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Abstract

The inductive research approach is directed to testing of the hypothesis: about
implementing marketing management, depending on the configuration properties of
a successful education, and expressed with increased customer satisfaction in Serbia.
The survey results confirm that the quality of service in higher education institutions
in Serbia depends on the configuration properties of a successful education. Finally, it
was confirmed that the success of marketing activities directly depends on the degree
of customer satisfaction. One of the main specificities of higher education, even in
comparison to other industries and service, is that the service provides a number of
yvears and what is its value after successful completion of use, lifetime. Higher education
institutions are in a unique position to build good relations with existing customers
directly affected by the increase in the number of users in the future tense.
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Introduction

The Republic of Serbia has established a system of funding higher education institutions
in which the amount of founds depends on the number of students enrolled. This is the
reason that higher education institutions in Serbia are increasingly determining their
work in accordance with the modern approach to the Science on business organization
(Adcroft, Teckman, Willis 2010). The modern approach to education requires serious
incorporate disciplines of management and marketing (Assael, 1992). Area of higher
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education institution is good example how management should insist on making a long
term marketing strategy. Kotler and Keller insist on next definition (Barnes, 1993):
»Marketing management can be considered as science and art of targeting the market,
ability of winning and saving customers and giving them the superior qualities than
the competition”. Conclusion is that in higher education institutions entering the new
students has the outstanding importance (keeping the continuity of new entries) and
giving them wide range of apropriate values. In terms of marketing, for higher education
institutions the most important goal is to become market-oriented. This involves
fostering a greater degree of collaboration between internal departments, monitoring
competitors and developing a focus on a wide range of institutional publics (Conway,
Mackay, York, 1994). Simultanoeusly, the focus of higher education institutions is a
configuration value as a key factor in communicating with potential service users.

According to Kotler and Fox, there are also definite stages in the evolution of
marketing in higher education. The focus has moved from “marketing is unnecessary”
to “marketing is promotion” to “marketing is positioning” to the stage where in some
cases marketing is seen as part of strategic planning for higher education institutions
(Ellis, 2005).

The business philosophy of marketing leads us on an integrated approach by all
stakeholders, not just individuals and certain groups. Kotler and Armstrong (Foskett,
1998) identify four stages that strongly influence the evolution of organizations’
marketing activities. These stages are referred to as production, sales, marketing
and societal marketing. The exercise of this role requires a proactive approach to
marketing that implies such thinking and operational approaches should provide
efficient adaptable environment (Foxhall and Goldsmith 1998). An important feature
of a proactive approach to the process of adaptation doesn’t go subsequently, but in
advance, therefore, a priori. It also points to the general importance of social marketing,
which is not only used in material production, but, it could be said, in the whole system
of life. The business-philosophical component of marketing refers us on special way of
creation, entrepreneurship and realization of business activities, so then on specificity
of mental and operational access to whole organization of life (Grey, 1991, p.231).

McCarthy and Perreault consider that marketing is process of planning, determining
prices, promotion and distribution of ideas, goods and services in order to exchange
that satisfies individual and corporative aims (Gwin, 1990).

Foxhall and Goldsmith consider that consumer orientation stems from an organization’s
adoption and implementation of the marketing mix (price, service, product, promotion,
place, people, process, physical evidence), but adds that the adoption and implementation of
the marketing concept has four major implications (Hayrinen-Alestalo and Peltola, 2006):
- “The success of any organization depends above all on the consumers and what
they are willing to accept and pay.
- The organization must be aware of what the market wants, preferably well before
production commences.
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- Consumer wants must be continually monitored and measured so that, through
service product and market development, the organization keeps ahead of
competitors.

- Top management must achieve the integration of all the components of the
marketing strategy into a single strategic plan, based on knowledge of consumer
behavior.”

