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ABSTRACT
Background:

In an increasingly market-driven and global higher education industry, characterized by
growing international competition and the emergence of disruptive mobile
technologies, higher education institutions (HEIs) are challenged to adopt innovative
ways of marketing for student recruitment to sustain student enrollment numbers.
Within this new landscape the concept of mobile marketing for student
recruitment has become an important issue for HEIs. Mobile devices are playing
an increasingly significant role in the decision-making process of potential students
and this trend has created the need to adopt new forms of marketing through
mobile devices to stay relevant with a new mobile generation of students.

Purpose:

Despite the growing significance of mobile marketing for HEIs, little is still known
about the phenomenon of mobile marketing for student recruitment within a
higher education setting. Hence, the purpose of this thesis was to fill this
knowledge gap by exploring how and why mobile marketing can be used during the student
recruitment process from the perspective of education-marketing practitioners.

Method:

The research gap addressed in this thesis called for existing mobile marketing
concepts to be introduced to the field of higher education marketing. Hence, in
alignment with abductive reasoning, the starting point of the research was the creation
of a theoretical framework that integrates theory on mobile marketing tools with
the student recruitment process. Subsequently, through a collective case study design,
exploratory qualitative research was undertaken amongst ten universities and four
education-marketing agencies to learn about exemplary cases of mobile marketing
practice in HEIs. Empirical data was collected from semi-structured interviews with 16
informants, as well as relevant documents to gain a rich understanding of the
phenomenon of mobile marketing for recruiting new students.

Results &
This thesis extends the higher education marketing literature by making a first
Contribution: contribution towards conceptualising mobile marketing for student recruitment. The

empirical study revealed ten major categories of mobile student recruitment tactics to
engage with potential students on mobile devices, and provides new insights on
how and for what purpose these tools can be used to recruit new students.
Furthermore, a conceptual model of mobile marketing for student recruitment was developed,
which helps to understand how mobile marketing can be applied to the student
recruitment process. The study is particularly relevant for education marketers, as it
provides practitioners with new knowledge about the opportunities presented by
mobile marketing channels to communicate with their main target audience.
Specifically, the study provides empirical evidence of mobile marketing practices in
the industry and a set of specific recommendations. Additionally, the new model
may provide a framework for developing a mobile recruitment strategy for HEIs.
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INTRODUCTION

This thesis focuses on an exploratory study, with the aim to develop new insights about how and why higher education
institutions can use mobile marketing to recruit new students. The following chapter introduces the topic of
investigation with the aim to demonstrate the relevance of the study and how this thesis fits in the wider context of
higher education marketing research. Subsequently, the research problem is discussed and a knowledge gap in the
literature is pointed out. Furthermore, the purpose of the study and the research question are presented, and theoretical
and practical contributions are outlined. Finally, delimitations are established to narrow the study’s focus.

1.1

Background

To begin with the following section provides a background for this study. Firstly, the reader is
introduced to the research context and current developments in the International Higher Education
(IHE) industry. This is followed by a discussion of the increasingly important role of marketing in
higher education. Finally, the rise of mobile marketing is explained, which leads to a discussion of
how disruptive mobile technologies are challenging Higher Education Institutions (HEIs) to adapt their
existing student recruitment practices to stay relevant with a new mobile generation of students.
1.1.1

International Higher Education: An Expanding Global Industry

Forces of globalization and marketization have transformed the higher education sector of the 21st
century into a diverse and international industry (Mazzarol, Soutar & Sim Yaw Seng, 2003). As the
industry has grown and expanded over the last decades, higher education has established itself as a
truly global marketplace with HEIs increasingly offering study-abroad programs, as well as transnational
education services across different countries, for example through international campuses or distancelearning (Binsardi & Ekwulugo, 2003; Altbach & Knight, 2007).
Higher education is now one of the largest sectors of the global education economy with a market
worth $250 billion in the US alone (Maslen, 2012; Cavanagh, 2013). The major-English speaking
nations, including the US, the UK, Canada and Australia, still dominate the global student market,
but the number of countries that are actively competing for international students is growing
considerably. English is considered the lingua franca in IHE, and many non-English speaking
countries are starting to offer programs in English to compete in an international context (Mazzarol
& Soutar, 2012; HM Government, 2013; Wilkins & Urbanovič, 2014).
1.1.1.1

Increasing Demand & International Student Mobility

Higher education is an expanding global industry, which has experienced exponential growth with the
global number of students rising from 33 million to 178 million between 1970 and 2010 (HM
Government, 2013). Furthermore, the global demand for higher education has been forecasted to
continue to grow to 262 million by 2025 (Maslen, 2012). Similar growth trends are visible for
international student mobility. According to the latest statistics available from OECD (2014), the
number of internationally mobile students who were enrolled at a HEI outside their home country
has grown from 0.8 million worldwide in 1975 to 4.5 million in 2012, as shown in Figure 1.1. As
highlighted by the NAFSA: Association of International Educators (2013), this number is predicted
to exceed 8.5 million by 2025 with at least half of the international student population wanting an
English-language program of study (HM Government, 2013). The generation that is driving
demand for IHE now are the ‘Millennials’, born between 1980 and 2000 (OECD, 2014).
'
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1.1.2

The New Marketing Imperative in Higher Education

Within the context of an increasingly complex and global higher education industry, the concept of
marketing has become an important topic for HEIs. As a result, the research field of higher education
marketing, which had its origins in the early 1970s (e.g. Krachenberg, 1972), has experienced growing
interest in recent years (Hemsley-Brown & Oplatka, 2006; Stachowski 2011). To understand this
demand for research of higher education marketing, one needs to recognize the significant changes that
the higher education industry has moved through in the past decades as a result of neo-liberal
ideologies, particularly in the English-speaking world (Mazzarol & Soutar, 2012).
1.1.2.1

The Rise of Market Forces in Higher Education

“…HE has been transformed from a domesticated, centrally funded non marketised entity to a highly marketised
and demand-driven environment.” (Maringe, 2006, p.467)
A predominant theme within the literature is the debate around the transformation of the higher
education industry worldwide from a high degree of government control and public funding
towards increased deregulation and the implementation of free-market principles. Researchers have
called this the marketization of education (e.g. Kwong, 2000; Whitty & Power, 2000; Young, 2002;
Jongbloed, 2003; Newman & Jahdi, 2009).
Hemsley-Brown (2011, p. 118) defines marketization in education as:
“...the adoption of free market practices in running universities. These include the business practices of cutting
production costs, abandoning courses and programmes not in demand, offering more popular programmes and
facilities and advertising to increase brand image, sales and profit margins.”
This definition clearly emphasizes the movement towards operating HEIs as business entities that
compete for survival in an open market space, governed by the forces of supply and demand.
Various studies highlight the marketization and the deregulation of higher education particularly in
the major English-speaking countries including the USA, Canada, the UK and Australia (e.g.
Williams, 1997; Baldwin & James, 2000; Gibbs, 2001; Young, 2002; Dill, 2003).
As a result of a consistent decline in government funding, HEIs are increasingly forced to develop
alternative income streams, often from international student fees (Russel, 2005). Galway (2000) ,
among other scholars, discusses the shift towards the conceptualization of education as a service
that is sold to students as consumers in domestic and international markets. This trend is reflected
in a critical discussion in the literature about the concept of the student as an informed consumer
who makes rational choices between different HEIs and study programs (e.g. Conway, Mackay &
Yorke, 1994; McMillan & Cheney, 1996; Baldwin & James, 2000).
1.1.2.2

Growing Competition for Student Recruitment

“At a time when many business schools [higher education institutions] are facing increasing financial pressures and
competition, it has become imperative for them to market themselves.” (Ivy, 2008, p.289)
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The previously referred to agendas of liberalization and internationalization have created a new
competitive landscape for IHE, which increasingly operates like a consumer-driven market (Mazzarol &
Soutar, 2012). Today’s higher education sector is characterized by expanding competition at
national and global level, as well as by an increasing choice of study programs and HEIs for
prospective students who are no longer limited by geographical boundaries (Ivy, 2008; HemsleyBrown, 2011). Naidoo (2003) describes this process as the repositioning of higher education as a
global commodity. Higher education is now sold in an international marketplace with countries and
HEIs competing against each other for a share of the student population (Galway, 2000).
Providers of IHE traditionally included HEIs such as public or private universities and colleges, polytechnics
and other vocational schools, but as the IHE industry continues to expand the number of players is
diversifying with new types of education providers entering the market including media and technology
companies, corporate universities, professional associations, and multi-national conglomerates. Particularly the
proliferation of private for-profit universities, as well as virtual education providers have
contributed to an IHE landscape that is complex and highly competitive (Altbach & Knight, 2007;
Cubillo, Sánchez & Cerviño, 2006; Hemsley-Brown, 2011).
Szekeres (2010) highlights that in this new context of rising global competition, student recruitment
has become increasingly challenging for HEIs, as the supply of study places is shifting to exceed
demand worldwide. With the IHE market becoming more consumer-driven, HEIs are
progressively recognizing the need to adopt a market-orientation, which has contributed to the rise
of marketing in the industry. Consequently, HEIs are starting to apply marketing concepts, which
have been effective in business-to-consumer industries (Hemsley-Brown & Oplatka, 2006; Ross et
al., 2007). A number of researchers argue that in order to sustain student numbers within this new
competitive environment it is vital for HEIs to differentiate themselves and to adopt innovative
ways of marketing for student recruitment in order to create a competitive advantage (e.g. Ivy,
2008; Szekeres, 2010; Ross & Grace, 2012). According to Naidoo and Wu (2011), the ability to
implement effective marketing strategies for attracting domestic and international students is a key
factor in determining success and long-term survival in today’s global education industry.
1.1.3

The Rise of Mobile Marketing

In recent years, mobile marketing has emerged as a new concept that is generating increasing
interest among academics and practitioners (Varnali & Toker, 2010). Marketing through portable
internet-enabled mobile devices, such as smartphones and tablets, has established itself as a new
marketing communication channel of strategic importance for companies to engage with their
target audiences (Leppäniemi, Sinisalo & Karjaluoto, 2006; Neslin & Shankar, 2009). To understand
the growing significance of mobile marketing, we must consider the disruptive effect mobile
devices and technologies are having on the way consumers communicate and access media.
The uptake of mobile phones and tablets globally has been strong and continues to grow. Ericsson
(2014) predicts that there will be 9.5 billion mobile devices in 2020, of which more than 60% will be
smart devices with multimedia capabilities. At the same time almost two-thirds of the world’s
population will have access to high-speed 4G/LTE connectivity. Due to this rapid proliferation of
mobile technologies and devices throughout the world, consumers are spending more time
accessing mobile media than ever before. Research by Nielsen (2014) highlights that the time spent
consuming mobile media now exceeds TV, and for the first time in 2014 more users accessed the
Internet via mobile devices than via the PC (Murtagh, 2014).
The rapid increase in the use of internet-enabled mobile devices is contributing to a revolution in
the way consumers access information and interact with companies. This presents marketers with
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new possibilities to communicate with existing and potential customers (Smutkupt, Krairit &
Esichaikul, 2010). Many companies are recognizing the marketing opportunity presented by mobile
technologies and a growing number of businesses across all industries have already integrated or
plan to integrate mobile marketing into their marketing strategy (Pasqua & Elkin, 2012). As a result
mobile marketing spending is growing exponentially. According to the "Mobile Marketing Impact
Study" published by the Mobile Marketing Association, investment in the US alone is predicted to reach
$20 billion in 2015, compared to $2.4 billion in 2010 (eMarketer, 2013; Dai & Palvia, 2009).
To conclude, one can say that marketers in all industries today are challenged to adopt new forms
of marketing through mobile devices in order to adapt to the changing technology usage and
communication patterns of consumers worldwide (Krum, 2010).

1.2
1.2.1

Problem Discussion
Marketing to the new Mobile Generation of Students

If we now introduce a mobile marketing perspective to the process of student recruitment in higher
education, it can be said that this is an area that is becoming increasingly relevant for education
marketers, especially within the context of growing global competition (ICEF, 2013).
The reason for this is that the primary target demographic of Millennials (17-34 year olds) is quickly
adopting new mobile technologies and communicates, acquires and shares information in ways
fundamentally different to previous generations (WES, 2014). Furthermore, a new generation of
prospective students will soon emerge that grew up with ubiquitous access to mobile devices. This
new generation can be considered as the first true “mobile natives”. They will take for granted a world
of smartphones, tablets and high-speed mobile Internet and they will expect instant communication
and access to information from anywhere across any device (WES, 2014; JWT Intelligence, 2012).
Research suggests that mobile devices today already play a significant role in the student
information search, discovery and decision-making process when considering study choices.
Findings by research firm Noel-Levitz (2014) indicate that 30% of prospective students worldwide
primarily access the Internet via a mobile device and 71% have visited a university website on a
smartphone or tablet. In certain major source markets for international students, such as China, the
mobile medium is even more dominant with 81% of users accessing the Internet only via a mobile
device (ICEF, 2014a; Noel-Levitz, 2013). Furthermore, a global study conducted by World
Education Services in 2014 revealed that 56% of international Millennial students worldwide used a
smartphone and 26% a tablet when searching for information and applying for education
opportunities (WES, 2014). This evidence reveals that smartphones and tablets are increasingly
becoming the internet-access platform of choice for the majority of current and future students.
Consequently, these developments create a need for innovation in the marketing strategy for
student recruitment in an increasingly competitive and global higher education market. To reach
and attract the growing audience of prospective students on mobile devices, HEIs are challenged to
embrace new mobile technologies as a must-have aspect of an effective student recruitment
strategy. Hence, education marketers need to understand and adapt to the changes in students’
technology usage in order to fulfil the new expectations of the “mobile-first” generation. To
conclude it can be argued that mobile marketing cannot be ignored as part of a HEI’s marketing
communications mix and its importance will most likely only grow over time (Tsichritzis, 1999;
ICEF, 2013; Amirkhanpour, Vrontis & Thrassou, 2014; ICEF, 2014b).
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The Knowledge Gap

Despite the growing significance of mobile marketing for HEIs, as outlined in the problem
discussion, little is still known about how to apply mobile marketing to higher education marketing.
While prior research has provided useful insights into the use of web technologies (e.g. Gomes &
Murphy, 2003; Daun-Barnett & Das, 2013; Durkin, Filbey & McCartan-Quinn, 2014) and social
media (e.g. Hayes, Ruschman & Walker, 2009; Barnes & Mattson, 2010; Constantinides & Zinck
Stagno, 2011; Slover-Linett & Stoner, 2011; Kuzma & Wright, 2013; Bélanger, Bali & Longden,
2014) as methods for marketing and student recruitment, our understanding of how mobile
marketing can be used for student recruitment remains deficient. A systematic review of existing
literature in the field of higher education marketing revealed that research so far only explored how
new mobile technologies can be used to enhance the learning environment of existing students (e.g.
Armatas, Holt & Rice, 2005; Scornavacca, Huff & Marshall, 2009). However, to date the authors
have not identified any published research in the leading academic journals on the specific issue of
how HEIs can make use of mobile marketing for recruiting new students and empirical
investigations from the perspective of the education provider seem to be lacking. Hence, there
appears to be a knowledge gap in the education marketing literature.
Furthermore, leading researchers in the field of higher education marketing have highlighted a
general need for more scholarship to provide empirical evidence of marketing practices for the
recruitment of students, particularly from the perspective of the education provider (e.g. HemsleyBrown & Oplatka 2006; Ross & Grace 2012; Ross et al., 2013).

1.3

Research Purpose

The previously discussed research problem and knowledge gap justify the need for research that
examines the phenomenon of mobile marketing within the context of marketing higher education
to prospective students.
Therefore, the purpose of this thesis is to explore how and why mobile marketing can be used during the student
recruitment process from the point of view of education marketing practitioners.
More specifically, to achieve this research purpose the study focuses on an empirical investigation
of exemplary cases of mobile marketing practice in HEIs with the aim to develop a better
understanding of how and for what purpose mobile marketing can be integrated into the student
recruitment strategy of HEIs.
1.3.1

Research Question

In order to fulfil the above stated research purpose, the thesis attempts to answer the following
research question:
RQ

1.3.2

How can higher education institutions use mobile marketing to recruit
prospective students and why?
Research Objectives

The following research objectives support the authors in answering the research question:
1) Conduct a literature review to develop a theoretical framework that combines existing theory on
mobile marketing tools with higher education marketing theory on the student recruitment
process.
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2) Collect primary data through semi-structured interviews with marketing and student recruitment
managers at selected HEIs, as well as with subject-matter experts at education marketing agencies
in order to:
! Firstly, develop a better understanding of the role and relevance of mobile marketing in the student recruitment
strategy of HEIs.
! Secondly, identify how mobile marketing tools and channels can be used to market to prospective students and
their purpose and benefits.
! Thirdly, identify how mobile marketing can be used at the different stages of the student recruitment process
(enrollment funnel).
3) Review secondary documentary data published by education marketing practitioners to further
substantiate the primary research findings.
4) Produce practical recommendations and develop a conceptual model of mobile marketing for
student recruitment.
5) Highlight implications for education marketers and suggest areas for future research.

1.4

Contributions

The findings of this thesis are intended to contribute in two ways:

1) First of all, to the best of the researchers’ knowledge, this is the first study to create a
comprehensive theoretical framework that integrates mobile marketing theory with higher
education marketing theory. Furthermore, insights derived from an exploratory empirical
investigation provide an original contribution that addresses the identified research gap and
extends the literature on higher education marketing by introducing a mobile marketing
perspective to the process of student recruitment.! The study also adds further value by
providing an overview of mobile student recruitment tactics for HEIs, and by developing an initial
conceptual model of mobile marketing for student recruitment. Finally, the study serves as a basis and
motivator for future research within the field.!

2) Secondly, this study is of practical relevance and may provide value for practitioners in the field
of education marketing and student recruitment. The exploratory research aims to contribute
exemplary knowledge, which can potentially be used to disseminate and expand mobile
marketing practices across the IHE sector. Furthermore, HEIs can gain a better understanding
about mobile marketing tactics for recruiting new students and this new knowledge may be used
to identify ways to integrate mobile marketing into their overall recruitment strategy to meet the
needs of the new mobile generation of students.!

1.5

Delimitations

It is evident that in order to achieve the research purpose within the given time constraints a
number of delimitations were required to narrow the scope of this thesis.

1) First of all, the study focuses only on the student recruitment element of strategic enrollment
management. The emphasis is on mobile marketing communications to reach prospective students
and to convert them into enrolled students. Taking other dimensions of strategic enrollment
management into account (e.g. retaining students, graduating students, and creating loyal alumni) and using
mobile marketing for relationship marketing with existing students throughout the student life
cycle, could however result in different results and these are avenues for future research. !
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2) Secondly, the investigation is conducted only from the point of view of education-marketing
practitioners. Hence, the perspective of prospective students is not taken into consideration.

3) Thirdly, the empirical investigation was limited to the traditional private and public university
sector. This well established industry segment provides a rich context for understanding the
phenomenon under study and it was anticipated that gaining access to relevant informants was
realistic. Hence, other types of higher education providers were excluded. !

4) Lastly, the study is conducted in an international context to maximize the possibility to identify
exemplary cases of mobile marketing practice. However, in an attempt to narrow down the
research territory only universities that offer international study programs taught in English were
included. The study focused particularly on universities from the major-English speaking
nations, as marketing of higher education is well-established in those markets, and they are
considered to be most advanced in applying innovative marketing principles (Fisher, 2014).

1.6

Definitions

The following section presents a list of definitions of key concepts that are referred to throughout
the report in order to enhance the readability of the thesis:
Higher Education Institutions (HEIs): ”Higher Education Institutes (HEIs) encompass a wide range of
organizations including universities, institutes of technology, colleges, academies, specialized or professional institutes,
trade schools and other organizations awarding academic degrees or professional certification.” (OECD, 2011, p.1)
Student Recruitment: According to Beneke and Human (2010), the main function of student recruitment is to
generate interest in a learning institution and to attract a sufficient number of prospective students who apply and
officially enrol for a study program. Student recruitment is a five-stage process that has traditionally been
conceptualized in the enrollment funnel (Perna, 2005), also referred to as admissions funnel (Turner, 1978).
Prospective Student: A prospective student is a potential student that a HEI may want to enrol. The available
pool of prospective students represents the target audience or existing market segment of all potential students
(Copeland, 2009; Constantinides & Zinck Stagno 2011).
Mobile Marketing: ”Mobile Marketing is a set of [marketing] practices that enables organizations to
communicate and engage with their audience in an interactive and relevant manner through and with any mobile
device or network.” (Mobile Marketing Association, 2009)
Mobile Devices: Mobile devices are not limited to only mobile phones. They can be defined as any internetenabled computing device designed to be portable and usable anytime, anywhere without being connected by wires.
Typical mobile devices include for example smartphones, tablet computers, e-book readers and wearable electronic
devices such as smart watches (Shankar & Balasubramanian, 2009; Nosrati, Karimi & Hasanvand, 2012).
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FRAME OF REFERENCE

The following chapter introduces the reader to the theoretical perspectives the study is based upon. In alignment with
abductive reasoning, the thesis draws on existing theory from higher education marketing and mobile marketing to
fulfil the research purpose. Firstly, the concepts of enrollment management and student recruitment are introduced,
followed by an exploration of the student recruitment process based on the model of the enrollment funnel. Secondly, by
drawing on the latest state of knowledge in mobile marketing theory, a definition of mobile marketing is presented and
a framework of mobile marketing tools is constructed. Finally, a preliminary conceptual model that integrates mobile
marketing with the student recruitment process is presented. This theoretical foundation provides direction for the
empirical inquiry and helps the authors to analyse the role that mobile marketing can take in recruiting new students.

2.1

Enrollment Management Theory

The starting point for achieving the research purpose of exploring how and why HEIs can use mobile
marketing to recruit new students is a solid understanding of the role and process of student recruitment.
As highlighted in the Introduction chapter, the global marketization of higher education has created a
highly competitive market environment in which HEIs are increasingly challenged to compete for
students, as their potential customers (Taylor et al., 2007). Bontrager (2004) points out that
maintaining and growing the number of enrolled students each year is vital to the survival and longterm success of HEIs. Consequently, according to Ivy (2008), it has become important for HEIs to
apply marketing principles to their student recruitment approach.
Vander Schee (2009) emphasizes that a new concept and process for managing student marketing,
known as enrollment management, has emerged as a result of the need to compete more effectively for
a share of the potential student market. This means in essence that HEIs have started to adopt a
systematic approach to developing strategies and tactics for recruiting and retaining students
(Huddleston, 2000; Maringe, 2006). Subsequently, the concept of enrollment management is introduced
with a particular focus on the process for new student recruitment.
2.1.1

Definition of Enrollment Management

According to Hossler (2000), the concept of enrollment management emerged in the 1970s with Maguire
(1976) using the term for the first time to refer to a strategic approach to influence higher education
student enrollments. Huddleston (2000) further points out that Kemerer, Baldridge, and Green
(1982) originally formalized the concept of enrollment management with a focus on admissions
marketing to grow new student enrollment numbers and to sustain institutional vitality. According to
Kurz and Scannell (2006), the marketization of higher education was a main driver for the adoption
of enrollment management by HEIs, and it contributed to a growing interest within the research
community (e.g. Bean & Hossler, 1990; Johnson, 2000; Black, 2001; Bontrager, 2004).
Dolence (1993, p. 8) extended the concept by defining strategic enrollment management (SEM) as “a
comprehensive process designed to help an institution achieve and maintain the optimum recruitment, retention, and
graduation rates of students,…”. SEM today has evolved into a holistic student marketing approach that
includes communicating, interacting and building relationships with students throughout the entire
student life cycle from their first contact with an institution until graduation and beyond (Gyure &
Arnold, 2001; Black, 2010). Maringe and Gibbs (2009) classify SEM into four broad areas: (1)
recruiting new students, (2) retaining students, (3) graduating students and (4) creating loyal alumni (see Figure
2.1). For the purpose of this thesis, the focus lies on recruiting new students, which represents the first
stage of a student’s relationship with an educational institution.
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Figure'2.1:'Broad'Areas'of'Enrollment'Management!(Adapted(from(Maringe(&(Gibbs,(2009)'

2.1.2

The Purpose of Student Recruitment

As competition among HEIs for students intensifies, the importance of the new student recruitment
dimension of enrollment management continues to grow (Bontrager, 2004). According to Beneke
and Human (2010), the main function of student recruitment, also referred to as admissions marketing, is
to generate awareness and interest in a learning institution and to attract a sufficient number of
prospective students who apply and officially enrol for a study program each year (Swann &
Henderson, 1998). Lay (2004, p.4) defines student recruitment as “…the organized efforts to advance a
college’s [higher education institution’s] mission and goals through targeted communications and the recruitment,
selection, and retention of students whose capabilities will contribute to their own development and that of others”.
According to Huddleston (2000), recruitment and marketing offices at HEIs are responsible for
developing and implementing student recruitment strategies based on well-established marketing
techniques such as setting enrollment targets, segmenting student markets, and executing integrated marketing
communications plans to reach potential students with relevant, personalized information that support
them in their decision-making process. They function as the first point of contact and represent a
HEI and its programs to future students (Hossler, 1999).
Hossler (1999) emphasizes that student recruitment is a process, which can be broken down into
several stages that prospective students move through before they become an official student at a
HEI. These stages have traditionally been conceptualized in the enrollment funnel (Perna, 2005), also
referred to as admissions funnel (Turner, 1978). Hence, a subsequent exploration of this model
contributes to a deeper understanding of the concept of student recruitment, which is needed to
fulfil the research aim.

2.1.3

The Enrollment Funnel: Understanding the Recruitment Process

Lewison and Hawes (2007) highlight that the enrollment funnel has long been a valued tool for
education marketers. The model is a visual representation of the sales process for student
recruitment from the marketer’s perspective and it draws upon well-established marketing models
such as the sales funnel (Howard & Sheth, 1969) and the hierarchy of effects model (Lavidge & Gary, 1961).
The enrollment funnel offers a conceptual framework for the journey a prospective student takes
during the recruitment process from the initial contact to the final enrollment (Bontrager, 2004). It
is based upon the widely accepted view in marketing that the consumer moves toward a purchase
through a staged process of events from initial awareness or discovery, to consideration and finally
the purchase decision, also referred to as the customer journey (Kotler & Keller, 2012).
According to the enrollment funnel, prospective students progress through five distinct stages on their
path to enrolling at a HEIs from (1) prospective student to (2) inquirer, (3) applicant, (4) admitted student
and finally (5) enrolled student (see Figure 2.2) (Turner, 1978; Perna, 2005). Following the metaphor of a
narrowing funnel, HEIs start by reaching out to a large pool of prospective students with the
number of prospects progressively decreasing at each successive stage in terms of who actually
submits an application, gets admitted, and who officially enrols (Perna, 2005).
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Figure'2.2:'The'Enrollment'Funnel!(Adapted(from(Turner,(1978;(Perna,(2005)'

According to Perna (2005), the enrollment funnel enables education-marketing practitioners to
develop a systematic approach to student recruitment by strategically linking marketing activity to
how students make educational decisions (Grandillo, 2003). An understanding of the student
enrollment journey based on the enrollment funnel can be used to design and measure recruitment
campaigns that are most effective to advance prospective students through each successive level of
the funnel (Jugenheimer, 1995). Hossler (1999) suggests that by analysing the prospective students'
changing communication needs at each stage of the funnel, education marketers can apply a mix of
marketing communication activities to achieve the best conversion rate for each stage (Bean &
Hossler, 1990). Table 2.1 elaborates on each of the five stages of the model.
'

Table'2.1:'The'5'Stages'of'the'Enrollment'Funnel'
Stage'1'E'Prospective'Students'
From! an! enrollment! funnel! perspective,! the! student! recruitment! process! begins! by! building( a! pool! of(
prospective(students!(Turner,!1978).!Prospective(students,(also!referred!to!as(suspects,!are!potential!students!
that!fall!within!a!HEI’s!target!market!and!who!might!enrol!for!a!study!program!(Copeland,!2009).'During!this!
stage,! marketing! communications! aimed! at! creating! awareness! and! interest,! as! well! as! establishing! an!
institutional!image!are!important!(Bontrager,!2004).!The!goal!is!to!drive!prospects!to!inquire!for!information!
or!to!directly!apply!for!a!study!program!(Gerdzhikov,!2015).!
Stage'2'–'Inquiries'
According!to!Copeland!(2009),!inquirers!are!prospective!students!that!have!expressed!an!interest!in!a!HEI!and!
where! an! initial! contact! with! the! institution! has! occurred! (e.g.( visiting( the( website,! emailing! or! visiting( an(
event).' An! inquiring! student! is! at! the! information! search! and! opinion! forming! stage.! Marketing!
communications!should!be!more!tailored!to!the!needs!of!the!individual!with!a!focus!on!persuasive!messages!
that!showcase!the!value!the!institution!offers.!The!goal!is!to!convert!inquirers!into!applicants!(Hossler,!1999).!
Stage'3'–'Applicants'
A! prospect! or! inquirer! turns! into! an! applicant! once! the! decision! to! apply! at! an! institution! has! been! made!
(Copeland,!2009).!At!this!stage!applicants!require!relevant!information!to!guide!them!through!the!application!
process.!Furthermore,!marketing!communications!need!to!continue!to!convince!applicants!to!enrol!with!the!
institution!once!they!get!admitted,!as!they!usually!apply!to!a!number!of!different!institutions.!The!goal!is!to!
provide! excellent! support! during! the! application! process! and! build! a! relationship! with! the! applicant!
(Gerdzhikov,!2015).!
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Stage'4'E'Admitted'Students'
An!applicant!reaches!the!admitted!student!stage!once!he!or!she!has!been!accepted!into!a!study!program.!This!
is! a! crucial! point! in! the! recruitment! process,! as! admitted! students! still! need! to! make! their! final! choice!
between! the! different! institutions! where! they! have! been! accepted! (Copeland,! 2009).! According! to! Hossler!
(1999),! personal! communication! about! financial! aid,! accommodation! and! other! services! that! help! admitted!
students! to! prepare! for! their! studies! are! important! to! positively! influence! the! decision.! The! goal! is! to! drive!
students!towards!making!the!commitment!to!officially!enrol!at!the!institution!(Gerdzhikov,!2015).!
Stage'5'E'Enrolled'Students'
The!final!stage!of!the!enrollment!funnel!is!reached!when!an!admitted!student!officially!commits!to!study!at!a!
HEI.'This!represents!the!endSgoal!of!the!student!recruitment!process,!when!a!prospective!student!turns!into!
an!enrolled!student!(Copeland,!2009;!Gerdzhikov,!2015).!At!this!stage!student!retention!activities!begin!and!
communications!focus!on!offering!a!quality!student!experience!(Maringe!&!Gibbs,!2009).!

