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Abstract

Increasing competition emanating from privatctor participation in Ghana’s higher educatiomeidefining
management practices of most universities. Unitselmiands in students’ consideration set are tlloatoffer
easier recall and are inherently distinctive angeating. A brand identified as such would signifyatity and
offer a strong sense of association for potentiadents to grasp what it is and what makes it sphe€this study
examined brand management practices employed bydira Public and Private Universities to enhance
university brand equity in the country. The studwaswconducted using in-depth interviews with Public
Relations/Marketing Directors of five (5) publiccaprivate universities. The study showed that usites use
different brand elements and devices to differémtiieir brands. Various activities are also cdraat including
PR audits and feedback on lecturer evaluations ¢asore customer perceptions of the brand. Unilessit
however had little or no budget for brand buildawivities.

Key Terms: University, Higher Education, Brand Management, zha

Introduction:

The study of brands and brand management has tattrac great deal of interest among practitioneid an
academics for the past two decades. Today, congpeti fierce in the tertiary education sector tlu¢he threat
of new entrants and many existing rivals in thekaarFor universities to outperform their compeattand grab

a greater share of the market, an appropriate brenmthgement strategy is necessary. Branding isieepb in
the marketing field which can play an importanterah differentiating a university’s brand from othe
competitors. It is therefore important that univties develop and put to use brand managementigeaatvhich
will make them stand out in order to attract a grofiloyal consumers better than the competition.

Although many universities have become consciousafaging their brands by developing vision statdéme
impressive signages, and core values among otter® is a paucity of research on branding higheication
(HE). A review of existing literature on brandingiwersities indicates that most of the researchere wlone in
the developed world and these researches investfiggeneral branding policies in universities afgb an
particular institutions (Belanger et al. 2002; @lea 2004; Judson et al. 2006). For example, stubie
Bulotaite (2003); Gray et al. (2003) focused onld@ning environment, reputation, graduate capeespects,
destination and cultural integration as factors i@ be used in positioning a university. Otheeegchers such
as (Argenti 2000; Jevons 2006; Bunzel 2007) torgelaextent focused on promotions and brand identity
elements.(Waeraas and Solbaak, 2008) also investigaow branding efforts were carried out in some
universities and the challenges faced as a res$ultefining the university, strategic marketing (Bal and
James, 2000; Reindfleisch, 2003), positioning anghdling (Gray et al., 2003), marketing communiagio
(Klassen, 2002; Mortimer, 1997), marketing mod&aéraas and Solbakk, 2009), market planning (Maring
and Foskett, 2002) and whether universities cam Isaccessful brands (Chapleo 2005). Although (Mhipe
2013) acknowledges that few researches for exahgle been conducted on corporate brand management
the USA (Harvey, 1996; Curtis et al., 2009; Pingeale 2011), corresponding studies are almostigiedg in
Africa and even non — existent in the western pathe continent. Researches in Africa are few scattered
with studies on brand management conducted by(dbet al, 2011) in Egypt and recently in Zimbakye
(Mupemhi 2013). However none of them extended timgiestigations into the brand management praciites
higher education. It can be seen from the litemthat there is a lack of studies on brand managepractices
for services including universities with an emeggmarket perspective. This study has become impioatad is
positioned to fill the gap in research on brand ag@ment practices of universities in a developmgntry like
Ghana.

In this study, we present and analyze the brandagement practices of five public and private ursit@s in
Ghana operating in an increasingly competitive mmrnent. The study is significant in a number of/sval he
study is timely given the favourable democratic andrent economic climate in Ghana which has made i
source of attraction for many potential studentshie sub—region seeking to have university edusdtiothe
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country. Brand management is an essential concepbarketing which can help universities developirthe
brands and uniquely position them in the minds ateptial consumers as well as get favourable placenm
world rankings. In addition the study will gingeterest to investigate branding issues by othsearchers in
tertiary education. Lastly the study will ensure ttocumentation of standard brand managementqeadb be
implemented by universities to improve the imagenoft institutions and strengthen their abilityeoruit more
potential students.

Literature Review

What isa Brand?

