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Abstract

Although branding has become the latest focusriiaty education to attract international studetitde has
been written about the influence of brand messagefsian markets on student’s choice of education
destination. A literature review led to hypothedeseloped, and hypothetical model validated by tpm@saire
research. The results suggest that effective lypasdioning of a university is contingent on thpayof message
projected, promotional media used, and the cultwshles of the potential student. The results hienortant
implications for marketers of export tertiary ediima. This paper recommends further research ihto t
influence of emotion in student’s choice of stuagtihation.

Introduction

A brand’s positioning sets out what and who thentiras, and what it offers (Rositer & Percy 1991).
Traditionally, brand positioning involves focusimn points of difference (differentiation), and theique
benefits that set each brand apart from its congret{Aaker 1996; Hart and Murphy 1998) to makelirend
more desirable and relevamer se The underlying logic is that such points of diffietiation are what customers
remember about a brand (Keller, Sternthal and Tyl®002). An effective brand position captures the
distinctive mission, aspirations, and strengtharofnstitution and appeals to the motivations amerests of the
marketplace. A positive perception of a tertiargrat is expected to have an impact on recruitmestumfents
and academic staff, attracting resources and @temgoodwill (Belanger, Mount & Wilson 2002). Despihe
extensive studies on choice in international edooathere is a scarcity of discussion on the imgdcultural
values and brand positioning statements in edutatimchases.

This paper investigates:

i) How Chinese Confucian values influence a Chinesgesit’s decision-making in study destinations?

i)  Which are the most effective brand positioningestants (promotion messages) in drawing ethnic Gkine
students to New Zealand (a Western society)?

iii) Which communication media are effective channelsufaversity promotion in Chinese society?

Chinese society was chosen as sampling populaiiovd reasons. First, Chinese Confucian cultuadyes the
importance of education (Hall and Ames 1987) antbarages families to provide the best educatiorntteir
children (Gatfield 1997). In return children arepegted to show filial piety. In Confucian thoudfilial piety
means to take care of one’s parents; not be rebs|lishow love, respect and support; display ceyrtand to
uphold fraternity among brothers (Baker 1979). Secoethnic Chinese from both mainland China and
elsewhere formed the largest foreign student pdipulg77%) in New Zealand (Education Count 200%)y. fhe
purpose of this paper, tertiary education refersriversity education at the undergraduate and-gastuate
levels.

Conceptual framework

Generally, major factors identified in the litenauattracting Asian students to undertake inteonati higher
education have been identified as: Quality of tnsitins, quality of courses, reputation in a s&dctield of
study, and the potential for improved job prospéBiker, Creedy and Johnson 1996); geographicaimity
(Kemp et al. 1998; Gatfield 1997); the desire talanstand Western culture and the lack of education
opportunity in their home country (Mazzarol et 2000). Four major perspectives have been developed about
consumer decision-making processes, hamely econgassive, cognitive and emotional models (Bedzmadl
Kanuk 1997). Amongst these, the economic (DesJardihlburg and McCall 2006) and cognitive perspedi
(Kotler and Fox 1985; Lawley 1998) are most commarded to explain a student’s decision-making pssce
Economic models of choice such as those develop&kbker (1975) and Desjardins et al. (2006) as=8an
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assumptions that students make rational choicesdbas precise or imprecise calculations of thetivdaates

of returns associated with participating in testiaducation. For instance, the random utility mod&UM) is
being used by Desjardins et al. (2006) to studglesttichoice with the underlying assumption thadehts have

a set of schooling and non-schooling alternatived they will attempt to maximise their net utilityhen
making their schooling decisions. This utilitarigimest for perfect information in decision-makingeses
imperfect due to an individual's limited economé&sources and the inability to seek, store and peotage
amounts of brand information. De Chernatony and bieddd (2003) argue that most consumers do notestriv
for perfect information, and when presented witl ¢éiconomist’ view of perfect information, they areable to
comprehend it. Instead, consumers settle for @&faatory decision, one that is ‘good enough’ (Magsid
Simon 1958; de Chernatony and McDonald 2003). Withie education industry, this observation is being
supported by Hodkinson et al. (1996) and Payne3R0Mo articulate that choice is a rational prodbsd is
constrained by a realistic perception of opportasitand shaped by individual personality, univgrsind
program availability. For these reasons, this pajpes not adopt the economic perspective but ratiiescribes

to the cognitive perspective.