However, the rapid development of civilization results in continuous growth of
requirements from potential users. According to Kotler (Hemsley-Brown and Oplatka
2010) and McCarthy and Perreault (Gwin, 1990), the marketing concept is based on four
based principles: consumers’ orientation or the target market, long-term maximization
of profitability or another measure of long-term success, total organization effort,
and social responsibility. Creating a marketing concept for any institution involves
respecting the necessity of the introduction of continuous change: product and business
organizations. Assael underlines the importance of the marketing concept by stating that
the marketing concept embodies the view than an industry is a consumers’ satisfying
process, not a goods producing process (Ivanchevich, and other, 1994).

Assael (Ivanchevich, and other, 1994) and Trustrum (Kasper, 2002), agree that the
basic idea of the marketing concept is to give the customers what they want. However,
consumers are not always sure of their wants or what they are being offered, and are
much more opened to persuasion than is commonly acknowledged by the marketing
concept. This highlights the importance of a comprehensive study of user requirements.
This paper was partly aimed at seeking solutions to higher education institutions so
that they better meet their markets, but also to their marketing activities conducted in a
more efficient manner.
The task of marketing management in serbian higher education

Previously mentioned allows to formulate the task of marketing management in higher
education institutions: establishing an appropriate relationship with the target user
groups so as to ensure a stable market position.

Miller, Erickson and Redman states the main reasons for the introduction and
implementation of marketing in higher education (Kotler, 1979):

- “demographic trends,
- higher responsibility of educational institution in society, and
- increase number of institutions.
Barns (Barnes) list some other reasons (Kotler and Armstrong 1999):
- better communication between providers and users of educational service,
- creating positive institutional image,

- improvement of educational possibilities with aim to derive additional funds, and
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- better organizational efficiency and success of integration key issues of
management.

Marketing in higher education institutions can achieve success if you recognize, and
put the emphasis on certain properties. Rindfleish (Kohli and Jaworski 1990) believes
that marketing is a process, not a campaign related to an event. Marketing concept
is necessary to build a view of the situation, that is, the tendency of changes in the
environment. The process of marketing in higher education institutions is pointed
at ,,the needs, wants, and expectations of an organization’s various customers or
stakeholders” (Kohli and Jaworski 1990, p.234). Accomplishing this goal is possible
only with cooperation of all employees: leadership, professorial corps and other
staff. It is the continuity of Marketing Management, an indicator of a good customer
service on rational channeling of available and potential resources. Marketing concept
far exceeds the activity of selling, which basically has the property of purchasing
transaction: ,,Marketing includes multiple phases of activities such as forecasting,
product development, position assessment, market research, branding, creation of
communication materials, and public relations that enhance the institution’s long-term
relationship with its “customers” or audience” (Kotler and Armstrong, 1999, p.238).

Organization of research needs (desired values of) users, taking into account the
specifics of particular target groups, reduces risk, and thus the cost of implementation
of marketing when using marketing instruments: ,,product/service, price, place,
promotion, process, people and physical evidence, so, marketing-mix“ (Kotler and Fox
1985). It is believed that the higher education institutions is very great importance of
the product planning.

Market research services, education, promotion, performance of sales transactions, and
raising funds from donors represent a form of communication with users. Marketing
management of higher education institutions involves the establishment of appropriate
business organization (in terms of structure and function). Foxhall and Goldsmith
consider that the adoption and implementation of the marketing concept has four major
implications (Hayrinen-Alestalo and Peltola, 20006, p.251):

- “~The success of any organization depends above all on the consumers and what
they are willing to accept and pay.

- The organization must be aware of what the market wants, preferably well before
production commences.

- Consumer wants must be continually monitored and measured so that, through
service product and market development, the organization keeps ahead of
competitors.

- Top management must achieve the integration of all the components of the
marketing strategy into a single strategic plan, based on knowledge of consumer
behavior.”
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Marketing management recognizes current situation, providing positive results of
current operations and the timely creation of the basics for survival in the long term.