A brand may be defined from the consumers' perageand/or from the brand owner's perspective dditaon,
brands are sometimes defined in terms of their gg@por by their characteristics (Wood, 2000). st
widely used and classical definition of a brand ha&en the one developed by The American Marketing
Association (AMA, 1960) which states that a brasmé iname, term, sign, symbol, or design or a coatioim of
them used to identify the goods and services ddllarsand to differentiate them from the competitioOther
researchers (Aaker, 1991; Keller, 1993 and 2008leKand Armstrong, 2007) have used this definifiotheir
studies. Essentially, the definition indicates thatnds make use of attributes to identify a produd to
differentiate it from its competitors, through thse of a name, logo, design or other visual signssymbols.
Although the AMA'’s definition is popular, it is @ criticized as concentrating too much on the pecbdnd the
features that are seen (Crainer, 1995), too mechlafirnold, 1992), “deconstructionist” (Kapferet992),
reductionist and restrictive (de Chernatony andl'Okho Riley, 1998a). Similarly, de Chernatony (B9
criticizes that the notion of a brand in this dafom is likened to a name and a visual identityjieh is
subsequently interpreted to mean a logo. Gener#ily,contentious areas of branding as mentionethen
literature include the numerous definitions offert the brand construct and establishing the ikedat
importance of tangible versus intangible brand elets

Furthermore, the literature makes a distinctiomeen a small ‘b’ brand and a ‘B ‘brand. The smhllbrand,
similar to the traditional definition refers to thbility of the firm to differentiate itself by these of a name and
a visual identity, enabling consumers to make tinditon between brands (de Chernatorny, 1993bhiknsense
the logo of a university can be seen as the brand.

A big ‘B’ in the literature sees a brand as a campmntity and value system and not ordinary visdaihtity.
This was affirmed by (Gardner and Levy, 1955) tharand name is more than a logo or symbol useftrng

to distinguish a firm’s goods from other competbrgnds and to differentiate it from other manufeats. Thus

a brand is a set of complex ideas and attributiesilésly, Kapferer (2008) acknowledged that a brandvides
the vision or identitythat guides the creation of products and serviessibg that name. Thus the vision of a
university, which includes their core values isledlidentity. Similarly (de Chernatony and McDonaf@D3)
extends the argument of the big ‘B’ notion by defg a successful brand as an identifiable prodenyice,
person or place, perceived as relevant with unéglded values which match their needs more closely

In spite of the above debate in literature Ke{002), indicated that one of the most valuabletasr most
organizations is the value endowed to their pragloctservices as a result of the brand name, ttarglkequity
because it offers them significant returns. Thisnisupport of the resource-based view theory, aportant
economic theory developed by (Penrose, 1959; Bart@86; Grant, 1991; Petraf, 1993) which stipulates
firms are heterogeneous in terms of their resouatgkinternal capabilities. The resources can taggsfirm
gain competitive advantage if they are strategicadlluable, rare, durable, inappropriable, impeheicnitable,
and imperfectly substitutable. Brands are intarggddsets of a company and if they meet the abdegigrand
are properly managed can offer superior advantages.

The concept of competitive advantage has been ekkaly discussed in the brand management litezadund
explains that a differentiated product attracts enloyalty. The historical evolution of brands hdmwn that
brands initially have played the role of differeatitng between competing items, offering consistewicguality
and providing legal protection. Today's marketl@otled with new and old brands and branding isetioee
necessary to isolate products with distinctive ijiealfor purchase by consumers.
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Brand M anagement Practices

According to Schatzki, (2002), a “practice” consistf hierarchicallyorganized bundles of activities or basic
actions. Practices are consistent patterns of iaetiy performed in the organization through selera
interconnected behaviours that are grounded ingarded by particular collective structures undestaky a
group of people. (Reckwitz, 2002, pp. 249-250;arvéntie- Thesleff et al., 2011). Similarlgollo and Winter
(2002) define a practice as a specific routine aimedililling the purpose of the firm therefore acties that
are not repetitive, or are not being rehearsedtaatig, cannot be referred to as a practice. Theagement of
brands must be approached strategically (Wood, 200 detailed plans and processes that permehtes
university at every level. Subsequently, brand ag®ns’ activities have emerged as the most impbotam
management priority as far as developing an effeatharketing strategy is concerned (Marketing Lestup
Council, 2001). Madden et al., (2006) emphasized Ibhand management activities have to demonstnatea
portfolio of strong brands create value for thershalders.

