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Abstract—The challenges in University branding that have 

occurred are different from commercial branding related to 

issues of culture, branding concept, framework and brand 

architecture. This review aims to explore the nature of the brand 

management literature and how it can assist practitioners in 

higher education and researchers in the field of brand 

management in higher education institutions in generating and 

refining the reasons for the research undertaken. This paper has 

reviewed several things, such as the concept of branding in the 

context of higher education, marketing and commercialization, 

reputation management, and the importance of branding in the 

higher education sector. An attempt has been made to identify 

and integrate reasons into a consistent synthesis demonstrated by 

the use and impact of brand management on the brand value of 

higher education institutions for the long-term sustainability of 

higher education institutions. 
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I. INTRODUCTION 

The globalization of higher education institutions has long 
been a policy for most universities and higher education in the 
world. This phenomenon of globalization of education is aimed 
at increasing connectivity between universities globally and 
combining it with economic, cultural and social change 
conditions [1]. However, changes that occur in higher 
education institutions are very complex and varied due to the 
unclear definition and concept of globalization in the field of 
education itself. Meanwhile, without realizing it, most 
universities have been directed by globalization. Universities 
that do not adjust will be excluded. Today, the flow of ideas, 
students, faculty and finance has flowed across borders and is 
supported by developments in information and communication 
technology that are changing the environment of higher 
education. This has implications for competition as well as 
collaboration between higher education institutions at home 
and abroad [2].  

Currently higher education institutions need a market in a 
climate of international competition [3]. An exploratory study 
of various literatures and stated that challenges in university 
branding are different from commercial branding related to 

cultural issues, branding concepts, frameworks and brands 
architecture. These studies are conducted at UK Universities, 
but the same issues are found in many countries, meaning that 
the results can be compared internationally. Overall, the 
findings from this research provide a valuable contribution to 
our understanding of “the complexities of higher education 
branding” [4]. The fundamental change in the last 20 years in 
higher education is the increasing global competition in the 
higher education market and the consequence is that 
universities must adopt marketing practices including branding 
[5,6]. Many universities have to undertake embracing branding 
strategies. So, increasing competition between universities and 
higher education makes institutions need to understand, 
manage, and leverage a strong brand position [7,8]. 
Consequently, more and more universities apply common 
marketing techniques including brand management to compete 
effectively [9,10].  

The aim of this paper is to systematically build awareness 
regarding contemporary state of knowledge in the domain of 
brand management, especially how brand management in 
higher education is fit for brand management research. It is 
very crucial for this paper to document and analyze the latest 
research literature on brand management, starting from the 
scope of brand management in the Higher education sector, 
identifying gaps in the latest research literature and after that 
provide recommendations for future research areas. 

A. The Concept of Branding in The Context of Higher 

Education 

The American Marketing Association describes that a 
brand is a name, term, symbol, or design or a combination of 
the above items that can identify goods or services from one 
seller or group of sellers and differentiate them from 
competitors [11]. Brands have unique functional or emotional 
benefits and provide promise [12]. The Oxford Dictionary 
defines Brand as follows:… ”Brand (noun): a particular make 
of good, and identifying trademark, label etc. An identified 
mark burned on livestock or former prisoners etc. with a hot 
iron, a piece of burning smoldering, or charred wood ”. In a 
more modern context, a brand can be defined as an asset that 
does not require a physical presence and its value cannot be 

Advances in Social Science, Education and Humanities Research, volume 566

Proceedings of the 5th Asian Education Symposium 2020 (AES 2020)

Copyright © 2021 The Authors. Published by Atlantis Press SARL.
This is an open access article distributed under the CC BY-NC 4.0 license -http://creativecommons.org/licenses/by-nc/4.0/. 50

mailto:sufrinhannan@unpak.ac.id


obtained with certainty even though it has become the subject 
of specific business transactions such as buying and selling or 
acquisitions. 

The branding concept can be seen here clearly 
demonstrating the concept of commercial acquiescence. 
Previous reviews or studies have also shown that there is no 
concurrence between the scholars on how a complete and 
holistic definition of the higher education brand should be and 
what its dimensions are. There is a difference between 
practitioner consensus and scholarships in the field of HEIs 
where HEIs concentrate more on their image in the market 
place. In essence, the institution's name or reputation 
determines its existence. At this time, the challenges of 
educational institution administrators are increasing in seeing 
market developments and in executing marketing strategies, 
especially their advertising programs to build a brand, because 
as usual the brand of higher education institutions has 
implications for the student admission process. Practitioners in 
the field of higher education branding and how it 
simultaneously impacts the brand value of the institution is 
needed. A higher education brand is a perception or emotion 
that is maintained by consumers or the perspective of 
consumers based on their experiences related to academic 
institutions [13,14]. Most of the literature on higher education 
branding focuses on awareness, taglines and mission 
statements only. A good brand in a higher education institution, 
however, requires a good opinion from external audiences in 
building the image of the institution and at the same time it is 
also considered a good image by internal audiences (such as 
faculty members, staff and student students) so as to create 
pride for the institution [15]. The brand of the university is a 
manifestation of the appearance of the institution and reflects 
the capacity of the institution to satisfy student needs, build 
trust and can help the institution in the recruitment process. 
When someone mentions the name of the University, the name 
will give associations, emotions and a good image [16]. 

