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ABSTRACT

There is general agreement that development of individuals through higher education
contributes to better growth of the economy. Report of the University Grants Commission
(UGC) considers higher education to be closely linked to national development and

recognizes the need for its expansion and increase in enrolments.

As per a World Bank report, India has the third largest higher education system in the
world, after the US and China. The objective of this prodigious expansion has been to
increase availability of education to the masses. As we move from higher education for the
elite to 'massification’,social justice demands that education be providedequitably to every
deserving member of society without prejudice. However, the rush to meet the huge
requirement has seen the emergence of many dubiousstart-up institutes whose main aim is to
make quick money by cutting corners on quality and deliverables. Under the circumstances, it
becomes a challenge for the better institutes to stand out from the other ‘commoditized’

institutes and maintain their position by attracting the best students, faculty and employers.

It is therefore crucial for the better institutes to establish a distinct brand identity to be
able to compete effectively.Brand analysis has received attention mainly in the product
domain, but few are in the domain of education, and almost all of them have used a
compositional approach, mainly because it lends itself to easy statistical analysis and
interpretation. The compositional approach begins with selecting attributes, properties and/or
characteristics that the researcher feels are relevant and then groups them based on their
salience, which in turn is based on the responses from the consumers. This presupposes that
the researcher has shortlisted all the relevant attributes and properties and that the consumer

really knows how he perceives something that is intuitive in nature.

The underlying purpose of this research is to understand the brand image of business



schools in India as it exists in the minds of the three main stakeholders in this field — the
students, the faculty and the employers. The research employs both quantitative and
qualitative techniques to meet the research objectives. Specifically, the research aims to
ascertain the number of functional and personality dimensions of brand image of business
schools in India as perceived by the three stakeholders and to determine if one or more brand
dimensions are perceived similarly across the stakeholders. In addition, the study seeks to
discover what these dimensions represent to the respective stakeholders and in the case of
students, how does this harmonize with decision factors for the choice of college — placement
salaries, fees, quality of infrastructure and faculty quality.However the scope of research is
limited to management institutes offering two year full time programs in India and the results
may not remain valid for other institutes of higher learning or for other formats of the

program like part time or executive MBA etc.

Principal component analysis (PCA) was used to determine the functional dimensions
of the brand image of business schools. The number of perceived dimensions of brand image
was determined using multidimensional scaling (MDS). Delphi technique was used to
analyze the subjective judgments of the respondents to interpret what the dimensions
represented to them. The Delphi approach also validated the results of PCA, increasing the
robustness of the findings. Pearson’s correlation followed by linear regression analysis was
employed to seek evidence ofsimilarity of perceptions between dimensions of brand image
across stakeholders. Conjoint analysis was used to measure the relative utility values of
placement salaries, fees, quality of infrastructure and faculty qualityfor their preference for

college admission.

The research provides evidence that the brand image of management institutes is not a
uni-dimensional construct consisting merely of placement salaries, but is more complex and

nuanced. All stakeholders perceived the brand image in four dimensions. One dimension that

Vi



represents return on investment (ROI) is common to all. The other functional dimension
representing "Scholastic" factors is common among faculty and employers, who perceive it
similarly. For students, the corresponding dimension represents "Enabling substructure for
academic excellence". Though having similar elements, this dimension is perceived
differently by students than faculty or employers. The third dimension is a conglomeration of
several unrelated attributes like overall experience during the program, word of mouth buzz,
official communications, ratings, networking and recognition of institute etc., that do not
have an apparent common theme. They are classified as "Hygiene factors", borrowing the
concept from Herzberg's motivation-hygiene theory. Though assigned a common label, they

are perceived differently by all the three stakeholders.

One of the four dimensions is seen to represent brand personality for all stakeholders
but is unique for all. For students’ this dimension stands for “Competence”, for faculty it is

“Sincerity” and the employers’ recognize it as “Excitement”.

The research also confirms the significantly higher importance given to placement
salaries and relatively much lower importance given to faculty qualifications and
infrastructure quality by students in their choice of college. High fees being charged by
universities is also seen as an important consideration but not quite as much as the placement
salaries. This is inconsistent with the perception of brand image where faculty qualifications
and infrastructure quality also form part of the image while they are not much valued for the

choice of college. This is further discussed in chapter six.

The research outcome should prove useful for university directors and managers in
segmenting their audience appropriately and to create a focused brand identity for their

institute.

Keywords:Brand Image, Dimensions, Perception, Business Schools, Universities, India
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