One cognitive model that is widely accepted andnfxd the basis for studies of consumer buying belavs

the Engle, Blackwell and Kollat's (1968) extendewlgem solving model. This model begins with prable
recognition (a problem to be solved or a need taditsfied) leading to information search about\hgous
alternatives (alternative evaluation) of solving throblem, ending with the purchase and post-pseha
experience. The outcome of the evaluation procedbe identification of a preferred brand and ‘fhase
intent’ formation. Such purchase intent is then lemmented by the actual purchase. The purchase of
international tertiary education can be descriteéxended problem solving. In the eyes of potkntiarseas
students, tertiary education is a high-priced paseh of diverse quality programs that may not ntieeir
expectations. For, example, a typical three yeadergraduate tuition fee in New Zealand costs NZXBD
80,000. Given the complexity and variety of choiéegolved, one would classify student decision-magki
process as extensive problem solving. Thus, theneetd problem solving model is used as the research
underlying framework.

The model presented in this study summarises thypetheses about the impact of Chinese culturalesl
advertising media and brand positioning statementstudent’s choice of tertiary education. Purchatmntion
is used as the predictor for the student’s prefekohoice regarding the destination country (N&saland) as
the provider of undergraduate and post graduatbestu

Hypothesis oneChinese cultural values have a positive influemcstudent’s choice of tertiary education

A culture is viewed as a set of control mechanispians, recipes, rules, instruction for governirghdvior
(Geertz 1973) or a patterned way of thinking, fegkand reacting (Kluckhohn 1954). It is “the collee mental
programming of the people in an environment whese characteristics are dependent on the collective
individuals that were conditioned by the same etioand life experience” (Hofstede 1991, p. S)value is

an enduring belief of a very specific kind (Roked®7v3) or widely held beliefs about what is acchblgand
desirable (Hofstede 1980; Neal et al. 2006). Insoomer behavior literature, values are recognized@Eswverful
force shaping consumers’ motivations, lifestyled anoduct choices (McCort and Malhotra 1993; Eregedl.
1990; Bednall and Kanuk 1997).

Paternalism, group orientation and relationship some of the prominent characteristics in Chineszety
(Bond 1991; Luk, Fullgrabe and Li 1999; Wang 198%hese characteristics have their roots in thehiegs of
Confucianism. The basic tenets of Confucianismudelharmony, hierarchical relationships, develofing’s
moral potential and kinship affiliation, which iart influence the interpersonal norms of emotiauadstraints,
social obligation, and the inter-relationship ofriofamily and friendship life domains (Shenkar @Rdnen
1987; Yan 1994). Maintenance of harmony in relatfops is the core doctrine of Confucianism (Bon81)9
Confucianism specifies five hierarchical relatioipstto define each individual's position role anderto ensure
harmony in society: The relationship between fatiredt son, sovereign and subjects, husband and alifer
and younger siblings, and among friends (Luk eL889). Guiding these five sets of hierarchicahtiehships
is a set of five virtues of humanity: benevolencdghteousness, propriety, wisdom and trustworttines
According to Bond (1991), several traditional ctéfwvalues and norms greatly contribute to the teaiance of
harmony and the continuity of these relationshigeoup orientation, respect for authority, face wealu
interdependence (‘guanxi’), friendship (‘ganqingdnd reciprocity (‘renging’). Confucian’s group emtation
can be viewed as being similar to the collectigishstruct of Hofstede’s (1980) Individualism-Cotigtsm
cultural dimension. According to Hofstede, ‘coliggts’ (low on the individualism index) tend to bencerned
with affiliating closely with others and maintaigitonnectedness, placisgong emphasis on group decisions
Norms, obligations and duties to their groups aectivists' primary concerns, and they tend tacpl a high
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value on group harmony and solidarity. This coligst nature is reflected in the Chinese family ddaiship
system (Hofstede 1980). Genzberger (1994) and W&886) suggest that Chinese culture has a tendency
towards individualism in an increasingly intercooteel world. However, it is believed that Chines#uwe is

still predominantly collectivist in nature in Singare and Malaysia (Hofstede 2000). Based on tHisfbéhis
paper investigates how the following Chinese valudkience student’s decision-making process irdgtu
destinations: Self discipline for success (Yang7)95trong work ethic for success(Yang 1957; Regldi&90),
deep respect for education for personal advancefitait and Ames 1987), living in harmony (Bond 1991
Wang 1986), the importance of orderly society (R985; Tung 1984), helping other as way of life &ing
reciprocity (Yang 1957), and honesty/trustworthin@suk et al. 1999).

