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Abstract  

 

This research used a university brand equity framework based on the concept of customer-

based brand equity.  After establishing the university’s market profile, the study investigated its 

enrollment management (EM) efforts and results, assessed its brand equity (BE), identified the 

gaps and issues along EM and BE and came up with general guidelines and strategic actions that 

sought to fortify its enrollment management. Using a combination of both quantitative and 

qualitative methods, the study found out that most of its students come from the university’s 

immediate service area and are described as sociable and adaptable who belong mostly between 

lower- and middle-income families.  Its image and reputation remain to be the primary factors 

considered by its clients in enrolling in the university and these clients believe that supporting-

learning environment and supporting-library services are very important factors in establishing a 

good reputation.   

Career campaign efforts were continuously improved but these were not translated into 

significant increases in enrollment figures. The regression analysis model indicated that the 

amount spent for career campaign activities is not a good predictor for enrollment figures.  Issues 

that need to be addressed in order to enhance brand equity dwelt on the following areas:  brand 

awareness, perceived quality, supporting facilities, supporting-learning environment, core-

university reputation, supporting – library services, supporting – dining services/canteens, 

supporting- residence hall and core-emotional environment. In order to fortify the university’s 

enrollment management, a total marketing program that understands the needs and wants of the 

university’s various publics and meets these needs through its instruction, research and service to 

the community is forwarded. 
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Introduction 

 

Many educational executives are cognizant of the need for “marketization” – the marketing 

of their education institutions (Hanson, 1996). The marketing of education is needed for successful 

recruitment and for increasing market share of resources and students (Davis and Ellison, 1997; 

Grace, 1995; Oplatka, Hemsley - Brown and Foskett, 2002). 

One particularly essential marketing concept that has not been addressed adequately in the 

marketing of services is that of branding, particularly in the context of branding education. The 

university sector has traditionally led research into the marketing of education products, 

exemplified by numerous articles on how to brand education at the school and university level, 

including articles by Arenson (2004), Chapleo (2003), Holmes (2003), Gifford (2004), and Reader 

(2003), amongst others. These articles describe how universities can differentiate themselves 

through the use of branding strategies, for example by creating a sense of community between the 
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educational product and its customers (Arenson, 2004), and through a number of practical 

activities on how to create a brand, followed by reasons on why a brand is important (Chapleo, 

2003; Gifford, 2004; Holmes, 2003). There also exists a number of marketing articles dealing with 

branding in schools, such as those by Oplatka and Helmsley Brown (2004), positioning schools 

using marketing plans (Harvey, 1996), communicating with its customers and clients (Hall, 1996), 

and brand valuation (Roberts, 1998).  

Brands  have  been  considered  as  the  second  most  important  assets  for  a  firm  after  

customers (Ambler,  2000;  Doyle,  2001;  Jones,  2005).  Strong brands, customer awareness, 

market share and satisfied customers contribute to the creation of shareholder value which depends 

on the value of a brand. Brand value concerns with the study of how value is created, whereas 

equity is concerned with the measurement of this value (Jones, 2005).  Brand equity perfectly 

defines the value of a brand.  

Branding in universities has become an increasingly topical issue among administrators, 

with some institutions committing substantial financial resources to branding activities. Although 

it is receiving increased academic investigation, to date this has been limited. The particular 

characteristics of the sector present challenges for those seeking to build brands and it therefore 

seems timely and appropriate to investigate the common properties of those universities perceived 

as having successful brands. 

Effective branding in institutions of higher education requires a critical understanding of 

the perceptions of the key target markets such as students, employees, employers, alumni, donors 

and the general public (Pesch, Calhoun, Schneider and Bristow, 2008).  

The trend in universities today is shifting towards an engagement in marketing and 

branding programs. The purpose is often to enhance the reputation of the university and to have a 

positive influence on university ranking. A greater competition existing among universities today 

forces them to attract the best and brightest students. A university is no longer just an institution 

of higher learning but also a business. Millions of dollars are spent by universities trying to furnish 

their image and enhance their position in these rankings. Both students and universities are 

adopting the mantra suggested by Bunzel (2007): “Markets in which small differences in 

performance give rise to enormous differences in reward”. 

Saint Mary’s University (SMU), a private-sectarian institution of higher learning located 

at the northern part of the Philippines is not exempted from this trend. The competition in the 

educational sector in the province of Nueva Vizcaya where SMU operates is very stiff due to the 

presence of neighboring universities and colleges. To address this, Saint Mary’s University 

conducts an intensive career guidance campaign which is considered to be an effort of the 

institution to introduce Saint Mary’s University to the different schools in the province including 

other schools in the provinces of Quirino, Isabela and Ifugao and encourage potential students to 

enroll in the university.  