According to Gray (2006), the firm's brand (whiaitiudes a university) is strengthened as a re$uticoeased
communication between staff (internal communicgtemthat they can understand students needs .Hetthis
wise, every employee of the university is key irs@mg an effective brand management including the
Governing Council and the university managemenctviiorm the top hierarchy as far as decision- ngkar

the institution is concerned. In addition, top ngaraent, most importantly, must have a good brarahtation,

so that they recognize brands as valuable asséttamlarge extent centre strategy and actividiesuilding a
strong brand. Brand orientation in the literatuess bbeen identified as an organizational culturaresh by all
members which propels the firm's strategy (Baunfga2010; Wong and Merrilees, 2007; Baumgarth, 2010;
Urde et al., 2013) in order to achieve superiorketing advantage over competitors. Culture involsiesaring
ideas and values among the members of a group agmfols and informal or formal communication, ésipl
information; its production by past actions of aup or of the members of a group; its capacityaddarned; its
capacity to shape behaviour and to influence opeteeption of the world (Kroeber and Kluckhohn, 2p5
Bridson and Evans, (2004) expanded brand oriemtétidnclude the behavioural aspects of the orgsioia.

Branding Higher Education (HE) Institutions

Branding has gained increased popularity in higiducation in many advanced countries in the lasadie
McNally and Speak (2002) defined a higher educabicend as perceptions or feelings that consumeld ho
about a particular institution. Ensuring sustaifigbin HE has meant a gradual shift in the prorooél
landscape of many universities from the use of iticathl promotional tools as funding from various
governments for universities and colleges dwindiebtanding (Pinar et al, 2013).Although the concispt
gaining increased popularity universities are sagrromplex organizations having multiple brandsigig,
2010; Waeraas and Solbakk, 2009). For examplea fparticular institution different brands may exist the
following stakeholders: undergraduate studentsjuate students, alumni, corporate recruiters, logaimunity
members, parents of students among others. Herefiore emphasised that the multiple brandsgle-brands)
exist in the university, although there may be stianeanings and identity elements across the waboands
which can be seen in the overall university brand.

Despite the questions that this issue pose the paipose of brand management in firms is to esthbdi
favourable disposition towards the organizatiorabyts stakeholders. Two opinions have emergeti véspect

to HE branding. Some researchers have indicatedhigaer education branding has borrowed severatigo
practices from the business environment, makirfgrittion like a corporation (Gumport, 2000). Othbes/e
said that higher education branding, is somehovemift from the branding concept applied to theirass
environment. Whichever opinion that people holdrling organizations such as universities invobrést of
complexities as compared to product branding. Usitie brand management is concerned about people an
their attitudes, beliefs, and values are noticstatthe same but may vary considerably. Unitgefsranding
can be likened to corporate branding where thegamizational culture for instance, can influencepoocate
brand to a much larger extent than product brandingill also require total commitment to the corpte
institution by all staff (Balmer, 2001).Effectiveand management is needed to recruit high qualitgiests,
faculty members and attract funding. According tbagelo (2011) the brand management practices of
universities are determined by the main objectofahe branding concept. He therefore stipulates e brand
management practices of universities should indidatmission and core values. Thus it must shepurpose

of its existence, “what” and “who” it is, and there values and characteristics in other words “vihatands
for” and what it is going to be known for; it musicrease awareness and enhance reputation (Waamndas
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Solbakk, 2008; Chapelo, 2011).

Subsequently, brand management practices are-distiplinary, combining elements of strategy, cogte
communications, and culture (Knox and Bickerton,020 Gylling and LindereRepo, 2006). Increased
competition makes it imperative for universitieslaolleges to search for a unique identity and fanitien of
what they are in order to differentiate themseleesl attract students and academic staff (Chapldat;20
Hemsley-Brown and Goonawardana, 2007).One suchdhmamagement practice is the use of external visual
executions like logos, taglines and advertising maigns (Bunzel, 2007). For example according toelten
Shampeny, Director of Marketing, SUNY Empire Statdlege, advocated for institutions with poor ssveess
problem, to make use of strong visuals, taglineslagans which are vividly displayed in publicaisy ads,
billboards and university web sites to unify the@gnams and integrate the communications. In tbe ti&o
decades many universities, especially in the Un8tates of America and Canada have engaged inugario
activities of branding and rebranding themselvesm& of these universities include Arcadia Universit
Dickson College, New York University and Renessal&or example, in the early 1990s Renessalalisesl it
was not well positioned to prospective students pamed to its world - renowned rival, MIT or everhgols
such as Cal Tech, UC Berkeley and Carnegie — Mellba offered exceptionally strong technical prognaes
and charged lower fees than private universitiecshsas Rensselaer undertook rebranding. The inoglgsi
intense competitive tertiary education market Rénsselaer in a positioning of no man’s land. hérefore
decided to change its strategy and after a thorewglit of its strengths and weaknesses Technologjieativity
became the hallmark of the institution, and theeafipg tag line ‘why not change the world’ was atdop The
result of this was a major influx of talented stuide increased financial support and a tremenddesih the
Institute’s reputation. Today, Renessaler is thgvilts most recent freshmen classes are the noadified and
talented in the last two decades (Van Auken, 20033n be deduced from the Renessaler exampleathednd,
that is not properly managed, leaves an organizatith no protection to competitive market forc&rdgory,
2004). Aaker (2003) supports this view by outlinthg benefits of a differentiated brand: added ibikty, easy
recall among consumers, more efficient and effeatmmunication and a sustainable competitive adgen
From the foregoing discussions, the study soughtlfibthe following objectives:

To identify the brand elements and devices usdiff@rentiating university brands in Ghana.

To determine the activities of staff and managenmeeinsuring an organizational culture that heips i

building a strong brand’

To examine the procedures used in measuring custgmeeceptions of the university brand.

To examine the extent that brand building is gigensideration in annual budgets.

M ethodology

Both primary and secondary data were collectedHis study. Qualitative interviews were carried aging
five (5) Public and Private Universities. Thesevensities are Central University College, Ghanaistian
University, Valley View University, University of iefessional Studies and Accountancy (UPSA) and &han
Institute of Public Administration (GIMPA). The setion of the universities for interview was madeséd on
visibility (Ibrahim et al., 2013). Since we neededpondents with a large and accurate vision omstihgect of
study (Hise and Kelly, 1978; Dawes and Patters@88}, the brand management practices of univessitie
chose respondents with a relatively high levelesponsibility. The managers/ directors interviewede mostly

in charge of marketing or public relations of the@spective institutions. Confidentiality of namé tbe
respondents, and university was guaranteed. Weuctend in-depth semi-structured interviews and #agog of
the interviews lasted between 60 and 90 minutelsiiation. All interviews were done face-to-facel aacorded
and transcribed verbatim. During the interviews thsearcher not only initiated discussion of issterived
from the literature review and secondary data,absh allowed informants sufficient latitude forrimépection
and open reporting of their own experience andpeatives (Clandinin & Connelly,1994). These indiédised
recollections provided richness in the data anehgfthened the research: by counteracting biasrhgitexist in
the secondary data (Burgess, 1982); by adding matfefact or detail that may only be recordedridividual
memory (Samuel, 1982). We used literature reviewbrand management practices including brand @iiemt
and corporate branding literature to develop a senstructured questionnaire. The themes in thei-sem
structured questionnaire were comprehensive. Debacted were checked for clarity, organized analyzed in
line with the research objectives.

Results and Discussions:
Brand Elements and Devices Used in Differentiatimiversity Brands:
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All the universities interviewed used brand elersesuich as logo, taglines, brand names, signageersity
crest and marques to differentiate themselves. Aliicg to the interviewee from university of Professl
Studies:

UPSA uses a combination of logo, tagline, brandeafiont, signage, University crest, marques, colansgl to
some extent, the vibrant and evergreen leader Bosthua Alabi, the current Vice Chancellor as anfaf
differentiation.
Activities of Staff and Management in Ensuring arg&hizational Culture that Helps in Building a $igo
Brand:
Management and staff of any organisation play @catirole in building, maintaining and promotiriget brand
of the organisation. Indeed the image of every miggdion tells on its employees in dealing with plecoutside
the organisation. For this reason, the study sotmhihvestigate how staff and management of theouar
universities contribute to building their respeetirands. For GIMPA, a series of activities puplace by the
management of the school were given as measurdsausehance the brand of the university. Theyuitet:
Qualifications of all GIMPA faculty members are fisbed on GIMPA website.
Program advisors are tasked to design and selpraljrams to organizations, institutions and the
general public.
Academic calendar must be designed and given BIMPA staff and regular customers.

These instructions were seen as a conscious dedigimnanagement to give the school’'s brand sormerdge
on the market.