2.1.4

Linking the Funnel to Student Decision-Making

To achieve the research purpose of this thesis the primary focus lies on the model of the enrollment
funnel (Figure 2.2) to explore the role that mobile marketing can take at each stage of the student
recruitment process. However, another useful perspective to understand the student journey to
enrol at a HEI is the student decision-making process (see Figure 2.3).
Chapman (1986) was amongst the first to apply the well-established purchase decision-making
model from buying behaviour theory (Kotler & Keller, 2012) to the context of education marketing by
suggesting that students will pass through five distinct stages when selecting an institution or
program of study. These stages include (1) pre-search behaviour, (2) search behaviour, (3) application
decision, (4) choice decision, and (5) registration.
Figure 2.3: The Student Decision-Making Process (Adapted from Chapman, 1986)

Firstly, the pre-search behaviour stage begins when a student recognizes a need or desire for higher
education. Secondly, the search behaviour stage involves an extensive and high-involvement search of
information to assess the best available options to satisfy the recognized educational need. This
stage is characterized by narrowing down a set of highly desirable HEIs from which a choice is
made. Thirdly, the application decision stage involves a student selecting a set of HEIs to which he or
she submits a formal application for admission. Fourthly, the choice decision stage refers to a student
choosing a specific HEI to attend from all those institutions to which a student is admitted. And
lastly, during the registration stage the student makes the official commitment to one HEI by
registering to begin studies (Chapman, 1986; Moogan, Baron & Harris, 1999; Maringe, 2006).
Maringe (2006) argues that from an education marketer’s perspective it is important to understand
how prospective students choose a HEI, as it contributes to developing more effective recruitment
strategies that match with the information needs of the potential student at each stage of their
decision-making process. Furthermore, it must be recognised that each stage of the student decisionmaking process can be directly related to the corresponding stage in the enrollment funnel, as seen from
an institutional perspective. This is illustrated in Table 2.2.
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Table'2.2:'Linking'Student'DecisionEMaking'with'the'Enrollment'Funnel'

!

STUDENT'DECISIONEMAKING'

THE'ENROLLMENT'FUNNEL'

PreESearch'Behaviour'
• (Student(recognizes(need/desire(for(HE!

Prospective'Students'
• !Create(awareness,(interest(&(inquiries(

Stage'2'

Search'Behaviour'
• !Student(shortlists(a(set(of(desirable(HEIs(

Inquiries'
• !Convert(inquirers(into(applicants(

Stage'3'

Application'Decision'
• !Student(decides(to(submit(application(

Applicants'
• !Support(application(process(&(build(relationship(

Stage'4'

Choice'Decision'
• !Student(makes(final(choice(where(to(study(

Admitted'Students'
• !Convert(admitted(into(enrolled(students(

Stage'5'

Registration'
• !Student(officially(registers(to(start(studies(

Enrolled'Students'
• !Ensure(student(officially(enrols(&(offer(support(

!

Source:(Chapman,(1986(

Source:(Turner,(1978;(Perna,(2005(

Stage'1'

2.2

Mobile Marketing Theory

In the Introduction chapter a lack of academic research on the use of mobile marketing for student
recruitment has been identified. Therefore, this thesis introduces mobile marketing theory to the
context of higher education marketing to achieve the research purpose.
Shankar and Balasubramanian (2009) point out that there has been a significant growth in academic
research on mobile marketing in recent years. One of the reasons that attracts researchers from
various fields to contribute to the growing body of knowledge on mobile marketing, according to
Varnali and Toker (2010), is the realization of its business potential for a wide variety of industries
and an increasing adoption by business practitioners. A number of researchers have published
literature reviews to summarize research findings in the field and to identify future research
opportunities (e.g. Leppäniemi et al., 2006; Shankar & Balasubramanian, 2009; Drossos & Giaglis,
2010; Varnali & Toker, 2010). It can be said that there is a general consensus that although the
literature on mobile marketing is growing, this research field is still new and underdeveloped.
According to Okazaki (2012), the concept of mobile marketing has its origins in the late 1990s with
direct messaging through short message service (SMS) as one of the first tools used for promotional
purposes. With the development of more sophisticated mobile technologies, like smartphones and
high-speed mobile broadband, many other mobile communication tools have emerged in recent
years (Krum, 2010). A growing number of companies are now managing commercial messages to
mobile device users (Okazaki, 2012). However, according to Pousttchi and Wiedemann (2010),
many still lack a deeper understanding of mobile marketing and how to effectively apply mobile
marketing tactics to their marketing communications mix. To establish a better understanding of
mobile marketing, the definition of this relatively new phenomenon needs to be further explored.
2.2.1

Definition of Mobile Marketing

When attempting to define the concept of mobile marketing it is important to highlight that
although the literature has developed substantially in recent years, an agreement on its
conceptualization is still lacking (Leppäniemi, et al. 2006; Smutkupt, Krairit & Esichaikul, 2010;
Varnali & Toker, 2010). There are conflicting views on what mobile marketing is and different
definitions of the phenomenon exist (Leppäniemi et al., 2006).
According to the Mobile Marketing Association (2009), mobile marketing can be broadly defined as
“a set of practices that enables organizations to communicate and engage with their audience in an interactive and
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relevant manner through and with any mobile device or network”. Dickinger, Haghirian, Murphy and Scharl
(2004, p.2) add to this by defining mobile marketing as “using interactive wireless media to provide
customers with time and location sensitive, personalized information that promotes goods, services and ideas, thereby
generating value for all stakeholders.”
For the purpose of this thesis, the definition developed by Leppäniemi et al. (2006) after a
comprehensive analysis of 21 existing definitions of mobile marketing is adopted. Leppäniemi et al.
(2006, p. 38) came to the conclusion that mobile marketing is simply “the use of the mobile medium as a
means of marketing communications.” According to this view, mobile marketing can be conceived as an
emerging field of marketing communications, which is complementary to traditional and online
marketing communications. The concept of mobile marketing encompasses a new set of two- and
multi-way communication tools that provide marketers with the unique ability to engage potential
and existing customers with highly targeted, direct, personalized, and interactive communications
through the medium of mobile devices and networks, independent of location and time
(Leppäniemi et al., 2006; Leppäniemi & Karjaluoto, 2008; Holland, 2010).
2.2.1.1

The Mobile Medium as Marketing Channel

When we refer to the mobile medium as a new marketing communications channel, we consider
engaging consumers over any web-enabled mobile device that is designed to be portable and usable on
the go and has the capability to connect to a wireless mobile network (Leppäniemi et al., 2006).
The three most relevant categories of mobile devices for the purposes of mobile marketing include
the smartphone, the feature phone and connected devices. A smartphone is a mobile device with advanced
computing capability and connectivity. Smartphones integrate phone capabilities with multimedia
technologies that provide users with multiple functionalities including Internet and social media
access, applications, e-mail and rich media content, such as music and video. As highlighted in
Chapter 1, the adoption of smartphones is growing rapidly worldwide and this allows marketers to
leverage new mobile media channels available on these devices (Becker & Arnold, 2010; Richmond,
2013; The Economist, 2015). However, the feature phone still remains the dominant type of mobile
handset in many markets worldwide. The capabilities of feature phones are limited in comparison
to smartphones, but marketers can still engage consumers through SMS and limited mobile Internet
(Becker & Arnold, 2010; Nosrati et al., 2012). The third category to consider is connected devices. This
includes all portable mobile devices that are able to connect to mobile networks, but that are
primarily not a phone. This includes tablet computers such as the Apple iPad, e-readers like Amazon
Kindle and gaming devices like PlayStation Portable (Becker & Arnold, 2010; Krum, 2010).
Mobile marketing also relies on mobile network technology. Mobile networks provide the infrastructure
to connect wirelessly to the Internet and to other telecommunication services through portable
devices from any location. As mobile network speed and capacity are evolving, new possibilities for
marketers to leverage the mobile medium for marketing communications are emerging. For
example, new 4G and 5G network technologies enable high-speed broadband Internet speeds over
mobile operator networks that create better user experiences on mobile devices for consuming richmedia content, such as video streaming. Additionally, the increasing availability of free public Wi-Fi
hotspots provides an alternative means for consumers to connect to the Internet with mobile devices
while being on the move (Leppäniemi et al., 2006; McDonald & Meldrum, 2013; Ericsson, 2014).
2.2.2

The Mobile Marketing Communications Mix

With the emergence of digital and mobile technologies, the marketing communications
environment has changed, and as previously mentioned, marketers now have the option to
combine a multitude of new communication tools to interact with consumers on mobile devices to
inform, persuade and remind them about products and services (Fill, 2009; Becker & Arnold,
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2010). The main categories of mobile marketing tools derived from literature include mobile-optimized
websites, mobile applications, mobile search marketing, mobile social media marketing, mobile advertising, SMS and
mobile instant messaging, mobile e-mail marketing, quick response codes, near-field communication, location-based
marketing and mobile analytics (Krum, 2010; Dushinski, 2012; Rowles, 2013). An overview of these
tools is provided in the Mobile Marketing Communications Mix as illustrated in Figure 2.4. It needs to be
acknowledged though that this list of tools is not meant to be conclusive. It is to be expected that
new forms of mobile marketing emerge as technology continues to evolve.
Figure'2.4:'The'Mobile'Marketing'Communications'Mix'

When considering how to best use the tools presented in the mobile marketing communications
mix to achieve marketing objectives, Pasqua and Elkin (2012) argue that although each mobile
marketing tool can be applied individually, more effective results can be achieved when combining
different tools based on an integrated marketing communications strategy (Leppäniemi, Karjaluoto,
Sinisalo & Salo, 2006). Rowles (2013) further emphasizes that similar to traditional and online
marketing communications, each mobile marketing tool has its unique characteristics and different
tools are more suitable for certain strategies and they are also most effective to achieve certain
communication objectives. For example, mobile advertising appears to be an effective tool to create
initial awareness and generate traffic to other brand properties, while a mobile-optimized website can
provide more detailed information and persuade consumers to make purchase decisions (Krum,
2010; Pasqua & Elkin, 2012). In order to choose the most effective mobile marketing
communications mix, marketers must understand the characteristics of each mobile marketing tool.
Hence, each of the different tools available to engage consumers through mobile devices is
subsequently discussed (see Table 2.3 on p.19 for an overview). This also provides the basis to analyse
the empirical findings, which are presented at a later stage of the report (section 4.2).
2.2.2.1

Mobile-optimized websites

Amirkhanpour et al. (2014) emphasize that the mobile Internet is a powerful new communication
channel that provides people with instant access from any location to a wealth of information and
services. Mobile devices are now the preferred medium to access the Internet (Murtagh, 2014), and
therefore having a mobile-optimized website can be considered an essential element of a mobile
marketing strategy (Pasqua & Elkin, 2012).
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According to Dushinski (2012), a website is the central hub where most people connect with an
organisation via the Internet. Additionally, a website also acts as a destination to which many other
marketing initiatives, such as SMS, email or mobile advertising campaigns, direct potential
customers (Rowles 2013). Rowles (2013) highlights that mobile devices are often constrained by
display size and require a different approach to how websites are designed. Marketers are therefore
challenged to consider the needs of mobile Internet users and provide the best possible usability
and viewing experience for their websites when accessed via multiple devices (Krum, 2010).
There are currently two leading technical solutions in order to optimize the mobile web experience:
responsive web design and a dedicated mobile website. Choosing a responsive web design approach means that
one website is developed that automatically adapts its layout based on the screen size of the device
it is viewed on. Alternatively, a dedicated mobile website is a mobile-specific version of a website that is
customized for optimal viewing on a mobile device. When using this approach, different versions
of a website are developed for a mobile phone, a tablet and a desktop PC. Finally, marketers can
also make use of unique mobile micro-sites or landing pages for the purpose of specific marketing
campaigns (Krum, 2010; Becker & Arnold, 2010; Dushinski, 2012).
2.2.2.2

Mobile Applications

As an addition to a mobile-optimized web presence, mobile applications (apps) can be used as a
supplementary mobile marketing tool. According to Hughes (2010) mobile apps are particularly
useful for customer relationship-building.
A mobile app can be downloaded from an app store and installed on a smartphone or tablet device.
Mobile apps can provide rich interactive experiences for mobile users by offering various
functionalities, such as communication, information, games and other multimedia features (Hughes,
2010; Hopkins & Turner, 2012). An effective app needs to deliver added value or utility beyond the
limitations of a mobile-optimized website to incentivise consumers to download and regularly use it
(Hughes, 2010; Hopkins & Turner, 2012). Furthermore, mobile apps allow marketers to send push
notifications directly to individual consumers on their mobile device (Hughes, 2010).
According to Rowles (2013) there are currently two distinct development standards available for
mobile apps: native apps and HTML5 web apps. A native app is developed for each mobile operating
system, such as iOS for Apple devices or Android and it needs to be downloaded and installed.
Alternatively, HTML5 web apps, can be accessed through mobile browsers and have the advantage
that one version works across all mobile devices (Dushinski, 2012).
2.2.2.3

Mobile Search Engine Marketing

Pasqua and Elkin (2012) call attention to mobile search as another essential element to consider in
mobile marketing. Search engines such as Google, Yahoo! and Bing are the primary access point to the
internet for users on any device. Searching is the way people find what they need on the Internet
and it is apparent that web search on mobile devices is growing exponentially (Dushinski, 2012).
Mobile search represents an increasingly important discovery channel for information about brands,
products and services. Rowles (2013) stresses that it is critical for a mobile website to rank high in
mobile search engines to be easily found. In order to achieve this, marketers need to engage in
mobile search engine marketing, which includes both mobile search engine optimization (SEO), as well as payper-click (PPC) search advertising. Mobile search engine marketing is essentially all about maximizing the
visibility of a website on search engines and therefore increase the number of website visitors
coming from mobile devices (Winer, 2009; Krum, 2010).
Mobile SEO is the process of applying SEO practices to get to the top of the organic search engine
results on mobile devices. Due to the limited screen space, there is less space available for organic
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search results, and the rest is reserved for PPC search ads. It is therefore even more important to
appear at the top to be visible (Krum, 2010; Dushinski, 2012). According to Rowles (2013) the core
rules of SEO are similar across both mobile and desktop searches, but the main difference is that
websites that provide a mobile-optimized user experience are ranked higher in mobile search results.
Mobile PPC search advertising refers to paid-for search ads, which are displayed in search results. Due
to the limitations of screen space, PPC ads are even more visible on mobile devices. That makes
mobile PPC ads an even more effective advertising tool compared to traditional PPC ads on
desktop devices. PPC is an auction-based system, based on the idea that the more you are willing to
pay per click the more views an ad will get. With PPC search ads companies can instantly be
number one in the search rankings if they are willing to bid more money per click then the
competition (Rowles, 2013; Chaffey & Smith, 2013).
2.2.2.4

Mobile Advertising

Ferris (2007) highlights that due to the increasing time that people spend consuming media on
mobile devices, there are a multitude of opportunities for advertisers to catch the attention of
mobile users. Besides mobile PPC search advertising, as defined in the previous section, there are a
number of other forms of mobile advertising to reach prospective customers including mobile display
advertising, mobile video advertising, as well as mobile social media advertising (discussed in section 2.2.3.5)
(Laszlo, 2009; Krum, 2010). Dushinski (2012) states that mobile advertising can be displayed on
mobile websites, in mobile apps, during mobile downloads, during mobile videos (e.g. on Youtube) or
in mobile e-mails (Krum, 2010). Advertising through mobile apps, referred to as in-app advertising, is
the most recent and fasted growing form of mobile advertising, according to Grant (2014).
There are three key advantages of mobile advertising. Firstly, advertisers have access to very precise
targeting criteria, including for example the ability to place ads based on demographics, location-based
criteria, type of device, operating system, mobile network provider and categories of content within a website or
app (Vatanparast & Asil, 2007; Dushinski, 2012). Secondly, the performance of mobile advertising
can be measured and optimized in real-time for the best possible return on investment. And thirdly,
mobile advertising is an effective tool to encourage users to take immediate action by integrating
call-to-actions such as directing users to a campaign specific landing page, to an automatic app
download or to start an instant call (Krum, 2010; Pasqua & Elkin, 2012).
2.2.2.5

Mobile Social Media Marketing

Pasqua and Elkin (2012) furthermore point out that social media, particularly social networks, have
established themselves as an important platform for communication between consumers and
brands. For the purpose of mobile marketing, it is important to recognize that consumers
increasingly use their mobile devices to access social media. Richmond (2013) highlights that the
time spent using social media is now the second largest activity on smartphones, after browsing the
Internet. Facebook, Twitter and LinkedIn are by far the world's largest social networks and these three
platforms represent the majority of time spent for mobile social networking (Chaffey & Smith,
2013; Cohen, 2015). Cohen (2015) states that nearly one billion unique users access Facebook via
mobile phones on a monthly basis. This illustrates that social media on mobile offers a huge
potential for organizations to engage with customers and prospects (Dushinski, 2012).
Segreto (2010) emphasizes that as mobile social media use is growing, it is necessary for marketers
to optimize the user experience when interacting with social media content on mobile devices.
Marketers need to consider the differences in the social media experience when accessed in a
mobile app or through a mobile browser compared to a desktop version. Mobile social media marketing
therefore includes the process of optimizing social media content for mobile by simplifying the
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content in social posts and by ensuring that text, imagery and links are correctly displayed.
Furthermore, when including links that direct users to other useful content, these destinations
should also be optimized for mobile users (Dushinski, 2012; Rowles, 2013).
According to Rowles (2013), social media platforms like Facebook have also started to provide paid
advertising options to monetize their mobile audiences. As the technology for mobile advertising
through social media is becoming increasingly sophisticated, mobile social media advertising represents a
new cost-effective tool to reach a large audience, as well as to run highly targeted campaigns
(McDonald & Meldrum, 2013).
2.2.2.6

SMS & Mobile Instant Messaging

McDonald and Meldrum (2013) highlight the enduring relevance of short message service (SMS), also
referred to as text messaging, for mobile marketing purposes. SMS originally emerged in the early
1990s as a technology to send and receive text-only messages on a mobile phone and according to
Pasqua and Elkin (2012), SMS remains the most widely used service for mobile users to
communicate worldwide. Virtually all smartphones and feature phones have the capability to send
and receive SMS messages and this indicates a significant opportunity for marketers to reach the
widest possible mobile audience on a global scale combined with the ability to engage with
consumers directly and instantly (Okazaki, 2012; Kern, 2014).
SMS messaging provides a direct marketing channel for sending alerts and reminders directly to
individual consumers, as well as for engaging them in sales promotions such as offering discount
vouchers. SMS can also include links that encourage people to visit a mobile website, download an
app, or call a phone number (Becker & Arnold, 2010; Holland, 2010). Statistics show that over 90
per cent of SMS messages are opened within the first three minutes of being received, which makes
SMS marketing a highly effective channel for marketing campaigns (Rowles, 2013). Dushinski
(2012) asserts that SMS has traditionally been a contested tool due to the spam-like and intrusive
nature of receiving marketing-related messages on a private mobile phone. Nonetheless, Kern
(2014) highlights that consumer attitudes towards SMS marketing are changing. He points to
findings from a SAP survey, which revealed that 62% of consumers have an interest to use SMS
more to communicate with organizations. Irrespective of this trend, Holland (2010) states that for
SMS marketing to be effective, it should only be targeted at users who have expressed their interest
in receiving SMS. The process of gaining permission is referred to as “opt-in” (Rowles, 2013).
While text messaging is still a growing market globally, traditional SMS is increasingly challenged by
mobile instant messaging (MIM) apps such as WhatsApp, Skype, Facebook Messenger, and iMessage, which
are available on smartphone and tablet devices (Rundle, 2013; Calladine, 2014). According to
Johnson (2011), MIM refers to real-time text-based communication between two or more people,
which is transmitted over the Internet using a mobile data connection, rather then using the SMS
service. Rundle (2013) highlights that in 2013, the amount of mobile instant messages overtook
SMS for the first time, and forecasts predict that 75% of all mobile messaging will be instant
messaging by 2018. This significant growth in MIM provides marketers with a variety of new twoway communication channels to establish personal one-to-one “conversations” with consumers
(Calladine, 2014). Calladine (2014) suggests that MIM is particularly suitable for engaging with
individual consumers to offer advice and support.
2.2.2.7

Mobile E-Mail Marketing

Although social media, SMS and MIM are increasingly popular communication channels, Arno (2014)
underlines that email remains the primary means of direct communication between business and
consumer. Consequently, e-mail marketing presents a powerful tool to send personal and direct
promotional messages, as well as to nurture customer relationships (Chaffey & Smith, 2013).
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It needs to be considered though that with the increase in smartphone usage, the environment for
email marketing has changed. According to Amirkhanpour et al. (2014), mobile devices are now the
preferred platform to check e-mails, as emails are easily accessible on the go through a mobile
Internet browser or via an e-mail app (Becker & Arnold, 2010). Dushinski (2012) emphasizes that
delivering e-mail messages directly to mobile devices has further improved the effectiveness of email marketing, because users can be reached independent of location and they receive an instant
notification when a new email arrives.
Due to the growth of mobile e-mail access, it is has become imperative for marketers to optimize
their e-mail campaigns for mobile devices (Amirkhanpour et al., 2014). Mobile e-mail marketing
focuses on designing e-mails and developing content for optimal usability on small mobile screens
(Dushinski, 2012). A responsive design approach is increasingly becoming standard practice and email
service providers like Mail Chimp and Constant Contact automatically optimize emails to be viewed on
different devices (Arno, 2014). Furthermore, users need to be able to easily take action on an e-mail
using any device. Therefore, it is essential to integrate clear and simple mobile calls-to-action that
are easily clickable in order to drive an immediate customer response (Becker & Arnold, 2010).
2.2.2.8

QR Codes, NFC & Location-based Marketing

Hopkins and Turner (2012) point out that interactive mobile technologies, among them quick
response codes, near-field communication, and location-based marketing, enable marketers to increasingly
connect the “offline” world with the “online” world by integrating traditional media with instant
access to digital content on mobile devices (Chan, 2011).
Firstly, Rowles (2013) highlights that with the emergence of smartphones, quick response (QR) codes
became a cost-effective tool to enhance traditional print advertising by enabling consumers to take
immediate action and quickly access additional information through their mobile devices (Pasqua &
Elkin, 2012). A QR code is a two-dimensional square barcode, which can be scanned using an app on
a mobile device (Chan 2011). When scanning a QR code various actions can be triggered such as
launching a website, downloading an app or accessing contact details (Pasqua & Elkin, 2012).
Strout (2013) argues though that consumer support for QR codes is declining and the fact that they
need to download and use a third-party scanning app remains a barrier for adoption (Chan, 2011).
Secondly, near-field communication (NFC) is a new technology, which has emerged over the last years
and that could according to Rowles (2013) replace QR codes in the future. NFC-enabled
smartphones can transfer data when brought into close proximity to NFC tags that are embedded in
objects in the offline world (Pasqua & Elkin, 2012). Hopkins and Turner (2012) suggest that NFC
tags may be included in marketing materials such as posters, billboards or magazine pages. A simple
touch of the NFC-enabled marketing material with a mobile device can trigger actions such as
launching a website, downloading a mobile app or directing a user to a video (Rowles, 2013). Chan
(2011) emphasizes though that NFC marketing is still limited by the fact that the technology is only
available in the latest generation of smartphones.
Thirdly, the evolution of geo-location technology (e.g. GPS), that enables mobile devices to track a
user's location in real time, provides marketers with new ways to reach their audiences through
Location-based Marketing (LBM) (Dhar & Varshney, 2011). LBM makes use of technologies such as
Bluethooth, Wifi, NFC, and iBeacon to target location-specific messages to mobile users in nearby
proximity (Ferris, 2007; Dhar & Varshney, 2011). According to Dushinski (2012), another tool for
LBM is geo-fencing, which refers to the creation of a “virtual fence" around a desired geographic area
to deliver push notifications or SMS to anyone who enters the area with their mobile device. Stolle
(2014) argues that LBM presents opportunities to engage consumers with highly relevant and timely
messages. For example, potential customers can be notified about nearby promotions or events
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while they are in close proximity to a store or venue (Baus, 2014). Rowles (2013) suggests that LBM
leads to better ROI, due to its highly contextual nature.
2.2.2.9

Mobile Analytics

The last but nonetheless essential tool to be discussed is mobile analytics. According to Chaffey &
Patron (2012), one of the greatest benefits of digital and mobile marketing compared to traditional
marketing is the ability to gain detailed insights into the effectiveness of marketing campaigns in
real-time. Mobile analytics technology provides a means for marketers to measure and optimize the
performance of mobile marketing campaigns against marketing objectives and to understand the
return on investment (ROI) of mobile marketing expenditure (Kaushik, 2007; Rowles, 2013).
As digital technology has evolved, new means to track the performance of mobile marketing have
become available. Mobile analytics tools offered by third-party providers such as Google Analytics, Google
Adwords or Flurry Analytics provide detailed performance statistics in real-time for mobile advertising,
search, social media, as well as SMS and email campaigns (Hemann & Burbary, 2013; Rowles, 2013).
According to Kaushik (2007), marketers need to set specific conversion goals to measure the success
of mobile marketing campaigns. Conversion goals define specific measurable actions that mobile users
should perform as the objective of a marketing campaign. Such conversion goals include for
example clicking on an ad to visit a website, filling in a lead generation form, downloading a mobile
app or making a purchase (Krum, 2010). Furthermore, Hemann and Burbary (2013) put forward
that marketers must be able to analyse analytics data across a number of key performance indicators
such as open rates, click-through rates, conversion rates, website visits and bounce rates, and use these insights
to evaluate which mobile marketing activities work most effectively to achieve defined conversion
goals with the highest ROI (Chaffey & Patron, 2012; Rowles, 2013).
Table'2.3:'An'Overview'of'Mobile'Marketing'Tools'
MobileEoptimized'Website!

• Responsive!or!Dedicated!Web!Design!
• Mobile!MicroSsites!or!Landing!pages!

Mobile'Applications'

• Native!or!HTML5!Web!Applications!
• Push!Notifications!

Mobile'Search'Marketing'

• Mobile!Search!Engine!Optimization!(mSEO)!
• Mobile!Search!Advertising!(mPPC)!

Mobile'Advertising'

• Mobile!Display/Banner!Advertising!
• Mobile!InSApp!Advertising!
• Mobile!Video!Advertising!

Mobile'Social'Media'Marketing'

• MobileSoptimized!Social!Media!Content!
• Social!Media!Advertising!targeting!Mobile!Users!

SMS'&'Mobile'Instant'Messaging'

• Push!Messaging!
• Reminders!&!Notifications!
• OneStoSone!Conversations!

Mobile'Email'Marketing'

• MobileSoptimized!Email!Campaigns!
• Responsive!Email!Design!

QR'Codes'&'NearEField'Communication'

• Enhance!Traditional!Marketing!with!Mobile!Direct!
Response!(QR(Codes(&(NFC(Tags)!

LocationEBased'Marketing'

• Proximity!Push!Messaging!
• GeoSFencing!Campaigns!

