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The Marketing Funnel: 
Spending

Students who don’t know you

Accepted Applicants

Unprocessed Applicants

Enquirers (Brochures/Email questions)

Webvisitors

Enrolled students

Start here!

Work down
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Implementation - Controlling

OK from your top management:
GET IT DONE!
Resources
Budget

Timing

Share commitment
Internal Marketing

CONTROL RESULTS! 
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Critical Issues
or

Contingency Thinking

EXTERNAL

INTERNAL

OTSU! 
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SUMMARY
Introduction 
Definition of Marketing
Why a Marketing Plan
The components of a Marketing Plan:
- Objectives
- Market overview and situational analysis
Coffee Break
- SWOT analysis
- Definition of marketing strategy and positioning
Lunch Break
- Target definition
- The “4 Ps” 
- Action Plan and Timing
Coffee Break
- Budget
- Critical Issues
- Implementation and Controlling
Closure
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EAIE 17th Annual Conference
14-17 September 2005 Krakow

Workshop 8 – 14th September 05
Preparing a Marketing Plan for

your Institution

Andrew Nicol - Speaker
Arnold Persoon - Speaker

Chris Price - Speaker
Christiane Roth - Chair

THANK YOU!



Writing an International Marketing Plan

Andy Nicol, Deputy Director of International Development

Nottingham Trent University
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Format

1. Context – why planning is important

2. Key stages and elements of market planning

3. Market research 

4. Internal and external environment

5. Concluding remarks



So writing an international marketing plan is 
easy….
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Well not really…
•International Offices are working 
in a sophisticated and increasingly 
competitive international 
environment

•We don’t have the time to plan –
there is too much to do!

•There is always something more 
important to complete

•We do not have the resources – in 
terms of marketing budget or 
staffing resource – to become 
active internationally



Market Planning….



• International Marketing Managers will benefit from any systematic, 
strategically focused, market planning process

• Writing the plan is easy - it is the work that goes into the plan that 
requires research, preparation and thought

• It is astounding how many universities with significant marketing, 
non-staffing budgets and large marketing/ recruitment operations, 
spend little or no time on the international marketing plan

• Clarity of international strategy (corporate objectives) and 
operational plans (country and school/faculty plans) will result in 
positive outcomes for the organisation
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International Marketing Plan:

Corporate Plan

Strategic Plans
for each Strategic Aim In the Corporate Plan

Development Plans
for each School and Department 

Corporate Plan

Strategic Plans
for each Strategic Aim In the Corporate Plan

Development Plans
for each School and Department 

Corporate Plan

Country Plans

Faculty/School Plan
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Key Steps to Developing the International Marketing Plan:

Operation 
within

the target
Market

Selecting Entry 
Modes:

Export
(Agents)

Contractual
(Franchises)

Investment
(in-country campus)

Writing and 
implementation 

of 
International

Marketing plan:

Corporate Plan
Country Plans
School Plans

Assessing the 
Market

Choosing the
Market

Setting Goals
and

Objectives

CONTROL SYSTEM

Monitoring
Revising and Refining
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Classifying entry modes

INDIRECT ENTRY DIRECT ENTRY

Website 
Advertising
Telephone
Mailings

Scholarship
Agents

In-country representative

In-country Office

MARKETING
ONLY

LOW
RISK

Franchise 
Validation
Exchanges

LIMITED CAPITAL Joint venture (joint programmes)

Sole venture (in-country campus)

EXTENSIVE CAPITAL

MARKETING
AND

DELIVERY HIGH
RISK



Market Research….
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International Market Research

Secondary Data:

Collected by someone other than the researcher, for purposes other 
than those of the project in hand

Primary Data:

Collected by the researchers or their agents specifically for the project 
at hand.

Primary Data is i) expensive and ii) takes time to collect – great if you 
have the time but focus on collection of secondary material!
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International Market Research: Sources of Secondary Information

INTERNAL

Previous Market Research

CRM Database information

Sales Reports

Student Registration information

EXTERNAL

Internet

Government information 

British Council/IDP/DAAD/ Edu France

Economist/Euromonitor

EAIE/NAFSA/KAFSA
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Example – Secondary (External) 

Main Source Countries for International Students to the UK

2002/2003

1. China 32,000

2. USA 14,350

3. India 10,900

4. Malaysia 10,200

5. Hong Kong 9,700

6. Gulf States 6,450

7. Japan 6,150

8. Taiwan 4,900

9. Singapore 4,150

10.Nigeria 4,100

Source:  Vision 2020 Report – British Council (2004)
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Example – Secondary (External) 

Forecast of Demand for International Student Places in the UK (base scenario) – Top 3 Source 
Countries

0

20000

40000

60000

80000

100000

120000

140000

2005 2010 2015 2020

China
India
Malaysia

Source:  Vision 2020 Report – British Council (2004)
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Example – Secondary (External) 
Which institutions receive the largest numbers of international students in the UK?

