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rBonary

The emerging global structure needs interactiowéen the international flow of
knowledge and society. Study abroad programs araegits of this internationalization
process. Research demonstrates the most impaoatzots that influence and motivates
Latin American students for making a decision alibeir destination choice and thus,
institution to study. The research took into accaaguntries like Mexico, Colombia, and
Brazil, the largest markets to study abroad inrLAtinerica. The survey questions were
design based on the Marketing Mix Strategy and aishe same time the study helps to
evaluate the motivation factors to study abroadetian the consumer behaviors stages
that facilitated marketing recommendations for poting Prague as a destination choice.

This research proves that the most important détamis for choosing a study abroad
destination are the price and cost. The progranttanduality of education are the second
influencers considering they think education abnsaduch better than in their home
countries. Therefore, the motivation factor thdtgtinem to study abroad is to be able to
get a better education overseas. Issues such ag/lbef life or having the possibilities to
work in the country of destination help in maximigithe study abroad experience for the

Latin American student profile.

Keywords: Marketing Communication, segmentation, customieeisavior, study abroad,

Latin America, education market.



Souhrn

Vznikajici globalni struktura vyZaduje interakci zngpol&nostmi a mezinarodnim tokem
znalosti. Programy studia v zahrédnjsou souddasti tohoto procesu internacionalizace.
Vyzkum vtéto praci ukazuje nejkbZitejSi faktory, které ovliviuji a motivuje
latinskoamerické studentyiiprozhodovani o jejich vyyu destinace a tim i instituce.
Vyzkum se zarfuje na zerd jako je Mexiko, Kolumbie a Brazilie z2idodu, Ze se jedna o
nej\etsi trhy v oblasti Skolstvi v v Latinské Americetd@ky pfizkumu byly vytvdeny na
zaklad teorie o marketingovém mixu a také zanvwespotebitelském chovani, kdy jsou
sledovany motivéni faktory ke studiu v zahrafiina zaklad etap spdtbitelské chovani.

Vyzkum ma za cil navrh dopateni pro propagaci Prahy jako cilové destinace.

Mrivrw s

a naklady. Program a kvalita wiédvani jsou druhym ztdezitych vlivi, coz plyne
Z preswdéeni respondeiit Ze vza@lani v zahrarii je mnohem lepSi nez v domovské zemi.
Motivacnim faktorem je pak moZznost studovat v zahtiamitim ziskat lepSi vathni v
zamai. Otézky, jako je Zivotni styl nebo zdjem o moznpsacovat v zemi weni mohou

pomoci @i maximalizaci tvorl profilu latinskoamerického studenta.

Kli ¢ova slova Marketingova komunikace, segmentace, chovani rékiazstudium v

zahrandi, Latinska Amerika, trh Skol
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1. Introduction
Nowadays in the globalized world, business througltioe world competes in an
environment that sees few national boundaries iamthtions. Globalization refers to the
opening of the global marketplaces as well asriheeased interconnectedness between
nations and markets. It is recognized that thestaaigdience of an individual product is not
the same. They are different regarding demograpatttudes, needs, location and social
characteristics. Markets are mostly made up obwarindividual customers and segments.
It is necessary to establish the requirements ahges of the target customers within each
segment, for companies to promote their produgisaggiately. (Armstrong and Kotler,
2010).

The concept of going abroad to study in countilesthe US, Canada or Australia has
developed into a service product. Study abroacbkasme an activity for many agencies
all around the world that offer as a service casuly to study abroad that compete to
attract students to US, Canadian, Australianwpfgean Universities for a semester or
so, for language courses, Bachelor degrees, sutanmgrage camps and Master degrees
for different periods. In Latin America, the casdhat universities there do not offer
enough options and possibilities for studentsdodl abroad in the same local
Universities, Consequently, students need to loolother options to study abroad, and

these agencies are the intermediaries betweenutierds and education entities abroad.

The study abroad organizations recruit studentsutiir different mechanisms, via website
search, via student fairs that attract the padiogm of many schools or universities, social
media, and marketing campaigns through local’'soadr local TV channels. These study
abroad organizations enter into relations withifpreschools or institutions to facilitate the

choices to go elsewhere and to provide all theiees\that the student requires.

In these times of globalization, the identity deyghent is also an important key to
undergraduate education and graduate educatientgand young generations should be
aware that it is important to encourage internai@wareness and a global perspective in
the individual. There are several advantages afystg abroad and is necessary to
perceive that there is a need to support internakiexperiences. Internationalization of

education gives a more global perspective to highdercation which facilitates insertion of



students in a globalized world and allows greatehange of knowledge, technology

transfer, research and future higher salaries.

This research will demonstrate what factors infteeand motivates the choices of Latin
American students to study abroad, and if Praguédme a destination choice for Latin

Americans for studying abroad.
2. Aim of the Thesis

This thesis seeks to find the factors that motieaue influences the student decision-
making on selecting a destination choice to stumgad. And the segments of the
individuals to be able to sort into appropriateé&rgroups in order target their Marketing

mix, thus facilitating marketing choices to prom&t@ague as a destination.

2.1 Research questions:

1. What are the segments of Latin-American studekébyito choose to study
abroad?

2. What factors influences their choice?

2.2 Methodology

The theoretical part used methods of market reeglrough own study of secondary data
found on the internet and literature given by agenm L.A, books, magazines and other
sources were used to describe elements of Mark€@omgmunication, Marketing strategy
theory of segmentation, etc. Also, concepts basdti® study abroad market, education as
a product, International student mobility and ottedevant terms concerning the topic are

explained.