Hypotheses and research method

The study of marketing management in higher education institutions assumes coverage
of a number of factors, as it has been highlighted above. Taking appropriate measures
that lead to the desired results requires management focus. Adequate answer to the
question about the choice of focus hypothesis and its verification through the inductive
research. It is very important to answer these questions: Is it even necessary to consider
the concept of Marketng in higher education? Then, consider what and how should
be done to improve the quality of services. Finally, to answer the question: Will these
efforts really have the desired response - increased customer satisfaction? In that sense,
set the following hypotheses:

- Higher education institutions in Serbia are implementing Marketing Management.

- Service quality in higher education institutions in Serbia depends on the
configuration properties of a successful education.

- Results of marketing management in higher education institutions in Serbia are
expressed with increased customer satisfaction.

When choosing a method of sampling (Kotler and Fox 1995) we was a basic set is defined
the first. This was a population of colleges and universities in the territory of Serbia. Then,
the method includes the frame definition, by determination the location of the contact unit.
The sampling frame was formed from the list of higher education institutions, published
by the Commission for Accreditation and Quality Assurance of the Ministry of Education
of the Republic of Serbia. The method of quota sample was used, with the goal of the
optimal selection of important characteristics for different subsets of the basic set. As
this method is a combination of stratified and intentional sample, it is accessed through
three stages. First, the certain basic set, then joined the determination of strata due to the
expected ~ heterogeneity characteristics measured at the end of a certain sample size. The
total of 747 students, studying in higher education institutions and universities in eleven
cities in Serbia, were included in the interview process.

In the empirical part of the paper is applied survey research techniques and instruments
were questionnaires: for staff in higher education institutions and students. Students
filled it anonymously, which increased their sincerity in expressing views and opinions.
Since the intention was to examine their attitudes, opinions and interests, there
is belief that the determination of these properties in the context of research topics
best manifested through selected and specified research techniques, and instrument.
Questionnaires for staff in higher education institutions were sent randomly to specific
individuals. The authors’ intention was to make the selection of employees according
to certain criteria which are primarily related to their familiarity with developments
in the institution where they are employed. Therefore, the questionnaires were sent
to employees by prior arrangement and agreement. Despite the fact that the results
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obtained could do, they get their certificate and a comparative analysis using secondary
data sources through a comparison with the results of the questionnaires received by
the students.

Instrument designed for higher education institutions — employees, consisted of
three major units that are separated by the specifics of individual research instrument
(questionnaire). The first consisted of questions related to general data (total 15
questions). Second part of the instrument consisted of attitude scale, that is emerged as
part of the questionnaire, in order to simplify the process of research to the respondents,
Attitude scale pursued establishing the attitudes of respondents — employees compared
to employees and users of educational services and general services in higher education
institutions in which they work. The third and final section covers a questionnaire with
15 questions that are related to the educational process.

Instrument designed for students consisted also of three major units that are separated
by the specifics of individual research instrument (questionnaire). The first consisted of
questions relating to the general demographic and economic data (total of 9 questions).
Second part of the instrument consisted of questions that were related to the attitudes
of employees regarding relations with them (relationship and extracurricular services).
Study of the attitudes of the respondents - students tended to establish attitudes of
respondents in terms of satisfaction with the services provided by the staff employed in
higher education institutions where they study, with emphasis on the part of the staff that
makes direct contact with students. The third and final section covers a questionnaire
with 10 questions that are related to education process (“the teaching”).

Results and discussion on marketing research in higher education in serbia

Of the 65 surveyed of higher education institutions in Serbia, marketing activities are
conducted in 48 institutions, or 73.8%, while the 17 institutions, or 26.2%, did not carry
out marketing activities (Table 1).

Table 1. Does your institution relies on marketing activities?