Mobile'Analytics'

• Analytics!tools!(e.g.!Google!&!Flurry!Analytics)!
• Measure!&!Optimize!Mobile!Campaigns!for!highest!ROI!
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Preliminary Conceptual Model

It needs to be recognized that prior to this study no coherent theoretical framework existed that
integrated mobile marketing theory with higher education marketing theory. Hence, the previously outlined
theoretical framework was constructed as a foundation for achieving the research purpose of
exploring how and for what purpose mobile marketing can be used to support the student
recruitment efforts of HEIs.
From the review of existing literature, 10 major categories of mobile marketing tools have been
revealed (see Figure 2.4). Furthermore, five distinct stages of the student recruitment process were
identified, as conceptualized in the model of the enrollment funnel (see Figure 2.2). Based on this
theoretical framework a preliminary conceptual model (Figure 2.5) was developed that combines the
theory on mobile marketing tools with the enrollment funnel. This preliminary model provides direction
for the empirical data collection and offers a basis for the subsequent analysis.
To understand the relationships between the theoretical concepts depicted in the preliminary
model, an empirical investigation is required to gain insights on how mobile marketing is practiced
at HEIs from an institutional perspective. Through an empirical study, the authors attempt to learn
about how each mobile marketing tool can be used in the context of student recruitment for HEIs in general,
followed by an exploration of how mobile marketing tools can be applied to the different stages of the enrollment
funnel. In the subsequent analysis, the empirical findings are compared to the theoretical framework
with the aim to clarify the relationships among the illustrated concepts. This contributes to the
development of a more refined model of mobile marketing for student recruitment.
Figure'2.5:'Preliminary'Conceptual'Model'of'Mobile'Marketing'for'Student'Recruitment'
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METHODOLOGY & METHOD

The following chapter presents the research design that was adopted for the empirical study of this thesis. This provides
a logical structure and argumentation for how the research has been conducted in order to gain meaningful knowledge
relevant to fulfilling the overall research purpose. Firstly, the methodological choices are discussed in relation to the
research purpose by defining the underlying philosophy of science, the nature of the research and the specific research
approach. This is followed by a detailed explanation of the chosen research strategy, as well as the appropriate
methods and techniques applied for sampling, data collection and data analysis. Lastly, an assessment of the research
quality, as well as ethical considerations concludes the chapter.

3.1

Research Philosophy

This study adopted the interpretivist paradigm as the epistemological starting point for building
knowledge that fulfils the research purpose. Since the study’s focus was to explore mobile marketing
practices in the IHE industry, the authors investigated organizational practices at HEIs from the
point of view of student recruitment and marketing managers. Thereby, the aim was to understand
how HEIs apply mobile marketing to recruit students from the accounts and perspectives of the
people directly involved in the planning and implementation of those marketing activities.
Interpretivist approaches to research are underpinned by a subjectivist ontology, which suggests that
reality is socially constructed (Williamson, 2002). Such a worldview recognizes the importance of
human sensemaking based on the creation of subjective meaning and it acknowledges that truth is a
relative concept that dependents on an individual’s perspective (Saunders, Lewis & Thornhill, 2009;
Yin, 2009). Saunders et al. (2009, p. 110) emphasize that from a subjectivist view “social phenomena
are created from the perceptions and consequent actions of social actors”.
According to Cassell and Symon (2004), adopting an interpretivist stance is well suited for
organisational and management research that aims to obtain a deep understanding of how and why
things happen in relation to complex and unique processes and practices. Weick (1995) states that
managers generally shape their environment by constructing interpretations, which then influence
their decision-making and actions. Hirschman (1986) adds to this by arguing that the practice of
marketing in organisations can be viewed as a socially constructed phenomenon.
Hence, the interpretive approach taken in this study emphasized the creation of new knowledge from
an organisational perspective by uncovering how education-marketing managers at HEIs interpret
and enact mobile marketing concepts for student recruitment (Cassell & Symon, 2004). The
authors’ benefited from this approach by gaining access to the internal knowledge structures of
practitioners at HEIs who are early adopters in the field. This provided a source of rich-data, which
served as a means to answer the research question (Daft & Weick, 1984; Bricki & Green, 2007).

3.2
3.2.1

Research Approach
Exploratory Nature of Research

In an effort to fill a research gap, the nature of the empirical study conducted for this thesis was
exploratory. The choice of an exploratory study design was justified due to the scarcity of relevant
previous research that addressed the application of mobile marketing within the higher education
sector (Gill & Johnson, 2002). Hence, a lack of knowledge about this new phenomenon existed.
By introducing a mobile marketing perspective to the field of higher education marketing research the
authors sought to contribute new knowledge about the under-researched phenomenon of mobile
marketing for student recruitment and provide a basis for future studies (Bricki & Green, 2007).
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Robson (2011, p. 59) highlights that an exploratory study enables researchers to find out “what is
happening; to seek new insights; to ask questions and to assess phenomena in a new light“. Therefore, the
exploratory approach was most suitable to achieve the research purpose of this thesis, as it enabled
the authors to gain novel insights and develop new knowledge about how and why mobile
marketing can be used by HEIs to recruit students (Cassell & Symon, 2004).
3.2.2

Abductive Reasoning

The exploratory nature of this study combined with an interpretivist philosophy resulted in the
choice of adopting an abductive research approach. According to scholars such as Dubois and Gadde
(2002) and Van Maanen, Sörensen and Mitchell (2007), an abductive research process is
characterised by a continuous movement between theory and empirical data that combines
induction (theory building) and deduction (theory testing).
Dubois and Gadde (2002) emphasize that the abductive approach is particularly suitable when
introducing existing theory to an unexplored area of inquiry in order to discover new patterns and
relationships that contribute to the development of theory. This made abduction an appropriate
choice, as the research gap addressed in this thesis called for established mobile marketing concepts
to be introduced to the field of higher education marketing to fulfil the research purpose. Contrary
to purely inductive research, abductive reasoning enabled the authors to make use of existing theory
and concepts as a means to investigate the application of mobile marketing in the yet unexplored
context of student recruitment in higher education (Tavory & Timmermans, 2014).
The starting point of the research was a systematic literature review to construct a theoretical
framework. Based on this framework a preliminary conceptual model was developed that integrates
existing theory on mobile marketing tools with the concept of the enrollment funnel. Subsequently,
an inductively driven empirical investigation was conducted to gain access to novel insights about the
studied phenomenon. In alignment with abductive reasoning, the preliminary model guided the
authors approach to the data collection and analysis, while keeping the flexibility to uncover new
and unexpected findings (Alvesson & Kärreman, 2007). As suggested by Dubois and Gradde
(2002), the authors systematically integrated the empirical findings with the theoretical framework,
and as a result, the preliminary conceptual model was further refined and expanded according to
what was discovered during the data collection process, as well as through the analysis and
interpretation. Consequently, the abductive approach benefited this study by enabling the authors
to use both established theories and new empirical insights as tools to develop new theoretical
propositions for mobile marketing practice in HEIs (Tavory & Timmermans, 2014).

3.3
3.3.1

Research Design
Qualitative Multi-Method Study

A qualitative multi-method study was conducted to achieve the research objectives of this thesis. This is
in cohesion with the exploratory and interpretivist nature of the research, as qualitative methods are,
according to Denzin and Lincoln (2011), focused on making sense of socially constructed processes
and meanings and are therefore, especially useful in the exploratory stages of theory development.
Applying a qualitative research design was deemed as most appropriate given the under-researched
context of the study. It enabled the authors to empirically investigate the phenomenon of mobile
marketing within the real life context of HEIs and by doing so collect rich and detailed information
on how education-marketing practitioners perceive and manage mobile marketing in the context of
student recruitment (Eisenhardt & Graebner, 2007; Strauss & Corbin, 2014). Furthermore, by
combining multiple qualitative methods such as semi-structured interviews and document analysis (details in
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section 3.4), access to detailed information from different perspectives was obtained (Saunders et al.,
2009). This triangulation of data sources benefited the study as it provided a more comprehensive view
of organizational practices and adds credibility to the overall results (Bricki & Green, 2007).
3.3.2

Case Study Strategy

More specifically this qualitative study used a collective case study strategy to explore exemplary
characteristics of mobile marketing practice in HEIs, through detailed discussions with 10 universities
and 4 education-marketing agencies, and thereby progressed the understanding of opportunities for using
mobile marketing for student recruitment.
In alignment with the research purpose, the authors chose an exploratory case study design (Yin, 2009),
also referred to as instrumental case studies (Stage, 1995), to conduct an empirical investigation of the
research topic from an organisational perspective. This provided the authors with a tool to answer
the research question by studying a contemporary phenomenon (mobile marketing) within its unique
context (student recruitment management in HEIs) (Eisenhardt & Graebner, 2007). Eisenhardt (1989)
and Yin (2009) support this choice by highlighting that exploratory case study research is a valuable
approach for theory building where little is known about a phenomenon, as is the case with mobile
marketing for student recruitment.
Kohlbacher (2006) further advocates that case studies are particularly suitable for organizational
research in order to gain a holistic and meaningful understanding of complex and unique real-life
events, such as the marketing practices enacted in HEIs (Yin, 2009). This helped the authors to
shed light on organisational practices that are not well documented and defined, by accessing the
knowledge of actors within universities and marketing agencies who actually strategize, make
decisions, and execute mobile marketing initiatives (Kohlbacher, 2006; Baxter & Jack, 2008).
A deliberate choice was made to conduct a collective case study, with a purposive sample of selected
universities and education marketing agencies as holistic cases (details on sample selection in section
3.4.1). The use of multiple cases enhanced the authors’ ability to explore varying uses of mobile
marketing across different organisations, which contributed to a broader exploration of the research
question and consequently a more holistic understanding of the studied phenomenon (Stake, 1995;
Yin, 2009). Furthermore, the ability to synthesize the findings from different data sources has been
beneficial to reveal diverse facets of mobile marketing for student recruitment from different
perspectives and therefore provided a stronger base for theory building (Eisenhardt, 1989; Baxter &
Jack, 2008). Finally, the varied empirical evidence from multiple cases also enhanced data
credibility, as according to Yin (2009, p. 92) findings from case study research are ‘‘much more
convincing and accurate if it is based on several different sources of information following a corroborative mode”.
3.3.3

Time Horizon

When considering the purpose of the thesis and the given time constraints of the empirical study, it
was deemed most appropriate to implement a cross sectional study design, which according to Saunders
et al. (2009, p. 155), provides researchers with the means to “study a particular phenomenon (or
phenomena) at a particular time”. This approach enabled the authors to collect a broad amount of data
about the studied phenomenon within a relatively short timeframe and with limited resources (Yin,
2009). Hence, the cross sectional design facilitated the development of a detailed understanding of
existing organisational practices of mobile marketing for student recruitment, which were highly
relevant at the particular point in time when the study was conducted (Williamson, 2002).
Interviews took place over a three months period from March to May 2015.
Furthermore, the research question did not warrant the need for a longitudinal study, which enables
researchers to study change and development over longer time periods (Saunders et al., 2009).
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However, the limitation of a single cross-sectional study is that it does not account for change in
organisational mobile marketing practices over time. Hence, the value of the knowledge generated needs
to be evaluated relative to the point in time when the study was conducted (Gill & Johnson, 2002).

3.4
3.4.1

Data Collection
Sampling & Case Selection

Following the recommendations for exploratory case study research by Eisenhardt (1989) and Miles
and Huberman (1994), a purposive sampling approach, also known as judgmental sampling, was used as a
type of non-probability sampling to identify and select cases for this study based on their particular
suitability for revealing insights that contributed to fulfilling the research purpose.
The research sought to investigate examples of mobile marketing practice for student recruitment,
which could be integrated into exemplary knowledge that may be transferable across the IHE
sector. Rather then aiming for a statistically representative sample, the focus was on deliberately
choosing HEIs that could be categorized as early adopters of mobile marketing, and whose experiences
can be used to champion mobile marketing practice in other HEIs. Furthermore, education-marketing
agencies were identified as additional sources of expert knowledge about the subject.
To narrow our search for suitable cases, the authors defined a number of selection criteria, as
suggested by Patton (2002):
• Geographic Coverage: A conscious decision was made not to limit the research territory to a
particular geography. The study was conducted in an international context to maximize the
possibility to identify exemplary cases of mobile marketing practice. Hence, the geographic
coverage was mainly determined by the locations that the exemplary HEIs happened to occupy.
This resulted in the majority of prospective cases being located in the major English-speaking
markets (e.g. the UK, Canada and Australia). The rational behind this is that HEIs in the anglosphere
nations generally have a stronger market-orientation and proactively pioneer innovative
marketing approaches due to a long history of marketization of higher education (Marginson,
2006; Molesworth, Scullion & Nixon, 2011; Fisher, 2014)
• Type of HEIs: The sample frame included both public and private universities. Universities provided
a rich context for understanding the phenomenon under study and it was anticipated that an
exploration of a well-established industry segment would reveal useful insights that may be
applicable across other education sectors.
• International Orientation: Cases were shortlisted based on the criteria that the HEIs offered
academic programs to domestic and international students with the official language of tuition
being English. English has become the lingua franca in IHE and is therefore a primary indicator
of the international orientation of an institution (Wilkins & Urbanovič, 2014).
• Official Recruitment or Marketing Function: Selected cases have established recruitment or marketing
departments where key informants could be identified.'
The identification and selection of cases took place in three ways:
Firstly, the authors shortlisted 10 education marketing agencies that offer mobile marketing services
located in the UK, Canada and the US based on an online search and subsequent screening of
company websites. From this list four agencies agreed to take part in interviews, during which the
authors made use of the snowball sampling technique (Saunders et al, 2009) by asking the interviewees
for referrals of HEIs they work with and who they considered to be suitable cases for the study.
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The agency participants then approached prospective interviewees at selected HEIs on behalf of
the authors to inquire about their willingness to participate in the study.
Secondly, additional cases known for mobile marketing activities were identified based on
recommendations from well-established industry associations including the International Association of
Universities, the European Association for International Education and the European University Association.
Thirdly, we asked each interviewee at the participating HEIs to recommend other colleagues and
institutions that could add value to the research. Through this process other relevant actors were
identified and participants were willing to help set up interviews with them.
The described sampling process resulted in a total of 30 universities across the UK, the US, Canada,
Australia and Europe which were approached to take part in the research. After pre-screening calls,
a final sample of 10 universities from the UK, Australia, Canada, Sweden and Holland participated
in the study. The initial response across all prospective participants was characterised by a genuine
interest in the research and a desire to learn from the study outcomes. This is best illustrated by
statements such as: "Your research sounds very interesting and the area you are exploring is extremely relevant
today" (University C, Canada). Nonetheless some universities could not participate due to availability
of time, willingness to disclose sensitive data or a still limited experience with mobile marketing.
3.4.2

The Data Collection Process

To gain a rich understanding of the phenomenon of mobile marketing for student recruitment this
study used a multi-method approach to collect qualitative data (Saunders, et al., 2009). The findings of
this thesis are the outcome of a combination of both primary and secondary data from semi-structured
interviews and document analysis. The data collection followed a sequential three-stage process:
Stage 1: Semi-Structured Interviews with Education Marketing Agencies
The first stage involved four subject-expert interviews with practitioners at education marketing agencies
who specialise in managing digital marketing campaigns for HEIs. This particularly included
agencies that provide mobile marketing services. Gaining access to the knowledge of a small group
of subject-matter experts provided preliminary insights into the mobile marketing process for
student recruitment. The findings were used to expand the theoretical framework and to develop the
interview guide for the subsequent interviews at selected universities (Cassell & Symon, 2004).
Stage 2: Semi-Structured Interviews with Universities
The second stage of the data collection process included semi-structured interviews with marketing
and student recruitment managers at a larger sample of selected universities. Follow-up e-mails also
added clarification during the interpretation process.
Stage 3: Document Analysis
During the third stage of the data collection process, secondary data was collected through
qualitative document analysis, including practitioner and agency blogs and websites, business
publications such as whitepapers, and other published materials. This data was useful to
substantiate, interpret and validate the findings from the interviews (Bowen, 2009).
The three-stage process of data collection benefited this study by providing access to rich
data from multiple perspectives. Findings from each stage are integrated for a broader
interpretation, which provided a richer view of organizational reality (Shenton, 2004) and therefore
helped to adequately answer the research question. In the following sections a detailed description
of the primary and secondary data collection techniques is provided.
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Semi-Structured Interviews

Semi-structured interviews with key informants from each case were conducted as the primary data
collection method of this study. This method was particularly suitable as it provided a means for
the authors to explore the “how and why” research question of this thesis through the microperspective of individual actors inside universities and education-marketing agencies who are
directly involved in strategizing and executing student recruitment initiatives (Johnson, Melin, &
Whittington, 2003; DiCicco-Bloom & Crabtree, 2006). Through in-depth discussions and follow-up
questions the authors were able to elicit the interviewees’ internal knowledge about the unique
mobile marketing practices of each case, which would otherwise have been difficult to uncover
(Kohlbacher, 2006; Kvale & Brinkmann, 2014). Furthermore, as highlighted by Stake (1995),
interviews benefited the study by aggregating knowledge from multiple respondents with each
interviewee contributing their unique perspective. This helped to broadly explore multiple views of
how and for what purpose mobile marketing tools can be used for student recruitment. In addition,
using semi-structured interviews enabled the authors to follow a broad structure of open-ended
questions to ensure that all critical topics were covered to answer the research question, while also
allowing for enough flexibility for interviewees to speak freely and to bring up other interesting
points (Cassell & Symon, 2004; Denzin & Lincoln, 2011).
3.4.3.1

Interview Participants

As suggested by Eisenhardt and Graebner (2007), key informants with first hand knowledge about
the use of mobile marketing for student recruitment were selected from each university and agency
to participate in the qualitative interviews. These informants included current organizational actors
responsible for recruitment and marketing activities at 10 universities and 4 education-marketing
agencies from the UK, Canada, Australia, Sweden and Holland.
The authors originally planned a total of 12 qualitative interviews to achieve “data saturation” based on
the recommendations by Guest, Bunce & Johnson (2006). But due to the strong interest in the
research it was possible to conduct more interviews, which added depth to the findings. In the end,
16 semi-structured interviews were conducted over a period of four months from February to May 2015.
The interviews lasted from 26 up to 75 minutes. An overview is presented in Appendix 1 (p.74).
12 interview respondents worked at university recruitment or marketing offices. Some examples of
the job titles held by respondents include Student Recruitment Manager, Head of International Recruitment,
Head of Marketing, Digital Marketing Manager and Head of Digital. Furthermore, four respondents were
education-marketing agency experts who specialize in digital and mobile communications for higher
education marketing. This included an International Account Manager, a Head of Digital Media &
Technology, a Managing Director and a CEO. Because the interviews were conducted on the basis of
confidentiality, the names of the interviewees and their respective universities or agencies are not
disclosed. Instead, the universities and agencies are categorised by alphabetical letter and their
country of origin (e.g. University A, UK or Agency D, Canada).
3.4.3.2

Preparing the Interviews

In preparation for the semi-structured interviews the authors developed an interview guide (see
Appendix 2) with a predefined set of open-ended questions to guide the discussions with informants
(McCracken, 1988). The interview guide was important in that it helped the interviewer to focus the
discussion during the interviews on the important aspects to answer the research question, while at
the same time allowing the interviewees to elaborate freely and express their knowledge and
opinions about the use of mobile marketing for student recruitment (Saunders et al., 2009).
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The interview guide consisted of a series of questions that were designed based on themes and
concepts derived from the previously constructed theoretical framework. In that respect, the data
collection was guided primarily by mobile marketing concepts from existing literature, as well as the
model of the enrollment funnel, as illustrated in the preliminary conceptual model (see p.20) (Eisenhardt,
1989). It needs to be recognized though that the interview guide was developed iteratively, as the
data collection progressed and more insights into aspects of mobile marketing for student
recruitment were gained. This process meant that questions and follow-ups differed to some extend
between the various interviews that were conducted (Strauss & Corbin, 2014).
The interviews were guided by the following themes:
1) General opening: The interviews began with more broad and general questions first to get an
unbiased perspective about the role of mobile marketing for student recruitment, the strategy to
reach students on mobile devices and reasons for why mobile marketing is used.
2) Mobile marketing tools used for student recruitment: This was followed by more specific questions
regarding what mobile marketing tools are currently being used to recruit new students and their
purpose and benefits.
3) The use of mobile marketing in the student recruitment process: Subsequently, questions were asked to
understand how mobile marketing tools are used at the different stages of the enrollment funnel.
4) Results from mobile marketing for student recruitment: This theme was focused on understanding the
effectiveness of mobile marketing activities in comparison to other marketing channels.
5) The future of mobile student recruitment: In the end interviewees were asked to provide their opinion
about the role of mobile marketing for student recruitment in the future, as well as their plans for
using mobile marketing in the medium- and long-term.
Prior to commencing the empirical study, the interview guide was revised based on feedback from
the thesis supervisor. Also, a pilot interview was conducted with a marketing manager at an international
language school. The aim was to test the questions to identify any potential for confusion or
misinterpretation (Barriball & While, 1994). Subsequently, further modifications were required.
3.4.3.3

Conducting the Interviews

For this thesis the authors conducted two interviews in person and 14 interviews through video
calls using Skype. Furthermore, all interviews were conducted in English to avoid any translation
issues or misunderstandings. An overview of the interview process is provided in Table 3.3.
The use of video-conferencing technology to conduct the interviews was chosen as the most effective
means of communication due to the wide dispersion of participants across different countries.
Although conducting in-person interviews would have been the preferred method, using video calls was
an appropriate alternative as the researchers still had face-to-face interactions with the interviewees
(Sedgwick & Spiers, 2009). This enabled the authors to also observe non-verbal cues such as facial
expressions and gestures, which helped to interpret the answers and evaluate whether questions
were understood correctly. It also added to the level of trust between interviewer and interviewee,
which was particularly important when discussing sensitive issues (Kvale & Brinkmann, 2014).
Prior to the actual interviews, pre-screening phone calls and emails served as a valuable means to
explain the research purpose and to develop a level of trust with respondents. Furthermore, before
each interview the authors familiarized themselves with the university background and searched for
information about student recruitment and marketing activities on the university website and social
media profiles. This information was used to probe for more details during the interviews.
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During all the interviews, one of the authors took the role of moderator who led the interview and
asked the questions, whilst the other author simultaneously took notes. To start with, the
interviewer provided a brief introduction to the research topic and explained the interview process.
Interviewees were also given the opportunity to clarify any ambiguities. The interviewer then began
with an open-ended invitation to the interviewee to talk about the role of mobile marketing for
student recruitment at their respective institutions, and subsequently directed the discussion toward
the more specific themes in the interview guide (Appendix 1). Care was taken to allow respondents
to clarify their accounts by carefully inquiring about elaborations and examples. Probing questions
were asked to obtain richer insights into certain topics, as well as to clarify answers (Barriball &
While, 1994). The prior theoretical research on mobile marketing tools helped the authors in asking
relevant follow-up questions that allowed for the key dimensions of mobile marketing for student
recruitment to emerge through a conversational manner (DiCicco‐Bloom & Crabtree, 2006).
In addition to taking notes during the interviews, all interviews were audio recorded with the explicit
permission of the participants. This allowed the interviewer to focus on questioning and listening,
while all information provided by the interviewees was captured in an accurate and unbiased way
(Saunders et al., 2009). Subsequently, the recorded interviews were transcribed, which allowed the
authors to analyse the qualitative data and to use direct quotes as empirical evidence. Also, follow-up
questions via e-mail provided an additional means for clarifications on specific topics.
Table'3.3:'Overview'of'the'Interview'Process'
Step!1!

The!preliminary!Interview!Guide!was!created.!

Step!2!

The!Interview!Guide!was!revised!based!on!Thesis!Supervisor!feedback.!

Step!3!

The!Pilot!Interview!was!conducted!to!test!&!improve!the!Interview!Guide.!

Step!4!

The!Agency!Interviews!were!conducted!&!the!Interview!Guide!revised!again.!

Step!5!

The!University!Interviews!were!scheduled,!conducted!and!recorded.!

Step!6!

All!Interview!Recordings!were!transcribed.!

Step!7!

The!collected!data!from!all!interviews!was!analysed!by!both!authors.!

Step!8!

FollowSup!Emails!were!sent!for!clarifications.!

3.4.4

Document Analysis

To supplement and validate the primary data from the qualitative interviews, additional data was
collected through the analysis of relevant documents (Bowen, 2009). Documentary material from
different sources was reviewed and evaluated to discover further insights on the discourse about the
use of mobile marketing for student recruitment within the professional community of education
marketing practitioners (Strauss & Corbin, 2014). As a complementary research method, qualitative
document analysis benefited the study by enabling the authors to triangulate the data from the
interviews with documentary evidence and hence produce a richer description of the studied
phenomenon, as well as minimise bias and establish credibility (Stake, 1995; Yin, 2009). Documents
that were analysed for this study include marketing practitioner and agency websites and blogs,
webinars, whitepapers, trade press articles and publications from industry associations.

3.5

Data Analysis

To answer the overall research question the qualitative data collected from interviews and
documents was analysed following the principles of qualitative content analysis (Kohlbacher, 2006).
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Given the abductive approach of the study, both inductive and deductive analysis processes were applied
when examining the data (Elo & Kyngäs, 2008). The structure of the analysis was based upon the
theoretical concepts presented in the preliminary conceptual model (Figure 2.5, p.20). This conceptual
framework provided an initial set of categories derived from existing literature (see Table 3.4), which
were linked to the research objectives of the study and provided a basis for coding and discovering
relevant themes and patterns in the data (Miles & Huberman 1994; Saunders, et al, 2009). In
addition to applying deductive content analysis, the authors also maintained the flexibility to
uncover new themes, which emerged inductively during the analysis (Spiggle, 1994).
Table'3.4:'Categories'for'Data'Analysis'(derived!from!existing!theory)'
'MOBILE'MARKETING'TOOLS'

''THE'ENROLLMENT'FUNNEL'

MobileSoptimized!Website!

Mobile!Applications!

!!Stage!1!S!Prospective!Students!

Mobile!Search!Marketing!

Mobile!Advertising!

!!Stage!2!S!Inquiries!

Mobile!Social!Media!Marketing!

SMS!&!Mobile!IM!

!!Stage!3!S!Applicants!

Mobile!Email!Marketing!

QR!Codes!&!NFC!

!!Stage!4!S!Admitted!Students!

LocationSBased!Marketing!

Mobile!Analytics!

!!Stage!5!S!Enrolled!Students!