Methodological tools used for the practical pamsisted of conducting a primary data
gathering through questionnaires survey to LatineAioan individuals and students who
expressed an interest in considering studying abttm@ugh agencies in Colombia, Brazil,
and Mexico.

2.3 Questionnaire.

The questionnaire is a focus on Latin Americanvitlials who express an interest in
considering studying abroad, countries were chbssed on the size of the market and the

higher mobility of students in Latin America, afese are Colombia, Brazil, and Mexico.
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The questions based on 7P’s Marketing Mix Stra{pgyduct, price, place, promotion,
people, process and physical evidend@éle questions are online surveys that agents from
Latin America from the chosen countries send tar fhatential clients via social media

and emails that will lead to making a marketing mgommendation for a program in
Prague. The price of the program is a determirgtpf for program and destination

choice.

Administrative staffs of recruitment agencies abltdhe professors and administrative
personnel of the institutions to deliver a quadigyvice are an important part of the
program. The visual promotional material like bros, physical evidence marketing
material, the website of the university or videasf the institution is an important
marketing tool. Finally process of service deliveagademic reputation, the interaction of
all the process of admission, the service deliveésethe agent, able to have all the

information about the institution, etc.

The survey is also going to evaluate motivationdescto study abroad based on the

consumer behaviors stages.

Table 1. Motivations and Consumer Behavior stages

Need recognition Evaluate the groups of students who have

Recognized the need to study abroad.

Search for Information The survey will evaluate what type of
information-Material students are looking
for while searching for a study abroad

program

Sources of information Where do Latin America students look for
information? Web site, brochures, agencies,
fairs.

Information processing The project evaluates the way that
information process the factors considered

of more importance than others.
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Pre-purchase alternative The criteria used to select between options

Evaluation is an important finding.

Purchase The survey aims at evaluating the student
groups most likely to

Given program.

Post-consumption Evaluation of student expectations will be

Evaluation made to measure the satisfaction and

receive some feedback.

Source: own source

As the research is focused on the study abroadentr& study will be subject to lack of
information since there is not a lot of informatiaoout the topic. There are a lot of sources
for international student’s data, and yet no sois@mprehensive enough. That's been

the first challenge or in this cases a limitatiorehsure consistency in data sources chosen.

3. LITERATURE REVIEW
3.1 Theoretical issues of Marketing

3.1.1 Marketing Concept
There a numerous definitions for Marketing, acaaogdo Kotler and Armstrong (2010),
Marketing is to create value for customers by margagrofitable customers relationships

and by this also capturing value in return fromd¢hstomers.

Marketing also is defined as the process of plapaimd executing conception pricing
promotion, distribution of ideas, good and servittesreate an exchange that satisfies

individual and organizational objectives. (Ameriddarketing Association , 2013)
3.1.2 Marketing Strategy

The strategies in Marketing are crucial to compsaied without any, the efforts to attract
customers are likely to be inefficient. The poihttee plan is to make sure that the
products and services meet the customer needsexetbg profitable relationships with
clients. The firm to achieve these needs to cradliexible strategy that can respond to

changes in consumer perceptions and demand. latsayhelp to identify whole new
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markets that you can successfully target. The mad the marketing strategy should be
to identify and then communicate the benefits eflihisiness offering it to the target

market. (Info entrepreneurs, 2016).

During the formulation of marketing strategies, réhghould be taken into account the
goals, resources and capacity of the firm. Is rfitedtbe analyzed the target audience, so
based on this they can design strategies that dlem to meet the needs or desires of the
customers, also taking into account their habits@rstoms. Nevertheless to analyze the
target audience, there should be previously andlffze competition, and afterward, the
firm can design strategies that allow them to edigit on their weaknesses. For a better
management of marketing strategies usually carassitied into strategies to four
elements of business (depending on the busines} tiypse are product, price, place and
promotion strategies that will be defined and eix@d the further chapters of the

marketing mix. (Info entrepreneurs, 2016).

3.1.3 Defining a Target Market

In business, there should be able to communicatenbtssage in a compelling way.
Companies, accordingly need to be able to adapiiotarget audience’s needs, wants
and valuesWe can segment business markets with some of the gariables we use in
consumer markets such as geography, benefits sarghtisage rate, but marketers also
use other variables to know their target marketrtsure that their efforts hit the right door.
(Kotler and Keller, 2009).

To create quality products is not enough to takechmpany to the top of the industry.
There is needed to identify the target marketdbines to a particular geographical area or
a certain age. Through the identification of thgéh market, the firm will minimize waste

of funds and develop a customer base that canistisér business in the coming years.

Having identified the market segments, marketerstrdacide which, if any, they intend to
enter. Marketing programs which cover all elemefthe marketing mix can be then
designed to suit the particular requirements o$éhgegments targeted. Once the firm has
identified its market segment opportunities, it tescide how many and which ones to
target. (Simkin, 2007).

Options include:
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v' Concentrating on a single segment with one product.
v' Offering one product to some segments.

v' Targeting a different product at each of some segsn¢Simkin, 2007).

From a theoretical point of view, there is a magbortunity anytime, and anywhere
there is a person or company with a need or dasirsatisfied. Of course, realistically, the
market opportunity for a company is much more laditSo the choice of a target market
requires evaluating market opportunities availablthe organization beginning with the

study of environmental forces that affect the mangeprogram of a company.

The company has to analyze three components oflketmahich are: people, their
purchasing power and their desire to spend. Thplpaoclude a study of the geographic
distribution and demographic composition of theydapon. Income distribution examines
the second element. Finally, to determine theilinghess to spend there should be
analyzed their purchase behavior. There are matigtstal techniques for developing
market segments, once the company has identifeechtirket opportunities, it must decide
how many and which ones to target. Therefore, veel he advocate a segmentation

approach. (Kotler and Keller, 2009).