For Central University College, the positioningtié PR person at the top management level of thensity is
management’s way of ensuring that a good and stooawgd is built and maintained for the school. Adaag to
the interviewee:

| am a senior assistant director. | report diretbiythe president. | think this is the good thinge president
seems to have a good idea of what public relaigns

Likewise at the University of Professional Studiesl Accountancy (UPSA) the establishment of a severan
Public Affairs Directorate under the leadershi@aharketing expert charged with the responsibiiitprosecute
the university’s marketing and communications piares a clear agenda of a university managemerghaibi
eager to build a strong brand. On the part of Gh@hsistian University the respondent said publicide
programmes, recruit qualified faculty and ensugead environment for academic work.

Procedures Used in Measuring Consumers Perceititve &rand:

With regard to how the various universities meag@eple’s perception to know whether or not theyehkigh

brand equities and subsequent reputation, theviateee from Valley View University mentioned theeusf PR

audits as a tool for this exercise. However, shheeeded that the data collected through these Pisdwale not
yet been analysed to assess the true level ofrtrellequity and reputation of Valley View UniveysiEor his

part, the interviewee from the Ghana Christian Ersity mentioned discussions with random peoplastess
the level of brand equity of the school. He said:

We are able to arrive at that qualitatively. Jugtdiscussions with people. Not the university stadt with
people we even meet on the street.

The respondent from GIMPA said they rely on fee#tbat lecturer evaluations in measuring their braqdity.

From UPSA the respondent indicated the use of gari@ measure customer satisfaction and loyaltyiatiee

individual programmes and the corporate brand fstudents, alumini, employees and the general public

What is the level of awareness as far as buildieguniversity brand is concerned?
Branding issues form part of the general Marketingt Communications planning process in all the
universities. For all the universities brand builgliis therefore handled at the strategic level.
Awareness creation has not been very vibrant aeyllhve mainly focused on advertisements for fresh
students and signages. Although the intervieweestiomed the enormous revenues their respective
institutions had accrued over the years from haygogd brands, they decried the lack of dedicated
budgets for their branding activities. For examplegording to the interviewee from Central Univigrsi
College, she had to go through the Finance Depatta® and when she needed financing for projects
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undertaken by the PR Department. In Valley Viewrggpondent said that in their case the only money
management is willing to give is advert for adnossi.

Conclusion and M anagerial Implications:

This study sought to explore the brand managenmagatipes of five (5) public and private universiti€&indings
from the sampled universities indicated that alltibém used brand elements and devices to diffetenti
themselves. This is in line with (Chapeleo 2004mdeley — Brown and Goonawardana 2007) indicatiam th
universities must search for a unique identity ttoaat students and faculty. The literature alsgleasised that
branding is necessary to isolate products with umigualities for consumers to make a purchaseidacis

Staff and management of these universities alsterimok several activities to enhance their brarhickv

included the use of their websites to publicise ¢decational backgrounds of faculty and placemérihe

Marketing Director/PR person at the top level ofvarsity management structure. Procedures for nmaasu
students perceptions of the brand differed randimgn qualitative discussions with students on theed,

feedback on lecturer evaluations, customer satisfasurveys The results in the study however ssgtet

universities used different procedures to measustomer perceptions of their brand including PRitaud
random interviews, and course evaluation by stidantl customer satisfaction surveys. Furthermartealhthe

universities set aside separate budgets for braamhgement activities. Most promotional activitiesthe brand
were focused on student admissions.

Based on the above results the following broad meuendations for brand management are offered: The
National Accreditation Board should establish staddguidelines for measuring customer perceptiohs o
university brands in the country. This will ensareniform assessment of universities and data gathean be
used to build a league table for tertiary instdos in Ghana. Universities must be encouragecaty their
programmes in addition to the brand elements usetsure a market positioning which makes themuanand
attractive to potential consumers. Promotion is faryeffective brand management therefore univiesimust
have adequate budgets for brand building activitkeemotions play the role of increasing brand awass and
this affects perceived quality of the service amolsequent brand equity

Future Research Directions

The author indicates some limitations in this staghg suggests possible directions for future rebearhis
study is based on data collected from five unitigsiin Accra, the capital of Ghana. This is limiiin scope
and it is recommended that future research shasgdaularger sample and include other institutioesited in
the hinterland for more statistical power and ahbigdegree of representation.Furthermore the relsesas
done by empirically investigating only universitid$he study could be replicated in other tertiarstitutions in
order to bring out some potential organizationdtural differences in brand management practices
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