.  

To reach the aim of the current research the following 

methods were applied: analysis of scientific publications, 

focus group (higher education institution administrators and 

responsible persons for higher education institution marketing) 

discussions, survey of possible students in different regions of 

Latvia. The evaluations scale 1–10 was used to find out the 

responses as well as to evaluate the variability of responses.  

For the analysis of the data obtained in surveys descriptive 

statistics, cross-tabulations, as well as methods of multivariate 

analysis were used: correlation analysis, variance analysis and 

factor analysis. The results of empirical studies were 

compared with the theoretical findings of researchers in other 

countries.  

II. THEORETICAL BACKGROUND 

Researchers already in the last century have found that 

classical marketing values and findings (Churchill & 

Surprenant, 1982), are applicable to great extent also for 

higher education marketing (Cook & Zallecco, 1983) and 

student attitude modelling (Hooley & Lynch, 1981) as 

nowadays there is importance for higher education marketing 

(Ravidran & Kaplana 2012). For the exchange of scientific 

findings several significant scientific journals have even been 

created, like Journal of Marketing for Higher Education, 

Studies in Higher Education, Research in Post/Higher 

Education, International Journal of Education Management, 

etc. Several big international congresses and forums have been 

devoted to higher education marketing. Several approaches of 

marketing mix are under thorough research to make marketing 

as efficient as possible for higher education (Wasmer, et al, 

1997), like the four Ps of the marketing concept for higher 

education establishments (Brownlie, and Saren, 1992) and 

adjusting concepts of the marketing mix using 4Cs to improve 

the marketing planning in higher education (Wasmer, et al, 

1997). Educators and administrators in higher education 

institutions often do not recognise that also higher education 

establishments including universities are on the market place 

(Bok, 2003) and they have to take into account that students as 

consumers are part of the higher education market where 

marketing of higher education establishments has a special 

role and place (Kozinets, 2002), that the application of 

marketing knowledge (Rossiter, 2001) and experience and 

findings of others (Pettie and Pettie, 2003), as well as the 

possibilities and challenges of marketing international 

education online (Gomes and Murphy, 2003) are more and 

more important as education is becoming an export industry in 

many countries. There has been an extensive research on 

marketers and educators, which often do not have common 
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language and often are considered as different not crossing 

fields (Gibbs, 2008), with concluding practical 

recommendations. Emotional connections in higher education 

marketing, including the contribution to knowledge through 

graduate employability, international research and interaction 

with industry as well as the development of marketing concept 

has grown in importance for universities across the world 

(Durkin, et al., 2012). Specific approaches in international 

marketing in the higher education in the UK have been applied 

on issues in relation to marketing educational programmes to 

overseas students as well as analysed by the researchers 

(Kinnel, 2003). Several researchers have questioned whether 

higher education as a market is a problem or solution (Gibbs, 

2001). The experience findings and scientific result sharing 

goes to the details of the issue like organisation of the 

marketing process for higher education (Czsikova, et al., 

2014), promoting the respective higher education 

establishment (Muniz and Guinn, 2001) and finding different 

marketing approaches of higher education (Gibbs, 2002). 

Factors of a student market in higher education were grouped 

together with the following labels: university, college, 

employability aspects, course content, student experience, 

sporting aspects, financial aspects, direct sources, media 

sources and social sources. (Bonnema and van der Waldt, 

2008). Researchers have investigated the issues by asking the 

question: can the higher education institution’s marketing 

strategy improve the student-institution match with special 

attention to information on study program organisation and 

realisation (Moogan, 2011).  The research findings conclude 

that student recruitment strategies are often grounded in 

inherent institutional identities, while at the same time the 

responding to external ideas about excellence and diversity as 

well as the research results indicate that education institutions 

show significant creativity in trying to adapt to these ideas and 

general trends, at the same time maintaining their own 

characteristics and traditions. The research findings suggest 

that student recruitment strategies are also used for 

accountability purposes, but many higher education 

institutions devote surprisingly little importance to this issue 
(Frølich and Stensaker, 2010). The global market for higher 

education has changed significantly and the competition for 

students force to apply developed and aggressive marketing 

approaches to attract students (Mazzarol and Soutar, 2012). It 

is stressed by Naryanan T. Ramachadaran that the marketing 

theories applied to commercial sector may not be relevant to 

the higher education sector and that marketing frameworks 

cannot be transplanted into the higher education environment 

as the  sector is unique and is characterised more by the 

principles of self‐governance and academic freedom, therefore 

the application of marketing techniques could restrict students' 

rights and destroy the relationship that exists between the 

higher education institution and the students – this forces 

marketing departments to focus on creating mature markets. 
International group of researchers from the United Kingdom 