According to Kotler and Kellner (2009 ), there &we ways of practical Segmentation

criteria:

Measurable The size, purchasing power and characteristitseo§egment must be

measurable.

Substantial: That is, they are large or profitable enough tweseA segment should be the
largest possible homogeneous group worth addressthga marketing program to

measure.
Accessible:means the segments can be reached efficientlgemned.

Differential: A part must be clearly distinct from another, tepend in a particular way to

different marketing activities.
Actionable: formulate effective programs for attracting tlegments.

Market segmentation is one of the main strategtsttor defining a target market which
aims to identify and determine those groups withvidual segments to which the
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company can direct its efforts and resources tgditable results.To do this, it is
essential that businesses and organizations maiapar market segmentation, choosing
those segments that meet the necessary requireasesdsd above (be measurable,
accessible, substantial and differential). In th#g/, companies enjoy the benefits of a
proper market segmentation ranging from improvisgmage by showing consistency
with the concept of marketing to be more compatitivthe target market. (Armstrong and
Kotler, 2010)

4. Segmentation

In marketing there been recognized that the targdience of an individual product is not
all the same, they differ regarding demographittgudes, needs, location and social
affiliations. Most markets are made up of differgmtividual customers, sub-markets or
segments. Therefore, successful segmentation @dueict of understanding your market
fully and will therefore take timauntil organizations will be able to make a seriofieré

to understand their market and customers bettey,\hil save expensive mistakes.
(Malcom McDonald, lan Dunbar, 2004).

It is impossible for companies to serve all custstiee same way in a given market, there
are many clients, and therefore, they have diftemerds. Due to this, it's important to
choose which market segments to approach. A madgeghent consists of customers that
respond in a similar way to a set of marketing $foConsumers can group in various
ways based on geographic, demographic, psychographibehavioral factors; a market
segment consists of a group of customers who shairailar set of needs and wants. The
primary objective is to identify the appropriatenmoer and nature of market segments and

decide which one to target. (Kotler and Keller, 200

Market segmentation is the division of homogeneand heterogeneous groups to other
groups. It is the strategy to find the most efintiand appropriate target for our brand.
Therefore, we should have the right targeting Getdn this process, we analyze the needs
and behaviors of each of the segments and deteketimgy opportunities that they can
offer. (Kotler and Keller, 2009).

Through this process is possible to:

v" Rank the segments
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v Establish priorities according to the importanceath segment.

v' Assign an adequate budget

Having products and services to measure and ldsut mew trends are practices that you
should take to increase sales. Market segmentagarires the companies to design more
specialized services and products. Currently, coressi are getting used to having
everything at hand, according to their particul@style. The buying decision and is not
only based on price but the design, unique benafitsadded value of the product.

The new criteria for defining customer segmentslaeenaster key to knowing what are
the goods and services that are likely to sucaoedldel market. If companies can identify
the characteristics of the person who buys themlamdeasons why they don’t; then, they
have much of the road already traveled. (Chand6R01

Market segmentation benefits the marketing decigidollowing ways:

v Identify the groups of customers to whom to targatket effectively.
v By providing relevant data to the marketer on whastg term plans formulate.
(Understanding Market Segmentation, 2010).

Market segmentation helps divide the market into distinct groups of buyensd it is also
a process to give direction to customers. It shaitls what kind of products and needs the
customer will be satisfied; other researchersdrgdfine segments by looking at
behavioral considerations, such as consumer respdo$enefits, usage occasions, or
brands. (Kotler and Keller, 2009).

It is necessary to mention briefly the three adasarketing taken into consideration

when marketing a product.

The first isMass Marketing: is when markets in total considered as one segroewter
this only one quality of the product is produced anld in the market for all customers,

there is not a significant difference in term aéitmeeds and wants. (Jain, 2009).

Second iroduct differentiated marketing: The seller produces two or more products

that exhibit different features, styles, qualitgdasizes. (Furnham and Gunter, 1992)

The third area and the dominating aretiget marketing where the marketer

distinguishes among a variety of market segmehtspges one or more of the segments

16



and then develops products and marketing mix cuggahto each segment. (Furnham and
Gunter, 1992).

Different variables serve to define market segmdrawever it is only the demographics,

geographic, psychographics and behavioral segnemthiat this thesis will deal.

4.1.1 Geographic segmentation

Geographic segmentation divides the market int@ggahical units such as nations, states
or regions. The brand or product consumed may heeped differently in each

geographic area, and the differences force udfereintiate a marketing strategy or a

communication campaign in two territories. (Koterd Keller, 2009).

The geographic segmentation is moreover useful \ilhene are differences in a location
where a product is a market. The differences carabsed different factors they can be:
cultural, traditions, political, etc. and furtherradhe differences can be significant in one
segment whereas other segments differences caimbe amd less important. (Furnham
and Gunter, 1992)

4.1.2 Demographic Segmentation

The demographic segmentation refers to the dividiran overall market into
homogeneous groups based upon characteristicsaswade, sex and income level. The
following can be considered as all demographicaldes that influence consumption of

our product or brand. (Furnham and Gunter, 1992).