For the past ten years, the trend of enrollment at Saint Mary’s University has not been very 

stable. In the tertiary level, a steady decline of total enrollment figure from 2005-2006 (7,430 

students) was experienced until SY 2011-2012 (6,553 students). The following year, i.e. SY 2012-

2013, the total number of enrollees slightly increased to 6,580 students and has extended the 

increase until SY 2013-2014 (6,790 students). In school year 2014-2015 however, the total 

enrollment data posted a decrease of 175 students (6,615 students). 

The preceding data and statements justify the need to look more closely into the marketing 

efforts of SMU and its results. It will also be beneficial to zero-in on the university’s brand equity 

and make assessments using a brand equity model. Whatever gaps or issues that will be drawn out 
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from the results of the study will serve as bases for crafting general guidelines and strategic actions 

aimed at fortifying the University’s enrollment management efforts. 

 

Objectives of the Study 

 

This study aimed to fortify the university’s enrollment management through brand equity 

assessment. 

Specifically, this study sought to attain the following research objectives: 

1. To determine and analyze the market profile of Saint Mary’s University in terms of its 

demographic, economic and psychographic profiles. 

2. To investigate the university’s enrollment management efforts and its results. 

3. To assess the brand equity of Saint Mary’s University using a university brand equity 

framework along the areas of brand awareness, perceived quality, brand association, brand 

loyalty, brand trust, supporting – facilities, supporting-learning environment, core- 

university reputation (overall brand equity), supporting – library services, supporting- 

dining services/ canteens, supporting- residence hall and core- emotional environment. 

4. To determine the gaps and issues based on the assessment of its brand equity. 

5. To develop general guidelines and strategic actions needed to fortify the university’s 

enrollment management.  

 

Research Design 

 

The study employed the descriptive method of research, particularly the normative and 

evaluative sub-types. The descriptive type of research endeavors to describe systematically, 

factually, accurately and objectively a situation, problem or phenomenon. Evaluation rating sheets 

in the form of questionnaires were administered to the respondents to assess the university’s brand 

equity and documentary scanning were also made to gather the enrollment management effort 

(career campaign expenses) and results  (enrollment figures).  

 

Population of the Study 

 

The respondents of the study were students from the tertiary level of Saint Mary’s 

University during the First Semester, school year 2015-2016. They were selected as respondents 

of the study because they avail the programs and services of the university.  The type of sampling 

technique used was quota sampling because the demographic characteristics of interests are 

represented in the sample proportion as there are in the population. To supplement their responses, 

this study also floated a survey questionnaire to parents of college freshmen during the SY 2015-

2016. 

 

Research Environment 

 

Saint Mary’s University of Bayombong is a Catholic institution of learning which is 

administered by the CICM Missionaries. It is a non-stock, non-profit educational corporation, duly 

registered with the Securities and Exchange Commission (SEC). Its Article of Incorporation was 

registered on October 12, 1948 while its By-Laws was filed on October 26, 1948. From its humble 

beginnings as Saint Mary’s College, it was elevated into a University status on January 5, 1994.  
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Findings 

 

 The following are key findings of the study: 

1. Half of the respondents are 18 and 19 years old (168 or 50.20%), female students (209 or 

62%), who come from Nueva Vizcaya (217 or 65%) and belongs to the Ilocano ethnic 

group (199 or 67%), taking up Accountancy and Engineering and Architecture courses (49 

or 14.50%) and in their fourth year (85 or 25.10%), whose mothers don’t have an 

occupation (95 or 28.20%) and fathers who are farmers (86 or 25.60%),  earning Php 

20,000 and below (88 or 26.70%). They modestly can afford to buy all they want (210 or 

62.30%), usually stay at home or boarding houses (225 or 37.40%), sociable (212 or 

21.90%), and belong to the middle class (223 or 80.5%). 

2. The amount spent for career campaigns (R2=9E-05) does not predict enrollment figures. 

Instead, the school’s reputation and good image (3.63) serve as primary factors considered 

in choosing SMU for their child’s college education. 