Both authors systematically examined and coded the interview transcripts and documents and
formed an independent view of the findings. These two points of view were then converged to
provide a richer and more triangulated perspective of the phenomenon (Kohlbacher, 2006).
Furthermore, as suggested by Eisenhardt and Graebner (2007), data display tables including relevant
extracts from the data were created prior to reporting the findings in order to present the empirical
evidence for each conceptual category in an unbiased and condensed way (see Appendix 4, p.78).
To develop a broad understanding of the phenomenon of mobile marketing for student
recruitment the authors subsequently conducted a cross-case analysis, as suggested by Miles and
Huberman (1994) and Eisenhardt (1989), to examine and synthesise common and unique findings
from all interview transcripts and documents. Rather then presenting a complete narrative of each
case, the authors adopted Eisenhardt and Graebner’s (2007) suggestion to report the findings and
interpretations of the multiple cases in an integrated manner by using the previously defined
conceptual categories as a logical structure. Firstly, to understand how and for what purpose the identified
mobile marketing tools can be used to market to prospective students the analysis is presented in sections
representing each mobile marketing tool. This is followed by an exploration of how mobile marketing
tools can be applied at each stage of the student recruitment process, which is presented in sections
representing the stages of the enrollment funnel. The findings and interpretations for each section
are presented in text form and supported by illustrative quotations, followed by the main conclusions
and summary tables. This explains the empirical data displayed in the evidence tables (Appendix 4).
A pattern-matching logic enabled the authors to systematically combine the key findings from the
cross-case analysis with the previously developed theoretical framework (Dubois & Gradde, 2002).
This allowed for the exploration of relationships among the set of concepts depicted in the
preliminary conceptual model in an attempt to derive theoretical propositions for using mobile
marketing to recruit students (Baxter & Jack, 2008; Yin, 2009). As a result of this process, new
insights into the relationships between the proposed mobile marketing concepts (mobile marketing
tools) and student recruitment theory (the enrollment funnel) emerged, which contributed to the
development of a more refined conceptual model of mobile marketing for student recruitment (Eisenhardt &
Graebner, 2007). Hence, analysing the data according to the outlined steps benefited this study, as it
provided a reliable basis for analytic generalization, as defined by Yin (2009).
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Research Quality & Ethics
Trustworthiness of Qualitative Research

To guarantee the research quality of this thesis, also referred to as trustworthiness, the authors
carefully considered a number of criteria during the design and implementation of this qualitative
study. Strategies for achieving credibility, confirmability, dependability and transferability, as proposed in
the literature (e.g. Guba, 1981; Krefting, 1991; Shenton, 2004), have been adopted. Subsequently,
the aforementioned quality criteria are discussed:
Credibility: Multiple measures to establish confidence that the research findings accurately portray
the reality of the studied phenomenon were utilised (Shenton, 2004). Firstly, credibility was
established by adopting a multiple case study research design, which is highly suitable for in-depths
empirical investigations in real-life contexts (Yin, 2009). Secondly, the study benefited from three
forms of triangulation, which ensured that a rich picture of the phenomenon of mobile student
recruitment could be obtained based on multiple perspectives and sources of evidence. This
included the use of multiple qualitative methods, as well as access to a wide range of highly knowledgeable
informants from different universities and agencies (Eisenhardt & Graebner, 2007). Furthermore, two
researchers contributed their distinct viewpoints during the data collection and analysis. Triangulation
thus helped to corroborate findings and reduce the impact of researcher bias (Bowen, 2009).
Thirdly, feedback from a pilot interview and the thesis supervisor were incorporated in the interview
guide to ensure that the questions covered all important aspects and to avoid ambiguities to gain
reliable responses (Barriball & While, 1994). Fourthly, the step-by-step analysis of the data based on
a pattern matching logic with concepts from existing literature ensured rigor and transparency, which
can be retraced by the reader (Baxter & Jack, 2008).
Confirmability: To guarantee the thesis findings accurately represent the views expressed by the
informants and to reduce investigator bias, the authors made the research process as transparent as
possible and incorporated multiple critical perspectives (Shenton, 2004). Firstly, the in-depth
description of the methodological choices and procedures allows the integrity of the research to be scrutinised.
Furthermore, limitations of the study are recognized (see section 5.4). Secondly, a clear chain of evidence
is established to demonstrate how the findings emerged from the collected data. All interviews were
recorded in an accurate and unbiased way. The audio recordings were transcribed and a summary of
empirical evidence is provided (appendix 4). Furthermore, the use of quotations enables the reader
to follow the author’s interpretation process and evaluate the conclusions drawn (Saunders et al.,
2009). Thirdly, follow-up e-mails provided a means for informants to confirm the authors’
interpretations and to provide clarifications. Fourthly, triangulation again enhanced the accuracy of
the study results. And lastly, the supervisor and peers repeatedly scrutinizing the research report
and challenged the authors’ assumptions (Krefting, 1991).
Dependability: The repeatability of the study was achieved by accounting for every step taken during
the research project (Shenton, 2004). The authors provide a detailed description of the research context
and objectives, the theoretical frame of reference and literature sources and the adopted methodology and research
design including the sampling criteria and the data collection and analysis procedures. Additionally,
to simplify reproduction the interview guide, as well as the coding scheme used in the analysis are
accessible in the appendix. Due to the qualitative case study design it is doubtful though whether the
same results could be obtained if the exact same study was repeated at a different point in time.
This is due to the changing nature of the studied phenomenon. Marketing practices evolve over
time. Furthermore, responses to semi-structured interviews are likely to vary (Kvale & Brinkmann,
2014). This implies that different findings may emerge as contextual factors change and informants’
answers differ. However, this is an accepted shortcoming of qualitative research (Guba, 1981).
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Transferability: By adopting an exploratory case study design, concerns of statistical generalizability were
traded off against the opportunity to learn from a smaller number of cases about an underresearched phenomenon (Eisenhardt, 1989). Nonetheless, the exploration of multiple cases
enhanced transferability, as according to Yin (2009), it serves as a basis for analytic generalization. The
in-depth investigation across ten universities and four education-marketing agencies, enabled the
authors to develop robust analytical conclusions, which can be presumed to be applicable to other
HEIs operating in the IHE industry. Furthermore, a thorough description of the research context
and the criteria for selecting the cases and informants is provided (Miles & Huberman, 1994).
3.6.2

Ethical Considerations

This thesis complies with ethical research standards. Ethical principles, as defined by Saunders et al.
(2009), were followed at each step of the research process:
Firstly, all interview respondents participated voluntarily in our study. Secondly, prior to the
commencement of data collection informed consent was obtained from all study participants. This
means that all participants were informed about the research purpose, their rights to withdraw from
the study at any time and how their data would be used (Saunders et al., 2009). The aim and nature
of the research was explained in an initial email letter, as well as a short pre-interview call to clarify
any concerns. The interview questions were also emailed to the participants a few days prior to the
interview to provide an opportunity to prepare and ask for any clarifications. Furthermore, all
participants were reminded once again at the commencement of each interview of the research
purpose and their rights. Additionally, explicit permission was obtained for the interviews to be
recorded. Thirdly, the privacy and anonymity of all participants was respected. None of the presented
findings can be linked to the identity of the participating individuals and organisations. Additionally,
to avoid issues of confidentiality it was agreed that the names of the interviewees and their
organisations are not disclosed and that the raw data is not revealed to any third party. Fourthly,
participants were offered access the final thesis report to increase transparency and trust, and to share
the value of the research findings. Lastly, the authors ensured that the collective interests of all
participants were not negatively affected by the research outcomes (Saunders et al., 2009).

3.7

Summary of Method

The following table provides an overview of the methodology and research design that was adopted
to achieve the research purpose of this thesis.
Table'3.5:'Overview'of'Methodology'&'Research'Design'
'Research'Philosophy'

!!Interpretivism!/!Subjectivism!

'Research'Approach'

!!Exploratory!
!!Abductive!Reasoning!

'Research'Design'

!!Qualitative!MultiSMethod!study!

'Research'Strategy'

!!Multiple!Case!Study!Research!

'Time'Horizon'

!!CrossSsectional!

'Sampling'Method'

!!Purposive!(nonSprobability)!

'Sample'Size'

!!16!

'Data'Collection'Method(s)'
'Data'Analysis'Technique(s)'

!!SemiSstructured!Interviews!
!!Document!Analysis!
!!Qualitative!Content!Analysis!
!!CrossSCase!Analysis!/!Pattern!Matching!
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4

FINDINGS & ANALYSIS

This chapter presents the results of this exploratory study with the aim to answer the research question of how and
why HEIs can use mobile marketing for recruiting students. The findings from 16 interviews and relevant documents
are analysed within the context of the previously outlined theoretical framework and quotations from the qualitative
data are used for illustrative purposes. The chapter is organised into three broad themes to fulfil the research objectives
defined in Section 1.3.2. The first theme delineates the role and relevance of mobile marketing in the student
recruitment strategy of HEIs. The second theme helps to understand how mobile marketing tools can be used for
student recruitment. And the third theme discusses how the tools can be applied to the enrollment funnel. Finally, a
refined model for mobile student recruitment is presented. Empirical evidence tables are available in Appendix 4.

4.1

The Role of Mobile in Student Recruitment

The empirical investigation revealed common and unique mobile marketing practices across all
participating universities. Each informant contributed a unique perspective, due to the diversity in
their knowledge sets and experiences with mobile marketing. The findings were synthesised to
develop a broad understanding of the possibilities for using mobile marketing to recruit students.
This section begins by discussing the themes that emerged from the findings regarding the
relevance of mobile marketing for student recruitment and how mobile marketing can be integrated
into the recruitment strategy of HEIs to meet the needs of the new mobile generation of students.
4.1.1

The Perceived Relevance of Mobile Marketing

"I think in a few years and even now already, you can't do higher education marketing without mobile.”
(University C, Canada)
The above quote adequately encapsulates the common perception of all respondents that mobile
marketing has become a critical element of a competitive student recruitment strategy. Respondents
acknowledged that mobile devices are now the preferred platform for internet browsing and
communications for the main target audience of HEIs and as a result respondents expressed the
need to use mobile marketing as a means to effectively reach the prospective student population, as
illustrated by the following statements:
"There is a very simple answer to why mobile marketing is important to us. Because that is where our audience is,
that's how they want to access our content. And if we don't produce our content in a mobile friendly format or
reach out to our audience through mobile channels, then in essence it will be much more difficult for us to attract
new students and compete successfully with other universities.” (University E, UK)
"I think it is almost generational. Mobile marketing has become essential, because of the way young people
consume media. The audience that we are trying to communicate with use their mobile or tablets more than a
personal computer. That’s why we need to be able to use those platforms to reach them.” (University F, UK)
Furthermore, respondents emphasised the growing need to make the entire student enrollment
process mobile-friendly, as the percentage of the prospective student audience that exclusively uses
mobile devices without having access to traditional computers is anticipated to continue to rise over
the next years. This point was further stressed by the fact that in the context of international
student recruitment mobile-only audiences are already dominating certain source markets, for
example in Africa or China.
4.1.2

Multi-Channel Recruitment Strategy
"Mobile marketing is an extra channel as part of a multi-channel recruitment strategy."
(University I, Sweden)
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When asked about the role that mobile marketing plays in the current student recruitment strategy,
a common theme that emerged was a shift towards prioritizing investments into mobile marketing
channels, as well as the intention to use mobile marketing more and more in the near future, as
highlighted by the following quotes:
"We are doing a really big shift towards more digital media and of course the mobile platform is really important
when you do that shift. If you look at our target group, they hardly sit at the computer at all. It's mobile, always
mobile." (University B, Sweden)
“Everything comes down to the target group and there is definitely a shift to mobile. We have to adapt our
marketing approach and I think next year we will shift even more from traditional media including online to use
new mobile channels like in-app advertising." (University G, UK)
At the same time findings suggest that rather then having a stand-alone mobile recruitment strategy,
the participating universities treat mobile marketing as one increasingly important component of an
overall recruitment strategy that integrates multiple channels, including traditional, online and
mobile. Respondents emphasised that mobile marketing should be integrated into a broader
marketing communications mix of the university, as illustrated by the following comments:
"Definitely mobile is becoming the most important channel, but I think it is important that we keep a multichannel approach to recruitment. Because to choose where to study is a complex decision and it takes influence
from many channels to decide. Instead of focusing primarily on mobile, we see it more as a complementary channel
that works alongside online and traditional channels.” (University A, UK)
"We use mobile marketing across a number of different touch points. But we don't have a distinct mobile strategy,
we don’t pull it out as a separate channel to focus on, it is just embedded as another one of the multiple channels
available to us across all our strategies, across everything that we implement." (University E, UK)
4.1.3

Mobile-First Mindset & Device-Agnostic Approach

Respondents also acknowledged that due to the fact that prospective students are increasingly
consuming all types of content on mobile platforms including viewing e-mails, websites and social
media sites, it is becoming imperative to integrate a mobile perspective to all elements of a student
recruitment strategy. Duncan (2015) and Quinn (2014a) both suggest that education marketers
should adopt a “mobile first” mindset for student recruitment, which means that the needs of mobile
users are the starting point that guide all the decisions regarding the marketing strategy for
recruiting students. Informants elaborated on their perception of a mobile–first approach:
"For me a mobile first mindset is really about making sure that our marketing activities all start by keeping the
needs of the mobile user in mind. This means that whatever we do must work well on a mobile screen. It is
important that our marketing messages are accessible and as impactful across that small screen just as it would be
on the desktop." (University E, UK)
Furthermore, Varughese (2012) adds to this by arguing that an effective digital marketing strategy
for student recruitment depends on device agnosticism and requires a multichannel approach that offers
prospective students with a seamless enrollment experience across any device. Findings suggest that
the majority of respondents agree with this point of view by stating that rather then thinking
mobile-only, HEIs may consider adopting a device-agnostic approach to student marketing, as
illustrated by the following comments:
“I think the right answer isn't just looking at the mobile phone first. Universality is going to be the approach
moving forward. There will be many different types of devices in the future that will be using the Internet and if we
want to be ready for that we need to focus on building rich applications and using tools that are device-agnostic
and work well across all kinds of screens." (University C, Canada)
"We take a more flexible, device-agnostic approach so that the marketing content we develop is accessible and
viewable from any device. We generally approach content and web design with a mobile first approach. Mobile will
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always be our main use case, but we will make sure that anything we create works equally well on a desktop,
laptop, tablet and any future devices." (University F, UK)
4.1.3.1

Key Learnings

Based on the empirical findings regarding the role of mobile marketing in student recruitment, the
following conclusions can be drawn (see Table 4.1). Firstly, there appears to be a common perception
that mobile marketing has become a must-have component of a student recruitment strategy to
attract new students. The findings support the proposition that mobile is becoming one of the most
important channels to reach prospective students and universities are therefore advised to adapt
their marketing approach towards mobile marketing channels. Furthermore, universities are
encouraged to consider the requirements of the growing proportion of mobile-only users by
offering a mobile-friendly student enrollment process that includes mobile-optimized application and
registration options. Secondly, in alignment with the mobile marketing literature (e.g. Shankar &
Balasubramanian, 2009; Krum, 2010), it appears that mobile marketing works most effectively when
integrated with traditional and online marketing as one part of an overall multi-channel recruitment
strategy. Thirdly, it seems advisable for education marketers to embrace the needs of mobile users by
adopting a “mobile first” mindset for all recruitment activities. But instead of thinking mobile-only,
a device-agnostic approach to digital student marketing with the aim to deliver a seamless enrollment
experience across any device appears to be the strategy for the future.
Table'4.1:'Recommendations'for'Student'Recruitment'Strategy'
MultiEChannel'
Recruitment'Strategy'

Develop!a!multiSchannel!recruitment!strategy!that!integrates!traditional,!online!and!
mobile!marketing!tactics!

Mobile'First'Mindset'

Embrace!the!needs!of!mobile!users!by!adopting!a!“mobile!first”!mindset!for!all!
recruitment!activities!

DeviceEAgnostic'
Approach'

4.2

Consider!adopting!a!deviceSagnostic!approach!to!digital!student!marketing!to!deliver!
a!seamless!enrollment!experience!across!any!device!

Tools & Channels for Mobile Student Recruitment

The following section discusses the findings concerning the tools and channels to consider for
mobile student recruitment. The findings are presented according to the categories of mobile
marketing tools derived from literature (see section 2.2.2) and an overview of the key learnings and
recommendations is provided at the end of each section. Furthermore, a summary of the results is
presented in the mobile student recruitment mix in Figure 4.1 (p.62).

4.2.1

Mobile-optimized Website

The authors identified four themes, which emerged in relation to the use of mobile-optimized
websites in the context of student recruitment. Those are responsive web design, mobile first approach,
participatory design and mobile landing pages.
4.2.1.1

Responsive Web Design

The findings revealed that all of the universities in the sample already had a fully responsive and
mobile-optimized website or they were in the final stages of launching a new responsive version.
Typical statements included:
"We're trying to build our webpages to be responsive so that every single page works well on a smartphone, tablet
or a big screen projection, so that we are context agnostic and we adapt across devices.” (University G, UK)
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"The website that we use is fully mobile-responsive. All the content on the website, all the videos, images and the
different sections were designed to be mobile-optimized. So basically everything was adapted to look good on
mobile, so that people can access the most key information on the click of a finger." (University F, UK)
Furthermore there seems to be a general consensus by all respondents that a responsive and deviceagnostic approach to web and content development is becoming the required standard in the industry
to effectively serve the needs of the prospective student market. This is a perception acknowledged
by many informants:
“Prospective students these days expect a streamlined website experience, no matter what device they use to seek
information. Ensuring your most important messages and calls-to-action are prominent on smartphones and
tablets is a crucial first step to reach today’s prospective students.” (Marcallini, 2014)
“It's so important to have a mobile-responsive website, because when you look at statistics you just basically see a
curve of more and more people using mobile phones and tablets for web browsing.” (University B, Sweden)
When addressing the choice between a responsive or dedicated website design, findings indicate that
universities are moving away from dedicated stand-alone mobile websites due to the increased costs
for maintenance and a reduced user experience:
"It very quickly became apparent to us that it was the wrong approach to create a separate stand-alone mobile
site. It actually just doubled our workload in terms of maintaining a normal site and a mobile site. We needed to
switch to a fully responsive website so that we would only need to maintain one set of content and for the user
experience to be more fluent and natural." (University E, UK)
4.2.1.2

Mobile-First Design Approach

Besides the common perception that mobile-friendly websites are becoming a must-have for
universities, the findings also indicate that education-marketers are starting to take a “mobile first”
design approach in terms of prioritizing and optimizing web and content development based on the
needs of mobile users. Respondents stated that:
"By applying a mobile first approach our focus is on designing for mobile users first and then scaling up and
adding extra in for desktop users rather than starting with the desktop and then thinking how would this look on
a mobile." (University A, UK)
“Our focus has shifted to think about what are those key things that prospective students want to do from a
mobile and then prioritizing the most relevant content for the website based on that." (University C, Canada)
4.2.1.3

Participatory Design

The findings also indicate that in order to develop a mobile-optimized website, education-marketers
can use a participatory design approach that involves extensive student involvement and feedback
through surveys, interviews and user testing, as shown by these statements:
“When designing our mobile-optimized website we considered extensive student feedback and also did user testing
to identify the best user flow. We get students to come and take a look at different tasks and we figure out if our
website is really making sense to them and if it's actually serving the implied purpose that we want to achieve.”
(University C, Canada)
"We also increasingly involve prospective students when they come here for the open days. We ask them to use
features of our website on their mobile device or give us feedback on content and how easy it is to use or to follow,
where the information is comprehensive and where more information could be provided." (University G, UK)
4.2.1.4

Mobile-responsive Landing Pages

Finally, the findings also revealed that it is a standard practice across the participating universities to
make use of mobile-responsive landing pages (LPs) for student recruitment campaigns, as described in
the following quote:
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"Our campaign landing pages are mobile-responsive. They are not particularly developed as a mobile landing
page, but it is about developing a good practice landing page that works across mobile, tablet and desktop. It
automatically resizes depending on what device the user is using.” (University E, UK)
A web designer from University C emphasized the importance of using mobile LPs by stating that:
“A lot of the traffic going to our landing pages comes from mobile devices and we use that for the traffic coming
from search and social advertising...,it just so happens that 60 to 70% of the traffic is mobile.”
When considering how mobile-responsive LPs can be used, it appears that they are particularly effective
as an intermediary LP for recruitment-focused marketing campaigns. Typical quotes included:
"We have specific mobile-optimized LPs that we use to target campaigns for specific markets for recruitment
purposes. These LPs are customized to promote certain programs and to peak the interest of discrete student
segments like potential engineering students.” (University C, Canada)
"We find that if we create a specific landing page optimized for mobile, for certain targeted campaigns, then we
achieve better results." (University A, UK)
4.2.1.5

Main Purpose of mobile-optimised websites & LPs

When assessing the main purpose of mobile-optimized websites and LPs, the findings indicate some
common and unique uses for recruiting students. First and foremost it appears that the main goal is
to provide persuasive information that converts prospective students into inquirers or applicants, as
explained by the following quotes:
"When people arrive on our main website or a specific LP, we want them to gain information and take specific
actions. We hope that the provided information is a stimulus for the person to perform the next act and download
further details or engage in conversation, or perhaps they are satisfied by the information they received and submit
an application for admission." (University D, UK)
"For the primary prospective students website the main goal is to give interested students enough information for
them to decide to submit an online application for a study program" (University C, Canada)
Informants also indicated that mobile LPs are used specifically to provide focused information and
specific calls-to-action to generate interest and inquiries. The following statements illustrate this:
“After we have their attention, we want to get them interested. We fill the campaign LPs with our key selling
points and then follow it up with mobile-optimized calls-to-action like contacting a faculty member, signing up for
a newsletter, booking a campus tour or looking through a list of academic programs.” (University C, Canada)
"Most of the time we would drive people to a landing page to capture data, where we can then follow up and build
the relationship that way." (University E, UK)
4.2.1.6

Key Learnings

From the empirical findings outlined above the following five conclusions can be drawn (see Table
4.2). Firstly, due to the increasing use of mobile devices for web browsing, having a mobile-optimized
website has become a necessity to effectively compete for prospective students. Furthermore, it can
also be considered as a prerequisite for venturing into other mobile marketing activities. This is in
alignment with Pasqua and Elkin’s (2012) argument that a mobile-optimized website is an essential
element of a mobile marketing strategy. Secondly, using a responsive and device-agnostic approach to
designing university websites, as discussed by Krum (2010) and Dushinski (2012), appears to be the
leading trend to make it easy for potential students to learn about, engage with, and apply with an
institution independent of the device they use (ICEF, 2014c). Thirdly, as suggested by Rowles
(2013), to provide the best possible usability for websites when accessed via mobile devices,
education-marketers can adopt a mobile first design approach to web and content development. This
means considering the key things that prospective students want to do from a mobile and designing
for mobile users first. Fourthly, by using a participatory design approach education-marketers can involve
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prospective students in testing and giving feedback on website features and content, which can be
used to optimize the university website from a mobile user perspective. And lastly, as suggested by
Becker and Arnold (2010), mobile-responsive LPs can be used to provide customized information and
strategic calls to action for targeted recruitment campaigns to generate interest and inquiries.
Table'4.2:'Recommendations'for'MobileEoptimized'Websites'
Responsive'Web'Design'

Consider!a!responsive!and!deviceSagnostic!approach!to!designing!the!university!
website!

MobileEFirst'Design'
Approach'

Prioritize!and!optimize!web!and!content!development!based!on!the!needs!of!mobile!
users!first!

Participatory'Design'

Involve!prospective!students!for!user!testing!and!feedback!to!optimize!the!website!!

MobileEresponsive'
Landing'Pages'

Use!mobileSresponsive!LPs!for!targeted!recruitment!campaigns!to!generate!interest!
and!inquiries!

4.2.2

Mobile Applications

The authors identified three themes that provide insights on the use of mobile applications for student
recruitment. Those are prospective student app, open day and campus tour apps and admitted student app.
Findings revealed that among the participating universities only two decided against the use of a mobile
app and focused instead on using mobile-responsive web technology. The majority though use both approaches.
4.2.2.1

Prospective Student App

The findings indicate that mobile apps are currently primarily used to improve the student experience
of current students whilst studying at university. Nonetheless, the majority of respondents are thinking
of ways how to design a mobile app targeted at prospective students. Most still seem to be at a stage of
trying to figure out how to best use it for a specific purpose that is valuable for prospective students
and that would entice them to download and use the app, as shown by this comment:
“We are looking into how a prospective app can serve a useful purpose for prospective students, so that the app
provides some unique value and features that a mobile-optimised website can't provide.” (University A, UK)
University F from the UK offers an exemplary case of how a mobile app for prospective students
could be designed. The university’s prospective student app is available on tablets and smartphones
and provides a broad range of multimedia features that address the needs of future students, as
highlighted by the following statement:
"Our prospective app will give you lots of early information about what you would need before making an
application, and we are giving people a real idea of what life is like on campus and in the classroom when they get
here." (University F, UK)
“You can keep up with the latest campus news, read application tips, watch sample lectures and campus videos,
and see pictures of accommodation and other facilities that you’ll be using. Of course you can also book straight
onto an open day and order a prospectus and you can virtually tour the campus. There’s also other fun stuff like
quizzes.” (University F, UK)
The university is also currently working on a new version of the app, which will include additional
features, such as the ability to apply directly through the app, receive real-time updates on admissions status and
chat directly with university representatives.
According to Agency B, mobile apps can be an excellent way to intensify the relationship with
potential students and differentiate a university by offering benefits beyond what a website can
offer. Furthermore, another advantage of having a mobile app appears to be the ability to be
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discoverable by prospective students who search and browse through app stores, as pointed out by
the Head of Student Recruitment of University E:
"One real advantage that I can see from having a prospective student app is from an awareness point of view. It
gives us a presence in the App Stores. Millions of students search app stores every day, and if you don’t have an
app you are missing out on exposure to potential new students.”
4.2.2.2

Open Day & Campus Tour Apps

Secondly, respondents from four different universities expressed the opinion that apps for future
students are particularly useful if they offer functionality to enhance the experience of attending an open day
and visiting the campus. Example quotes include:
"We have set up a mobile app for Open Days and people can use it when they visit the university to get the most
out of the event. It offers various useful features like a personal itinerary for the day, a campus map, information
about campus tours, parking and pubic transport info and other useful things for prospective students.”
(University A, UK)
"We are thinking of an app to provide services for on-campus events. It would be to register on arrival, check into
sessions, to access the event program, download presentations and to get involved in live polls and questions and
answer sessions." (University E, UK)
Furthermore, University C is developing a campus tour app that uses iBeacon technology to identify where
a person is on campus and provide them with location-specific information directly to their mobile:
“Prospective students who visit the campus can download the app and take a self-guided tour. The app guides a
person on a physical walk through the campus and geo-location alerts are send to their phones, like quick pop-ups
with information about the places they walk by.”
4.2.2.3

Admitted Student App

Thirdly, informants also indicated that there might be usefulness in developing an app with a
specific focus on providing relevant and personal services for admitted students before they arrive. The idea
behind this seems to be to provide a superior service and differentiate an institution to increase the
yield rate of students who choose to enrol. Informants stated:
"For the students that have been admitted it would be really good to have an app that serves them with relevant
information about immigration, residence permit, payment of tuition fees, accommodation application and a way
to receive continuous support." (University B, Sweden)
4.2.2.4

Key Learnings

The findings for how mobile applications can be used for student recruitment can be summarized with
the following conclusions (see Table 4.3). Firstly, if the resources are available to develop a prospective
student app in addition to a mobile-optimized website, findings suggest that this can be a
complementary marketing tool. In congruence with Hopkins and Turner’s (2012) argument, an
effective prospective student app needs to serve a useful purpose that delivers some unique value to
incentivise prospects to download it. Based on the case of University F, one possibility is to provide
a rich interactive multimedia experience that allows prospective students to experience what life is
like studying at a HEI, while also offering information and services needed to support the
application decision. Furthermore, in accordance with Hughes (2010), the findings suggest that
mobile apps can be used to build relationships with potential students throughout the enrollment
funnel and differentiate a university by offering benefits beyond what a website can offer. Secondly,
apps can be used to enhance the experience of attending an open day and visiting the campus. This
might include the use of NFC and iBeacon technology to provide campus visitors with locationspecific information. Finally, a mobile app targeted at admitted students may be useful to provide
relevant services and continuous support to students before their arrival to increase yield rates.
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Table'4.3:'Recommendations'for'Mobile'Applications'
Prospective'
Student'App'
Open'Day'&'
Campus'Tour'App'
Admitted'
Student'App'

4.2.3

Deliver!unique!value!and!features!relevant!to!prospective!students!that!a!mobileS
optimised!website!cannot!provide!
Use!mobile!apps!to!enhance!the!experience!of!open!day!participants!and!campus!visitors!
Use!an!app!to!deliver!relevant!services!and!continuous!support!to!admitted!students!
before!their!arrival!to!increase!yield!rates!

