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High stake, experiential service...

“...higher education is a professional
service characterized by a high level
of experience qualities which make
the purchase risky and means that
branding Is important as a source of
reassurance to students about the
quality of what they will receive”

Mourad, Ennew, and Kortam (2010) Descriptive Evidence on the Role of Corporate Brands
in Marketing Higher Education Services. Service Science 2(3), pp. 154-166.
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Increasing choices & competition...
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IIE Open Doors (2010)
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Increasing complexities...

Graduate admissions process is an extended decision process involving
- complex buying behavior
- high levels of involvement (time and money)
- significant brand differences

- infrequent buying
Source: Nicholls et al. (1995)

Personal Reasons e
Institution Image

Purchase

Country Image . Intentions

City Effect —

Program Evaluation

Adapted from: Cubillo, et al. (2006)
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Unlock the potential of social media...

“...tame the fundamentally unpredictable
and serendipitous nature of word of mouth
without losing what makes it so valuable in
the first place—its authenticity.”

Michael Zeisser (2010. August). Unlocking the elusive potential of social networks,
McKinsey Quarterly.
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Millennials: Non-stop communication...
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Accenture global research on Millennials’ use of technology (2010)
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Making communication work for you...

“Two things supercharge the creation of positive
consequential word of mouth: interactivity and creativity.”

Effect of word-of-mouth messages on company brand

Volume X
Few messages

® o ¢

®
o® o

Many messages

Impact
Network: Message content:
Where are they What are
talking? they saying?

£ Close/trusted £ Relevant key buying

factor for consumer

Q Large/dispersed Q Irelevant key buying

factor for consumer

Sender: Message source:
Who is talking? What is
the trigger?
£3 Influential .3 Consumer's own
experience with

product or service

@ Trigger not based on
personal experience, eg,
hearsay

@ Noninfluential

marketing, Mckinsey Quarterly
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Word-of-mouth equity

Strong equity, for
example:
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® Close/trusted
) Influential

» Favorable buying factor
® Consumer’s own

experience

Jacques Bughin, Jonathan Doogan, and Ole Jgrgen Vetvik (2010, April) A new way to measure word-of-mouth



Summary

* Prospective students are ready for social media

« Students are seeking ways to bridge perceived risks and
barriers of distances in their decision-making process

« Social media is an effective channel to engage in authentic

communication with prospective students

shaadi.con®
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Questions?
Feedback / Comments

Rahul Choudaha
rchoudah@wes.org
212-219-7313
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It’s free!l!

www.pagalguy.com
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Internet users: Targeted demographics

« 2/3" of the users are « 3/4% of the users are
less than 29 years old between age of 19-35
e 1/3" are students e 1/3" are students
Source:

China Internet Network Information Center (2008)

@ India — JuxtConsult (2008)
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Internet: Reach

# Country Internet Users (m)
360

2 United States 228

3 Japan 96

S Brazil 68

6 Germany 54

7 United Kingdom A7

Source: www.InternetWorldStats.com as on 09/30/09
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Internet: Language

Source: www.Alexa.com ason 03/23/2010
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