Hypothesis two: Effective Brand positioning stagats are contingent on assurance content

It is claimed that branding contributes to a reaucbf uncertainty (or perceived risk) in consurperchases
(Garbarino and Mark 1999; Gommans, Krishan and &ibbld 2001), and helps to reduce social and
psychological risks that are associated with owriprer use of the wrong product (Berthon, Hulbatd &itt
1997). A brand’s positioning sets out who and whatbrand is, and what it offers (Rossiter and y&891).
Traditionally, brand positioning involves focusimyn points of difference (differentiation), and theique
benefits that set each brand apart from its congrset{Aaker 1996; Hart and Murphy 1998) to makelirend
more desirable and relevamer se The underlying logic is that such points of diffietiation are what customers
remember about a brand (Keller et al. 2002). Tiemmmon agreement that the main marketing agttiiat
implants those ideas about a brand's uniquenessconsumers’ mind or brand positioning communicatio
medium is advertising (Aaker and Biel 1993). Howetkere is a lack of discussion in the literatonethe type
of brand positioning statements that are effedtivetudent recruitment.

The brand positioning statements utilised in thiglg are adapted from several international adsiagi and
promotion works in tertiary education (Baker etl#196; Gatfield et al. 1999; Kemp et al. 1998; Maalal998;
Mazzarol et al. 2000). These are the promotion agEss relating to institutional safety (peacefulthanious
atmosphere), political stability, international ogaoition, course quality, institutional experiencgudent
support services (counselling, accommodation andcead orientation programmes, co-curricular acihgt
national student’s association), excellent teaglstaff, affordable tuition fees, course flexibjilitemployer’'s
view of graduates (graduate quality), graduategleyment prospects and graduate’s earning power.

Hypothesis three: An effective advertising chameiécts the high Context nature of Chinese culture

In order to develop an effective brand positiongtigategy, a university needs to ascertain the camgation
channel that would be most effective at reachingirtharget audience (Gray et al. 2003). Traditibnal
universities rely on print media, word of mouth goablic relations to recruit international studems the
world becomes digitalised’, televisions and theetnet (Web) have become alternative communication
channels. According to Hall (1976), a culture castidguishes itself along ten universal anthropaab
"Primary Message Systems, of which four (Contepiac®, Time and Information flow) later become papul
among marketers. In particular, the Context condéepiseful for understanding consumer behavior s&cro
cultures. According to hall, members of low Contenttures have less personal contact with eachrotimel
therefore, communications within this culture aerywdetailed, explicit and direct, often by way wifitten
texts. In contrast, members of high Context cuiunave closer and more familiar contact with eattterp
where information is frequently shared via indireommunication, often based on symbols and pictié®
says it and when, how, and where it is said camte important that what is said in high-Contexture (Hall
and Hall 1987). This is unlike the low-Context cu#t where accurate communication is not so depératen
long-standing personal relationships or other odntd factors. Consistent with Hall's (1976) arguns
Pascale (1978) reports that managers in Japan-Qogtext culture) place greater emphasis on fadade
communication over written communications in orgational settings. It has also been observed tmat t
Japanese prefer indirect and implicit communicatiom contrast to Western cultures direct and explic
communication (Condon 1978). Similarly, Glenn (1paated the importance of associative communication
Japan with a focus on situation and context, amdahstractive communication in Western culturesv{lo
Context culture) which focuses on arguments andsfda particular, Hofstede (1991) concludes thighh
Individualism is often connected to low Context coumication, whereas Collectivism (low Individualisis
often connected to high Context communication. ghhindividualism ranking indicates that individugland
individual rights are paramount within the sociahd loose interpersonal ties (Hofstede 1980).

While studies have shown no significant tendencypmference in print media versus TV consumption in
Europe (de Mooij 2004; Medienlandschaft Westeurd@@5), an exception occurs in East Asian countikes
Malaysia, Japan and Korea which exhibit both highahd print media consumptions (de Mooij 1998; Ml
2004; Usunier 1991). This research investigate<hviof these advertising media are effective chanfai
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university promotion in Chinese society, namelynpmedia (magazines, newspapers and brochures) efo
mouth (representative agents, testimonials and ra@)unelectronic media (TV, Web) and public relason
(trade/education fairs, sponsorship, open day).