Mobile Search Marketing

When considering mobile search marketing for student recruitment, the findings indicate that all
participating universities recognize the value of both organic SEO and paid search advertising, to achieve
maximum discoverability in search engines. Sicilia (2012) supports this view by highlighting
statistics from Google’s Higher Education Marketing Summit that show that 78% of prospective students
who convert into inquiries or applicants are influenced by search. This indicates that search is an
effective channel to drive qualified prospects to the university website. Typical quotes included:
"Search marketing has been very important for our clients. It's one of the key channels where you are going to get
found particularly using SEO technique and Google and universities do have to think about how to reach people
who search specifically on mobile." (Agency A, UK)
"We certainly consider SEO practices so that when people search on Google, relevant webpages are ranked highly,
even if people are not searching for the university name. We focus on trying to rank high for important keywords,
not only in English but also if international prospects use other languages." (University D, UK)
4.2.3.1

Mobile-specific SEO

When asked about SEO practices for mobile search, findings indicate that the majority of
respondents have not yet taken mobile SEO into consideration and they do not differentiate between
mobile and desktop search. Nonetheless, Duncan (2015) suggests that HEIs must recognize the
unique search behaviour on mobile devices and how that influences SEO practices. Two institutions
indicated that they have started experimenting with mobile-specific SEO:
“When you do a search for one of our programs on a desktop and then on a mobile device, you will see how in
some cases the differences in search results are significant. That’s why we started looking into treating desktop and
mobile search differently.” (University H, Australia)
“We started to consider mobile SEO. The main thing we do is to distinguish search terms for desktop versus
mobile. The relevance of search terms is very different between both." (University E, UK)
4.2.3.2

Mobile-friendliness impacts Search Rankings

Furthermore, two respondents emphasized that a mobile-friendly website design and functionality, as well
as keeping track of on-site SEO practices seems to be an essential first requirement for effective
mobile SEO, as explained by the following comment:
"Google has released their latest algorithm, which is designed to favour responsive and mobile-friendly websites,
helping them rise to the top of search engine results. This means if our website is not mobile optimized, it will
rank lower in search results performed on mobile devices and fewer people will find it.” (University C, Canada)
4.2.3.3

Mobile PPC Advertising

The findings also suggest that informants consider PPC search advertising as an effective way to gain
brand awareness with qualified domestic and international students that are already actively seeking
a program of study (Quinn, 2014a). Typical quotes included:
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"We are running proactive PPC search campaigns across eight of our schools and we do that as an effective means
to generate awareness for specific programs, our open days, and international events.” (University D, UK)
Moreover, although it appears to be common practice to run PPC search advertising campaigns
across desktop, tablet and mobile platforms, the priority seems to be shifting towards targeting
mobile users, as suggested by the following quote:
"Our search ads on Google are available on mobile and the LPs are mobile responsive. We started to target
mobile users for the last three years, as we could see very high click-through rates, and I think it is because search
ads are more dominant on mobile.” (University H, Australia)
4.2.3.4

Reach Niche Audiences

Respondents indicated that they use PPC advertising for broadly targeted keyword campaigns, but
that it is particularly effective to gain visibility with prospects who are actively searching relevant
keywords about specific degree programs. One informant stated:
“When we run PPC advertising on search we can try to grab people that are looking for “study in Canada”,
that is great. But the really effective campaigns are when people search for very specific degree programs like for
example a Masters in Sustainability. The closer the search is for a specific academic program, the better the
prospect is who searches for this term.” (University C, Canada)
4.2.3.5

Geo-targeting Campaigns

Findings also suggest that universities can make use of the geo-targeting capabilities of mobile PPC
advertising to run highly focused recruitment campaigns based on specific locations and languages.
One informant provided the following example:
“We also run campaigns that are targeted geographically. We might promote a specific academic program like
engineering in an area near us where we tend to get a lot of engineering students from. We will cover a certain
geographic region and then send people to a specific mobile-responsive microsite where we provide a click-to-call
option." (University C, Canada)
4.2.3.6

Reach International Prospects

Furthermore, there appears to be a common understanding that mobile PPC advertising in search
engines represents a cost efficient tool for lead generation in foreign markets:
“We use search engine advertising that we target on mobile devices across different international markets. It
works well to gain access to international prospective students” (University D, UK)
"Our agents in international markets are running PPC advertising campaigns through Google Adwords to
promote events and also our specific programs." (University B, Sweden)
Quinn (2014b) points out though that education marketers need to be aware of the differences in the
use of search engines across international markets. In some sourcing countries, local search engines with
varying PPC rules dominate like Yandex in Russia, Baidu in China and Navar in South Korea.
4.2.3.7

Key Learnings

The findings for how mobile search marketing can be used for student recruitment can be summarized
with the following conclusions (see Table 4.4). Firstly, as suggested by Pasqua and Elkin (2012), it
appears that mobile search is becoming one of the key channels for prospective students to discover
information about universities. Hence, education-marketers can benefit from using mobile SEO and
paid search advertising to achieve maximum visibility in mobile search engines and to drive qualified
prospects to the university website (Winer, 2009). It seems though that in order to achieve high
search rankings on mobile, education-marketers need to acknowledge the distinct search behaviour
on mobile devices and treat desktop and mobile SEO differently by distinguishing relevant search
terms for each platform. Secondly, due to the prioritization of mobile-optimized webpages when
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ranking search engine results on mobile, as discussed by Rowles (2013), education-marketers should
make it a key priority to have a fully mobile-friendly website, as a prerequisite for effective mobile
SEO. Thirdly, in congruence with Rowles’ (2013) argument, PPC search advertising on mobile seems to
be an effective method to gain visibility and high quality traffic from qualified prospects. From the
findings it can be inferred that mobile PPC works well to reach niche segments of students who are
actively searching for very specific degree programs. Furthermore, education-marketers can take
advantage of the geo-targeting capabilities of mobile PPC ads to run recruitment campaigns targeted at
highly relevant geographic locations. And finally, it appears that PPC advertising can be used as a
useful tool to reach prospective students in international markets in a cost-efficient way. However, the varying
use of search engines across different countries needs to be taken into account.
Table'4.4:'Recommendations'for'Mobile'Search'Marketing'
MobileEspecific'SEO'
Prioritize'mobileEfriendly'
design'
Mobile'PPC'to'reach'
Niche'Audiences'
Mobile'PPC'for'
GeoETargeting'
Mobile'PPC'for'
International'Reach'

4.2.4

Consider!the!unique!search!behaviour!on!mobile!and!track!mobile!keywords!to!
optimize!mobile!search!rankings!
Prioritise!the!design!of!a!fully!mobileSfriendly!website,!as!a!prerequisite!for!effective!
mobile!SEO!
Consider!using!mobile!PPC!campaigns!to!promote!very!specific!degree!programs!
Focus!recruitment!on!highly!relevant!geographies!by!taking!advantage!of!geoStargeting!
capabilities!of!mobile!PPC!
Take!advantage!of!the!international!reach!of!mobile!PPC!to!attract!prospective!
students!from!diverse!regions!of!the!world!

Mobile Advertising

In terms of the use of mobile advertising for student recruitment, four themes emerged including
mobile banner, in-app and mobile video advertising, as well as re-marketing campaigns.
The findings revealed that similar to PPC search advertising, all participating universities follow a
digital media strategy that includes targeting advertising across mobile, desktop and tablets to achieve
the widest possible reach. The Head of Student Recruitment at University E emphasized though that in
order to achieve the best results, HEIs should distinguish between technology platforms and design
advertising campaigns based on the unique characteristics of each channel:
“There will be mobile-specific adverts and creative and we will separate out and distinguish mobile versus desktop.
Anywhere that there is an option to target mobile then we will target and treat it in a different way."
(University E, UK)
All respondents acknowledged a growing opportunity for reaching prospective students through
advertising targeted at mobile users, as highlighted by the following quotes:
"Mobile advertising is becoming increasingly important. If you look at our main target group of 18 to 24 year
olds, they hardly sit at the computer at all. It's mobile, always mobile. So when we place or advertisements in
digital media we make sure that they have a mobile platform so that we can reach people on mobile and tablets."
(University B, Sweden)
"Currently we have a banner advertising campaign running and 70% of the clicks are from mobile. Mobile has
the highest impressions and click-throughs." (University F, UK)
4.2.4.1

Mobile Banner Advertising

From the interviews it became apparent that the majority of the participating universities make use
of impression-based and PPC-based mobile banner advertising, with ads placed directly on relevant
websites, as well as through the Google Display Network. Respondents’ statements included:
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"We run banner advertising campaigns targeting mobile users through Google Adwords and we also place banner
ads directly on websites where students go to look for courses, for example the TheStudentRoom or the Higher
Education section of the Guardian." (University F, UK)
"We use display ads based on an impressions model. We focus on prospects seeing the branding and creating
awareness in association with relevant websites, such as the Economist or some of the major newspapers. And
those campaigns run both across mobile and desktop." (University A, UK)
It remains questionable though whether banner advertising is as effective in driving inquiries and
applications for universities in comparison to other forms of mobile advertising, as pointed out by
the web designer from University C:
"We do display advertising, but not as often, partly because I found that they are less cost-effective, because the
traffic that comes through isn't as good compared to search and social.”
4.2.4.2

In-App Advertising

When looking at in-app advertising, this still seems to be a relatively unexplored area. Nonetheless,
some universities have run a few campaigns through in-app and there seems to be interest to test
this more in the future, as shown by the following comment:
"I see a growing potential to reach future students through mobile in-app advertising. For example I can buy ad
space in gaming apps and also all the big newspapers have an advertising system where you can place ads in their
mobile apps to reach a very large audience of students and their parents." (University I, Sweden)
Agency B furthermore highlighted that some of their clients have started to advertise through apps
from the Guardian or the BBC, as well as other popular apps like Spotify. In terms of effectiveness
though in-app advertising seems to be more suitable for creating brand awareness, rather then
driving immediate action, as the following quote reveals:
"For traffic from in-app advertising we often see a high click rate, which is great, but we also see high bounce rates
and lower completion rates when they hit our LPs. If our core objective is not about driving people to our website,
if it is just an awareness objective, I think that's when you see good view-through conversions from in-app
advertising, but then it's all about the remarketing that we do after the initial in-app ad.” (University E, UK)
4.2.4.3

Re-Marketing Campaigns

In alignment with the previous statement, the findings indicate that universities can use re-marketing
campaigns to retarget prospects who previously saw a mobile ad or visited the university website, as
illustrated by this quote:
"We run re-marketing campaigns to reengage those people who have previously seen one of our ads or visited our
website. Anyone who viewed an ad before, we can track them and when they come back to inquire or apply we
know where the initial exposure happened.” (University E, UK)
Quinn (2014a) argues that re-marketing can increase the ROI of mobile advertising and works as an
effective method in higher education to increase inquiries and applications as students typically
search and visit websites many times before making a decision.
4.2.4.4

Mobile Video Advertising

Findings also suggest that HEIs can make use of video advertising displayed within mobile apps or on
the mobile web. Particularly, Youtube was mentioned as an effective platform to reach prospective
students on mobile devices. One informant stated:
“We do some in-video advertising to display banner ads overlaid within Youtube, but we have also done some preroll stuff where we have created video content and run it as advertising. And that is designed to be consumed easily
through mobile." (University D, UK)
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Furthermore, various respondents expressed their intention to use mobile video advertising more in
the future, as illustrated in the following quote:
"I think video ads is where the growth area will be. Video content is very effective to get your message across. And
a big shift in our budget allocation is about more going into video and that will be short video that would work
well on mobile.” (University B, Sweden)
University D also provide an example of how HEIs can make use of popular mobile video apps
such as Vine or Snapchat for marketing purposes:
“We ran a campaign through Vines. We produced a series of very short 6 seconds videos to promote our summer
courses, which worked very well actually. The idea was more about awareness raising and getting the brand name
out, rather than a specific call-to-action. We used humorous content that we pushed out through vines and then
maximized exposure with promoted tweets." (University D, UK)
4.2.4.5

Main Purpose of Mobile Advertising

Respondents highlighted that they use mobile advertising to achieve different objectives, such as
promoting specific study programs, increasing attendance of open days, highlighting the unique selling points of the
university and as well as generating awareness and interest with distinct student demographics. Furthermore, the
findings indicate that there are two primary purposes for mobile advertising for student
recruitment, including branding and awareness campaigns, as well as lead generation campaigns with the
ultimate goal to build a pool of prospective students who inquire or directly apply for a study
program. Some comments from interviewees included:
"We do CPM branding and awareness campaigns to reach new students on mobile and then we combine that
with re-marketing campaigns to convert them at a later stage." (University E, UK)
“The main goal of the advertising is to reach new prospective students and to direct them to our website or LPs,
where the emphasis is very much on stimulating interest and getting them to take a specific action which might be
to inquire or to apply. We mainly use it as an entry point to get in front of the right people and to capture their
details to then follow up." (University C, Canada)
4.2.4.6

Key Learnings

A number of valuable conclusions related to the use of mobile advertising for student recruitment can
be drawn from the findings (see Table 4.5). Firstly, as suggested by Ferris (2007), mobile advertising
seems to present an increasingly important channel to reach the main target group of HEIs.
Moreover, in congruence with mobile marketing theory, findings indicate that mobile advertising
can be used for branding and awareness campaigns, as well as a means to generate leads and build a
pool of prospective students who inquire or directly apply for a study program (Pasqua & Elkin,
2012). More specifically, education-marketers can make use of mobile banner advertising to gain
exposure with prospective students on relevant websites such as major newspapers, as well as
through the Google Display Network. There are also indications that in-app advertising, as discussed
by Grant (2014), can present opportunities to reach a large audience of potential future students.
Furthermore, mobile video advertising through platforms such as Youtube and Vine seems to be
perceived as a growth area to effectively engage prospective students on mobile devices. And
finally, in terms of performance it appears that mobile ad campaigns for higher education marketing
perform very well in generating impressions and click-throughs. This is in alignment with Krum
(2010). But there is also evidence that traffic from mobile banner and in-app advertising can produce
higher bounce rates and lower completion rates compared to other channels like search and social
advertising. Hence, to increase the overall effectiveness of mobile advertising, universities can run remarketing campaigns, which may increase inquiries and applications from people who previously saw a
mobile ad or visited the university website (Dushinski, 2012).
'
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Table'4.5:'Recommendations'for'Mobile'Advertising'
Mobile'Banner'
Advertising'

Use!banner!ads!to!reach!prospective!students!through!relevant!websites,!as!well!as!
through!the!Google!Display!Network!

InEApp'Advertising'

Explore!opportunities!to!reach!a!large!audience!of!potential!students!through!
advertising!displayed!within!mobile!apps!

ReEMarketing'
Campaigns'

Use!reSmarketing!campaigns!to!drive!conversions!of!prospective!students!who!
previously!saw!a!mobile!ad!or!visited!the!university!website!!

Mobile'Video'
Advertising'

Take!advantage!of!audioSvisual!content!to!engage!prospective!students!through!mobile!
video!platforms!

4.2.5

Mobile Social Media Marketing

The findings indicate that using social media as a marketing tool for student recruitment is a wellestablished practice across all participating universities. Respondents stated that they have a
presence on the major social networks like Facebook, Twitter and LinkedIn and some universities also
use smaller platforms such as Instagram, Pinterest and Vine, just to name a few. Furthermore, most
respondents indicated that they use social media platforms both for sharing organic content, as well
as an advertising channel to reach prospective students.
4.2.5.1

Optimizing Social Media Content for Mobile

Even though all respondents acknowledged that social media is now predominantly accessed
through mobile devices, most had not specifically considered ways to optimize social media content
to be viewed on mobile. Agency A highlighted the need for universities to think about how they
can optimize their social posts to be easily consumed on mobile and it appears that this includes
aspects such as the use of concise copy, suitable imagery and links that direct people to mobilefriendly websites. Two informants mentioned that they already consider mobile-optimization for
social media content, as illustrated by the following quotes:
"All the social media content has to be mobile-optimized, because people mainly use their phones now to access it.
We try and consider this as much as possible when creating our content and messages. Content has to be mobile
relevant and it's really important that all images and links work well and can easily be viewed by students with
their phone or tablet." (University B, Sweden)
"It’s our primary concern to ensure all the content across all our channels including social media works first and
foremost on mobile. We know that people now browse social media through mobile. That’s why we try and keep it
as simple as possible. We keep the content focused on one or two things that we want people to do like visit a
webpage or signing up for an event." (University A, UK)
4.2.5.2

Social Media Advertising

Findings also revealed that all of the participating universities make use of social advertising
targeted at mobile social network users. Typical quotes include:
"We do advertising on Facebook, Twitter and Linkedin and our campaigns are targeted across devices, but we
get most traffic from mobile users. That’s why the primary consideration is mobile for our social advertising."
(University H, Australia)
"As far as mobile is concerned, one of the key channels that we use to recruit students for our clients is social
media advertising, mainly on Facebook, Twitter and LinkedIn." (Agency A, UK)
The most effective channels for reaching prospective students with social advertising seem to be
Facebook and Twitter. Respondents stated:
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"The most common platform for social advertising we use is Facebook. Although high school students are using it
less than they did five years ago, it is still the most common platform that they are on and the advertising tools are
quite mature.” (University C, Canada)
“We find that there is more bank for our buck from Facebook and Twitter right now. Most of the other
platforms don’t have great advertising systems associated with them yet." (University D, UK)
An example of the results from a Facebook campaign across mobile and desktop can be found in
Appendix 3. Furthermore, respondents pointed out that LinkedIn is more suitable to reach the
mature student segment for postgraduate recruitment, as shown by this quote:
"LinkedIn works well for reaching potential masters students, because you don't create your LinkedIn account
until you're done with your undergraduate studies usually. It is hard to reach our target group for bachelor
programs on LinkedIn. We use it mainly for masters." (University B, Sweden)
4.2.5.3

Social Ads for International Recruitment

Social media advertising, and particularly Facebook advertising, also appears to be particularly
useful to reach prospects in international markets. Typical statements included:
"Facebook advertising is a big channel for us in our international target markets. We use it to promote events for
example. We can put an extra push in the weeks prior to the events using localized advertising and it works
well." (University B, Sweden)
Respondents highlighted though that in the context of international recruitment differences in the
use of social media platforms across markets need to be considered, as some social networking sites
are not available in certain countries, and localised versions such as Hyves in the Netherlands and
Tuenti in Spain exist (Fisher, 2014).
"We have an understanding that some sites like Facebook are not available in all countries around the world. In
China you might be using Weibo or WeChat, and in Russia, Yandex. Whatever facility is best suitable for a
particular marketplace we try to make use of that platform to reach new students.” (University D, UK)
4.2.5.4

Main Purpose of Social Media Marketing

When asked about the main reasons for using social media marketing in the context of student
recruitment, respondents indicated that social media campaigns are focused on reaching new
prospective students to create awareness and generate traffic to external LPs in order to promote
specific courses or events. Respondents stated:
"Social media advertising is the channel that works best to reach new prospective students and drive them to
campaign specific LPs where we provide more information about specific courses and place strategic calls-to-action.
(University H, Australia)
"We started off with Facebook advertising thinking that it would be great to get a lot of “likes”, but we have
quickly turned away from that, realizing that it doesn't benefit us at all. We then went to the goal of direct clicks
to our LPs to capture data or to sign up for open days or to receive more information and that is working really
well.” (University E, UK)
Overall, it appears that respondents agree that social advertising on mobile is one of the most
effective tools to reach new prospective students and entice action:
"The effect of social media advertising is instant. We can push some ads on Facebook, and we can raise the traffic
to our program pages by up to 300% in a couple of days" (University B, Sweden)
"The main benefit of Facebook is the reach and impact. I find that Facebook performs the best in terms of
achieving conversion goals when it comes to recruitment and getting people to apply." (University C, Canada)
Respondents also highlighted the benefit of the detailed targeting criteria within platforms like
Facebook, which allows education-marketers to reach highly relevant audiences to promote specific
programs, as illustrated by the following comment:
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“Facebook is where we promote more specific programs and we get exceptionally good results. If we find a good
target group, for example nurses who want to specialize, it is really nice because we can target people that are
nurses, or that like different nurse-related pages and when we narrow it down like that, we can get 20-25% clickthrough rates on the ads, so it is really effective." (University B, Sweden)
4.2.5.5

Key Learnings

From the findings on how mobile social media marketing can be used for student recruitment a number
of conclusions can be drawn (see Table 4.6). Firstly, as pointed out by Dushinski (2012), social media
platforms allow education marketers to engage with prospective students on their mobile devices by
sharing organic content, as well as through social advertising. This appears to be one of the most
effective channels to reach new students and generate interest, also for international recruitment
purposes. Secondly, due to the fact that social media is now predominantly accessed through mobile
devices, as pointed out by Segreto (2010), education marketers need to think about how they can
optimize their social posts and ads to ensure all content works well on mobile. Thirdly, following the
recommendation by Rowles (2013), education marketers can take advantage of social ads within the
major social media platforms to reach potential students, as well as to run highly targeted
recruitment campaigns. At the time of the study, as suggested by Cohen (2015), Facebook, Twitter
and LinkedIn seemed to be the platforms with the biggest reach and most advanced advertising
tools. The main benefits of social media advertising seem to be the large global reach, as well as the
very detailed targeting options. Furthermore, in alignment with McDonald and Meldrum (2013),
social media campaigns seem to be most useful to create awareness and drive traffic to external LPs
in order to provide information on courses, capture data and promote events.
Table'4.6:'Recommendations'for'Mobile'Social'Media'Marketing'
Optimizing'Content'
for'Mobile'

Optimize!social!media!content!for!mobile!to!provide!the!best!usability!for!mobile!social!
media!users!

Social'Ads'to'generate'
Leads'

Consider!using!social!advertising!on!platforms!such!as!Facebook,!Twitter!and!LinkedIn!to!
reach!large!audiences!of!potential!students!

Social'Ads'to'reach'
Niche'Audiences'

Use!targeting!options!of!social!advertising!to!promote!very!specific!degree!programs!

Social'Ads'for'
Int.'Recruitment'

Take!advantage!of!the!global!reach!of!social!advertising!for!international!recruitment!
purposes!

4.2.6

SMS & Mobile Instant Messaging

The findings indicate that SMS, MIM, as well as live web chats present opportunities to engage with
prospective students throughout all stages of the recruitment process with relevant, personal and
interactive communications. In terms of SMS marketing, the majority of respondents emphasized
that text messages represent one of the most effective ways to reach prospective students instantly
on their mobile phones and to drive immediate action. One interviewee stated:
"SMS messaging is a really good push advertising. People read their text messages. I have two daughters and they
are reading their text messages, but they have like 3000 unread emails. So it's definitely a great way to reach
people." (University B, Sweden)
4.2.6.1

SMS Marketing to reach new Prospective Students

It appears that SMS marketing presents opportunities to target prospective students directly with
messages about study programs and university events. Various respondents highlighted their use of
SMS as a tool to stimulate inquiries and to increase the attendance of open days and recruitment
fairs. Typical quotes included:
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"We use SMS marketing quite a lot. For example, we buy a list of numbers from partners and this includes
people who have expressed their interest to receive information about university programs. We then send them
SMS with information about courses and open days. And this works well to increase inquiries and event
attendance.” (University D, UK)
“Our clients use SMS marketing to get in touch with more students to promote courses and events and we found
that it is very easy to reach students through SMS." (Agency A, UK)
Furthermore, findings suggest that SMS can be an effective tool to reach prospective students in
certain international markets, as illustrated by the following statement:
"In markets like India and Pakistan and African markets like Nigeria we are doing a lot of mass SMS
marketing. That's a really popular way in those markets to reach out and get more people to recruitment events.
Our agents purchase lists that are based on the target group and then they send messages to those lists. We get a
lot of inquiries through that." (University B, Sweden)
4.2.6.2

Pre-Application SMS Alerts & Reminders

The findings also indicate that SMS can be used as a tool to convert inquirers into applicants after
students have expressed an interest for a study program. Agency A highlighted that it is an
increasingly common practice among their clients to include opt-in options on their website and LPs, as
well as to collect contact numbers during Open Days in order to send text messages to people. Agius
(2012) further adds that SMS can be used to get interested students to sign up for campus visits,
schedule a meeting with admissions counsellors or to remind them about time-sensitive
information such as application deadlines. Respondents’ statements included:
"We use SMS marketing to send messages to people who have already been in contact with us, like people who
have been to an Open Day or who requested a prospectus. We use SMS more as a follow up like “great to see
you at the open day” and “to find out more about what we have to offer go here”, that kind of thing."
(University A, UK)
"The majority of SMS is for people who have already signed up to attending an Open Day or inquired in some
other way. We then send them SMS messages to keep them interested and to remind them of important dates, for
example when to apply.” (University E, UK)
4.2.6.3

Post-Application SMS Alerts & Reminders

Moreover, findings also indicate that SMS can be an effective tool to provide personal
communications at the applicant and admitted student stages. One interviewee highlighted that they
use SMS to drive enrollment conversions:
"Once they have met the conditions of their offer, we send them an SMS with congratulations that they have been
accepted, and what the next steps are to get started as a student. We then follow that up with a series of SMS
and emails in order to make sure that they actually register." (University E, UK)
Agius (2012) further elaborates that SMS can be used in multiple ways during the post-application
stages, for example by providing notifications on the admission status and other relevant
information that supports prospective students in completing the enrollment process, such as
deadlines for housing applications and registration for classes. Informants also pointed out that
SMS might be used to receive and answer questions during the application and preparation phase.
Finally, Lentine and Wiseman (2015) highlight that SMS marketing appears to be most effective
when focused on personal one-on-one communications send from an official person, rather then mass
push messaging. Furthermore, students seem to be most receptive to receiving SMS messages if
they are timely and personally relevant messages, and only if they have expressed their preference to
be contacted directly on their phones.
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4.2.6.4

MIM for Questions & Feedback

In terms of the use of MIM, it appears that mobile messaging apps such as WhatsApp, Viber, Skype
and Facebook Messenger present a new way for personal interactions with prospective students
through mobile devices during the recruitment process. Respondents emphasized that they use
instant messaging to deliver an excellent one-on-one service to prospective students during and
after the application stage by being easily accessible on these platforms to answer questions and
provide quick feedback. Typical quotes included:
"We use mobile messaging like Whatsapp to keep in touch with people who are in the application and
preparation process. It's like “I have a quick question about this” and it's really fast to reply and provide an
excellent service. These are the communication tools that our target market is using, so we need to adapt to that.”
(University C, Canada)
"We want to be easily accessible for students who have questions about the programs or about the university or
questions about applying or tuition fees and we realized that students and parents really appreciate that personal
touch and also to receive feedback very quickly through instant messaging services like Whatsapp or Skype"
(University I, Sweden)
Furthermore, respondents also indicated that MIM is particularly useful in an international
recruitment context, as highlighted by the following comments:
“Mobile communication services like WhatsApp, Viber, WeChat and even Snapchat can be used as an easy and
affordable option to support international students worldwide." (University C, Canada)
"WeChat is one of the biggest Instant Messenger apps in China and Asia and it's a way to message with text,
but also to send voice and video messages. One of my colleagues who deals with the Chinese market uses WeChat
as a form of mobile marketing to reach and communicate with students when they have questions. It's a great way
of customer contact basically like a chat." (University B, Sweden)
4.2.6.5

Live Web Chat

Finally, some respondents also highlighted that they offer a live web chat on their admission website,
which can also be accessed on mobile. Similar to MIM, the main purpose appears to be to allow
prospective students to interact directly with university representatives and current students to ask
questions and receive advice. One informant commented:
"We offer a live chat function on our website for prospective students to be more easily available, also on mobile.
We find that students today are a bit shy to call and it's quite a threshold to get them to email us. But with a
pop-up window it's really easy for them to just ask a question and to start a conversation and then they can leave
their email to get more information. The chat is really a success, the uptake by students has been great."
(University B, Sweden)
4.2.6.6

Key Learnings

The key learnings regarding how SMS and MIM can be used for student recruitment can be
summarized with the following conclusions (see Table 4.7). Firstly, as suggested by Rowles (2013) and
Becker and Arnold (2010), SMS may provide education marketers with a highly effective channel to
engage prospective students directly on their mobile phones with relevant information, alerts and
reminders throughout all stages of the recruitment process. SMS marketing may be used as a way to
promote courses and recruitment-related events to new prospective students, as well as an effective
way to reach international students in sourcing markets across Asia and Africa. Furthermore, SMS
might be used, similar to email, as a tool to convert inquirers into applicants by following up with
prospects to entice further interest and to remind them of important dates. Also during the postapplication stages SMS may be used to deliver personal communications to applicants and admitted
students, for example to keep them updated on their admission status and provide support in
completing the enrollment process. Furthermore, as pointed out by Holland (2010), SMS should
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only be targeted at students who opted-in to receiving such messages. Hence, universities may
consider using strategically placed opt-in forms to build a SMS marketing list. It is also important to
emphasize that rather then using SMS as a mass marketing tool, it appears to be most effective
when used as a one-on-one channel for timely and personally relevant messages. Secondly, in
alignment with Rundle (2013), MIM represent an increasingly important communication channel to
deliver a personal one-to-one service to prospective students throughout the recruitment process.
As suggested by Calladine (2014), education-marketers may consider being accessible on popular
mobile messing apps to offer advice and quick support. MIM also seems to be particularly useful in
an international recruitment context. And finally, education-marketers may also consider providing a
live web chat function, as another easy way for prospects to ask questions and receive advice.'
Table'4.7:'Recommendations'for'SMS'&'Mobile'Instant'Messaging'
SMS'Marketing'
to'reach'new'Prospects'

Consider!using!SMS!as!a!direct!marketing!channel!to!promote!courses!and!
education!events!to!new!prospects!

SMS'Alerts'&'Reminders'

Consider!using!SMS!to!deliver!relevant!information,!alerts!and!reminders!directly!
to!inquirers,!applicants!and!admitted!students!

MIM'for'Student'Support'

Adopt!mobile!messaging!services!to!offer!personal!advice!and!support!throughout!
the!enrollment!process!

Live'Web'Chat'

4.2.7

Take!advantage!of!a!live!chat!function!on!the!admission!website!to!provide!
prospects!with!an!easy!way!to!ask!questions!!