Age and life-cycle segmentation

The consumer needs and wants are changing withgdgeConsequently, it is important for
some companies to use age and life-cycle segmemtatiere age to determine the
marketing approach.As an example, the case ofttetegs, the marketers should know that
80-years-old a more accessible features smartpthoméo the lack of technological
knowledge and younger people will use more advasosattphone technology. Consumer
wants and abilities change with age. Some compafiesfor different age products to
customers as an example: brands such as Colgatelufte main lines of products to
target kids, adults, and older users. In this wagrketers using the age and life-cycle
segmentation must be careful to guard againstatigres. (Kotler and Kellner, 2009).
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Gender segmentation

Man and Women normally have different tastes and te use different products. Gender
segmentation is used to differentiate the needsemts between gender; the gender
segmentation has long applied in connection witthohg, hairstyling, cosmetics and
magazines. This variable will determine the usefandtion of the product. Nevertheless,
brands that focused on men like Ford or Ferrari acsMooking the way to attract more

female’s customers the same as the cosmetic iydii&atler and Keller, 2009).

Income

Many companies seek to target the high-income tsigdthers attempt to target the
customers with a lower income to gain consumerltgyand lessen the competitive
pressures, the level of income will influence thentg or desires of the customers; many
industries segmented by income such as automobitakjng, cosmetics, financial

services and travel. (Kotler and Keller,2009).

Generation Segmentation

Each generation has influence by the time theyiare; you won'’t expect your father to
like the same kind of music you hear now, naturtdbre are exceptions, influenced by
different elements like music or events, movieshian. Marketers can use different tools

to remind or to use images according to the geioersat(Kotler and Keller, 2009).

Race and Culture
It is according to the race variables and the ifié characteristics that associated with

such classification: the color of skin, type of gy/language or sexual orientation.
4.1.3 Psychographic Segmentation

The demographic variables do not always offer apieta view, so yet these variables
offer the skeleton, and the psychographics is theahes that cover the bones. It is the
science of using psychology and demographics tenstahd better consumers,

personality, lifestyle, values, social class, miyta

Is a widely used approach to analysis that givesimvalue as it allows, knowing the
reaction of a particular profile to their environmbereaching a higher level of depth, in

which it contacted the emotional part of the consurtKotler and Keller, 2009).
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4.1.4 Behavioral segmentation

Marketers divide buyers into groups by their knalge of attitude; toward, use of, or
response to a product. This type of segmentatiteraiénes how the consumer uses the
product and habits associated with their consump(igotler and Keller, 2009).

Occasions

Occasions are when the customers divide into segnb@sed on the time. How the
customer spend their time if there are some speeaits, there are products focus on
specials occasions, and there are products tharanmgoted to remind a particular moment

that people to lived. (Armstrong and Kotler, 2010).

Benefit segmentation

Benefits segmentation divides the market on theadheristics of the product or service as
perceived by the customers. In this method, tHerift benefits that the product offers
define the target audience. (Understanding Occa&&egmentation and Benefit
Segmentation, 2016).

User Status

The segmenting is according to nonusers, ex-ugetsntial users, first-time users, and
regular users. Blood banks cannot rely only on leegionors to supply blood; they must
also recruit new first-time donors and contact erats, each with a different marketing
strategy. Large firms usually target potential aseihereas smaller companies focus on

current users. (Kotler and Keller, 2009).

Usage Rate

Markets can distinguish by utilization rate, thregthy light, medium and heavy users. The
heavy users are a small percentage of the markeicbaunt for a high proportion of the
total consumption. According to the level of us&gyeategorized heavy, medium or light
usage. It's preferable to attract heavy usersr#tiae several light users and vary their
promotional efforts accordingly. (Kotler and Kell2009).

Loyalty status:
This stage is when their loyalty status dividesdyayHardcore loyal ( a consumer who
buys one brand all the time), split loyal (consusn&ho are loyal to more than one brand),
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shifting loyal (users who quickly can change frone drand to another), and switches

(customers who show no loyalty to any brand). (Ch&016).

Buyer readiness stage:

The customer readiness stage is the six psychallogfieps os stages through which an
individual passes when deciding to purchase a t@dlhe six steps are awareness of the
product, knowledge of what it does, interest inghaduct, preference over competing
products, conviction of the product’s suitabilignd purchase. Marketing campaigns exist
to a significant part to move the target audieihceugh the buyer readiness stages.
(Chand, 2016).

Attitude

There are five consumer attitudes about producese are enthusiastic, positive,
indifferent, negative, and hostile. Door-to-doorriers in political campaigns use attitude
to determine how much time to spend with each v@kastler and Keller, 2009).

In conclusion, it is important for the marketerézognize the facts to reach all buyers in
all segments because the customers are too diffenelnhave various needs and
purchasing behaviors. The company needs to conidefariables within market
segmentation, demographic, geographic, psychograpuiu behavioral segmentation to be

able to target to the right audience.

4.2 Positioning

The market positioning of a product or servicehesway in which consumers define a
product from its essential attributes, i.e. theeglthe product is in the minds of customers
regarding the products competition. Positioninthesthird step in the market segmentation
process. Once the company identifies the segmantsttoose which segment to target;
the final stage is to decide what position wantsdcupy in those segments. Positioning
concern is how the customers perceive the produtdow is defined to maximize the
potential benefit to the company. (Kotler and KelR009).

Consumers saturate with information on productssamdices. They cannot revise
products every time they make the decision to boysimplify the decision purchase
customers organize products into categories; tlsitipn the products, services within a
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place in their mind. The product position depenmsh® compound set of perceptions,

impressions and feelings of the consumers regaahegroduct.

The objective of positioning is to place or positibhe name or “brand” and the image of a
product in a place in the consumers’ minds thatlioes the best features and attributes in

satisfying their needs so it will stay in their m (Al Ries and Jack Trout, 2001).