A quantitative linear model was conceptualisedutmmarise the three hypotheses developed (Figure 1).

Intend to study in New Zealand?

/ \

Cultural values Advertising messages (brand positioning Advertising media
i) Self discipline for success statement) i) Print media (magazines,
i) Strong work ethic for success i) Safety within an institution newspapers, brochures)
iii) Deep respect for education for i) Student support services (counselling, i) Word of mouth
personal advancement accommodation and advice, orientation (representative agents,
iv) Living in harmony programmes, co-curricular activities, testimonials, alumni)
v) The importance of orderly national student’s association) i) Public relations
society iii) Affordable tuition fees (trade/education fairs,
vi) Helping other as way of life to iv) Course flexibility in term of course sponsorship, open day)
gain reciprocity duration and course mix. iv) Electronic media (TV,
vii) Honesty & trustworthiness v) Employer’s view of graduates in terms of Web)
relevant skills achieved (graduate quality
vi) Graduates’ employment prospects
vii) Graduates’ earning power

Figure 1: Conceptual 3-factor model of intentionake up tertiary study in New Zealand among etigtimese
residents in Singapore and Malaysia

M ethodology

Questionnaire: The interviewer assisted questionnaire used herapdsed four sections: Demographic
guestions, questions on Confucian values (How dihes following best describe you?), questions on
promotional media (How important is the followingpmotion media importance in communicating advargs
messages to you as a potential international st@fleamd brand positioning statements (How imporisrihe
following message in recruiting you as a student™Me questionnaire was pre-tested on a group oftiwe
Singapore and Malaysia students at the Univerdit9tago, New Zealand (NZ). On average, the questioa
took between 10-15 minutes for the student to ceteplThe students were asked for their opinion abiwu
difficulty of completing the questionnaire. No pleims were found with their understanding of thestjoas.

Sampling: The targeted sample was high school and juniorege8 students in Singapore (predominantly
Chinese) and Malaysia, where the Chinese consti®@8&6 of the population (Malaysia Department ofiStias
2001). Students in their school uniforms are a comraight in the various shopping malls in these two
countries. Thus, they are easy to identify andc&alesponses for the survey. To ensure that abibte times
were represented when students went to a malinpralry observations were taken to discover theetframe
the mall has the largest concentration of studerite time from 1-6pm was observed to have the gseat
concentration of students in all randomly seleatealls in Singapore and Malaysia. The author pas#ib
himself at high traffic locations near mall entrasdo intercept respondents. Out of the 674 questice
collected, 258 questionnaires were rejected dueegpondents not being interested in New Zealartéatgr
studies. Out of the remaining questionnaires, 26fewollected in Singapore and 211 from Malaysia.

Factorial validity tests The final 416 samples met the primary requiremeftr factor analysis (5:1
casel/variable ratio as recommended by Coakes aswhd SX001). All three factor scales in the studyewer
subjected to exploratory factor analysis using S®HSincipal Component Analysis (varimax rotation)
techniques. All three factorial scales had a KM@eix greater than 0.8 and Bartlett’s p<0.05 indigatihe
appropriateness of the responses for factor asalybe factor analysis result is shown in Figur@ét® analysis
indicated that the measurement scale of promotioresisages could be represented by two constract®i§).
Thus, the initial 3-factor conceptual model waspecified into a 4-factor model.

Structural Equation Modelling (SEM) using AMOS vér0 was conducted on all four factor scales pigoa
full model test. All outputs of the SEM estimatipnocess advised that the discrepancy between thplsa
covariance matriXS and the population covariance matkigo) is minimal (that is, $ - X(6) = minimum].
Elimination of items to improve factorial fit statics resulted in the hypothetical model (Figure Bhe
structural test statistics revealed sufficient emick of goodness-of-fit between the 4-factor matel the
sample data for hypothesis testing (CMIN/DF=1.4RSEA=0.03, CFl = 0.98 and GFI= 0.96). In additiafi,
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measurement models showed internal consistency aviflionbach’s alpha coefficient value greater tBah
This confirmed that all the measurement scaleka@mtfactor model were statistically valid.

