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Abstract

The purpose of the research is to identify thearsswhy students choose a particular universitr?identifying
these reasons objectives of the researchformulated on which investigation are carried outa qualitative
approach through idepth interviews. The research helps researcheisrstand that which objective is conside
most important by respondents when selecting aeusity for higher edudtion. As a result of the research it car
stated that all sources; word of mouth, role ofeoars and other factors of choice have impact otlestt’s decisior
making process. But the most influential is wordmaduth which has great significance for interviewees. There
are also other factors such as environment andlsconditions that are the basis of positive wofanouth. The
least important in accordance to the research séerbe the role of generic marketing communicatisnsh as
advertisenent when choosing a univers

Keywords: in-depth interviews, university, higher education,dsiut choice, choice of university, qualitat
approach, word of mouth, generic marketing commatioa:s

1. Introduction:

The purpose of the research is deritify the reasons, why students choose a paticuliversity? For identifyin
these reasons objectives of the research are fatesulon which investigation are carried out in aligative
approach through idepth interviews. These interviews comld would provide some understanding of what
the merits in selecting a university. The reseavolld provide some understanding of how much ingue eacl
objective carries.

2. Research Objectives
The following research objectives were determi
» Toidentify the factors of choice for students whil@osing a universit

* Impact of word of mouth in choosing a univer
» Importance of the role of marketing communicationshoice making process of student:
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3. Research Considerations:

A qualitaive approach was adopted in carrying out the rebedrhis approach has been chosen because it
number of implications for the research objectivésst of all a qualitative research enables tlseaecher to have
better understanding of the retaiship between factors of choice, word of mouthd awle of marketing
communications in choosing a univers

The qualitative approach would yield results théferosome insights into the most important facttrat will
determine underlying reasong &electing a universil

4. Research Methodology:

In-depth interviews to explore the frameworks in whithdents determine their choice amongst univesshiase:
on the research objectives.

A qualitative approach was selected to enable apt@mand exploratory conversation with students to <
understanding the framework in which they maderttiecisions while choosing a univers

For the purpose of these tlepth interviews seven LUMS students were seldctédentify the similarities betwe
them while choosing their university and identifyithe factors influencing while determining thestection, impac
of word of mouth and role of marketing communicasioEach interview was of 15 to 25 minu

5. Research Finding Under Each Objectiv:

5.1 Objective 1: I dentify the factors of choice for students while choosing a university

Though it was not envisaged that thedepth interviews would directly inform this objeaj nonetheless
considerable amount of information was collec

Regarding this objective, questions like "Why LUMS?&m asked, the interviewee responded in a simitar tivat
choosing the best institute is a rational decisamgxample is Mr. Salman Shahid who said: "l ackyuthat | got
admission in the best busirseschool.

Every person’s aim is to develop and extract awmiigature out of his personality; the type of pssfonal networ
one gains from MBA at LUMS helps him to do so. @i have a versatile experience which leads tel exe's
capability anctreates a platform of learnit

The Indepth interview explains that in Pakistan the migjaf students are care-oriented; they want to get a ji
once they are done with their degree. Such majoggds an institution which is top ranked, has geputation and
the job market response to that institution is @&permal. The students' requirement is professigraith which
can be fulfilled by a university of good rankingdamarket valu¢

It is interesting that the most important fact@®eéetpressure and environment. According to research SUdthe
primary choice of students because LUMS providgrahic environment and is a secular institutiomdshts havi
open option to choose from a wide variety of sogups which increases the ial development and critic
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Based on the insights of bfepth interviews, faculty role in university famasvnot emphasized by an interview
Although faculty was not good for Bsc in LUMS btitl students consider LUMS the best option. haraz Akbar
summarizes it saying, "Faculty might be importamt $ome students but the majority is busy in anatyother
factors for choosing university rather than chogsin the basis of faculty."(Far:

5.2 Objective 2: Impact of Word Of Mouth in choosing a university

The indepth interviews have been instrumental in progdieas as how word of mouth has an impact of dhg
a university. The insight shows that word of moistithe most important factor when choosing a umsitethis has
been onsistent with all interviewee

It is interesting that universities spend a lotamlvertising and marketing but the most influentialver that affec
the decision is peer pressure, an example is a dgeem Ahmed, he was indifferent whether to jcUMS or not
but his father stood on a point that only LUMSHs place you're going to go to. The pressure wastremg that hi
was unable to see any other option.