Positioning starts with a product, a piece of manchse a company or even a person. But
it is not really about the product or what you datt is what you do in the mind of the
consumer. So actually is incorrect to call the emiof product positioning because
changes are done in the name, price or packadme @roduct doesn’t modify the product,
they are cosmetic changes to a position in the mindde customer. This concept had
changed the nature of advertising, a concept,splsipeople have difficulty
understanding how powerful it is. (Al Ries and Jac&ut, 2001).

The company to achieve a particular product orisempositioning has to follow some

steps that are the following:

v Define the segments in a particular market.

v' Decide which segment to target.

v" Understand what the target consumers expect tods¢ important when deciding
on the purchase.

v Develop a product which caters specifically forsta@eeds and expectations.

v' Evaluate the positioning and images, as perceiydtidotarget customers, of
competing products in the selected market segment.

v Price, to be able to target their full marketingen{Bimkin, 2007).

In conclusion, it is essential in positioning tovea good understanding of those targeted.
Market segmentation is a way to seek new opporasin the mass market through real
knowledge of consumershe market segment must be homogeneous within,
heterogeneous abroad, with some customers enougake it profitable; including
demographic dimensions to work properly on thegkaed product promotion.
Segmentation and positioning are complementaryitie; they depend on each other to
achieve the product remain in the mind of the coreuarget for long and even

permanently.
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4.3 Marketing Communication

All organizations need to communicate with a raofystakeholders. Maybe to get
materials and services to undertake their busiaetsgties, or to collaborate and
coordinate to secure suitable distribution of tiggiods and services. Also, some
consumers are free to choose among the many hudneldthousands of product
offerings. Marketing communications provide a cacévity so that all interested parties
can understand the intentions of others and apgieethie value of the goods and services
offered The purpose is to use communications to persuanl@e® buy products and

services. (Jamienson Barbara and Chris Fill, 2006).

Marketing deals with designing products and sess/tbat meet the needs of specific
groups of people, to produce, to ensure they arepded and the recipients are satisfied, so
as to show a willingness to continue acquiring goaoting a program or believe in what

they stand.

The exchange process in marketing communicatidieveloped by researching consumer
and stakeholder needs, identifying, selecting angeting particular groups of users/
stakeholders who share similar discriminatory ctigrastics developing an offering that
satisfies the identified needs at an acceptabte pand is made available through specific
sets of distribution channels. (Jamienson BarbadaChris Fill, 2006).

Each strategy depends on the creativity of who @mgints it, in is found the magic of
marketing communication, the fact is that the petrfigix is one when all points of
marketing are excellent: the product, competitiieqy place and advertising supported by
promotional effortslf the product is invisible to the eyes of consuspénen it can’t be
expected anyone to buy it.

4.3.1 Marketing Mix 4 P’s

Marketing Mix is a part of a company’s strategiarpthat helps to define the business's
mission and objectives, guided by this the complesign the marketing mix which is a
set of controllable tactical marketing tootsoduct, price, place, and promotion. To
success in marketing, the company needs to creatéght mix of the right product,
which, is sold at the right price at the right @aasing the most suitable promotion.lIt is
used in case of tangible goods. (Armstrong ande£o2010)
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Figure 1. 4ps of Marketing Mix

PRODUCT PRICE

)
i PROMOTION

source&eMarketing Mix (2016).

Product

The product is an item that is built or produceddtisfy the needs of a particular crowd.
The product can be tangible or intangible or inforen of good and services.It must
ensure to have the right type of product that ideamand for the market. So during the
product development phase, there is extensivendsea the life cycle of the product that
is in the process of creation. Marketers must Bsknselves, what | can do to offer a better

product than my competitors to consumers. (The ktarg Mix, 2016).

Place

As the word itself says so, this element represietéocation where the product is
available for the customers. It is possible thatghoduct is not available for all sites, but
only in a particular selection of places, this camadth a deep understanding of your target
market. If you understand them inside out, you digicover the most efficient positioning
and distribution channels that directly speak torttarket. (The Marketing Mix, 2016).
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Price

The company’s goal regarding price is real to reduasts through improving
manufacturing and efficiency, most importantly tharketer needs to increase the
perceived value of the benefits of its products services to the buyer or consumer. The
price is the most important factor for marketingj. fActors determine the price of a
product or service that an organization endowsnduttie preparation of the product. Such
as material costs, market share, the identity @pttoduct, etc. The products price may go
up or go down depending on time, and the pricenahdividual product may vary because

of market developments. (Vliet, 2013).

Pricing always helps model the attitude of the patdn customers eyes. There is always
to remember that a low price usually means animfgood in the customer’s eyes as they
compare your product to a competitor. Consequeptiges too high will make the costs
outweigh the benefits in customer’s eyes, and Widytherefore, value their money over
your product. It needs to be examined the compgiiice carefully accordingly. (Vliet,
2013).

Promotion

Means advertising the product or service to custemeoffers information about the
product or service, making the decision of purang#i easier for target groups. It is an

imperative component of marketing as it can booshd recognition and sales.

Promotion has various elements which are the foligw

« Sales Organization
+ Public Relations

« Advertising

+ Sales Promotion

(The Marketing Mix, 2016).
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Advertisingtypically covers communication methods that payétevision
advertisements, radio commercials, print media, etc

Public relations this includes press releases, exhibitions, spshgmrand events.

Word of mouths an informal communication about the benefitthefproduct by satisfied
customers who recommend to others. It could aldoylsocial media means or person to
person.