23%4,040University College London

17%4,225The University of Westminster 

14%4,425The University of Leeds 

16%4,565The University of Nottingham 

17%4,635The University of Warwick 

60%4,640London School of Economics

21%4,705The University of Oxford 

16%8,815The University of Birmingham 

21%5,125The University of Cambridge 

22%5,395Middlesex University 

% students at 
institution

who are 
international

Non-UK 
student 

Numbers

Top 10 largest recruiters of 

international students, 2001/02

Source:  UKCOSA – The Council for International Education 
http://www.ukcosa.org.uk/pages/hestats.htm



Internal and external environment….



External Environment

-Threat posed by other 
providers – Australia, NZ, 
Singapore etc
-Better quality of local provision
-E-learning/blended delivery 

Threat of Substitute products or 
services

Intensity of rivalry among
existing competitors.

–Undifferentiated products
–Predatory nature of 
established competition

Bargaining power of channels 
and end-users.Bargaining power of suppliers

–Increased power of 
students due to extended 
choice, transparency of 
pricing and availability of 
programmes

-Agents have vast numbers of 
partners and opportunities –
difficult to build loyalty

Barriers to EntryNo significant barriers entry –
liberalisation of education; KAPLAN, 
Singapore Etc
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Environmental Scanning/Country Screening

• Environmental/Country screening is a critical element with 
formulating an international marketing plan

• The external environment consists of two interacting subsets:

1. The Macro-Environment (no control)

2. The Competitive Environment (control can be exerted)



26 September 2005 19

THREAT – E-Learning is one of your key product 
offerings 

•Chinese society views ‘e-learning and 
distance learning as an inferior/low 
quality option

Technological

OPPORTUNITY:

• Your are a traditional UK university with 
government indicators of teaching and 
research quality

• Your graduates have an excellent 
employability record and you have 
successful testimonies from past Chinese 
students

•A UK education is perceived in 
Chinese society to be synonymous 
with quality

•Chinese employers i) value and ii) 
pay higher salaries to English-
speaking graduates

Socio-Cultural

THREAT – Student applications to the UK are 
dropping from China and this, combined with 
political/legal context (visa situation), may effect 
your potential number of registrations.

OPPORTUNITY – You offer an internship at your 
university as an integral part of your masters 
programmes

•Students returning to China after 
taking a vocational UK Masters degree 
are not yielding higher salaries ion the 
Chinese market place

Economic

THREAT – You are considering direct student 
recruitment to be a key objective in your recruitment 
plan

•UK Visa Section increases number of 
rejections to 55% - impact of student 
mobility to UK

Political/Legal

Opportunity or Threat?Impact of FactorFactor

Example – PEST Analysis - CHINA
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Example – Environmental Impact Analysis - INDIA

THREAT – New entrants – Germany, France, 
Netherlands, etc – may also enter the market with 
innovative product offerings/lower cost etc.

•Barriers to entry are low (India is 
low-cost to operate in; well-
established system of law and 
governance, safe etc.)

Threat of New Entrants

OPPORTUNITY:

Although competition is fierce, demand is high

•Local universities – both state-owned 
and private – cannot keep up with 
demand.

Suppliers

SIGNIFICANT OPPORTUNITY – Local demand 
strongly converges with your product offering

•Overseas investment by HP, 
Vodafone etc has resulted in skills 
shortage which is driving significant 
customer demand for vocational 
masters programmes in IT area. 

Customers

CRITICAL THREAT – The market place is becoming 
crowded – can you compete?  Can you build market 
share (if you are already there)? Are your 
products/prices competitive enough to build market 
share if you are a new entrant to the Indian market? 

•Intense rivalry in market place –
from UK, Australian, and local 
providers – IDP Australia invest in 
new office network in New Delhi, 
Chennai, Mumbai, Chandigarh, 
Bangalore, Ahmedabad and 
Hyderabad 

Competition

Opportunity or Threat?Impact of FactorFactor



Conclusion….
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Conclusion

1. Your institution will benefit from any market planning, however modest, you 
undertake 

2. Writing the plan is easy – it’s the preparatory work which takes time and 
effort 

3. Your international plan will only be as good as the market research and 
intelligence which underpins it 

4. Understand the environment you are working in – if you don’t buy in 
expertise

5. Your plan cannot be developed in isolation from the rest of the institution –
corporate buy in is critical
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