and Germany have studied the aspects of marketing of higher 

education with special focus on service quality in higher 

education and the role of student expectations. Students expect 

their lecturers to be knowledgeable, enthusiastic, 

approachable, and friendly. The results indicated that students 

predominately want to encounter valuable teaching 

experiences to be able to pass tests and to be prepared for their 

profession. This study also shows that students' academic 

interests motivate them less than the vocational aspects of 

their studies, positive perceptions of service quality can lead to 

student satisfaction and satisfied students may attract new 

students through word-of-mouth communication and return 

themselves to the university to take further courses (Vossa, 

et al., 2007). Researchers suggest that the decision makers at 

the institutional level and government level seeking to enter 

these markets must pay attention to the importance of market 

segmentation and the variables (4Ps) in formulating their 

marketing strategies (Cheung, et al., 2010). For higher 

education marketing more and more important are becoming 

the needs of both students and employers being met by 

educators and those aspects are examined to a big degree by 

detailed elaboration (O’Brien and Deans, 1995).  The research 

results have proved that the post‐graduate business education 

market is, and increasingly, getting more aggressive in efforts 

to attract students, the traditional marketing tools historically 

grouped into 4Ps (product, price, place and promotion), 5Ps 

(adding people) and 7Ps (adding physical facilities and 

processes) have to be considered for the higher education 

market (Ivy, 2007). An exploration of issues related to the 

marketing of higher education services is of great importance 
(Durkin, et al., 2012). Higher education quality has a great 

importance to attract students, aspects on how excellence and 

diversity are addressed in student recruitment strategies and 

how these strategies are developed in Norwegian higher 

education institutions are on the research agenda of several 

researchers (Frølich and Stensaker, 2010). The analysis of 

cross-cultural aspects of the study program selection and 

expectations are done by Andreas Engelen and Malte Brettel 

from Germany (Engelen & Bretten, 2011) who made content 

analysis of publications related to the issue and compared 

North American and European results. Different ways of 

offering studies like e-learning (Dominici & Palumbo, 2013) 

and different study fields (Karns, 2005) are on research 

agenda as well. Several countries apply different marketing 

communication strategies taking into account political 

relations, cultural and religion differences, e.g. different 

aspects of higher education abroad: Palestinian students from 

Israel studying in Jordanian universities (Arar and Haj-Yehia, 

2013), are on the international research agenda and scientific 

discussions as well.       

III. EMPIRICAL RESEARCH RESULTS 

The main findings of the current research indicate that 

future students in Latvia in general expect the same as 

students in other developed countries plus they pay big 

attention to the prestige of higher education including the 

higher education obtained abroad. Future students have given 

the highest importance to the possibility to get a well-paid job, 

to obtain interesting job, to improve life quality, whereas  less 

important is the family request and the possibility to study 
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together with friends as well as employer’s request (see 

Fig. 1).    

Possible future students were asked to evaluate factors 

influencing the selection/choice of their future study 

institution. The factors for evaluation were included based on 

the scientific findings of the studies published in scientific 

journals as well as interviews with higher education 

administrators and persons responsible for the respective 

higher education institution and study program marketing and 

promotion.  

More detailed information about the results of survey of 

possible future students can be seen in Table I. 

 

 

Source: Author’s calculations based on secondary school pupils' survey in February – April 2014, n = 669;        

Evaluation scale 1–10, where 1 – not important; 10 – very important    
Fig. 1. Secondary school student evaluations of the most important aspects in acquiring higher education. 

TABLE I 

MAIN STATISTICAL INDICATORS OF EVALUATIONS OF FACTORS INFLUENCING THE CHOICE OF HIGHER EDUCATION ESTABLISHMENT  

  
Accredita

tion 

Atmosph

ere 

Place of 

location 

Activities 

outside 
studies 

State 

budget 
financing 

Hostel 

Respect of 

confidential
ity 

Recommendat
ions of 

relatives and 

friends 

Ratings Reputation 

Sport 

possibil
ities 

Internatio
nal 

possibiliti

es 

N Valid 655 654 653 651 654 654 650 652 651 650 650 655 

Missing 4 5 6 8 5 5 9 7 8 9 9 4 

Mean 8.19 8.11 7.62 7.09 8.23 6.17 6.96 6.66 7.67 8.02 6.72 8.16 

Std. Error of Mean 0.077 0.059 0.072 0.078 0.079 0.106 0.087 0.083 0.076 0.073 0.099 0.076 

Median 9 8 8 7 9 7 7 7 8 8 7 9 

Mode 10 8 8 7 10 8 8 7 8 10 8 10 

Standard Deviation 1.979 1.508 1.831 2.000 2.031 2.699 2.220 2.114 1.946 1.872 2.532 1.952 

Variance 3.917 2.275 3.353 3.998 4.124 7.287 4.930 4.470 3.788 3.505 6.409 3.812 

Range 9 9 9 9 9 9 9 9 9 9 9 9 

Minimum 1 1 1 1 1 1 1 1 1 1 1 1 

Maximum 10 10 10 10 10 10 10 10 10 10 10 10 

Source: Authors’ calculations based on survey of secondary school pupils in Latvia in February – April 2014, n = 659;  

Evaluation scale 1–10, where 1 – not important; 10 – very important    
 

The empirical results indicated that the most important 

aspects of getting higher education for possible future students 

are: possibility to get a well-paid job, possibility to obtain 

interesting profession, and possibility to improve life quality, 

but among the aspects important for getting higher education 

less important were: family request and possibility to study 

together with school mates.  