Mobile E-Mail Marketing

When analysing the use of mobile e-mail marketing for student recruitment, the findings reveal three
themes including mobile-optimized emails, pre-application and post-application email strategy.
All respondents acknowledged that email remains a primary communication channel with potential
students and there appears to be a general agreement that email plays an integral part throughout all
stages of the recruitment process, as illustrated by the following quote:
"We use email marketing as an integral tool at different stages of the recruitment process to reach potential future
students who don't know about us yet, people that have inquired, and people who have gotten an offer until they
officially register." (University H, Australia)
4.2.7.1

Mobile-optimized Email

The findings furthermore indicate that the majority of participating universities recognize that
emails are now predominantly being read on mobile devices, and therefore they consider how
emails are displayed across devices, as well as how email content can be optimized for mobile.
Typical quotes included:
"Emails that we send are optimized for mobile viewing, as emails are now mainly being read on mobile instead of
a computer. We are thinking carefully about how we design our emails so that they function correctly on every
device possible." (University C, Canada)
Marcallini (2014) adds to this by arguing that HEIs should adopt a responsive-design for emails to
provide the best possible reading experience irrespective of the device that is being used. Quinn
(2014c) supports this view and emphasizes that by combining responsive emails with a responsive web design,
education-marketers can provide users with a consistent user experience. One respondent stated:
“For our email marketing we format texts and images responsively and all other included media resizes
automatically to the various mobile screen sizes. We also consider the needs of mobile readers by using larger links
and call-to-action buttons and we keep the paragraphs short to make it easy to read.” (University G, UK)
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Some universities also mentioned that they make use of email marketing platforms such as
MailChimp and Constant Contact, which automatically optimize emails for different devices.
Additionally, one interviewee elaborated on how they transformed their email communications to
be more effective on smaller screens:
"We have gone through a transition where we have moved away from emails with a lot of messages, lots of calls-toaction. Our emails these days are much shorter and much more specific based around a clear call-to-action. Our
emails have reduced in size and because of that they are much more focused and effective when you view them on a
mobile, it’s very easy to consume." (University E, UK)
4.2.7.2

Pre-Application Email Strategy

When considering how mobile-optimized emails can be used for student recruitment, findings suggest
that it is an effective tool to target prospects at the inquiry stage. It appears that universities can
acquire email lists of prospective students from partners and they also focus on capturing email
addresses through various channels, such as the website or campaign LPs, when someone requests
more information or registers for an event. Comments from interviewees included:
"On our campaign LPs and during open days we try to collect student data like email addresses and phone
numbers so we can keep in contact with them afterwards." (University A, UK)
"We're doing email marketing once they have come to the website or when they have attended an event and then
we do relationship marketing in a sense of follow-ups and persuading them to apply." (University B, Sweden)
Informants expressed that the main objective of pre-application email marketing would be to convert
individuals who expressed an interest in a study program into applicants. Illustrative quotes include:
"Our prospective student emails are focused on converting interested people into applicants. The content is mainly
about selling the student experience and to convey that our location is great, as much as selling the university.”
(University A, UK)
"We have a prospective student newsletter. Mostly effort is focused on getting them to apply. In the recruitment
funnel all of these email communications play a big part in the student interest and inquiry stages. We
continuously keep in touch with them." (University C, Canada)
At the inquiry stage, it appears that HEIs can focus on integrating different calls-to-action into their
prospective student emails to entice interest or an application decision, as this quote illustrates:
"Calls to action in our prospect emails might simply be an invitation to read an article on our website, it might
be to come to an on-campus event like an open day or a lecture or summer school, it might be that the prospectus
is now available online or to register for a webinar." (University G, UK)
4.2.7.3

Post-Application Email Strategy

Once an application has been submitted, respondents indicated that the focus of the email
marketing strategy shifts towards converting applicants into enrolled students. Findings also suggest that
the content would focus more on providing relevant information at the right time to influence a
student’s decision to choose a university as their preferred study choice. Two respondents provided
a detailed explanation of their respective email marketing strategies for the post-application stage:
“There is often a large time gap between submitting the application and when registration for classes begins.
That’s why we create a schedule of content marketing via email, because most students might still be considering
several universities at that moment. We send a series of post-application emails where we mix information that is
fun and useful for applicants. For example, information about preparing to move out on your own for the first
time and at the end would be a specific call-to-action to apply for residence.” (University C, Canada)
"The intend is to create awareness of useful services and by doing so drive conversion rates of applicants who
become enrolled students at the university. Email content is focused on timely information, if we have scholarship
or housing deadlines, and then the kind of things that connect people into the campus community before they arrive
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here. So ideally receiving this information early on gives a potential student an extra incentive to make that actual
choice that our university is going to be the one that they will come to attend." (University E, UK)
4.2.7.4

Key Learnings

The key learnings regarding the use of mobile email marketing for student recruitment can be
summarized with the following conclusions (see Table 4.8).' Firstly, in alignment with Arno (2014),
findings suggest that email is an important channel for direct communications with potential
students and it is perceived as an integral marketing tool throughout the student recruitment
process. Secondly, education-marketers need to recognize that mobile devices are now the preferred
platform to access emails, as stated by Amirkhanpour et al. (2014). Hence, it is imperative to
optimize email-marketing campaigns for mobile users by following Dushinski (2012) recommendations to
adopt a responsive-design for emails and to develop content for optimal usability on small mobile screens.
As suggested by Becker and Arnold (2010), it appears that to improve the effectiveness of mobile
email marketing it is also important to create shorter and very specific emails based around a clear
mobile call-to-action. Thirdly, education-marketers may consider developing distinct email strategies for the preand post-application stages. Email appears to be an effective tool to target prospects that are at the
inquiry stage. Continuous communications should entice further interest and build relationships
with the ultimate aim to convert qualified prospects into applicants. Also, a series of post-application
emails with timely information about relevant services and key differentiation factors can be used to
drive conversions of applicants into enrolled students.
Table'4.8:'Recommendations'for'Mobile'Email'Marketing'
MobileEoptimized'
Emails'
PreEApplication'Email'
Strategy'
PostEApplication'
Email'Strategy'

4.2.8

Optimize!emailSmarketing!campaigns!for!mobile!by!using!a!responsiveSdesign!and!by!
keeping!emails!focused!on!a!clear!callStoSaction!
Develop!a!mobileSoptimized!email!marketing!strategy!targeted!at!prospective!students!
at!the!inquiry!stage!to!entice!interest!and!increase!applications!
Develop!a!mobileSoptimized!email!marketing!strategy!for!applicants!and!admitted!
students!focused!on!increasing!yield!rates!

QR Codes, NFC & Location-Based Marketing

There are various themes that emerged regarding the use of QR codes, NFC technology and LBM
including short URLs and QR codes for Asia, NFC-enabled marketing materials, NFC-enhanced events, as
well as campus proximity alerts and geo-fencing campaigns.
4.2.8.1

Short URLs & QR Codes for Asia

The findings revealed that all participating universities had used QR codes as a mobile direct
response mechanism integrated within marketing collateral, print and outdoor media in the past.
There appears to be an agreement however that QR codes have generally delivered poor results. As
a consequence the majority of respondents pointed out that they switched to using short URLs,
which seem to be more effective, as shown by the following quote:
"Our print ads, our brochures, everything had a QR code. Actually, we discontinued it altogether, because we
found that the response was poor. We now use specific short URLs, which are easy to type in instead of scanning
a QR code and we direct people to our website and social media for direct response." (University C, Canada)
Even though respondents recognized the limited use of QR codes in their domestic markets,
findings also suggest that they might still be relevant for recruitment in certain international
markets, especially in Asia. One example is China, where a QR code scanner is integrated in the

Marian Zinn & Helen Johansson / Jönköping University

August 2015

52

Master Thesis in Business Administration

leading social networking app WeChat. This allows universities to direct users to their WeChat
brand page. One respondent stated:
"We use QR codes in markets where people really use them, like Asian markets. And we use it to direct people
to our WeChat channels, to our webpage and some go to specific LPs." (University H, Australia)
4.2.8.2

NFC-enabled Marketing Materials

When looking at the use of NFC technology for student recruitment, this appears to be a tool that the
majority of respondents had not considered yet. Nonetheless, three universities suggested possible
applications including the use of embedded NFC tags within print and outdoor advertising or other
marketing collateral to enable people to download an app, a prospectus or other useful content
directly on their mobile device. One informant stated:
"We looked into NFC technology from an outdoor ambient media point of view with poster sites that can
integrate NFC tags and that would allow people to download course information." (University E, UK)
4.2.8.3

NFC-enhanced Events

Another alternative use of NFC tags appears to be to enhance the experience of event participants
at open days and recruitment fairs, as illustrated by the following excerpt:
"We trialed the use of NFC tags during Open Days for visitors to tap their phones to download a prospectus, a
timetable for the open day or our mobile app directly to their phone. And that seems to go quite well to provide
someone with information in that way." (University A, UK)
4.2.8.4

Campus Proximity Alerts

In terms of LBM, respondents indicated that they are testing proximity alerts as a way to send
location-based messages to people that visit or walk by the campus. One informant stated:
"Especially if you know that there are a lot of potential students like at an Open Day, then we can do a locationbased advertising to everyone in a specific area or you can send location alerts to people close to the campus. This is
something we have tested out successfully in the past." (University A, UK)
4.2.8.5

Geo-fencing Campaigns

Another approach to LBM appears to be the use of “geo-fencing” to build a highly targeted pool of
prospective students, prior to engaging them with direct messages via SMS:
"We have done some detailed SMS work where we have set up geofences around schools or colleges where we are
interested in recruiting students from. We used geo-fencing to determine a pool of highly relevant targets who we
think are students at that college and to collect their contact details. We then used that to hit them with an SMS
with information about courses. And we found that this worked really well." (University E, UK)
Findings also suggest that geo-fencing can be used to target events that attract prospective students,
as demonstrated by the following quote:
"If you know that there are different events going on in certain locations where you know there will be a lot of
people interested in attending university like for example at an exhibition centre in the city, then we could send
people at the event ads via SMS using geo-fencing." (University A, UK)
Respondents emphasized that the main benefit of location-based messaging is the highly relevant
targeting and immediacy of response. However, interviewees voiced concerns about push messaging,
as it could be perceived as intruding, especially if it does not add immediate value for receivers.
4.2.8.6

Key Learnings

From the findings for how QR codes, NFC and LBM can be used for student recruitment the
following conclusions can be drawn (see Table 4.9). Firstly, in alignment with Strout’s (2013)
argument, using short URLs as a mobile direct response mechanism within traditional marketing

Marian Zinn & Helen Johansson / Jönköping University

August 2015

53

Student Recruitment for the Mobile Generation

materials, such as print and outdoor ads, seems to be a more effective tool compared to QR codes.
However, in certain international markets, such as China, QR codes are still relevant to drive action
through mobile devices (Rowles, 2013). Secondly, as suggested by Hopkins and Turner (2012), NFC
technology can be used for student recruitment by integrating NFC tags within traditional marketing
materials with the intend to enable people to instantly download a university app, a prospectus or
other useful content directly on their mobiles. Another way of leveraging NFC might also be to
provide enhanced services for event participants at open days and recruitment fairs to access
valuable content, as well as to improve the university experience for visitors by offering locationspecific information while touring the campus. Thirdly, in alignment with Stolle (2014), LBM seems
to represent another innovative channel to engage prospective students with highly relevant and
timely messages. As suggested by Dhar and Varshney (2011), education-marketers can make use of
technologies such as Bluethooth, NFC, SMS or iBeacon to target proximity alerts at mobile users while
they are close to a campus or while attending an on-campus event. And fourthly, in congruence with
Dushinski’s (2012) reasoning, geo-fencing campaigns can be used to target prospects with push
notifications or SMS messages in highly desirable geographic locations, such as schools, colleges
and events that attract large numbers of prospective students. Empirical evidence suggests that geofencing is a very effective way to build a pool of quality prospects and to drive inquiries.
Table'4.9:'Recommendations'for'QR'Codes,'NFC'&'LocationEbased'Marketing'
Short'URLs'&'
QR'Codes'for'Asia'

Use!short!URLs!as!a!mobile!direct!response!mechanism!within!traditional!marketing!
materials!and!consider!QR!codes!for!Asian!markets!

NFCEenabled'Marketing'
Materials'

Consider!NFC!tags!to!enhance!traditional!marketing!materials!with!instant!access!to!
relevant!content!on!mobile!devices!

NFCEenhanced'Events'
Campus'
Proximity'Alerts'
GeoEfencing'Campaigns'

4.2.9

Consider!the!use!of!NFC!technology!to!provide!enhanced!services!at!events!and!to!
improve!the!campus!experience!for!visitors!
Consider!proximity!alerts!to!engage!prospective!students!while!they!are!close!to!
campus!or!at!onScampus!events!
Use!geoSfencing!campaigns!to!build!a!pool!of!high!quality!prospects!

Mobile Analytics

When considering the use of analytics to measure, evaluate and optimize the performance of mobile
marketing for student recruitment, the findings indicate that all the participating institutions use
analytics techniques, but at different levels of sophistication. All respondents acknowledged the
importance of analytics for effective recruitment, and it seems to be perceived as one of the key
benefits of digital and mobile marketing, as highlighted by the following statement:
"I think the main benefit is the capacity to be more measured. Analytics better enable us to see what kind of
return we are achieving on the marketing investment that we make. Digital and mobile analytics really help us to
understand performance and improve our recruitment activities." (University D, UK)
4.2.9.1

Analytics Tools to measure Mobile Marketing

When asked about the analytics tools used to understand the effectiveness of mobile recruitment
activities, respondents highlighted that the primary tool used by universities appears to be Google
Analytics, combined with campaign reporting provided by advertising platforms, such as Google
Adwords and Facebook Ad Reports. Typical quotes included:
"We use Google Analytics and any other native analytics that come with third-party applications like Facebook,
AdWords, Twitter and also our email marketing system. And where possible we look at segmenting where the
traffic is coming from and how each channel is performing based on our conversion goals." (University G, UK)
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"The primary tool is Google Analytics. We have it set up on all our sites and LPs. I do always try to tie
everything that we are doing back into Google Analytics if possible. I like to have one common place where we can
compare the traffic properly.” (University C, Canada)
One respondent highlighted though that universities might also consider other third-party analytics
platforms that are designed specifically to track mobile marketing campaigns:
"We have experimented with different analytics platforms for mobile. We used a third-party supplier, because we
were told that it would be more accurate tracking mobile engagement. I think there are some drawbacks to Google
Analytics for measuring mobile. It's not 100% accurate.” (University E, UK)
Furthermore, findings indicate that analytics from email and SMS marketing platforms, such as Mail
Chimp, can also provide valuable insights, as discussed in the following quote:
“MailChimp provides analytics for our email campaigns. This way we know what emails are being opened and
which ones lead to click-throughs. We use these insights to increase the visibility of our messaging and it can tell us
how much of our site’s traffic came from our email campaigns. And you will also be able to see how many people
who clicked from an email ended up completing a conversion goal. (University F, UK)
4.2.9.2

Results-based Marketing

The majority of respondents emphasized the need to define specific mobile conversion goals and
develop a set of KPIs as a prerequisite to running effective mobile recruitment campaigns.
Varughese (2012) points out that the two main objectives for universities, also referred to as macro
conversions, are the application and final enrollment. Furthermore, respondents indicated that it is
common practice to define micro conversion goals for mobile campaigns such as filling in a data capture
form, visiting a website, signing up for an open day, webinar or newsletter, requesting a prospectus, watching a video
or taking a virtual tour, just to name a few. One respondent illustrated the reasoning behind micro
conversion goals for mobile marketing:
"We have the macro conversion goal of people starting an application, but we saw that the application rate was
much lower from mobile. And that’s why for mobile our threshold for success is a little lower. We started to
identify smaller goals and we are quite happy if a person who didn’t know us signs up for a newsletter or spends a
few minutes looking at academic programs. Smaller goals allow us to assign value to our marketing activities that
didn't result in an application, and it allows us to compare them with each other.” (University C, Canada)
4.2.9.3

Mobile Conversion Optimization

Moreover, one of the themes that emerged from the findings is the perceived importance by
respondents to use analytics tools to evaluate the effectiveness of different traffic sources such as
paid and organic search, social, email or SMS in delivering conversion goals, rather then to simply
measure mobile traffic. Agency C emphasized that the most effective mobile marketing channel is
not necessarily the one that delivers the largest volume of traffic. It was furthermore pointed out
that in order to understand where to prioritize mobile marketing investment, HEIs first need to
determine how mobile marketing channels affect conversions, and this would allow them to then
concentrate their recruitment efforts on the traffic sources that lead to the most inquiries,
applicants and ultimately enrollments. Respondents elaborated as follows:
"We measure from which traffic source users came from when doing a campaign and then we compare conversions
to see which channel performs better. And we also distinguish performance between desktop versus mobile. This
allows us to focus our investment on the most effective marketing channels." (University H, Australia)
“We distinguish between the different channels where traffic comes from in terms of device and also platform, and
we obviously differentiate between organic and paid traffic. If we see that the bounce rate is high or the conversion
rate very low, then we re-evaluate what we are doing or disinvest in it all together." (University C, Canada)
An example of the results for a Facebook advertising campaign, which lists a number of metrics to
compare performance between mobile and desktop can be found in Appendix 3.
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4.2.9.4

Key Learnings

From the above findings regarding the use of mobile analytics for student recruitment a number of
conclusions can be drawn (see Table 4.10). Firstly, as highlighted by Chaffey and Patron (2012) and
Kaushik (2007), the main benefit provided by analytics technology seems to be the ability to
measure and optimize the performance of mobile recruitment campaigns for the highest ROI.
Secondly, as suggested by Hemann and Burbary (2013), analytics software enables education
marketers to track traffic and user behaviour across mobile, tablet and desktop devices, in order to
build a comprehensive picture of the performance of all digital marketing activities. The most
common analytics tool used for student recruitment appears to be Google Analytics combined with
campaign reports from other platforms such as Facebook, Google AdWords, Twitter, as well as email
and SMS marketing systems. However, it might also be beneficial to consider other mobile-specific
analytics platforms such as Flurry or Mixpanel, which offer more advanced mobile tracking features for
mobile websites and apps. Thirdly, in alignment with Kaushik (2007), education marketers may
consider defining specific micro conversion goals for mobile marketing campaigns, which serve as a
basis to measure the success of mobile recruitment activities. As proposed by Hemann and Burbary
(2013), analytics can then be used to evaluate the effectiveness of mobile traffic sources in
delivering conversions and based on those insights education marketers can optimize campaigns for
the mobile channels that deliver the most inquiries, applicants and enrollments at the lowest cost.
Table'4.10:'Recommendations'for'Mobile'Analytics'
Google'Analytics'&'
Campaign'Reports'

Track!&!evaluate!traffic!sources!and!user!activity!across!all!mobile!marketing!channels,!
the!website!and!mobile!apps!

3rdEParty'Analytics'

Consider!mobileSspecific!analytics!platforms!for!more!advanced!insights!on!mobile!web!
and!app!traffic!and!user!behaviour!

ResultsEbased'
Marketing'
Mobile'Campaign'
Optimization'

Define!specific!micro!conversion!goals!for!mobile!recruitment!campaigns!to!establish!
measures!for!evaluating!and!comparing!performance!
Use!analytics!to!evaluate!the!effectiveness!of!mobile!traffic!sources!in!delivering!
conversion!goals!&!optimize!campaigns!for!the!highest!ROI!

4.2.10 Other Relevant Tools
A number of mobile marketing-related themes, which cannot directly be linked to the categories of
tools derived from literature, emerged inductively during the analysis. These include virtual reality
campus tours, tablets and free Wi-Fi hotspots at fairs and live webinars.
4.2.10.1

Virtual Reality Campus Tours

First of all, University H from Australia is pioneering the use of virtual reality (VR) technology, in this
case Google Cardboard Glasses to provide the opportunity for prospective students who are unable to
travel to a campus to take part in an authentic campus experience through their mobile device. This
new tool is explained in the following quote:
“We are offering virtual reality campus tours at international recruitment events. Last year Google launched a
product called Google Cardboard. You stick your mobile into the glasses, put them on and then you can have a
virtual reality experience. If you are a prospective student in India and you want to know how Australia and the
campus looks like, you simply put on the glasses and you can see a 360° virtual reality view and videos of what
Australia and our campus looks like. This is unique, we are the first university in Australia to do that."
4.2.10.2

Tablets at Fairs

Respondents from two universities also expressed the value of using tablet devices at events such as
recruitment fairs to provide access to detailed information about the university, capture contact
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details from event participants and create an image of the university as being on the cutting-edge of
technology. One interviewee stated:
"We use tablets at recruitment events. We always have a couple of iPads at our stands. It allows us to offer
visitors access to interactive apps where they can for example browse the course brochure. And people can put in
their contact details straight away. We then send follow-up emails where we provide relevant information about the
university or regarding the application.” (University F, UK)
4.2.10.3

Free Wi-Fi Hotspots at Fairs

Moreover, findings indicate that another way to engage with prospective students via their mobile
devices can be by HEIs offering free Wi-Fi access at off-campus events. This would allow educationmarketers to collect email addresses when students sign in from their smartphones and to expose
them to the institution’s brand on a customized LP. One informant explained:
"Some of our universities have gone to events and provided free Wi-Fi, which is accessed by students attending the
event. So when they sign in for the Wi-Fi on their mobile they will see that it's from that particular university. So
they are building their brand and position themself as useful to the attending students” (Agency A, UK)
4.2.10.4

Recruitment & Preparation Webinars

Another tool that appears to be used by a number of participating universities during the student
recruitment process is web-conferencing via easily accessible tools like Google Hangout. Quinn (2014c)
points out that live webinars allow for interactive, personal communications across the Internet that
allow education-marketers to engage directly with a large audience of potential students from across
the globe. One informant stated:
“We offer virtual events and Q&A sessions where current students and academics present study programs and
people can join us and ask questions live. These sessions can be accessed through mobiles and tablets, because we
use mobile-optimized platforms like Google Hangout.” (University F, UK)
Furthermore, findings indicate that mobile-accessible webinars can also be used at the admitted
students stage to prepare students before their arrival and drive enrollment conversions, as
illustrated by the following statement:
“We offer online webinars where students will be able to join us from across the world. The purpose is to get
admitted students ready to come to university. We hold these events to make sure that students are actually
registering for classes and showing up in September. They can be accessed through any device, because it would be
web-browser based." (University C, Canada)
4.2.10.5

Key Learnings

The learnings regarding other relevant mobile marketing-related tools can be summarized with the
following conclusions (see Table 4.11). Firstly, the use of VR technology to provide an opportunity for
an authentic campus experience could be a new innovative recruitment tool, especially for
international students prior to their application decision. Secondly, universities can leverage tablet devices
for on- and off-campus events to offer visitors an opportunity to browse detailed information about the
university and encourage data capture to build a prospective student database for follow ups.
Thirdly, universities might be able to differentiate themselves and engage with prospective students
at off-campus events by offering a free Wi-Fi service to mobile users. This can also be used to collect
data and increase brand awareness. And fourthly, education-marketers can provide live webinars using
web-conferencing platforms like Google Hangout, which are easily accessible via mobile devices, as
a means to engage directly with remote audiences, both for offering information to prospective
students, as well as services for admitted students to increase yield rates.'
'
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Table'4.11:'Recommendations'for'Other'Relevant'Tools'
Virtual'Reality'
Campus'Tour'
Tablets'at'Events'

Consider!using!VR!technology!to!offer!authentic!campus!experiences!to!prospective!
students!
Leverage!tablet!devices!for!events!to!offer!digital!information!and!capture!data!

Free'WiEFi'Hotspots'

Consider!offering!free!WiSFi!access!to!stand!out!at!events!and!increase!brand!awareness!
with!mobile!users!

Online'Webinars'

Consider!offering!online!webinars!as!a!direct!and!interactive!communication!channel!to!
reach!prospective!and!admitted!students!in!remote!locations!

4.3

Applying Mobile Marketing to the Enrollment Funnel

Based on the previous discussion of the key findings, the following section identifies which mobile
student recruitment tools (see Figure 4.1, p.62) are most relevant at each stage of the enrollment
funnel to effectively move prospective students towards enrollment at a HEI. The aim is to
understand how mobile recruitment tactics fit in the context of the student recruitment process.
4.3.1

Prospective Students Stage

“A lot of these mobile marketing tools are focused on reaching new prospective students, getting them to a LP or the
website and collecting data to be able to build a relationship and getting them to apply."
(University E, UK)
As discussed in the theoretical framework, the first stage of the enrollment funnel is focused on
reaching new prospective students to create brand awareness and interest with the aim to generate a pool of
inquiries, representing qualified leads who might apply for a study program in the future (Copeland,
2009; Bontrager, 2004). Based on the empirical findings, the following mobile recruitment tools are
most relevant for the prospective student stage:
1. Mobile SEO & PPC:' Mobile

search appears to be one of the key channels for prospective
students to discover information about HEIs and education marketers can use mobile SEO and
paid search advertising to achieve maximum visibility in mobile search engines. Findings indicated
that mobile search marketing can be a an effective way to gain brand awareness with qualified
domestic and international prospects that are actively seeking a study program and it may help
to build high quality traffic for specific programs, open days, and international recruitment events.
Advertising targeted at mobile social media users on major social
networking platforms such as Facebook, Twitter and Linkedin appears to be another effective
channel for reaching prospective students and generating interest in courses and events, also for
international recruitment purposes. Social media advertising benefits from its large global reach,
as well as very specific targeting options.

2. Mobile Social Advertising:

Other forms of mobile advertising, such as
display, in-app and video ads also provide a growing opportunity to reach a large audience of
potential students and their parents on mobile devices for the purposes of branding, creating
awareness and generating leads.

3. Mobile Display, In-App & Video Advertising:

SMS marketing represents yet another channel to target prospective
students directly with messages about study programs and university events on their mobile
phones. This seems to be one of the most effective ways to reach prospective students instantly

4. SMS Push Campaigns:
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and to stimulate inquiries. It is also a well-established marketing channel in certain international
markets, particularly in Africa and Asia.
Closely related to SMS marketing, geo-fencing technology provides educationmarketers with the possibility build a highly targeted pool of prospective students from desirable
geographic locations, which can then be reached with push notifications or SMS to drive inquiries.

5. Geo-Fencing:

Proximity alerts may be used to send location-specific marketing
messages directly to people that visit or walk by the campus, as well as participants of oncampus events. This may be another way to gain attention and drive traffic to LPs or for
example to download a university app.

6. Campus Proximity Alerts:

Education marketers may also use mobile direct response mechanisms, such
as short URLs and NFC tags, integrated within marketing collateral, print and outdoor media to
enable people who are exposed to this form of traditional marketing to use their mobile devices
to gain access to useful content or to directly inquire.(

7. Short URLs & NFC Tags:

All the above tools can be used to direct prospective students
to recruitment-focused LPs, which need to be optimized for mobile. Mobile LPs can be used to
provide customized information to peak the interest of prospective students and to position
strategic calls-to-action for example to capture data to be able to follow up and convert inquirers
into applicants. A responsive LP that is optimized to work across mobile, tablet and desktop may
also be a good solution.

8. Mobile LPs & Calls-to-Action:

A mobile app for prospective students may be useful at this stage to
have a presence in the major app stores in order to be discoverable via app store search.

9. Prospective Student App:

Finally, universities can also make use of tablet devices
and free Wi-Fi hotspots at events to engage with prospects and to capture their contact details,
such as email addresses and phone numbers, which can be entered directly into the tablets or
which are collected when people sign in for the Wi-Fi.

10. Tablets & Free Wi-Fi Hotspots at Fairs:

Table'4.12:'Mobile'Marketing'Tools'for'the'Prospective'Students'Stage'
Mobile!SEO!&!PPC!

GeoSFencing!

Mobile!CallsStoSAction!

Mobile!Social!Advertising!

Campus!Proximity!Alerts!

Prospective!Student!App!

Display,!InSApp!&!Video!Advertising!

Short!URLs!&!NFC!Tags!

Tablets!at!Fairs!

SMS!Push!Campaigns!

MobileSresponsive!LPs!

Free!WiSFi!Hotspots!at!Events!

4.3.2

Inquiries Stage

"Once you have someone’s attention, the main focus is to get them to the application stage, and in that sense you use
email and SMS marketing and communicate directly one-to-one with those individuals."
(University B, Sweden)
The second stage of the enrollment funnel is focused on converting prospective students that have
expressed an interest in a HEI into applicants (Copeland 2009). Hence, at this stage more
personalized and interactive forms of communication with students, as well as persuasive
information that support the application decision are required (Gerdzhikov, 2015). The empirical
findings indicate that the following mobile recruitment tools are most relevant for the inquiries stage:
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1. Mobile-optimised Admissions Website: Once the initial contact has been made with a

prospective student, it is essential to have a fully mobile-responsive and optimized admissions website that
provides interested prospects with relevant content and information aimed at supporting their
decision to submit an application.
2. Re-Marketing Campaigns: It seems that an effective method in higher education to increase

inquiries and applications can be the use of re-marketing campaigns through advertising
platforms such as Google Adwords, as a way to retarget people who previously saw a mobile ad
or visited the university website.
3. SMS Alerts & Notifications: SMS might also be used to convert inquirers into applicants by

following up with prospects to entice further interest, to remind them of time-sensitive
information such as application deadlines or to trigger actions such as signing up for campus
visits, taking a virtual tour or joining an online chat or webinar.
4. Mobile-optimized Email: Similar to SMS, email also presents an effective tool to convert

individuals who expressed an interest in a study program into applicants. Universities can
acquire email lists from partners, as well as capture email addresses from students on LPs or
during events, in order to engage in relationship marketing by following up and providing
persuasive information that entices them to apply.
5. Mobile IM & Live Web Chat: Mobile instant messaging apps such as WhatsApp, Viber, Skype

and Facebook Messenger, as well as a Live Web Chat available on the website can provide a
convenient way for prospective students to interact directly with university representatives and
current students to ask questions and receive advice that influences their application decision.
6. Prospective Student App: A prospective student app might offer a means to build a

relationship with potential students and differentiate an institution by offering benefits beyond
what a website can offer. HEIs may provide an interactive multimedia experience for
prospective students to gain an idea of what life is like studying at a HEI, while also offering
information and services needed to support the application decision.
7. Open-Day & Campus Tour App: Another way to differentiate the university and influence the

application decision may be the use of mobile apps to enhance the experience of attending an
open day and visiting the university campus. Apps may offer functionalities such as self-guided
tours with geo-location alerts, as well as other useful services directly accessible on a mobile device.
8. Virtual Reality Campus Tour: VR technology, such as Google Cardboard, can be used to

influence a prospective students’ application decision by offering a VR campus experience
through a mobile device. This might be especially useful for international recruitment purposes.
9. Recruitment Webinars: Universities may offer interactive live webinars that are accessible via

mobile devices to provide information and answer questions targeted at interested prospective
students from across the globe.
Table'4.13:'Mobile'Marketing'Tools'for'the'Inquiries'Stage'
MobileSoptimised!!
Admissions!Website!