Component Matrix® Component Matrix® Rotated Component Matrix®
Component Component Component
1 2 1 2 i 1 2
self discipline .736 opend days 743 student support services .798
harmony is impt 735 sponsorships 729 safety within institution 777
work ethics 688 trade fairs 713 affordable tuition fees .649
helping others 683 representative agent 645 teaching standard 619
honesty is impt 662 testimony .603 course flexibility 593
orderlie society 624 brochures 499 eXPeflean of institution 570
web . stable political
deep rgspect for 574 548 N 446 environment .563
education television .683 .
. quality courses .485 456
open to new ideas .453 .641 newspaper 551 .582 .
) graduates' employment
Extraction Method: Principal Component Analy magazines 537 561 prospect 789
a. 2 components extracted. Extraction Method: Principal Component Analysis employer's view of 742
a. 2 components extracted. graduate '
graduates earning power 737
international recognition .706
brand of institution .545
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
o . a. Rotation converged in 3 iterations.
a) Individual values b) Advertising media

¢) Promotion messages

Figure 2: Factor analysis results of the measuréseaies

Message® intent to study in NZ? 91
Message2 intent to study in NZ? .57
gaduated | Values-> intent to study in NZ? .48
earming Advt med-> intent to study in NZ? .54

7’
82

Advt. message 2

% Standar dised regression weight Estimate

37
employment
prospects

service
support

flexible
course

affordable]

safety fees

Modd Fit summary
CMIN =122.39
DF= 86

P=0.006
CMIN/DF=1.423
RMSEA=0.032
CFI=0.980

GFI= 0.96:

elping otherg
as way of life

Measurement scale C. alpha

Message 1 0.739
Message 2 0.814
Individual value 0.732

Advettising medic  0.752

Figure 3: Structural test statistics (standardigédhe hypothetical model of intention to taketagiary study
in New Zealand among ethnic Chinese residentsrigafiore and Malaysia

Findings and discussions

The test for homogeneity of variance between thepses from Singapore and Malaysia was not significa
(p>.05) for all measurement items. Consulting thalte, degree of freedom and two-tail significaagain no
significant difference are apparent (p>.05) for mkasurement items. Thus, no major differences dsiw
Singapore and Malaysia were found in expressediralivalues, influence of brand statements on ttiedice
of education destination and preferences in typedegrtising media as a source of information leirttertiary
studies.

Chinese cultural values

Respondents showing a positive indication of thesgility to study in New Zealand, exhibit Confutiaalues
of personal honesty, living harmoniously in sociatyd helping others as a way of life (regressioighte=
0.48). These values seem to be in accord with ¢heepred image of NZ as a ‘fair-go’ society (Haze¢d1998;
Mitchell 1972), high in individual honesty/low cogption (Transparency International 2006), and |gi#ne
relative to the USA, Britain and Canada (Segessenn20D00), which contributes to a peaceful/harmamiou
society. In addition, both Chinese societies ing&pore and Malaysia exhibit high Masculinity, withe
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Masculinity indexes for both countries almost om péth New Zealand (Hofstede 2000). This suggelsés t
ability to integrate into the host country societyd being able to live harmoniously there, is duéncing
factor in students’ choice of study destination émggests cultural similarities is a ‘pull’ factod} also
potentially contradicts argument by de Mooij (20@&put the negative correlation of the cultural elirsion of
Masculinity with education (Hofstede 2000). Masnitii stands for a society in which social genddesare
clearly distinct: Men are supposed to be assertiuggh, and focused on material success; womesuggosed
to be more modest, tender, and concerned with tiadity of life. A further study of the relationshipetween
Masculinity and student’s choice of study destimrais needed.

Brand positioning statement

Respondents showing a positive indication of stuglyn New Zealand express the importance of tHevidhg

promotional messages in their decision-making msce

i) Message onéregression weight=0.91Bafety within an institution, student support seegi (counselling,
accommodation and advice, orientation programmesgucricular activities, national student’s asstioid),
affordable tuition fees and course flexibility grin of course duration and course mix. The impadasf the
messages of safety within the institution and thailability of student support services suggestt tha
respondents are worried about being able to lie& #tudent life harmoniously/peacefully in the thosuntry.
This is because the student support service previge necessary social and practical support tcentfad
student feel at home. Given the high Context nadfithke Chinese community, it could be interpreteat the
presence of their national student’s bodies (agrel) provides greater assurance that they caroretheir
fellow citizens for social support. Among the Clgagsocial needs are stronger than the need fon@uny
(Bond 1986). Also, the high context communicatiatune of a collectivist society facilitates infortica
flows within the groups (de Mooij 2004) allowingwestudents in the host country to quickly acquitestied
(perceived) information to reduce uncertainty. Geuitexibility and affordability are also importafaictors in
student’s decision-making so as to avoid undue maoyp@ressure on their parents.