4.3.2 Marketing Mix 7P’s

The key to long-term profitability in any professal activity is creating a service that
meets the needs and desires of customers; marketinig designed to facilitate the
exchange and provide them with a value or a produgtcessful organizations actively
focus on the service paradigm with investment iopbe technology, personnel policy and
remuneration systems for their employees. In 188ihg the information mentioned
above, Bernard H. Booms, and Mary J. Bitner devadagmother marketing mix than the
one developed by the American Professor of Marlgelerome McCarthy into the services
marketing mix also called the 7ps model. (Vliet12pD

Figurd Be 7ps of Marketing Mix

PRODUCT

PROCESS )
PHYS A
i

Sourgle Marketing Mix (2016).
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Marketing often intends to implement actions to waw customers, however, in the
current market situation, it is much more import@antbrands to retain clients than to win
customers. There is a "Seven P Formula" that shHoeildsed to evaluate continually and
reevaluate the business activities. The 7’ pganduct, price, promotion, place,

packaging, positioning and peopleAs products, markets, customers, and needs change
rapidly; companies must continually revisit theseen Ps to make sure they are achieving

the maximum possible results for them in today'sketplace. (Tracy, 2004).

As mentioned above in the last chapter the 4 Beeifirst model for the product industry.
There were added 3 Ps more in the need for extfarRRBe services sector. This demand
led to the emergence of various alternatives Rsldition to the above. The significant
change in marketing is to take into account manyenfactors involved. Clearly these four
Ps are not the whole story anymore. If it is updatereflect the holistic marketing
concept, it arrives at a more representative sgtehcompasses modern marketing
realities:people, process, and physical evidlenddNARGUNDKAR, 2010).

People

People can also be called employees, workers, huesanirces, human capital, internal
customers, etc. In part, employees are criticahdoketing success. Marketing will only be
as good as the people inside the organizatiotsdtraflects the fact that marketers must
view consumers as people to understand their iv@® broadly and not just as they shop
for and consume products and services, peoplenara@ortant part of the success of the
businesses. Google, for example, supports and eagesiits employees, its human and
intellectual capital, to be entrepreneurs withi@ @ompany, to propose and implement
projects. (Kotler and Keller, 2009).

All people who are involved directly or indirecily the consumption of a service are an
important part of the Extended Marketing Mix. Admsinative employees, workers,
management, and consumers and add significant t@lie total product or service
offered. Service companies are thoroughly consdiatsthey must effectively manage the
customer contact and employees to monitor the tyualithe service on attitudes and
behavior. Is vital for service companies becauseetimight be a large variable in the
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performance of the customer contact- employeestdaheuesults of the services delivered.
(Vliet, 2013).

Process

It is the procedure, mechanism and flow of acegtby which services are consumed, for
this reason, is an essential element of the madkstrategy. The process of service
delivery is crucial since it ensures that the sataadard of service is delivered to the
customers repeatedly. Consequently, most comphaigsa service blueprint which
provides the details of the service delivery precesten going down to even defining the
service script and the greeting phrases to be lngdlte service staff. (Experts, MSG,
2016).

Physical Evidence

A part of this can include an innovative websiteauld attract more customers, a website
that is easy to use, good design, or a shop inlwthie clients feels comfortable, this will
make them return and stay longer in a web or tgalie. The physical evidence within the
service marketing mix refers to an environment imolr a service comes about from an
interaction between an employee and a customer io@ahlvith a tangible product.The
physical evidence incorporates a representati@safrvice for instance brochures of a

company business cards, reports, company webtitd\diet, 2013).

5. Consumer Behavior

It is defined as the individual's activities aimsdhe acquisition and use of goods and
services, including decision-making processespgletede and determine those activities.
Actions that the consumer takes place in the septoichase, use and evaluation of
products to satisfy their needs and wants. (Katiet Keller, 2009).

The definition of consumer marketing depends pamiyheir behavior, that is, the nature
of their decision-making processes. Currently, bairas considered as a set of
elementary activities, both mental and physicathsas preparing a shopping list, search
for information, discussion on the distributionfafmily budget, etc. that somehow they
influence each other and induce the act of purghammsing a product or brand or
service. (Furnham and Gunter, 1992).
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According to Kotler and Armstrong (2009). There specific factors that affect

consumer’s behavior; these are Cultural, Social,Rersonal.
Culture

Culture, subcultures, and social classes are aariat element in consumer behavior.
Culture is the fundamental determinant of a peserants and behavior. Through family
and other key institutions, culture is the deteaninof the desires and behavior of
individuals. Children, as they grow, they acquirgeiof values, perceptions, preferences
and behaviors of their family and some key institug. Each culture consists of smaller
subcultures that provide its member's factors nacoeirate identification and socialization.
(Kotler and Keller, 2009).

Social Factors

People acquire their parent’s religious, politieald economic orientation, and a sense of
personal ambition, self-esteem, and love. It bedotmgtwo reference groups; one formed
by all groups that have a direct influence (facdaie) as family, friends, neighbors and
co-workers and is all individuals with whom peopieeract so constant and informal and

indirect impact on their attitudes or behavior. {lKoand Keller, 2009).