MobileSoptimized!Emails!

OpenSDay!&!Campus!Tour!Apps!

ReSMarketing!Campaigns!

Mobile!IM!&!Live!Chat!

Virtual!Reality!Campus!Tour!

SMS!Alerts!&!Notifications!

Prospective!Student!App!

Recruitment!Webinars!
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4.3.3

Applicants Stage

The third stage of the enrollment funnel focuses on guiding applicants through the application
process. At this point education marketers should provide personal support and continue to build a
relationship with the applicant as this can impact the final enrollment decision if the student is
admitted (Gerdzhikov, 2015). Based on the empirical findings, the following mobile recruitment
tools are most relevant for the applicants stage:
1. Personalized SMS & Emails: Personalized SMS and mobile-optimized emails can be effective

tools to proactively support prospective students during the application stage. Email and SMS
might be used to send notifications on the admission status and other relevant information that
supports students in completing the application process. SMS might also be used for one-onone conversations to receive and answer questions from students.
2. Mobile IM & Live Web Chat for Continuous Support: Mobile instant messaging apps or a live web

chat on the website can be used to deliver a one-on-one service to prospective students during
the application process. This would allow prospective students to have personalized interactions
with university representatives to guide them through each step of the application.
3. Mobile-optimised Application Process: The research findings revealed that the majority of the

participating universities had not considered optimising their online application for mobile
users. However, most of the universities were located in countries where the application is
managed through a centralized system. However, for HEIs that manage direct applications from
domestic and international students through their website, there seem to be opportunities to
optimize the application process for mobile handsets and tablets. Agency B emphasised that
some of their clients were looking into a mobile-friendly application process to give students the ability
to easily apply on a mobile device from anywhere. Furthermore, when considering the growing
proportion of mobile-only users who do not have access to a laptop or desktop computer, this
appears to be an area of increasing relevance in the future. Several respondents expressed the
intent to optimize the application for mobile:
"We are definitely considering optimizing the application experience for mobile devices. We are trying to make
it as easy as possible to apply on mobile. This is a part of our conversion activities to offer the best possible
application experience on any device, because students apply to at least five other universities when they apply
to us. And when they compare their experience throughout dealing with their application, this affects their
choice at the end." (University H, Australia)
Table'4.14:'Mobile'Marketing'Tools'for'the'Applicants'Stage'

4.3.4

MobileSoptimized!Email!

Mobile!Instant!Messaging!

SMS!Alerts!&!Reminders!

Live!Web!Chat!

MobileSoptimized!Application!

Admitted Students Stage

“Once the student is in the applicant category or the offer holding category, we are trying to supplement information to
make sure that if they are made an offer from the university that they accept that, because they are stimulated by the
information and support that they are receiving." (University D, UK)
The fourth stage of the enrollment funnel focuses on driving prospective students who have been
accepted into a study program towards making the commitment to officially enrol (Copeland,
2009). Fisher (2014) highlights that 72% of students decide where to go to university only after they
applied. Hence, education marketers need to maintain personal communications with applicants
and admitted students and support them all the way until the start of their studies, in order to
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positively influence their final enrollment decision. Based on the empirical findings, the following
mobile recruitment tools are most relevant for the admitted student stage:
1. Personalized SMS & Emails: Once a student has been admitted, HEIs can use SMS and email

to continue to engage with them directly on their mobile devices. Strategically timed emails and
SMS can be used to provide personal communications aimed at positively influencing a student’s
decision to enrol. This could include timely content about relevant services and key differentiation factors of
the university, as well as supportive information to complete the enrollment process.
2. Mobile IM & Live Web Chat for Continuous Support: Also at the admitted student stage

mobile instant messaging apps, as well as a live web chat can be used to continue to deliver an excellent
one-on-one service to students by being easily accessible to answer questions.
3. Preparation Webinars: HEIs may also offer interactive live webinars for admitted students that

are accessible via mobile devices, as a means to prepare students before their arrival and help
them to integrate into the student community.
4. Admitted Student App: A mobile app for admitted students may be used to provide relevant

services and personal support to students before their arrival. This might include information
about immigration, residence permit, payment of tuition fees, accommodation application, etc.
Such an app could differentiate an institution and hence lead to increased yield rates.
5. Mobile-optimised Registration Process: Similar to the application process, HEIs may

consider to provide a mobile-friendly registration process to make it as easy as possible for admitted
students to officially enrol at a HEIs.
Table'4.15:'Mobile'Marketing'Tools'for'the'Admitted'Students'Stage'

4.3.5

MobileSoptimized!Email!

Mobile!IM!&!Live!Web!Chat!

Admitted!Student!App!

SMS!Alerts!&!Reminders!

Preparation!Webinars!

MobileSoptimized!Registration!

Enrolled Students Stage

The aim of the previously discussed mobile recruitment tactics is to ensure a prospective student
reaches the enrolled students stage. As discussed by Copeland (2009) this represents the end-goal of
the student recruitment process. Once a student officially enrols, student recruitment ends and
communications related to student retention, as defined by Maringe and Gibbs (2009), would
commence. As student retention falls outside the scope of this thesis, the empirical investigation
did not include this area. However, the use of mobile marketing for student retention certainly constitutes
an area for future research, as discussed in section 5.5.

4.4

Overview & Refined Conceptual Model

This section provides an overview of the main results of this exploratory study. Firstly, based on the
previous discussion about how and for what purpose mobile marketing tools can be used to recruit
students (see section 4.2), ten major categories of mobile student recruitment tactics available to
education-marketers emerged from the empirical investigation. An overview of the Mobile Student
Recruitment Mix is presented in Figure 4.1.
'
'
Marian Zinn & Helen Johansson / Jönköping University

August 2015

62

Master Thesis in Business Administration

Figure'4.1:'The'Mobile'Student'Recruitment'Mix'

Secondly, as a result of the empirical investigation new insights were gained into the relationships
between the proposed mobile marketing concepts (mobile marketing tools) and student recruitment
theory (the enrollment funnel), which were presented in the preliminary model (Figure 2.5). The key
findings from section 4.2, as well as the subsequent analysis of which mobile recruitment tactics can
be linked to each stage of the enrollment funnel in section 4.3, contributed to the development of a
more refined conceptual model of mobile marketing for student recruitment, as illustrated in Figure 4.2. The
refined model provides an overview of how mobile marketing can be applied to the student
recruitment process by identifying which mobile recruitment tactics are most relevant at each stage
of the enrollment funnel to convert prospective students into enrolled students. This provides a
starting point for developing a systematic approach to mobile student recruitment.
Figure'4.2:'Refined'Conceptual'Model'of'Mobile'Marketing'for'Student'Recruitment!
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DISCUSSION & CONCLUSIONS

The following chapter concludes this thesis by reflecting upon how the exploratory study fulfilled its research purpose.
This is followed by an evaluation of how the results contribute to the body of knowledge in the research field of higher
education marketing. Furthermore, the practical relevance of the study’s findings for education marketers is discussed.
And finally, the shortcomings of the thesis are recognized and considerations for future research are highlighted.

5.1

Reflections on Research Outcomes

The main purpose of this thesis was to examine the phenomenon of mobile marketing within the
context of marketing higher education. Specifically this research explored how and why mobile
marketing can be used during the student recruitment process from the point of view of education
marketing practitioners.
To provide an answer to the main research question – “how can higher education institutions use mobile
marketing to recruit prospective students and why?” – the authors conducted an empirical investigation
based on a multiple case study methodology to learn about exemplary cases of mobile marketing practice
in HEIs. Empirical data was collected from interviews with 16 informants across ten universities and four
education-marketing agencies, as well as relevant documents. This offered a range of illustrative insights
into how mobile marketing may be used for student recruitment. More specifically, the study’s
purpose was achieved by fulfilling three research objectives, which were addressed in Chapter 4:
The first study objective was to develop a better understanding of the role and relevance of mobile
marketing in the student recruitment strategy of HEIs. The results indicate that mobile marketing
has become a must-have component of a recruitment strategy to attract new students. Furthermore,
it appears that mobile marketing works most effectively when integrated with traditional and online
marketing as one element of a multi-channel recruitment strategy. Details about the key learnings,
as well as specific recommendations were outlined in section 4.1.3.1 (p.34).
The second study objective was to examine how and for what purpose mobile marketing tools can be
used to market to prospective students. Our findings revealed ten major categories of mobile student
recruitment tactics to engage with potential students on mobile devices. Each of the mobile marketing
tools for student recruitment has been carefully examined and a detailed analysis for each category
is provided in section 4.2, followed by a summary of key learnings and a set of recommendations.
Furthermore, an overview of the Mobile Student Recruitment Mix is presented in Figure 4.1.
Finally, the third study objective addressed how mobile marketing can be applied to the different stages
of the student recruitment process. This objective was dealt with in section 4.3, which discusses how
the mobile recruitment tactics of the Mobile Student Recruitment Mix (Figure 4.1) can be linked to each
stage of the enrollment funnel. Based on this, a more refined conceptual model of mobile marketing for
student recruitment (Figure 4.2) was developed.
Chapter 4 integrates the presentation and analysis of the key findings of this thesis, and provides an
overview of the main conclusions for each research objective. Furthermore, summary tables with
specific recommendations for education marketing practitioners are presented for each section.
Consequently, it can be concluded that the research question was answered adequately.
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Theoretical Contributions

To the best of the authors’ knowledge this exploratory study can be considered as one of the first
empirical investigations to shed light on the phenomenon of mobile marketing within the context
of student recruitment in higher education. Notwithstanding the growing significance of mobile
marketing in the context of higher education, due to the fact that the main target audience of HEIs
increasingly uses mobile devices for internet browsing and communications, there has been little
academic research investigating this phenomenon prior to this study. Hence, this thesis provides an
original contribution to the higher education marketing literature by addressing a clear knowledge gap (see
section 1.2.2). More specifically, this thesis provides three unique contributions:
Firstly, by combining two different research fields, namely mobile marketing and higher education
marketing, this study is the first to contribute a comprehensive theoretical framework that integrates
mobile marketing concepts with student recruitment theory, as presented in the preliminary
conceptual model (Figure 2.5).
Secondly, the study adds value by providing an overview of mobile student recruitment tactics for
HEIs (Figure 4.1) based on empirical insights, as well as new knowledge about how and for what
purpose these tactics can be used to market to prospective students.
Thirdly, the empirical findings also provide insights on the relationships between the concepts
presented in the preliminary model, which contributed to the development of a more refined model
of mobile marketing for student recruitment (Figure 4.2). This model can potentially be the basis for
future education marketing research.
To conclude, one can say that by exploring a novel topic and developing a new model, this thesis
makes a first contribution towards conceptualising mobile marketing for student recruitment, or as
the authors refer to as mobile student recruitment. Furthermore, this study provides a basis for further
research in the field. Other researchers hopefully consider this thesis as a favourable frame of reference
when considering further studies related to the phenomenon of mobile marketing in higher education.

5.3

Implications for Education Marketers

The research findings of this thesis are of practical relevance and provide value to education marketers
in general and for recruitment professionals at HEIs in particular.
The study supports the claim that mobile marketing is becoming highly relevant to reach
prospective student audiences and its importance is likely to continue to grow in the future. This is
due to the fact that mobile devices are becoming one of the primary resources prospective students
use to consume information and to communicate with HEIs. Considering the former, it can be
argued that it is imperative for education marketers to adapt to the technology preferences of a new
generation of students by embracing the mobile medium as a new recruitment channel. The theoretical
framework and empirical evidence presented in this study provide education marketers with a deeper
understanding and knowledge of the opportunities presented by mobile marketing channels to
communicate with their main target audience. Hence, this thesis supports practitioners in adopting
new forms of marketing through mobile channels by providing theory and exemplary knowledge
about mobile marketing practices. More specifically, the study adds practical value in two ways:
Firstly, the study contributes valuable practical knowledge about how and for what purpose mobile
marketing tactics can be used for student recruitment, as presented in section 4.2 and summarized in
the Mobile Student Recruitment Mix (Figure 4.1). Such knowledge is important for education marketers

Marian Zinn & Helen Johansson / Jönköping University

August 2015

Student Recruitment for the Mobile Generation

65

to develop and/or improve mobile marketing-based recruitment activities. Hence, this study
directly supports practitioners in identifying ways to integrate mobile marketing into a recruitment strategy.
Secondly, the refined conceptual model (Figure 4.2) provides education marketers with a framework
for developing a coherent and integrated mobile recruitment strategy for HEIs. The model could
be used as a basis from which to develop a systematic approach for mobile student recruitment
throughout the enrollment funnel. Such an approach would allow education marketers to
strategically link the most relevant mobile recruitment tactics to each stage of the funnel, in order to
best meet the needs of prospective students, and hence potentially improve recruitment outcomes.
To conclude, practitioners in the field are encouraged to approach mobile student recruitment in a
proactive way by shifting their focus towards integrating new mobile recruitment tactics, as presented in
this study, into their recruitment strategies. The knowledge provided in this thesis might contribute
to more HEIs adopting mobile marketing practices, in order to engage with the mobile generation
of students and ideally to create a competitive advantage in an increasingly competitive and global
higher education market in the years to come.

5.4

Limitations

Besides the previously discussed theoretical and practical value that this thesis contributes, the
authors also acknowledge a number of limitations of the study:
Firstly, due to the nature of qualitative research, limitations regarding the generalizability of the
findings must be recognized. The study is based upon a relatively small non-probability sample and as
such the findings are only indicative and may not be generalizable to all HEIs, to other education
sectors or to education systems in countries other than those represented in the study. However, it
must be considered that this research was only exploratory and it is the first study that investigated
the phenomenon of mobile marketing for student recruitment from an institutional perspective. Hence,
the study was not meant to be exhaustive or to measure HEIs’ mobile marketing practices
quantitatively. Furthermore, as acknowledged by Shenton (2004), understanding of a phenomenon
is gained gradually through several studies, rather than based on one stand-alone project. Therefore,
this study provides a basis for future research and subsequent studies can validate and extend the
theoretical propositions of this thesis.
Secondly, the authors also recognize that due to the subjective nature of the interpretive qualitative methods
employed in this study, some degree of researcher bias is to be expected. However, various techniques
such as multiple forms of triangulation and peer feedback were used to reduce the impact of potential
biases and to enhance the trustworthiness of the results, as has been discussed in section 3.6.1.
Thirdly, one of the drawbacks of abductive research based on a pre-defined conceptual framework is that it
may limit unexpected findings to emerge when exploring a phenomenon. Hence, the focus on
mobile marketing categories derived from literature might have limited more inductively-driven
insights to emerge during the data collection and analysis.
Fourthly, the authors recognize that the use of videoconferencing as a medium for the qualitative
interviews might have had an influence on the degree of trust and knowledge sharing. Nonetheless,
as suggested by Sedgwick and Spiers (2009), the authors believe that videoconferencing proved to be an
effective means to communicate with participants located in five different countries, and it is a
medium that most closely resembles the natural conversational style of in-person interviews.
Fifthly, the results of the study are limited by their cross-sectional nature, and the value generated from
the research findings needs to be evaluated relative to the time and context in which the study was
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conducted. This is important to highlight as organisational mobile marketing practices are expected
to change over time as new mobile technologies emerge.
Apart from the previously acknowledged limitations with the chosen method, additional
shortcomings with the overall thesis need to be recognized:
Firstly, this study only explores the phenomenon of mobile marketing for student recruitment from
a single perspective, namely from the point of view of education-marketing practitioners. Hence, the
perspective of prospective students has not been taken into consideration. Furthermore, the study also
only focuses on the model of the enrollment funnel as the foundation to conceptualize the student
recruitment process. Consequently, theory on the decision-making process of students has only been
referred to, but did not represent the main focus of the study. At the same time, the study focused
on recruiting new students, which only represents one broad area of strategic enrollment management. The
areas of retaining students, graduating students, and creating loyal alumni were not included in this study.
Secondly, another aspect that could be considered a limitation is the choice of researching a broad
array of mobile marketing tools across a larger number of cases, rather then focusing on a smaller
number of cases or tools. As argued by Dubois and Gadde (2002), this leads to more breadth, but
limited depth in the research findings. However, this was a conscious decision by the researchers to
provide a more comprehensive view of the studied phenomenon.
And lastly, due to the international scope of the study, which was chosen to gain access to exemplary
cases of mobile marketing practice, the authors were able to gain greater diversification of findings,
but at the same time disregarded the specificities of the higher education systems, legal environments and
technology infrastructures in each specific country. Furthermore, the authors also recognize that the
characteristics of higher education marketing vary across countries and cultures and therefore the
findings may not apply to the same extent in higher education settings that differ radically from the
countries represented in this study. Hence, replication of the study in other countries may be
required in order to determine the applicability of the findings.

5.5

Suggestions for Future Research

As research regarding the use of mobile marketing within the context of higher education is still in
its infancy, additional empirical studies are necessary to develop a more extensive evidence base,
which can help to validate the findings of this thesis and to overcome the defined shortcomings.
Hence, this section provides suggestions for future research, which can further enhance the higher
education marketing literature and benefit future practice:
Firstly, due to the continued development of mobile and digital technology, it might be of value to
extend or replicate this study in the future. It is expected that results change over time, as there will
likely be new opportunities for HEIs to capitalize on mobile marketing with new mobile
recruitment tactics emerging in the future.
Secondly, future research adopting a deductive positivist methodology and a probability sampling technique
could aim to validate the propositions of this thesis to allow for a higher level of generalizability.
Furthermore, the current findings do not enable researchers to make inferences about the level of
adoption of mobile marketing throughout the IHE industry. Hence, further quantitative research is
necessary to understand the global prevalence of mobile marketing in HEIs.
Thirdly, another area for investigation that could provide new points of view on the topic might be
comparative research on mobile marketing practices between different types of HEIs, such as
private, public and online universities. Additionally, future studies could take into consideration the
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unique context and market position of HEIs in determining the most effective mobile recruitment
approach. For instance, Hossler (1999) highlights that newer non-selective universities are likely to
employ a different recruitment strategy compared to more established institutions.
Fourthly, it should not be assumed that the mobile marketing tools in this study are applicable for all
countries and universities. Future research could extend this study to other geographical areas and
cultural settings. For example, similar studies could be conducted with universities from a wider
range of non-English-speaking countries. It might also be valuable to conduct this study with universities
in mobile-first countries such as China, India or Nigeria. Furthermore, a focus on one given country
could highlight specific practices relevant for the unique higher education system, legal
environment and technology infrastructure in the given country. For example, SMS marketing
might be strongly regulated in certain markets, and student attitudes towards receiving SMS or push
advertising might vary between countries. Further research could advance our understanding of
what mobile marketing tools are most suitable in certain markets.
Fifthly, subsequent research could also consider investigating how mobile marketing can be used for
the other dimensions of strategic enrollment management that follow upon student recruitment
(retaining students, graduating students & building loyal alumni). The focus in this case could be on mobile
technologies for customer relationship management, service delivery and enhancing the student experience of
enrolled students throughout the student life cycle.
Sixthly, another valuable issue for research may be to explore the role of mobile marketing in the
student decision-making process (Chapman, 1986), as seen from the perspective of prospective students.
Investigating how students use mobile devices during the different stages of their decision-making
would provide useful insights on the role mobile marketing plays during the enrollment process.
Seventhly, each category of mobile marketing tools included in the theoretical framework of this
thesis (Figure 2.4) presents a future research opportunity. Subsequent studies could focus on a
specific tool to gain more detailed data on its potential use, its benefits and drawbacks to add
depths to the findings of this thesis. For example, explorative research into mobile-friendly application
and registration processes represents a specific area of interest that was pointed out by informants.
And lastly, Stachowski (2011) points out that education marketing research in a non-university
context is underdeveloped. Hence, further research that tests the applicability of the study’s
findings in other education sectors might be of value. The theoretical framework and conceptual
model of this study could be used to conduct similar studies focused on Language Teaching, Further
Education or Secondary Education and thereby provide a more complete picture of the phenomenon.
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APPENDIX
APPENDIX 1 – OVERVIEW OF INTERVIEWS
Interviews'with'EducationEMarketing'Agencies:'
!

Location'

Position'

Date'

Duration'

Format'

Agency!A!

United!
Kingdom!

International!Account!
Manager!!

2015S02S17!

! 28!min!

Video!Call!

Agency!B!

United!
Kingdom!

Head!of!Digital!Media!&!
Technology!

2015S02S20!

! 29!min!

Video!Call!

Agency!C!

United!
Kingdom!

Managing!Director!

2015S02S27!

! 26!min!

Video!Call!

Agency!D!

Canada!

CEO!

2015S02S20!

! 28!min!!

Video!Call!

Interviews'with'Universities:'

!

Location' Position'

Date'

University!A!

United!
Kingdom!

Digital!Marketing!Manager!

2015S!03S26!

! !!36!min!

Video!Call!

University!B!

Sweden!

International!Student!
Recruitment!Manager!

2015S03S27!

! !!45!min!!

FaceStoSFace!

!

Sweden!

Marketing!Manager!

2015S03S27!

! !!46!min!

FaceStoSFace!

University!C!

Canada!

Head!of!Student!Recruitment!

2015S03S27!

!

45!min!

Video!Call!

!

Canada!

Web!Designer/Analyst!

2015S05S19!

!

75!min!

Video!Call!

University!D!

United!
Kingdom!

Head!of!International!
Recruitment!

2015S03S30!

!

42!min!

Video!Call!

University!E!

United!
Kingdom!

Head!of!Marketing!

2015S04S01!

!

60!min!!

Video!Call!

University!F!

United!
Kingdom!

Student!Recruitment!Manager! 2015S04S14!

!

38!min!

Video!Call!

University!G!

United!
Kingdom!

Head!of!Digital!

2015S04S14!

!

47!min!!

Video!Call!

University!H! Australia!

Manager!of!International!
Marketing!&!Communications!

2015S04S16!

!

32!min!!

Video!Call!

University!I!

Sweden!

Communications!Manager!

!

2015S03S09!

!

33!min!

Video!Call!

University!J!

Holland!

Head!of!Student!Recruitment!

2015S03S31!

!

30!min!!

Video!Call!
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APPENDIX 2 – INTERVIEW GUIDE
INTERVIEW'QUESTIONS'FOR'EDUCATION'MARKETING'AGENCIES!
1. Have you seen a change in the adoption of mobile marketing by higher education providers
today compared to 5 years ago?
2. What role does mobile marketing take in marketing higher education to students?
3. What would you say are the most important mobile marketing tools and channels to
consider for student recruitment and why?

4. Do you have recommendations of universities/colleges that could be suitable case studies?
INTERVIEW'QUESTIONS'FOR'UNIVERSITY'MARKETING'MANAGERS!
1. What role does mobile marketing have in your student recruitment strategy? (Complimentary
to traditional/digital or mobile-first?)
2. What is your strategy to reach students through mobile devices (like smartphones and
tablets)?
3. When did you start using mobile marketing?
4. Why did you decide to start using mobile marketing?
Identify'specific'mobile'marketing'tools'used'for'student'recruitment:'
5. What mobile marketing tools do you currently use to recruit new students and could you
explain their purpose and benefits?
6. Do you use or are you planning to use any of the following mobile marketing tools? How
do you use them? And why do you choose to use them?

Mobile'Marketing'Tools!

How?'

Why?'

!

!

!

!

!

!

!

!

!

!

MobileEoptimized'website'
• To(what(extend(is(your(website(optimized(for(smartphones(&(tablets?(
• How(do(you(ensure(that(your(website(is(optimized(&(why?(
• Responsive/Dedicated(design?!

Mobile'Application'
• Do(you(have(a(mobile(app(&(for(what(purpose(are(you(using(it?(
• Native(/(Web(App((across(all(operating(systems?)(

Mobile'Search'Marketing'
• Mobile(Search(Engine(Optimization((SEO)(
• Mobile(Search(Advertising((PPC)(

Mobile'Advertising'
• Mobile(In^App(/(Banner(/(Video(Advertising(

Mobile'Social'Media'Marketing'
• Content(optimized(for(mobile(screens?((
• Social(Media(Advertising(on(mobile(devices?(
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SMS'Marketing'&'IM'
• Short(code(campaigns?(SMS(Push(messages?(
• Main(objective(/(purpose?(

Mobile'Email'Marketing'
• How(do(you(optimize(your(email(marketing(for(mobile(devices?(

QR'codes/NFC'chips'
• Where(do(you(place(them?(What(is(their(main(purpose?(

LocationEBased'Marketing'
• Geo^fencing(/(Bluetooth(or(Other(Push(messaging?(

Mobile'Analytics'
• How(do(you(measure(and(assess(mobile(marketing?((
• What(goals/objectives/actions(do(you(track?(

!

!

!

!

!

!

!

!

!

!

Results'from'mobile'marketing'in'student'recruitment:'
7.

What results have you seen from mobile marketing compared to online and traditional
channels?

8.

How effective do you believe your mobile marketing activities are in comparison to other
marketing channels?

Use'of'mobile'marketing'in'the'student'recruitment'process:'
9. How do you use mobile marketing at the different stages of the enrollment process?
a. Reaching prospective students
b. Inquiry stage
c. Application stage
d. Admitted Students stage
e. Registration/Enrollment stage
10. Have you considered making your online application and registration process mobilefriendly and if yes how did you achieve this?
The'future'of'mobile'student'recruitment'
11. What role do you see mobile marketing taking in recruiting new students in the next five
years? Ten years?
12. What are your plans in terms of investing more in mobile marketing in the future?
Wrap'Up'
13. Do you have any other thoughts on this subject?
14. Is it okay if we get back in touch with you with some follow up questions?
15. Do you know of someone else at your university that we could interview?
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APPENDIX 3 – CAMPAIGN ANALYTICS EXAMPLE
“Here are some results from a campaign we ran last year on Facebook across mobile and desktop. As you can see
below, mobile performs strongly with good CTR’s, however it reinforces my point that mobile has to be integrated with
other activity as some of the desktop advertising is also producing good CTR’s towards the end of the campaign and
actually generating higher levels of actions.” (University E, UK)
!
Advert!
Open Day-Desktop
(Days 1-3 & 8)!
Open Day - Mobile
(Days 1-3 & 8)!
Weekend - Mobile
(Days 4-8)!
Tomorrow-Desktop
(Day 7 & 8)!
2days left-Desktop
(Day 6)!
Weekend - Desktop
(Days 1-3)!
Open day- Desktop
(Days 4-7)!
Total!

Impr.!

Social
Impr.!

Clicks!

Social
Clicks!

ClickThrough
Rate!

Actions!

3816!

627!

13!

3!

0.34%!

11!

121782! 36848!

751!

245!

0.62%!

132!

146357! 30517!

727!

161!

0.50%!

73!

4294!

389!

10!

0!

0.23%!

0!

504!

66!

2!

0!

0.40%!

0!

13281!

2347!

78!

14!

0.59%!

80!

47320!

7258!

215!

44!

0.45%!

219!

339033!

78486!

1802!

467!

0.53%!