3. The respondents’ perception on perceived quality (�̅� = 5.82, �̃� = 6.50), brand trust (�̅� = 

5.84, �̃� = 6.5), learning environment (�̅� = 6.02, �̃� = 6.50), library services (�̅� = 5.96, �̃� = 

6.50) were considered to be very important factors of brand equity while brand association 

(�̅� = 5.85, �̃� = 6.17), brand loyalty (�̅� = 5.69, �̃� = 6.00), supporting facilities (�̅� = 5.87, �̃� = 

6.17), university reputation (�̅� = 5.83, �̃� = 6.00), dining services/canteens(�̅� = 5.93, �̃� = 

6.33), residence hall (�̅� = 5.85, �̃� = 6.00), and emotional environment (�̅� = 5.98, �̃� = 6.25) 

were believed to be important. Moreover, brand awareness (�̅� = 5.47, �̃� = 6) was rated as 

somewhat important. 

4. The correlation between respondents’ rating on level of importance and their agreement 

that it is provided by SMU along the brand equity domains: brand awareness (sig. = 0.015), 

perceived quality (sig. = 0.577), supporting facilities (sig. = .803), supporting learning 

environment (sig. = 0.036), core-university reputation (sig. = .104), supporting library 

services (sig. = .597), supporting dining services/ canteens (sig. = .450), supporting-

residence halls (sig. = .450) and core  emotional environment (0.075) were identified to be 

addressed or improved so as to enhance the brand equity of the university. 

 

Conclusions 

 

Based on the findings of the study, the following conclusions were drawn: 

1. Majority of the respondents are young Ilocano female students from the province of Nueva 

Vizcaya whose mothers don’t have an occupation but whose fathers are engaged in farming 

earning a monthly income of Php 20,000 and below. Many can modestly afford to buy all 

they want and their family belongs to the middle class. 

2. The amount spent for career campaigns is not a strong predictor of enrollment figures.  

Instead, the school’s reputation and good image serve as primary factors considered by its 

clientele in deciding to enroll at the University. 

3. Perceived quality, brand trust, learning environment and library services were identified as 

highly influential factors of brand equity which might be the reason why they chose Saint 

Mary’s University as compared to others while brand association, brand loyalty, supporting 

facilities, university reputation, dining services and canteens, residence halls and emotional 
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environment are considered to be influential factors.  Moreover, brand awareness is 

believed to be somewhat influential.  

4. Despite of the good brand equity that the University enjoys from among its current clients, 

there are still areas that need to be addressed like brand awareness, perceived quality, 

supporting facilities, supporting learning environment, core-university reputation, 

supporting library services, supporting dining services/ canteens, supporting-residence 

halls and core emotional environment should have to be addressed or improved so as to 

enhanced the brand equity of the university. 

5. A total marketing program that understands the needs and wants of the university’s various 

publics and meets these needs through its instruction, research and service to the 

community is deemed necessary. 

 

Recommendations 

 

 In light of the findings and conclusions, the following are recommended: 

1.  The university should take advantage of its good image and reputation by developing a 

continuous marketing campaign that highlights these attributes.  This requires coming up 

with a good marketing plan that incorporates the marketing objectives, marketing resources 

required, marketing strategies and monitoring and evaluation.   

2. Since perceived quality, brand trust, learning environment, and library services were 

identified as strong factors that create brand equity, the University should include these 

components in its medium- and long-term development plans.    The area on learning 

environment as indicated in the research instrument speaks of the university’s high 

academic standards, academic reputation and good educational value.  These components 

are attributes of the University’s overall brand equity.  Under the area on marketing in its 

development plan, the University should come up with strategic objectives, strategic 

activities, key performance indicators, and means of verification.  Incorporating this 

component in its development plan provides an assurance that the brand equity that it 

currently enjoys is maintained and probably improved in the years to come.  Along library 

services, the University should explore on enriching its online databases, journals and 

books, which are needed for instruction and research. 

3. The university enjoys good brand equity among its current clienteles but there are still areas 

that need to be addressed as shared by the respondents.  These are brand awareness, 

perceived quality, supporting facilities, supporting learning environment, university 

reputation, library services, dining services/canteens, residence hall, and emotional 

environment. The University therefore must exert efforts to address these. These 

components need to be integrated too in the annual action plans of academic deans drawn 

from the university’s development plan.  The annual plan needs to be reviewed and 

evaluated so that adjustments, if needed are carried out.   

4. The marketing program should be owned by all members of the Marian community.  

Ownership of the plan means that they should commit to the specific actions that were 

outlined in the program.  Marketing campaign is everyone’s concern.   
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