i) Message twdregression weight=0.57): Employer’'s view of graigain terms of relevant skills achieved
(graduate quality), graduates’ employment prospauts graduates’ earning pow@&he importance of these
messages suggests future employability and futareiry are key issues in Chinese students decitiieig
choice of tertiary education. In view of the noroenformance and the Confucian heritage of the Geine
society, the availability of information about grede future employability and future earning may be
interpreted as respondents being concerned thatitestment in time consuming and costly educatid!
be rejected by the community; or that their futeegnings may not be able to perform their filiadtgi It
potentially shows the indirect influence of ‘emation the student decision-making process. Altaxedy,
the importance of the message on graduates’ emplotyprospects and graduates’ earning power may
suggest the influence of materialistic lifestyleegdy concerned with material possessions and weaita
society. That is, the pursuit of material rewardd Bfestyle influence a students’ destination ckoi

The significance of advertising message one andsagestwo supports the hypothesis that an effettigad
positioning statement is contingent on assuranageod (uncertainty avoidance). However, the obskrve
uncertainty avoidance characteristic found amorg sample of students is contrary to low Uncertainty
Avoidance (UA) index of Singapore (Hofstede 1980@0@. This classification of Singapore as a low
uncertainty avoidance country would suggest thag&ioreans would readily accept change and risis. iSh
not supported in this research. Hofstede’s indialiim index has been criticized by Triandis (1984)the
ground that it ignores differences between indigiduinside a society. Singapore is a multi-racialirgry
(predominantly Chinese) which may affect the UA kiag. To further explain the low UA ranking,
Singaporeans may show a low aversion to risk (atiw@n investment in education) because their ganen
provides high stability. Thus, Singapore’s citizgmsssibly do not fear uncertainty as much as theyind
countries with less political stability.

Advertising media

The SEM results show that the form of advertisireglia has an impact on whether an institution’s ptonal
message reaches their target audience (regressigihtw= 0.54). This study shows that traditionahpmedia
(magazines, newspapers, and brochures), televasidrword of mouth (testimonials, alumni) are n@& thost
effective advertising channels to potential teytiatudent from Singapore and Malaysia. Respondents
Singapore and Malaysia show preferences for reptaibee agents, trade/education fairs, open daynsmrship
and the Web to obtain information on internatioteatiary education. While Gray et al. (2003) poiatg the
importance of using the print media in deliveringmotional messages to potential students in Simgaand
Malaysia; this was not found to be the case helne.éxpressed desire of using open days and edudatie to
acquire educational information means students toh&se ethnicity in Singapore and Malaysia valumeso
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form of physical presence by the providers to asvieem about overseas study. From high Context
communication perspective (Hall 1976), this fornfadfe-to-face contact provides the potential sttdéth the
opportunity for tangible (social) interaction. Thss consistent with Hall and Ames’s (1987) argumabout
who says it and when, how, and where it is saidbsamore important that what is said in high-contasture.
It also explains the expressed importance of reptesive agents in disseminating university's infation in
these two countries. Thus, this study supports thgsis three that effective advertising channel€liinese
society are reflected by its high context natdree non-importance of testimonials and alumni dsrimation
sources for tertiary education is a surprise, gittenstrong emphasis on group decisions and nonforaity
in the collectivist society of Singapore and Malayst further supports the contention by Genzbe d@€94)
and Wang (1986) that Chinese culture has the teydém shift towards individualism in an increasingl
interconnected world.