520!
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"The way that technology has developed with the development of tablets and smartphones and now you have the Apple watch, mobile has been integrated in everything. People will use a lot of different type
of devices and they will access the same information. So our marketing strategy has to be to optimize to cover any type of tool that anyone might use to access the information." (University E, UK)

“I think the right answer isn't just looking at the mobile phone first. Universality is going to be the approach moving forward. There will be many different types of devices in the future that will be using the
Internet and if we want to be ready for that we need to focus on building rich applications and using tools that are device-agnostic and work well across all kinds of screens." (University C, Canada)

"We are seeing a lot of omnichannel use of our website. So people will come on through one device, leave and then we would re-market to them, which will then cause them to come on again from a different
device. I think consistency of our brand through multiple channels is really important." (University E, UK)

"We take an integrated approach, thinking accessibility from any device and we have a bias in the preference for creating something universal and accessible versus something that would be tied down to say
an iPhones environment alone." (University C, Canada)

"Mobile first means thinking about developing for the mobile screen primarily, but then making sure that it would work well also across other channels. Mobile optimization is the top priority for our
communication channels, the first thing we think about." (University H, Australia)

"I don’t know if we are putting it together into a separate strand, but it’s more integrated within everything we do." (University A, UK)

"We use it as an add-on in combination with other online and traditional recruitment activities. We never really depended on mobile marketing but we use it as extra." (University I, Sweden)

"I think that we cannot say that mobile or traditional nor the website does all the job. I think that we all know that there has to be the human component to all of this. I think we use all of these tools to
raise awareness and to raise interest and then the rest is actually done by a person to get all to the point of application." (University C, Canada)

"Definitely mobile is becoming the most important channel, but it is important that we keep a multi-channel approach to recruitment. Because to choose where to study is a complex decision and it takes
influence from many channels to decide. Instead of focusing primarily on mobile, we see it more as a complementary channel that works alongside online and traditional channels.” (University A, UK)

"Mobile marketing becomes increasingly significant as the days go by. It is part of a broader marketing mix that the university will apply to its recruitment processes. It certainly is advantageous to use this
technology in whatever shape, size, and form it comes. But it's only one part of the broader marketing mix.” (University D, UK)

"Engage students with multi-channel campaigns to keep them informed about all your institution has to offer" (University D, UK)

"We are doing a really big shift towards more digital media and of course the mobile platform is really important when you do that shift. If you look at our target group, they hardly sit at the computer at
all. It's mobile, always mobile." (University B, Sweden)

"More and more penetration of mobiles particularly in those countries but international students come from China and India for example and also Island with 95% of the people have a mobile phones,
everything that we do with it is to make sure that it is optimized for mobile phones" (University H, Australia)

"We realized by looking at our analytics that traditional computers are really not something that people use as much anymore. Most of our website traffic is now mobile-based and we are seeing the number
going up year-on-year. Mobile devices are everywhere, everyone needs them, and everyone is using them all the time." (University A, UK)

"Mobile marketing has become essential, because of our target group. A lot of applicants are 18 to 23, and they use their mobile or tablets more than a personal computer. I believe that is the reason why
we get more and more mobile traffic because of the changing way that people consume media." (University F, UK)
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"I think, it is almost generational. You appreciate that a younger audience, arguably the audience that we are trying to communicate with is communicating through mobile devices like smartphones and
tablets and we therefore want to be able to use those platforms to communicate with them." (University D, UK)

THE$ROLE$&$RELEVANCE$OF$MOBILE$MARKETING$IN$STUDENT$RECRUITMENT$

Theme 1 – The Role of Mobile in Student Recruitment
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MobileIFirst$
Approach$

Responsive$
Design$

"When we created the responsive the student site there were maybe 100 to 150 students involved
in different ways. When it came down to actually having some prototypes tested, we did remote
testing so we could get people from off-campus for example international students and we also had
20 people in person in labs here.” (University C, Canada)

“Any time we have a piece of content we first ask ourselves if this makes sense on a mobile."
(University C, Canada)

"When we renewed our website and launched it about 18 months ago, we want to build this site
so that it is fully responsive across all devices and that's when we said we need a mobile first focus
in all our content development as much as possible." (University E, UK)

"Our website is mobile-responsive and we are working on a new version of the website now that
will be launched 2016 that is even more responsive, it is first hand made for mobile and second
hand made for desktop" (University I, Sweden)

“We did a big work two years ago to launch a response website. We have two versions, we have a
mobile version and a desktop version but we don't have a tablet version yet but we're planning on
getting that in the next update this year.” (University B, Sweden)

"...everything that we have on our website is mobile-optimized and each page automatically
adapts to the screen size." (University J, Holland)

How$can$it$be$used?$

“For the people who are coming from advertising campaigns we use intermediary landing pages or
microsites that are a lot simpler and more focused often on the ad itself.” (University C, Canada)

"We invite people to come to different landing pages depending on who they are. We tailor the
content to make sure that it is appropriate to the specific audience like first-time visitors or for
people who have already applied.” (University G, UK)
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Mobile$
Landing$
Page$

"The landing pages work on mobile devices, they adapt down to that screen size and the structure
of the content is such that it should work well on mobile, but it's not done for a specific group of
users who perhaps only use mobile devices. They are not specifically targeted like that."
(University G, UK)

journeys, writing out their own use cases, developing the personas with us. Most recently I did a
fun exercise where I asked students to write “breakup letters” to the university.” (University C,
Canada)

Participatory$
“We also did some fun stuff, for example having the students come up with their own user
Design$

$

Why$(for%what%purpose)?$
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"The conversion goal varies from campaign to campaign. In some cases they just need to put in the
details their names and email addresses and then we get in touch and in other cases they might need
to fill out a booking form, which is again mobile optimized. (University E, UK)

"There are four specific calls to action on the campaign landing pages. First, they can come and take
a tour with us. Second, they can find out more about the undergraduate stream or third the Masters
or PhD programs. Four, they can sign up to get more information from us." (University C,
Canada)

"…to read information and we put two or three calls to action to read about courses, scholarships
also a data capture. If we have data capture, email for example, we can start speaking to them
directly and you can have course directors who can get in contact directly." (University A, UK)

“Themes came out of it really quickly as to what their frustrations are.” (University C, Canada)

“We distribute a “top task” survey to identify the 3-5 things that prospects mostly want to do on
our website" (University C, Canada)”

“…to figure out if our website is really making sense to them and if it's actually serving the implied
purpose that we want to achieve” (University B, Sweden)

“It is about providing an optimal user experience and providing the most relevant content for mobile
users first." (University E, UK)

“Making sure that if someone is coming to you through a mobile to get them to understand what
information you are offering and to get them to find what they're looking for as easy as possible."
(Agency A, UK)

Making sure that what we show is easily viewable on a mobile and that the content is optimized for
mobile. (University J, Holland)

"We have been focusing a lot on the website, web development, so that the students can see the
information easily on their phones and tablets." (University C, Canada)

MOBILEIOPTIMIZED$WEBSITE$

Theme 2 - Mobile Marketing Tools for Student Recruitment
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Prospective$
Student$App$

Push$Notifications$
&$News$Stream$

“You can start talking about augmented reality to mash what a person is seeing right
in front of them with extra information, for example audio-visual content.”
(University C, Canada)

"We have an app for the open day that can also be used on an iPad or on mobile. It
contains a program for the open day, a program overview of where you can see and
where you can go and you can make a combination of your own program."
(University J, Holland)

"We wanted an app where people didn't just download it and forget about it, but
came back to use it – a platform where we could push new content out to them all the
time, including new videos." (University H, Australia)

"We are currently looking into creating an app for prospective students, but we are
still scoping out what exactly it would entail. If we create a dedicated prospective
student app that it needs to serve a proper purpose." (University A, UK)

"We are thinking of a more general-purpose app that can be of help for prospective
student. It should give some value to them, rather then just focus on selling the
university." (University B, Sweden)

"We have an news stream in the app. We can publish news to create awareness for
certain events and deadlines, like when we had master week recently.” (University B,
Sweden)

“Our current student app provides the functionality to send relevant push notifications
to different segments of our students. This allows us to send relevant messages to
different designated student groups.” (University A, UK)

How$can$it$be$used?$

"The student union will have an app for the kick-off week this year. It will be
targeted at admitted students who are not here yet, so it's a student recruitment tool
actually." (University B, Sweden)
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“… So it is not used to attract new applicants to decide to enrol.” (University E, UK)

“to enhance the experience of attending an open day and visiting the campus” (University C,
Canada)

“Students need to register with an email to use the app, and this also helps us to build a
database of prospective students." (University A, UK)

"Future students can access relevant information about the university, inquire and get access to
various resources from the university (e.g. course information, latest university news and events,
searchable maps and directions navigating the university campuses and buildings, useful
university contacts, social media profiles)" (University H, Australia)

"The idea was more if someone is in the app store and there's an expectation to find an app
about the university, it is more to avoid the disappointment of not finding anything. That's not
very good service.” (University E, UK)

"Functionality was really just an overview of our main selling points, what are our courses,
what is the university life like, transport links, how to apply, information about fees and
finance, all those sort of things." (University E, UK)

“It's a good way to reach current students for the master programs" (University B, Sweden)

“This is used to promote masters degree programs to current undergraduate students in their
final year of study.” (University A, UK)

MOBILE$APPLICATIONS$

"I know that the university has started using a mobile app, but we use it for the
“freshers week”, basically when the new students arrive. The app has a map of the
town, of places to eat around or a map of the campus, basically information that
Admitted$Students$ might help them during the first week." (University E, UK)

Open$Day$&$
Campus$Tour$Apps$

$
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GeoITargeting$

Mobile$PPC$
Advertising$

MobileIfriendly$
sites$prioritized$

MobileIspecific$
SEO$

Importance$of$
Search$Marketing$

“…an effective means to reach out and generate awareness for specific programs, our open days, and
international recruitment events.” (University D, UK)

"Our search ads on Google are available on mobile and the landing pages are mobile
responsive. We started to target mobile users for the last three years, as we could see very
high click-through rates, and I think it is because search ads are more dominant on
mobile.” (University H, Australia)

“We also run campaigns that are targeted geographically. We might promote a specific
academic program like engineering in an area near us where we tend to get a lot of
engineering students from. We will cover a certain geographic region and then send people
to a specific mobile-responsive microsite where we use provide a click-to-call option."
(University C, Canada)

“We use search engine advertising that we target on mobile devices across different
international markets. (University D, UK)

August 2015

“Geo-targeting capabilities of PPC advertising means that you can deliver messages to highly
targeted prospective students, tightly focused by location, language and keyword” (Quinn, 2014b)

“It works well to gain access to international prospective students” (University D, UK)

"From a student recruitment point of view it's normally to sign up for a prospectus or for more
information or for people to come to an open day." (University D, UK)

“…avoid being penalized by Google, if our university website is not mobile optimized, it will rank
lower in search results performed on mobile devices and fewer people will find it.” (University C,
Canada)

“Google expanded the use of mobile optimization as a ranking signal. That’s why
redesigning the website to be fully mobile-responsive is a key priority now to gain high
search engine rankings.” (University E, UK)

“When we run PPC advertising on search we can try to grab people that are looking for
“study in Canada”, that is great. But the really effective campaigns are when people search
for very specific degree programs like for example a Masters in Suitability." (University
C, Canada)

“Unique search behaviour on mobile devices” (Duncan, 2015)

“When you do a search for one of our programs on a desktop and then on a mobile device, you will
see how in some cases the differences in search results are significant.” (University H, Australia)

“We focus on trying to rank high for important keywords, not only in English but also if
international prospects use other languages.” (University D, UK)

“We started to consider mobile SEO. The main thing we do is to distinguish search terms
for desktop versus mobile. The relevance of search terms is very different between both."
(University E, UK)

"We have not thought about SEO in terms of mobile. Currently we just stick to the
general SEO. Because of the way that people are using mobile phones they will pretty
much use Google the same way they use it on their computer, which gives us pretty much
the same results, as far as I am aware." (University F, UK)

"We certainly consider SEO practices so that when people search on Google, relevant
webpages are ranked highly, even if people are not searching for the university name.”
(University D, UK)

Why$(for%what%purpose)?$

Appendix

"Search marketing has been very important for our clients. It's one of the key channels where you
are going to get found particularly using SEO technique and Google and universities do have to
think about how to reach people who search specifically on mobile." (Agency A, UK)

MOBILE$SEARCH$MARKETING$

“We do keep track of long-term SEO trends and during a re-design we try to build it in.
We always aim for semantic markup and clear and accurate page titles, etc.” (University
B, Sweden)

How$can$it$be$used?$
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Mobile$Banner$
Advertising$

"We run re-marketing campaigns to reengage those people who have previously seen one of
our ads or visited our website. Anyone who viewed an ad before, we can track them and
when they come back to inquire or apply we know where the initial exposure happened.”
(University E, UK)

"We know that people in this day and age don't respond to text heavy content. The
attention span is limited. We want to quick-fire information. And video is great way to
achieve this” (University D, UK)

“Video engagement can have a powerful impact and shape student perceptions” (Sicilia, 2012)

"We have run video ads on Youtube, also targeted on mobile and we will definitely do
more next year." (University B, Sweden)

August 2015

"I would say you are correct that most of the campaigns we run will have that in lead generation
focus." (Agency A, UK)
"We run mobile advertising for lead generation to build a pool of prospective students" (University
A, UK)

"To reach out, to start up here as a fee-paying student, as an international student. That is the
main goal of course. Conversion is the ultimate goal. Yes applying is of course our ultimate goal and
then getting them to accept the offer and start up." (University B, Sweden)

"Most advertising campaigns on mobile have been a lead generation exercise to build a pool of
prospective students and I think mainly because of the nature of mobile. It's going to be used by
people who are on the go and we use it as an entry point to get in front of the right people and get
their details and then for the university to follow up." (Agency A, UK)

"When we buy media in a certain way, we brief our advertising agency, “this is the
audience that I am after” and then in-app advertising might be integrated within it, but
it's a small part of the overall media purchase." (University E, UK)

"We tried running banner ads on major applications like BBC…” (University+I,+
Sweden)

"CPM-based for branding and creating awareness for courses, events and the university brand"
(University B, Sweden)

“…to generate brand impressions and drive traffic to specific landing pages." (University I,
Sweden)

“We mainly promote specific programs to peek the interest of the student. When they click on a ad
they would be directed to a specific dedicated website for that program” (University C, Canada)

a specific landing page where they can gain more information about the university." (University
D, UK)

"We don't do anything in app yet, we have talked about it but they haven't started yet.
But this is something that we are planning to do during next year." (University B,
Sweden)

“We're running a lot of ads for our signature research areas that we are particularly good
at here. We have also run ad campaigns for specific demographics like international
baccalaureate students.” (University C, Canada)

"One of the ways we advertise is to do display advertising to promote specific programs to
peek the interest of the student, and we direct users to campaign specific landing pages that
are mobile-responsive, so we cater for mobile users." (University H, Australia)

"Most of the advertising that we do is PPC or pay-per impression and in some cases
certain websites for example that would require us to design different banners, online
banners for mobile and desktop viewing." (University F, UK)

Why$(for%what%purpose)?$

Appendix

"What we would want the reader to do is to see that ad and then to click to go to our website or to

MOBILE$ADVERTISING$

“So the initial prospecting pool are made up through display pay per click through a
number of different sites as well through the Google Content Network, rather then going
directly to particular brand websites." (University E, UK)

How$can$it$be$used?$
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Social$Advertising$

Optimizing$Social$
Media$Content$for$
Mobile$

Use$of$Social$
Media$Marketing$

“And our main goal was to just experiment with it really and we tested if we could get more “likes”
to our Facebook page that would then translate to more clicking over to our website and more
interest in our programs and our offerings.” (University B, Sweden)

"We use promoted posts but not kind of actual advertising. Yeah we found that promoted
posts work better.” (University A, UK)

“In most cases we advertise for specific courses or specific events.” (University F, UK)

"We are mainly doing Facebook advertising. We have done some LinkedIn as well, but
Facebook is the focus. And always making sure that the ads work well both on desktop
and mobile." (University B, Sweden)

"We advertise a lot on Facebook and more and more people are using their mobile phones
to access Facebook. Therefore it can be expected to get more clicks from mobiles and that’s
why it is important to have a mobile-ready website." (University F, UK)

"Facebook is our main platform for social advertising and we do a little bit on Twitter
but very occasionally depending on our campaign." (University E, UK)

August 2015

"In the social media platforms we run advertising campaigns to drive prospective students to a
landing page or back home to a webpage within the university’s website so that they can gain more
information about the university itself and normally that is related to a course of study."
(University D, UK)

“So the social advertising is used to reach more potential students who are not yet “liking” the
university social media pages." (University B, Sweden)

"Any time we run ads we do generate a lot of likes and comments that feed into the main university
Facebook page. Whenever we are running ad campaigns we do generate some extra likes and so on
for that common account, which is great because then in the future without having to pay for it we
can still send out smaller messages through that account and that still gets some kind of
engagement.” (University C, Canada)

"Social media advertising campaigns you mentioned the purpose is driving people to the website"
(University C, Canada)

“We know that people now browse social media through mobile. That’s why we try and keep it as
simple as possible.” (University A, UK)

"The apps of the different platforms generally modify the content for mobile and we follow
the same principle if anyone is sharing content.” (University A, UK)

"Our social ad campaigns are targeted across devices, but we always get more traffic from
mobile on them. I mean Facebook had their mobile moment last year, and Twitter has
almost always been mobile." (University C, Canada)

“… it's really important that all images and links work well and can easily be viewed by students
with their phone or tablet.” (University B, Sweden)

"The main purpose is to create more likes, engagement, click-throughs, and to build trust online.
We don't use social media just to sell stuff, we use it so that the people who are interested in the
university can come to us and find out relevant information, and fun content. It is more about
building engagement and to build a brand identity and a personality that goes alongside the
university brand." (University A, UK)

"It’s our primary concern to ensure all the content across all our channels including social
media works first and foremost on mobile.” (University A, UK)

"We use social media like Twitter, Vine, Instagram, and Facebook, and when we do
that there is a mobile aspect to it, but we don't treat it that much differently to our
standard desktop activities." (University E, UK)

"We make use of social media, mainly the major platforms that we are aware of.
LinkedIn is one of those, but also Facebook and Twitter. (University D, UK)

"Social networks are used as a standard. Both advertisement and their own account."
(Agency A, UK)

Why$(for%what%purpose)?$
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“But what we were doing, which became very evident, was increasing awareness and brand exposure
and engagement with our Facebook page. People would see an advert of interest, read some content
about us and then go without leaving a trace. They didn't like anything and didn’t fill out any
form, but there was a level of brand engagement so therefore we now position it very early on in the
cycle to raise awareness of the brand and hopefully we can re-target these people through other
marketing channels and to follow-up on the messages that they have already seen on Facebook."
(University E, UK)

MOBILE$SOCIAL$MEDIA$MARKETING$
How$can$it$be$used?$
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Live$Web$Chat$

Mobile$Instant$
Messaging$

PostIApplication$
SMS$Alerts$&$
Reminders$

"We offer a live chat function on the website on certain pages at certain times of the year. I
wouldn't say that we treat it differently from a mobile perspective. But it would be accessible
through any device." (University D, UK)

"We have a live chat for prospective students on our website that can also be accessed on
mobile." (University B, Sweden)

"We are using mobile instant messaging services as a form of communication which also could
be considered as a form of marketing and we are easily accessible on these platforms. Students
are not afraid to Skype with us, to send us the questions through Whatsapp or Facebook
Messenger." (University B, Sweden)

"We offer a service team for students who wants to know more and especially for international
students and they will use from Facebook to Twitter, Instagram and also Whatsapp to get into
contact with us. It's a team of students who reply and this is specific mobile service."
(University J, Holland)

"Once they have applied and admitted, but before they have confirmed their study offer then we
would send an SMS. Admitted students have two weeks from when they are admitted until
you have to say yes or no and during those two weeks we SMS and call them. We can see that
the response rate is higher if we SMS them." (University B, Sweden)
"We use SMS to send relevant information to students that already applied to us, more
towards the end of the recruitment funnel." (University I, Sweden)

PreIApplication$
SMS$Alerts$&$
Reminders$

"In some markets like in India and Pakistan and African markets like Nigeria we are doing
a lot of mass SMS marketing. That's a really popular way in those markets to reach out and
let people know like we have a seminar at this date, come and attend. We get a lot of inquiries
through that by sending out this information with a contact number." (University B,
Sweden)

“In India we do SMS marketing.” (University B, Sweden)

"We are planning to send SMS to the students that have registered an interest for a program."
(University B, Sweden)
“…get universities to use their current database to send a text message to people who might
already be interested.” (Agency A, UK)
"During Open Days we try to collect student data like email addresses and phone numbers so
we can keep in contact with them afterwards." (University A, UK)

SMS$Marketing$
for$Int.$Markets$

SMS$Marketing$
for$Prospective$
Students$

How$can$it$be$used?$

Why$(for%what%purpose)?$
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“Staff at the recruitment office and current students answer questions and offer advice to potential future
students.” (University B, Sweden)

… a form of mobile marketing to reach and communicate with students when they have questions. It's a
way of customer contact basically like a chat.” (University B, Sweden)

We are working to convince them or to tell them all the good reasons to why they should choose to study in
Sweden.

“We then follow that up with a series of SMS and emails in order to make sure that they actually enrol
with the university” (University E, UK).

“… in order to make sure that they actually register” (University I, Sweden)

“We then send them SMS messages to keep them interested and to remind them of important dates, for
example when to apply.” (University E, UK)

"The main purpose for SMS campaigns is to get potential students to attend international recruitment
events. Agents purchase lists that are based on the target group and then they send messages to those lists.
It is all about getting more people to the events." (University B, Sweden)

“We push out text messages to drive traffic to landing pages or if we have an event, you know like a
reminder for an event for the open house or something like that.” (University B, Sweden)

SMS$&$MOBILE$INSTANT$MESSAGING$

"We use SMS marketing quite a lot. For example, we buy a list of numbers from partners
and this includes people who have expressed their interest to receive information about university
programs. We then send them information about courses and open days. And this works well
to increase inquires and event attendance.” (University D, UK)
“SMS campaigns are based around the annual recruitment cycle and when actually events like
open days and exhibitions happen.” (University A, UK)
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“For our email marketing campaigns we format texts and images responsively and
all other included media resizes automatically to the various mobile screen sizes.
We also consider the needs of mobile readers by included larger links and call-toaction buttons and we keep the paragraphs short to make it easy to read.”
(University G, UK)

"Our emails these days are much shorter and much more specific. We make sure
that when we send an email it is about one specific thing, and that it is based
around a clear call to action." (University G, UK)

"We have used different providers for email marketing. The latest one is Constant
Contact. The emails are fully optimized for mobile and responsive. It scales
everything down for mobile, so it looks neat." (University F, UK)

Email content is mainly timely information, if we have scholarship or housing
deadlines, and then the kind of things that connect people into the campus
community before they arrive here. (University E, UK)

There will be a series of post-application emails where we mix information that is
fun and useful for applicants. For example, information about preparing to move
out on your own for the first time and at the end of it would be a specific call to
action to apply for residence.” (University C, Canada)

"We have access to their databases we can reach all the students that have applied.
We send emails to those who have applied to us in first, second and third choice of
university." (University B, Sweden)

"Examples of calls to action in our emails would be for example sending
something out to our applicants inviting them to come to an on-campus event like
an open day or to get them to register for a webinar or some sort of online meeting."
(University E, UK)

"The official way of communication for inquiries or event reminders and different
follow-ups will be mainly email." (University F, UK)
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"People don’t wnat long emails, they want to know whats the point, what am I being
asked to do?" (University G, UK)

“People don’t want long emails, they want to know whats the point, what am I being
asked to do?” (University G, UK)

“We presume that people are checking email on the phone and that is generally the case.”
(University B, Sweden)

"So ideally receiving this information early on gives a potential student an extra incentive to
make that actual choice that our university is going to be the one that they will come to
attend." (University E, UK)

"The intend is to create awareness of useful services and by doing so drive conversion rates
of applicants who become enrolled students at the university." (University E, UK)

“Our prospective student emails are focused on converting interested people into applicants.
Basically we send information around to keep them interested.” (University A, UK)

“Just asking them a little bit more about themselves, their likes and dislikes, so then we
can target them a little bit better and with our communication based on that." (University
E, UK)

"It's a way to remind them about different events like an open day and don't forget to
apply and when they have applied then don't forget to come here, to our summer kickoff."
(University D, UK)

Why$(for%what%purpose)?$

MOBILE$EMAIL$MARKETING$

"Email is the primary line to communicate with potential students and we still
find that it is the most effective way right now of sending information." (University
C, Canada)

How$can$it$be$used?$
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Geo2Fencing%

Location2based%Push%
Advertising%

NFC2enhanced%Events$

NFCIenabled$Marketing$
Collateral$

Short$URLs$&$
QR$Codes$for$Asia$

"We have done some detailed SMS work where we have set up geofences around schools
or colleges where we are interested in recruiting students from. (University E, UK)

"For geo-fencing we worked with a third-party supplier and they work with a lot of big
networks in the UK. The opt-in to be contacted is managed by the network operator
and it is the network that is selling the data.” (University A, UK)

"We are thinking of using location alerts, so that if you're close to the campus with an
iPhone you receive a notification that a prospective student app is available."
(University B, Sweden)

"Anyone who would come to the campus area would receive messages directly to their
phones" (University A, UK)

"We trialed the use of NFC tags during Open Days for visitors to tap their phones to
download a prospectus, a timetable for the open day or our mobile app directly to their
phone.” (University A, UK)

"I have considered using it maybe for events." (University H, Australia)

"We looked into NFC technology from an outdoor ambient media point of view with
poster sites that could integrate NFC tags…The cost made it less favourable and I
viewed it as something a bit gimmicky rather then something that was really going to
produce tangible result." (University E, UK)

"We have used QR codes, but we found that they have very limited usage at least in the
UK. They were used on posters alongside the URL, but people tend to just use the
URL. I think to take your mobile out, to open the QR code reader, it is just much
easier to type in the URL. " (University A, UK)

"We don’t use QR codes anymore. We used to include them on outdoor media and
print. We then very quickly moved on to short URLs, which are easy to type in instead
of scanning a QR code and we direct those to responsive landing page." (University
E, UK)
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We used geo-fencing to determine a pool of highly relevant targets who we think are students
at that college and to collect their contact details. We then used that to hit them with an
SMS with information about courses. (University E, UK)

… we can do a location-based advertising to everyone in a specific area and serve them with a
mobile app or mobile advertising. (University A, UK)

… send them relevant information and suggest things they can do and experience while they are
here on their visit.” (University G, UK)

… that seems to go quite well to provide someone with information in that way. (University
A, UK)

…”and that would allow people to download course information. (University E, UK)

“…we use it to direct people to our WeChat channels, to our webpage and some go to specific
landing pages." (University H, Australia)

“…we direct people to our main website, Facebook, Twitter and an email as well for direct
response." (University C, Canada)

"QR codes are pretty much to direct from any hard copy materials to the website." (University
J, Holland)

Why$(for%what%purpose)?$

QR$CODES,$NFC$&$LOCATIONIBASED$MARKETING$

"A couple of years ago many people predicted that QR codes would be a big thing but I
think it just faded away. Many university started using it because they thought it is
really trendy but they stopped because they didn't get any results out of it."
(University F, UK)

How$can$it$be$used?$
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Mobile$Campaign$
Optimization$

Conversion$Goals$
&$KPIs$

Analytics$Tools$for$
Mobile$Marketing$

How$can$it$be$used?$

MOBILE$ANALYTICS$

"When we are talking about advertising we get a number of different reports from our ad agency
and the media that we buying from. They show us difference in mobile clicks compared to
desktop clicks. We then track that through to our landing pages and from that we can determine
conversion rates.” (University E, UK)

“We look at conversion rates from landing pages and we know it's mobile or desktop by which
version was rendered and you can see the completion rates and then re-marketing on the back of
those.” (University E, UK)

"We monitor user behaviour continuously to optimize the design of our landing pages. There is
quite a lot of work and that is all on-going really, testing different form options, response rates
and completion rates." (University E, UK)

"We have the macro conversion goal of people starting an application, but we saw that the
application rate was much lower from mobile compared to desktop. And that’s why for mobile
traffic our threshold for success is a little lower. We started to identify smaller goals and we are
quite happy if a person who didn’t know who we are signs up for a newsletter or spends a few
minutes looking at academic programs. Smaller goals allow us to assign value to our marketing
activities that didn't result in an application, and it allows us to compare them with each other.”
(University C, Canada)

"We can follow them of course and we started tracking conversion now since the application
opened. So we can see if they go to the program pages and then if they click on the “apply”
button but then we lose them because then they go to the centralized application website.”
(University B, Sweden)

"We use Google Analytics and any other native analytics that come with third-party
applications like Facebook, AdWords, Twitter and also our email marketing system that we
use. And where possible we look at segmenting where the traffic is coming from and how each
channel is performing based on our conversion goals." (University G, UK)

"To optimize our website, we use Google Analytics and we also use heat mapping” (University
C, Canada)

"We would use tools like Google Analytics to allow us a little bit of feedback from how certain
pages of the website are being viewed by a prospective audience" (University D, UK)

"We use Google Analytics and we analyse what mobile users do on the website, what kind of
visitors are they, is it prospective students or is it current students?" (University B, Sweden)
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"I can tell you that we definitely look at campaigns based on analytics. We look at it from
two perspectives. One is the amount of time that people spend on the website and if they have
completed the task that we want them to do. For example if they have gone through the
application process I would say that that would be a successful campaign.” (University C,
Canada)

"It is really important to keep track of everything, to follow up how many opens the emails
get and so on." (University B, Sweden)

…to see what people are clicking, and what content is most appealing to visitors, how much
time they're spending on the site and information students would like get.” (University C,
Canada)

“We obviously appreciate that it allows us to be more targeted and in some ways it allows us
to report better metrics on our investment. We can track things more clearly by using certain
applications and certain software in the recruitment cycle." (University D, UK)

"I think the main benefit is the capacity to be more measured. Analytics better enable us to
see what kind of return we are achieving on the marketing investment that we make. Digital
and mobile analytics really help us to understand performance and improve our recruitment
activities." (University D, UK)

Why$(for%what%purpose)?$

Appendix