The second group is part of side groups, suchligsogs, professional, trade union, which
are more formal and require less frequent intesacinfluencing people, at least, three
different ways. First, they expose the individuahew behaviors and lifestyles. Also, they
change their attitudes and the concept they hatleenfiselves. Finally, reference groups
create pressures that may affect the choice ofuyastedcaind brands. People also are
influenced by groups that do not belong, and dissioe groups are those whose values or

behavior rejects the person. (Kotler and KelleQ®0

The family

It is the world's largest consumer market purchasd,its members are the most influential
group of reference. Product manufacturers and lsreutndb work in places where group
influence is strong must determine how to get ghi@ion leaders of these groups of
reference and control them. An opinion leaderpgison who moves in circles, informs,

guides or advice on a product or category of goarlgewing what brand is better or how
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to use a particular product. Companies are tryongach opinion leaders identifying the
demographic and psychographic characteristics ditighought leadership, determined

what media managers use in directing messagede(kotd Keller, 2009)

Personal factors

Consumer decisions are closely related to thesqrel characteristics: It includes
variables such as age and life cycle stage, ocicupa&conomic circumstances, lifestyle
(activities, interests, opinions, and demographigsjsonality and self-concept. These may

explain why preferences often change as theirtsstu@hanges. (Rani, 2014).

Age and way of life

Tastes in food, clothing, furniture and leisuratedl to age by extension with the products
consumed. A consumer doesn’t buy the same eh wasdo80 years ago, or a user that is
75 years old will not buy the same things that y&4xs old will, they have different needs

and wants.

Consumer habits evolve throughout their lives. Agd life-cycle have a potential impact
on the consumer buying behavior. It is obvious thatconsumers change the purchase of
goods and services with the passage of time. Fdif@tgycle consists of different stages
such young singles, married couples, unmarriedlesuptc. which help marketers to
develop appropriate products for each stage. (Ré&i¥).

Occupation

The profession of a person also affects the gondssarvices purchased. People are
working in construction, industry, warehouses ovises, etc. tend to buy more clothes
work, while those who work in offices tend to bupma suits. Every business should try to
identify professional groups who have an interbsiva average in their products and
services. Hence, software companies will desigieiht products for brand managers,

accountants, engineers, lawyers, and doctors. éKatld Keller, 2009).

Economic Situation

The financial position of a person affects the chaif the products they buy. If the income
of a customer is higher it will tend to consume enexpensive products, if the income is

low, it will tend to consume cheaper products, fttalways has to follow this trend.
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Naturally is clear that if someone has a high salall tend to consume more expensive
goods or services, this is because they have twerpaf purchasing higher prices but it

doesn’t mean they have the willingness to buy egperthings.

Life Style and Values

The lifestyle reflects the way a person lives andefined by three elements: activities,
interests, and opinions. This response that thewuaers have to buy or not a product that
fence with their lifestyle or their interests degemmn many factors. Lifestyle determines
the needs of an individual and determines, thuginigubehavior. So it can be very useful
for marketers to understand consumer behavior emdde a basis for market
segmentation to implement thereby or improve maskategies. (Kotler and Keller,
2009).

5.1.1 Psychological factors

Consumer behavior it's a subject of reflectiontprove marketing decisions facing the
communication process with it. Marketing and enwvinental stimuli enter the consumer’s
consciousness, and a set of psychological processasine with certain consumer
characteristics, to result in decision processdspamchase decisions. Here the role of
psychology is basically, discover the relationgtiiphese to the strategies of the market
has to face to the proposal of such a dynamic hadging society that gives rise to some
new needs that individuals manifest and arise fitoerinteraction with the environment.
(Kotler and Keller, 2009).

Figure 3. Consumer Behavior Model

Source: Consumer Behavior (Kotler and Keller, 2009)
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Motivation

Motivation it is considered a stimulated needgtdmes an accessible and useful
marketing personnel concept. Awakening is a neatidieates a situation of motivation
and inherent tensions to be resolved. The need®tdioecome motivators until the
individual is aware of the situation. For examii@ person does not feel hungry you will
not feel motivated to eat. And conversely if hungiil} eat almost anything if you are
hungry enough; but the absence of a biogenic niézete attractiveness of derivatives
psychological reasons determines that brands cheloied products will use, etc.
(Management Study Guide, 2016).

Freud's Psychoanalytic Theory

Freud is one of the most acclaimed names in tle diepsychology. Even though modern
psychology has abandoned most of his ideas, hshpayalytic theory formed the
groundwork for many current psychodynamic approschesud was the first to discuss
the unconscious mind and its role in human behatdonder the new studies and
taxonomies of motivation, attachment and sexualigytwo different forces. In other
words, we can say that the core of the psychodonahgory of Sigmund Freud revolves
around human motivation, more specifically, thespreee of unconscious motivations that

determine our decisions and our actions. (Heff2@i6).

Maslow Theory

The concept of human need has a Polysomic conopttitat is essential to reveal for
purposes of clarity and seems discursive, naturskgy to clarifying certain aspects to

address the issue of human needs adequately.

Maslow believed that humans have specific needshat meet and that if lower level
needs go unmet, we cannot possible strive for higivel needs. Maslow’s model
purports to show the motivations of us humansntbst basic needs at the bottom of the
pyramid. Once these needs meet, we are motivatéuehyext need up in the pyramid all
the way to the top. (Heffner, 2016).
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Herzberqg's Theory

Developed a two-factor theory that distinguishesdliisfies (factors that cause
dissatisfaction) from satisfiers (factors that @asatisfaction). He had the criterion that the
level of performance in people varied dependinghendegree of satisfaction. (Kotler and
Keller, 2009).

Perception
The world around us is full of different stimulleat makes us have different perceptions

of different products by the color, size and ottlearacteristics of the product or service. A
stimulus is any unit of information that affectsecor more of the five senses: sight, smell,
taste, touch, and hearing. The process by whickelext, organize and interpret these
stimuli in a meaningful and consistent image iswna@s perception. In essence,
perception is the way people sees the world artlweeh and how they know that they
need some help to make the purchase decision. Hketireg, perceptions are more
important than reality, because perceptions tifatatonsumers’ actual behavior. Every

stimulus could cause multiple interpretations. (Kioand Keller, 2009).

