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Abstract

Education has traditionally been viewed as a not-for-profit work and on the face of it, it
will always be so. But not-for-profit activities have their own flip sides too. The
education system is marred by the government policies and the agendas. During the first
few decades, after post-independence, there was a strong focus on higher education, as
India needed a skilled manpower to drive its economic growth and development. Not

enough motivation was given to the school as well as non formal education.

Moreover, owing to the huge size and diverse cultural landscape, the focus of the
education has been on accessibility & inclusivity and somehow the quality of the
education had taken the back seat. This is where the privately run institutions have
managed to outperform government-run institutes in terms of delivering better quality
of education, not only through better academic results but also by staying attuned to the
evolving needs of industry and society as well. To maintain high standards of quality,
the institutions can no longer be not-for-profit as to attract quality teachers and students
they need to establish themselves as strong brand such that they become the most sought
brand among the parents of the targeted segment. However, branding of an institute is
a tricky process owing to dual nature of the offerings i.e. both tangible and intangible.

It is a product as well as a service.

The study of the available literature on the branding of educational institutes indicates

a lack of study on branding both globally and particularly in developing countries.
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Although there is no established methodology, procedure or approach for branding or
rebranding an institution but there is a general acknowledgement of the importance of
understanding the key factors that influence institutional branding and their
interconnectedness. This is particularly relevant given the role educational institutions
play in providing quality education and also contributing to economic development and

job creation.

There are three objectives of the research. The research began with a comprehensive
review of the existing literature on the branding of educational institutions. Due to the
dearth of literature in this segment, Focused Group Discussion was used to fulfill the
first objective i.e. to identify the antecedents of branding and the items contributing to
each of the total of five factors i.e. Academic Performance, Physical Infrastructure,
Information Technology (IT) Infrastructure, Quality of the Faculty members & Support
Staff and Marketing & Promotional Activities were identified as the factors contributing
towards the branding of an institute. Further second objective was to identify the
similarities and dissimilarities between how branding is perceived by the Heads of the
institute and Students. Exploratory Factor Analysis (EFA) and Confirmatory Factor
Analysis (CFA) were conducted to identify the perceived importance of each of the item
towards contribution to the branding. Further the framework was modified to develop

the Institute’s branding model using SEM.
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