Research stated that students are more inclinbdlteve word of mouth not only if it vre family but also friends,
relative, and also any other credible sources. 86%e students choose universities on the bagwsitive word o
mouth.

Mr Shan Ellahi said, "I did not get help from ottmearketing tools, only positive word of moutlad to my decision
of joining LUMS."

All interviewees were asked about their opinion thiee they will recommend LUMS to their brothersrelatives,
they were seemed to be obsessed by their institatia their loyalty could be judged by their positiword of
mouth. This loyalty will have impact on others ks word of mouth sprea

The snowballing concept can be utilized here tanstie effect and importance of marketing commuiicet which
is also called buzz marketing, LUMS has a geogiailyi diverse student body, when a student of Gilgi
graduated and returns to his home town he willeg@nt LUMS. His Word of Mouth will have a strongpact
resulting in majority of students living in Gilc

5.3 Objective 3: Importance of role of marketing communication in choice making process of students

The indepth interview has provided a number of insighightening the role of marcom. It is an integrahgmnent
for selling in markets where better communicatieads to better supply chain marment and connections, the
profitability depends on marketing. But when it agsrio academic institutions the role of marcomiisinmal.

Analyzing the insights and thoughts of an intengewprofession oriented students are impressedriking facts
sudh as Asia’s top business school rather than cdlada. Some think that there is no need of margetin LUMS,
it is a developed and is a recognized brand. Deusdposchools need to market themselves by namédacatty,
magazines, newspaper etc. Mra8hEllahi said, "Social media marketing does natehany role; if | was not i
LUMS then | would definitely need i
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The thing in marketing communication that works iiestitutions such as of LUMS is pictorial marketiwhich
shows a liberal social eitenment. It works great on A' level students whe iaterested in social interactions. T
is not an attraction for a potential graduate sttidecause he might be interested more in othegttiian socie
interactions, when choosing a univer:

An example was quoted by Syed Zaeem Ahmed about thefdarketing Communications; he said that it
so influential for people living in Lahore rathérdoes influence people living in rural areas andhlé towns. He
further explained his point byiving reference of LUMS National Outreach Programmich targets rural areas a
small towns.

6. Conclusion

As a result of the research it can be stated thatoarces; word of mouth, role of marcoms and oflaetors of
choice have impact on studendscision making process. But the most influensalvord of mouth which has gre
significance for all interviewees. There are altfteo factors such as environment and social camditthat are th
basis of positive word of mouth. The least impatrtin accordance to the research seems to be thefrgkneric
marketing communications such as advertisement wheasing a universit'

Appendices:

Interview guiding questions:

Q1: Why did you prefer LUMS over other instituti@

Q2: How well has LUMS lfilled your expectatior

Q3: Did marketing communications play any roleyou while you were applying for admissic
Q4: Will you recommend your brother to study in LSMWhy’

Q5: If no! Which other institution you will recomme your brother to stucin? Reason?

Q6: Did you prefer LUMS over foreign universitiédhy?

Q7: what is the job market response to LUMS? Hovelmafluence it has in your decision maki
Q8: Have you ever seen LUMS advertisement? If wbsit influence did it have on yo

Q9: Are you impressed by marketing of LUV

Q10: Why you have chosen MBA?

Q11: When you realized that MBA is what you havedarather than MSC, engineering, medical
Q12: From where you got the idea of doing Mt

Q13: Were you more inclined to managemeourses? Why?

Q14: How much influence “WOM?” have on selectionL&fMS?

Q15: How do you think any university can attractrenstudents
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