Valid Frequency |Percent Valid Percent Cumulative Percent
Yes 48 73,8 73,8 73,8
No 17 26,2 26,2 100
Total 65 100 100

Source: research by the author

Although the number of higher education institutions that conduct marketing activities
is relatively high, they are mainly related to promotional activities.
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Table 2. Average rating institutions towards the implementation of marketing

Implementation of T h e
keting skills |2 ¢r28¢
marketing score SD T df importance
AS
Elzttllrtlugtl(?rf your| Y¢S 22 067 1asoa |47 o
No 4,71 0,721

Source: research by the author

The table shows that a significantly higher score gives students to a higher education
institutions that conducts marketing activities.

Tabela 3. Average rating institutions by ownership structure of the institutions

Education AS SD T df importance
sector
Rating of your|state 3,01 ,671
instituti . -21,17 |747 |,000
fnstution private 4,77 623

Source: research by the author

From this table it can be seen that the average score of private higher education
institutions is significantly higher than the state’s higher education institutions.

Tabela 4. The average quality score of exposure of teachers to the ownership structure
of higher education institutions

Department of .
Education AS SD T df importance
How do you rate the | State 3,20 ,633
quality .of teacher Private 412 698 -21,50 747 ,000
presentations?

Source: research by the author

And with this element, students of private higher education institutions, they gave
higher average grade their teachers than state institutions.

Table 5. Correlation of quality of presentations and teachers motivation to work

What would you evaluate the motivation of Total
employees to work with students?
1 2 3 4 5
They come
Hovlv.tdo y;)u ratehthe unprepared to class 0 43 15 0 0 38
1
quatity of teachers They have knowledge
presentations?
but do not know how | 5 266 99 36 0 406
to transfer it
Presenting great 0 0 29 87 167 283
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| Total E [300 [143 [123 |17 [747 |

Source: research by the author

Chi-Square Tests

Value df importance
Pearson Chi-Square 339.202() |8 000
Directional Measures
Value
Nominal by Interval ~ |Eta ,808

As can be seen, there is a high correlation between the motivation of employees to
work with the students and the quality of presentation. In following table we list the
evaluation of the performance of student services given by students.

Table 6. The average score of student work services to the ownership structure of
higher education institutions

sector
AS SD T df Importance
education
How do you rate | State 2,88 ,659
the .work of Student Private 482 384 -31,88 744 ,000
Services

Source: research by the author

Student services in private institutions of higher education have significantly higher
grade point average. That primarily contributes to the growing number of employees
in students services and more time working with students in private higher education
institutions.

Table 7. The rating of service environment according to the ownership structure of
higher education institutions

Department of .
Education AS SD T df importance
How do you rate|State 2,80 ,756
i f -2 4
gmb.len.t 0 your Private 476 738 5,30 747 ,000
institution?

Source: research by the author

There was a statistically significant difference among the students of the state and the
private sector in terms of satisfaction with buildings and rooms for classes. A lot of
students are satisfied with the private sector.
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Table 8. Correlation of quality of exposure for teachers and general evaluation of
institutions. Count Cross tabulation

How would you rate the average score

of the institution where you study? Total
1 2 3 4 5
How doyourate the
quality of teacher’s Tlhey come unprepared to | 36 10 0 0 46
presentations? class
They know a lot, but
they do not know how to |5 253 112 62 0 432
transfer knowledge
Clearly and
understandably|0 0 23 81 165 1269
presenting
Total 5 289 145 143 165 | 747

Source: research by the author

Chi-Square Tests

Value df importance
Pearson Chi-Square 339,202(a) |8 ,000
Directional Measures
Value
Nominal by Interval Eta 512

As can be seen, between the mode of presentation for teachers and general evaluation
of the institution, there is a statistically significant positive correlation. Although the
students evaluated the overall motivation of the staff, the staffs in the higher education
institutions district are numerous and are the main carriers of educational activities. For
this reason, we make a correlation between the quality of presentations of teachers and
their willingness to work with students.

Tabela 9. Correlation of performance assessment of student services and general
evaluation of institutions

How do you evaluate work of
student’s service?