Although the evaluations of the respondents were different 

and for all statements covering the full evaluation scale of 

factors influencing the choice of the higher education 

establishment the results of the survey indicated that the 

highest evaluations by possible future students of higher 

education establishments were given to the factors: state 

budget financing (arithmetic mean 8.23, mode 10 and 

median 9), accreditation (arithmetic mean 8.19, mode 10 and 

median 9), international possibilities (arithmetic mean 8.16, 

mode 10 and median 9), less important were availability of 

hostel, recommendations of relatives and friends as well as 

sports facilities. Surprisingly low average evaluations were for 

recommendations of relatives and friends, where the 

arithmetic mean was 6.66 and mode 7, as well as median 7. It 

means that already in the last years of secondary school future 

students are grown up so far that they can make their decisions 

based on the most important factors influencing their future 
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Employer's request

Family request

Possibility to obtain interesting profession

Possibility to be in inteligent society

Possibility to get well-paid job

Possibility to get presitious profession

Possibility to get social network
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Possibility to improve life quality
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studies. The variability of respondents’ views was different 

and for almost all statements covering all range of the 

evaluation scale having the biggest differences of views for 

possibility to stay in hostel (with standard deviation 2.669), 

sports possibilities  (with standard deviation 2.532) and 

respect of confidentiality (with standard deviation 2.220) and 

with smaller differences in evaluations for atmosphere (with 

standard deviation 1.508), place of location (with standard 

deviation 1.831) and reputation (with standard deviation 

1.872). In general views of future possible students were 

corresponding with the results of theoretical findings of 

researchers in other countries. 

Calculations of the results of factor analysis on the factors 

influencing the choice of higher education by use of varimax 

rotation are presented in Table II.  

TABLE II 

COMPLEX FACTORS OF CHOICE OF HIGHER EDUCATION ESTABLISHMENT   

Rotated Component Matrixa 

 Component 

 1 2 3 

Accreditation −.120 .326 .560 

Atmosphere .070 .155 .762 

Place of location .197 −.007 .626 

Activities outside studies .522 −.063 .508 

State budget financing .069 .403 .461 

Hostel .767 .028 .060 

Respect of confidentiality .615 .234 .176 

Recommendations of relatives and friends .650 .339 −.1

49 

Ratings .180 .840 .069 

Reputation .177 .833 .069 

Sport possibilities .651 .037 .108 

International possibilities .053 .587 .264 

Extraction method: Principal component analysis.  
Rotation method: Varimax with Kaiser normalization. 

a. Rotation converged in 6 iterations. 

Source: Authors’ calculations based on survey of secondary school pupils in 

Latvia in February – April 2014, n = 659;  
Evaluation scale 1–10, where 1 – not important; 10 – very important    

 

The results of factor analysis converged in 6 iterations have 

indicated that three complex factors out of twelve initial 

factors indicating evaluations of higher education choice 

indicators have been created: 

Complex factor I – studies support external factor; 

Complex factor II – reputation and rating factor; 

Complex factor III – internal factor of organization of 

studies. 

The results of the current empirical studies correspond with 

the theoretical findings as well as with the research results in 

other countries with surprising difference regarding 

recommendations of relatives and friends on the selection of 

higher education establishment. 

The results of correlation analysis of factors influencing the 

choice of higher education institution, age and gender have not 

shown statistically significant correlation.  

IV. CONCLUSION  

Higher education establishments have good fundamentals 

for the marketing of higher education establishments and 

programs as serious academic research world-wide have 

already obtained good theoretical findings confirmed by 

empirical results of the research on student expectations, 

attitudes and motivation for studies and for the selection of the 

respective higher education establishment and study program. 

Ignorance or absence of the knowledge of findings of 

marketing science could lead to problems in student presence 

in higher education establishments and higher education study 

programs. 

For the future students in Latvia the most important aspects 

of the choice of higher education establishment are  state 

budget financing, accreditation and international possibilities, 

whereas less important are availability of hostel, 

recommendations of relatives and friends, as well as sports 

facilities. The respective findings are suggested for including 

in marketing strategies and in the selection of marketing 

communication tools. 

The results of correlation analysis on factors influencing the 

choice of higher education institution, age and gender have not 

shown statistically significant correlation and this result could 

also be suggested for including in marketing strategies and in 

the selection of marketing communication tools. 

The interest in obtaining higher education of future students 

in Latvia to a great extent corresponds with the theoretical 

findings of the marketing science. 
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