Marketing implicationsfor exporter of tertiary education

The expressed desire of using open days and edncédirs to acquire educational information means
universities need to consider some form of physprasence to advice/attract potential students ftben
Chinese community in Singapore and Malaysia or rott@lectivist/high context communication cultures.
Universities promoting their education servicessatieties with considerable ethnic Chinese popriatiare
advised to disseminate/position their promotion@ssages relating to safety within their institusiotheir
various student support services, comparative tuition fedéth other foreign-based universities, and the
flexibility (course duration, course mix) of theilegrees. Most importantly they need to communichgée
earning power of their graduates, their graduatditigs and industry demand of their graduatesriatigonally.
Besides using the Web, education fairs and reptatsem agents, universities can piggyback on spahgo
(scholarships advertisements from sponsoring orgépbins) to carry across their promotional messages
potential students of Chinese heritage. Our surgegondents indicated that scholarship is an irmpbgource
of the advertising messages for tertiary studysTinot surprising given that Chinese culture essphk great
important oin education and scholars have greatigeein their society. In imperial China, Confutigaching

is a big subject in imperial exams and those wres@d are sent to the best universities and offeneafficial
post. Similarly, Singapore's early successes weilelargely on the back of a scholarship systeat thbroadly
speaking - followed imperial China as a way to uédhe 'best and brightest" to serve the coursigah 2005).

The displayed uncertainty avoidance characteristidbe students demonstrate the need to re-eeatitatient
decision-making process within an emotional mot@lee emotional model is associated with deep fesl{jay,
fear, love, fantasy) in certain purchases or p@éses. Product-wise, when a consumer makes an @mabti
purchase decision, the emphasis is on current modekelings and less emphasis on pre-purchasenafibsn
(Bednall and Kanuk 1999). These feelings are likelybe highly involving with the consumer still hgi
rational. For instance, a consumer may buy a desigel not because they look good in it but bseaiatus
labels make them feel better. Like-wise in educati student’s purchase-making decision can silhighly
involving, rational and emotional through enrollimga good brand university, while not entirely @nng the
course mix or education discipline. A student mayok in a medical program from a certain university
knowing that its graduates are in high demand agllyhpaid (either to enjoy a future materialidifestyle or
to perform their filial piety) while not overtly tarested in medical work, treating it as just acfional day job.

Appropriate brand positioning statements allowsralividual institution to provide information andhiages
that combine neutral information with informatiomténded to create emotional ties between various
stakeholders and a given institution. For examhie,authenticity of the promise conveyed by a braache is
particularly important in higher education, whehe ttollege or university brand becomes part ofviddials'
identities, one of the key badges that we all weannderstanding and explaining ourselves (Moore420
Understanding and communicating the validity ofttbaperience to target audiences is a vital parthef
branding process. If one chooses a college or tsityeor trust their child to one, based on therpise of a
specific experience and then that promise is niéitié&a, the impact can be profound, embitteringddasting.

In fact, the reason cited for the recent closurthefUniversity of New South Wales (Singapore casyisipoor
student enrolment due to the lack of authentic walisih campus experience (Hilmer 2007). Similarly,
universities can utilise emotional marketing torgeiistomer loyalty to encourage repeat purchasel(aent)
and to influence their family members and peerdyssudestinations/university choice.

Limitationsand further research

There are several significant limitations with tkisidy. First, the mall-intercept sampling designmore of a
convenience than a probability sampMu¢ry et al. 1989; Zikmund 2000) although the lagmmple size
(n=416) improves its validityWhile this study tried to increase the randomrasthe sample by randomly
selecting the malls, a comparison of the demogcaphriables collected in this research with a \alwh
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sample (collected in the same geographical areasldvibe advisable to ensure the generalizabilitthefresults
to the resident population and to test the complétsabind stability of the proposed hypothetical deds (Hair et
al. 1998; Spector 1992). However, a validation danyas not available for this study. Second, theous

ethnic Chinese groups under study are living untiéerent social environment (countries) and thigymvell

influence the decision-making process. This prex¢hé generalisation of this paper’s finding to raddler
context within Chinese Culture.

Conclusion

The study suggests that the ability to integrate ithe host country society and being able to live
harmoniously/peacefully in the host country is aftuencing factor in ethnic Chinese students’ chaf study
destination. The study also suggests that studdetssion-making is not purely cognitive but rathas some
element of emotional influence. Emotion is indihgclinked to the fulfilment of filial piety, a Chise
Confucian value which mandates every individualespect their parent and to support their pareotdatige.
This in turn affects a student's desire to get d-paying job after graduation to support their dgearents. As
such a university’s brand message statement rglatisafety, student support services, reasonaltiert fees
and course flexibility (to avoid undue monetarygs@e on parents), graduates’ expected income ogmpht
prospect anémployer’s view of graduates are sought after. Bedpnts express the importance of education
fairs, sponsorship, open day, representative agentshe Web in communicating advertising messtgésem

as a potential international student.
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