Pearson Correlation ,844(7%*)
importance ,000
N 747

** Correlation is significant at the 0.01 level (2-tailed).
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There was a statistically significant positive correlation, it can be concluded that the
work of student services greatly affect the overall evaluation of the institution that
occupies an important place in the attitudes and perceptions of the educational services
throughout the facility.

Table 10. Correlation between service atmosphere and general evaluation of institutions

Average rate of your
institution?

How do you rate the layout
and arrangement of buildings | Pearson Correlation ,885(**)
and classes?

importance ,000
N 747

** Correlation is significant at the 0.01 level (2-tailed).

As can be seen, there is a statistically significant positive correlation between the
service atmosphere and general evaluation of the institution. It is interesting to note that
correlation between average grades and possible recommendations to the institution in
which is studying.

Table 11. Correlation between average grades and possible recommendations to the
institution in which is studying

Would you recommend
How would you rate the average | your institution? Total
score of your institution?
yes No
1 6 12 18
2 5 67 72
3 96 183 279
4 193 8 201
5 177 0 177
Total 477 270 747

Source: research by the author

Based on our research, it has been a statistically significant correlation between the three
elements (ways of providing services, employees and the service ambient) and general
evaluation of higher education institutions, which reflects the degree of satisfaction of
users of educational services.

Discussion of results

Dispersed structure of values makes it difficult to measuring the success of higher
education institutions. The criterion of high profits, of course, is important, but not
enough in business of education. Success can be measured by the structure and
the number of scientific papers and research projects, the achievement level of the
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students, the quality of teaching and professorial corps, public reputation, and so on.
Then Marketing management should ensure a balance of effort in creating value for
customers (eg: too many students require increased involvement of teachers, thereby
negatively affecting their scientific and research paperworks).

From the (Table 1, 2) above it can be seen that there is a higher level of customer
satisfaction education services (students) who are studying in higher education
institutions in Serbia, that are implementing the marketing activities and the level of
satisfaction with smaller institutions that do not carry out marketing activities. Research
confirms the first hypothesis. Therefore, for their survival in the market, it is essential
that higher education institutions adopt and implement marketing concept.

Proving the second hypothesis required strong determination. It was determined the
correlation between the degree of satisfaction of education services (students) and
the three elements of the model servuqtion: ways of providing knowledge transfer
(services), employees and service environment. (Termin Servuqtion means SERVICES
and QUALITY. Model of Servuqtion aims to show the effects of four factors on the
buyer/user services. Three factors are visible to users: environment, employees and
other users, or others, and one is invisible — organization and management.) In this
case, the method of providing services is related to the quality of teachers and exposure
to the work of student services.

Quality of teachers in private and public institutions of higher education is perceived
positively, as measured by student evaluations (Table 4). This result was confirmed by
a significant positive correlation between the quality of the transfer of knowledge and
motivation of teachers (Table 5). It is noted that the work of student services of private
higher education institutions rated as excellent (4.82), compared to a state-owned
institutions (2.88), ie., a weak evaluation of three (Table 5). And the third element,
landscaping, the environment in which services are provided higher education (Table
6) shows that the institution of private property invest significantly more effort in
ensuring appropriate working conditions for students and teachers. The willingness
of students to recommend higher education institution (where i study) is accepted
as the assessment criteria of success marketing activities. The survey results (Table
11) confirm the second hypothesis — that the quality of service in higher education
institutions in Serbia depends on the configuration properties of a successful education.

Finally, the third hypothesis (that the results of marketing management in higher education
institutions are expressing increased customer satisfaction) is confirmed in results of
study (Table 9-11). The high degree of positive correlation characteristics of services with
a general assessment of higher education institutions in Serbia shows that the success of
marketing activities directly dependent on the degree of customer satisfaction.

Also, private higher education institutions have a significantly higher average grade
from the state. Also, it can be seen that students give higher rating of the institution in
which they study, are more likely to recommend their institution to potential students.
Rating is an expression of satisfaction with the institution where the student is studying.
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If the institutions are more efficient and better satisfy the expectations and needs of
its customers, it also reviews user to establish higher rates. Since that meeting the
expectations and efficiently meeting the user’s needs of educational services is one
of the main objectives of marketing in higher education institutions, from the above it
can be concluded that there is a need for acceptance and implementation of marketing.