B. Brand management in Higher Education, Marketing and 

Commercialisation 

Each sector has its own challenges in building and 
maintaining a strong brand. The most important thing is to find 
unique and specific issues, including building a college brand. 
HEI, seen from the point of view of corporate brand issues, is 
closely related to brand management and growth in service 
organizations. As a non-profit organization, HEI marketing is a 
societal activity [17], and what is interesting is that the 
competitive market for postsecondary education has developed 
with multiple stakeholders [18-20]. HEIs are moving forward 
as a corporate model with very aggressive marketing [20-23]. 
As a higher education institution, HEIs are becoming 
increasingly marketized and promotional activities are 
increasing, which is very significant because brand building is 
very important [24-26].A strong brand for a university will 
make new students very attractive and this will also increase 
retention rates [27-29]. 

Higher Education is a service industry [10,30], and aspects 
of HEI branding that need to be considered are intangibility 
and inseparability [31]. HEI brands as a service brand require a 
great emphasis on internal marketing so that all employees will 
become consumer touch points and service brands play a role 
in reducing risks from the intangibility aspect [32,33]. 
Meanwhile, consumers show an expansion in the value of the 
HEI, because HEI brands are very essential to their social 
status [34]. Therefore, HEI must build a situation analysis 
process to create an effective position and strategy in 
presenting the image and reputation of HEI and building its 
position in the minds of the public [35,36].  

In the HEI area, early research on HEIs' in the context of 
marketization, has been carried out by Norman Fairclough 
[37,38]. In that context, marketing is more about directly 
sharpening the promotion function to students. It should be 
noted that it not only reflects HEI marketization developments, 
but also contributes to bringing about HEI developments and 
changes [38,39]. HE corporate branding and marketing 
discourse, this strategy represents and communicates idealized 
HEIs, as well as discursively constructs the organizations. The 
HEI branding activities are related to the expansion of the 
increasingly complex areas of education. Education and 
especially the academy have long been seen as a socio-didactic 
function that focuses on intellectual-moral cultivation and 
socialization [39-43]. HEI branding in the context of the 
marketing function of the organizations HEIs obtain similar 
didacticism which is conventionally associated with HEIs' 
educational roles, especially in contexts where education and 
corporations are facing increasing HEIs. More simply, in 
promoting an organization, HEI branding discourse, through 
tropes and the value of HEI as a branding encapsulates 
approach, can also contribute to 'teaching' audiences as values 
and priorities in HE [44]. Research from Fairclough's in the 
1990s on Market Orientation of HE systems in many parts of 
the world [45-48], and Singapore is no exception. The effort of 
HEIs in communicating HEIs in general also makes them more 
impressive, especially with the use of internet-based 
technology so as to accelerate and expand coverage. The 
provisions related to looking at prospectuses have a 
consequence that to carry out marketized HE at this time it is 
necessary to maximize the use of technological innovations 
such as the internet, WEB as an integrated marketing tool and 
branding, so that information is easily conveyed to anyone as 
stated by Graham regarding the diachronic study of UK 
university prospectuses notes [49]. Likewise, the case study at 
Scottish University shows how prospectus for institutions is 
one thing that makes student demand and is part of a focus on 
customer-driven organization to see the best university 
experiences in attracting consumers, in this case students [50]. 
So, there are 3 main approaches related to branding in higher 
education to make it acceptable to the market, including: (i) 
characterizing the brand; (ii) positioning the brand and (iii) 
personalizing the brand [51].  
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C. Higher Education Brand Reputation Management 