According to Rindfleish, this forces higher education institutions to increasingly focus
on marketing techniques used by profit organizations [14]. According to Paulsen [20],
higher education institutions, in order to remain competitive, will have to use a marketing
framework consisting of the following: (1) establish its image or market position; (2)
identify competition; (3) determine the needs of the various market segments; and (4)
develop a marketing plan for promoting their educational services. One of the key issues
to the successful development of a marketing strategy is to determine which factor
students consider when they have to make a decision on which institution to attend.

Conclusion

Given the length of use of educational services (three years and more), creating
satisfied customers is a continuous process which is the primary task of the students
regularly enrolled the next year of study, graduate and possibly continue their education
through the master’s and doctoral studies and after completing of the study continued
cooperation with the institution where they have studied. In addition, users will be
satisfied with oral spread a positive image of the institution in which they study, the
potential beneficiaries of educational services. Otherwise, if the users dissatisfaction
occurs, usually comes to withdrawing from the study and dissemination of the negative
image of the institution.

Higher education institutions are service organizations that provide educational
services to users. One of the main specificities of higher education, even in comparison
to other service and industries, is that the service provides a number of years and what
is its value after successful completion of use, lifetime. On satisfaction of educational
services is influenced by many factors, but in most of them the dominant role of man
- one who provides the service. The survey results should serve as a basis or ideas for
the development of internal marketing, which should enable the recruitment, selection,
training, motivation and retention of employees and encourage the best individuals.
Higher education institutions are in a unique position to build good relations with
existing customers directly affected by the increase in the number of users in the future
tense. The advantages of this approach are multiple: increase the satisfaction of existing
customers and at relatively low costs shall be the promotion of higher education and to
the sources of information that has the most confidence.

Justification of determining the marketing concept, and then the success of the
implementation of marketing activities assumes a complex process of inductive
research. Since the results of marketing activity are intangible it involves the use of
indirect criteria. In this paper, it was the accepted criterion of customer satisfaction —
students in higher education institutions. Thereby, the measurement of satisfaction of
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users according to different parameters tested, according to defined the hypothesis set.

Therefore, future development and application of marketing in higher education in
Serbia should be directed to: the satisfaction of increased needs and requirements
of educational services; effective links between education and the labor market,
increasing attention to improving the quality of the overall service of the institution,
the development and implementation of new forms of education, development of more
effective communication with the relevant environmental factors, user involvement
in the assessment of the results of the educational process in order to increase their
satisfaction and reduce dropout rates and the creation of partnerships between higher
education institutions and their customers.
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MARKETING I VISOKO OBRAZOVANjE-STANJE U SRBIJI
Sasa Markovié, Slavoljub Vujovi&, Aleksandar Damnjanoviés

Apstrakt

Smanjena ulaganja drzave (u javnom sektoru) u obrazovanju ili samostalnom
finansiranju (u privatnom sektoru), porast broja studenata i konkurenata, negativni
demografski i ekonomski trendovi u Srbiji, naglasavaju neophodnost primene
marketinga, izbor adekvatne marketing filozofije i sistemski pristup resavanju problema.
Ucenici koji se upisuju na visokoskolske ustanove i njihovi roditelji koji finansiraju
studiranje, imaju relativno malo informacija o kvalitetu obrazovanja koje im odredena
ustanova pruza, kao i mogucnostima zaposljavanja nakon njenog zavrsetka. Stoga
je neophodno da se uspostavi komunikacija izmedu davaoca usluga i korisnika i to
sadasnjih, ali i potencijalnih.

Kljucni preduslovi za razvoj uspesne marketing strategije se odnose na izbor ciljnog
trzista i koordinaciju instrumenata marketing miksa.
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