Higher education institutions need to enter the market in a 
climate of international competition [10]. Branding requires a 
long process, with the aim of increasing brand knowledge, 
favorability and sales over time. A strong brand is a symbol of 
promise that it is not only related to the product being delivered 
but also to convey a certain type of experience to consumers 
when consumers use the brand. For HEI, the unique experience 
of HEI is a strength because the brand communicates a 
commitment to a certain experience. This is very critical for 
higher education, because it must ensure consistent 
performance according to consumer expectations [52]. 
Associated with an effective brand, the brand message must be 
credible and resonate with customers [11]. For example, FedEx 
has formed a brand as “the reliable provider of overnight 
shipping services. This brand message is trusted by consumers, 
benefiting both FedEx and customers. When properly 
managed, the brand will have a positive impact on the 
perceived value and actions of current and prospective 
customers. Thus, a strong institutional brand is the key to 
bringing consumers to a long-term relationship and a global 
competitive environment in which HEIs operate. A strong 
institutional brand is also the key to a strong customer 
relationship [53], and as was also stated by de Chernatony and 
McDonald [12], who claimed that the brand is an imperative 
relationship lubricant. Then, preferably, the brand should be a 
magnet for enhancing your relationship marketing effort. 
However, literature related to branding efforts by HEIs and 
subsequent effects in building customer relationships is still 
rare. Not much research has been done on how HE brands can 
become magnets for additional marketing efforts. Although 
brand reputation management is not research-intensive in the 
context of the HE market, it is generally used as a brand value. 
Broadly speaking, the marketing literature and brand 
management literature show that brand reputation is a value in 
creating tools where brand reputation has a positive influence 
on organizational equity. Brand reputation is used as a tool to 
promise quality products and services to consumers. Brand 
reputation will support the idea that company reputation is used 
as a promise for good brand quality and good service levels as 
well [54]. 

D. Challenge of Brand Building and The importance of 

branding in the Higher Education. 

Building and maintaining a brand in the HEI sector is very 
challenging. It is from the UK perspective that the brand 
presents some real challenges [55].The system in certain higher 
education, although in the USA is the same as in the UK in the 
acceptance of branding as a concept [19,29,56].This is possibly 
because in the USA there are cultural differences between 
market values and traditional academic values around the past 
10 years. Activities that focus on commercial aspects such as 
branding are inherently difficult for universities if there is no 
need to build relevant linking departments that do not have 
commercial objectives. Equally, articulating real differences is 
often a challenge [21]. Several branding models such as Keller 
[11], LePla and Parker's [57] Integrated Brand Model, De 

Chernatony and McWilliam's [58] Brand Box, and Kapferer's 
[59] Brand Identity Prism argue that identifying clear brand 
principles is very important. However, this step is quite 
difficult for higher education institutions [60], especially in 
terms of stakeholder interests, internal organizations and 
differences in services provided. Harvard Business School, as 
an example of a strong educational brand, argues that the brand 
is strong because Harvard has a clear position in the minds of 
customers. They argue that other higher education institutions 
are different and Harvard has a unique position [61]. Based on 
The World University Rankings 2020, the Higher Education 
World University Rankings 2020 includes almost 1,400 
universities across 92 countries, standing as the largest and 
most diverse university rankings ever to date. The University 
of Oxford leads the rankings in first place, California Institute 
of Technology in the second place, the University of 
Cambridge in the third, while Stanford University, 
Massachusetts Institute of Technology, Princeton, Harvard, 
Yale, The University of Chicago, and Imperial College London 
all appear in the top ten. [62]. The six rank of Best Universities 
in Indonesia according to International Rankings are University 
of Indonesia, Bogor Agricultural University, Brawijaya 
University, Institute of Technology Bandung, Universitas 
Gadjah Mada and Airlangga University [63]. 

II. CONCLUSION 

Currently higher education institutions need a market in a 
climate of international competition. Increased competition 
between universities and higher education makes institutions 
need to understand, manage, and leverage a strong brand 
position. The challenges of university branding are different 
from commercial branding regarding cultural issues, branding 
concepts, frameworks and brands architecture. 

By identifying and integrating 63 branding literature on 
Higher Education and a consistent synthesis showing that the 
use and influence of brand management in institutions will 
generate brand value for long-term sustainability for higher 
education institutions. Brands have unique functional or 
emotional benefits and deliver promise. A higher education 
brand is a perception or emotion that is maintained by 
consumers or the perspective of consumers based on their 
experiences with academic institutions. The brand of the 
University is a manifestation of the appearance of the 
institution and reflects the capacity of the institution to satisfy 
student needs, build trust and can assist the institution in the 
recruitment process. When someone mentions the name of the 
University, the name will give associations, emotions and a 
good image. As a higher education institution, HEIs are 
becoming increasingly marketized and promotional activities 
are increasing, which is very significant because brand building 
is very important. A strong brand for a university will make 
new students very attractive and this will also increase 
retention rates. Branding requires a long process, with the aim 
of increasing brand knowledge, favorability and sales over 
time. Broadly speaking, the marketing literature and brand 
management literature show that brand reputation is a value in 
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creating tools where brand reputation has a positive influence 
on organizational equity. Brand reputation is used as a tool to 
promise quality products and services to consumers. Building 
and maintaining a brand in the HEI sector is very challenging. 
activities that focus on commercial aspects such as branding 
are inherently difficult for universities if there is no need to 
build relevant linking departments that have no commercial 
purpose. A strong educational brand, because it has a clear 
position in the minds of customers. A unique position is 
necessary. 
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