According to Kotler and Kellner (2009), people halféerent perceptions of the same
object because of three perceptual processestigelattention, selective distortion, and

selective retention are explained as follows:

Selective Attention

The advertising blitz to which people are subjeakes it impossible for them to put
attention to all the stimuli that affect them dailhis leads to a process of conscious and
unconscious selection and one of the major marefirestions: why some stimuli

monopolize more attention and others do not?

The consumer serves preferably to that which naetomer needs, for example, if we are
hungry, the food-related stimuli will receive outeation, but if we are satisfied, the

impact will be much less. Therefore, the time thate ads are scheduled can be the key to
success. Larger stimuli are more likely to recaittention than smaller ones so it means
the individuals are exposed to more stimuli thaytban process. These stimuli are
processed only when the individuals make a delibegtiort. For example, someone that is

planning to buy a car will put more attention onaafor cars. (Strydom, 2004) .
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Selective Distortion

Selective distortion corresponds to the loss adrimiation between what the receiver hears
and understands. Under it, the receiver adjuststthrilation to their existing thought
patterns where memory comes into play, the expeggand prejudices of the receiver.
Selective distortion is an advantage for marketspecially with strong brands that have
positioned their selves high in the market; consgmasrepresent neutral or indeterminate
brand information to accomplish a more positive.dteticularly coffee may seem to taste
better depending on the brand. (Kotler and Ke609).

If the consumer is loyal to Coca-Cola, they havsubtract the impacts received by Pepsi
commercials, but even when still these ads carhdhtattention of the user, they will
adapt the message to their preconceptions andtsthl with the idea that Coca-Cola is

better.

Selective Retention

Explains the loss of information between what #eeiver understands and what remains.
The receiver tends to retain more those messages wimatches better depending on the
degree of harmony between the message and theeedbiese will unconsciously assess
the importance of the message and consequentlyisttine short term memory or long
term and will become part of the cognitive mechausisBecause of selective retention,
we’'re likely to remember good points about a pradue like and tend to forget the good

point of the competing product. (Kotler and Kell2p09).

Subliminal Perception

Subliminal Marketing consists in using unnoticeadffects to the human eye, reproduced
or emitted low-intensity sounds, not consciouslicp&ed, but to the unconscious, to the
point of seriously influencing consumer behavioonSumers are not consciously aware of
the messages, but it affects their behavior althotlg clear that mental processes include
much subtle subconscious effect. The principlesubliminal advertising based on the
emotional stimulus perceptions, its detected messgg unnoticed but can act powerfully
on the psyche, and it's hard to determine the degféenfluence. (Kotler and Keller,

2009).
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5.1.2 The buying decision process

The buyer decision process represents steps thatutichaser will go through before
actually making the final purchase decision. Thestoner buyer decision process and the
business buyer decision process are similar to etar. The core of this process is the
fact that the purchase is generally of value in etary terms and that the consumers will
take the time actually to assess alternatives. Kbtarg Teacher.com, 2016).

According to Kotler and Keller (2009). The proce$®uying decision developed in five
stages:

The problem of recognition: The individual recognizes the necessity this ptises

problem and identifies the current status of satigbn and compares it with the one that
desires to get. The case such as natural needsuiiger or thirst stimulates in a natural

way or internal, in the other situations in an exatway.

Information search: The consumer tends to look for information; thay do it in two

ways. In a passive one, limit them to be recep#itien they listen or see a publicity ad. Or
in an active way, when they are trying to lookifdormation, may be asking friends,
professionals, etc. In this search, the consumewk the product and characteristics,

prices, etc.

Evaluation of Alternatives: Customers make an assessment of the benefitekitay of

one brand and then they put more value on the thia¢$hey are more interested.

Purchase Decisionaccording to the evaluation of the alternativlks,donsumer performs

the purchase, deciding the brand, the quantityarete and how he makes the payment.
But before they decide to buy, it could happerhtogs:

A) that other people will influence with argumetttey didn’t take into the account. If

these arguments are contrary, they could changentisds.

B) that the buyer would like to please another @ere that case, they will try to think

what the other person likes.
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Post Purchase Behavior

Depends on the satisfaction or satisfaction theptioduct will cause once is bought and
used. If the product was really what the consumess @xpecting and it covered their
expectations. If it does, the customer will puréhtige product again, if it doesn't, they
will not buy it, and probably they will run the \o@ to other people to don’t or not
recommend it. So as a consumer, depending on glartigsroducts and their respective
characteristics, they look for the one whose fest@over all or most of the needs and

desires they have as consumers and hope awayheitieed.

Figure 4. The Buyer Decision Process

Source: Consumer Behavior sleniprocess (Broderick, 2016).

Consumers depending on individual products anddsgective characteristics look for
those features that cover all or most of their sesettl desires and expect to finish that

needs and be satisfied.

6. Theoretical Issues of the Study Abroad Market

6.1 Education as a Product

The higher education sector has been attractinrgstovs and governments, mainly due to
its contribution to improving productivity, incréag economic growth, and enhancing
innovation and technological capability. The expam®f the sector is considered a

necessary condition for growth in the global ecopom
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The evolution of education as an export startedwdticators start to identify the demand
of students for their institutions, in other words|l what we have. One example of this
approach was the late 1980s when Australian schdeftified the courses that could offer
and marketed the area international. Initiallyythecommodated new international
students taking advantage of the free capacityustralian institutions. As student
demand was identified, Australian schools increatsechpacity in areas such as trade and

technology information to meet this. (Woodhous&)720

As more figures students abroad, the importerstri@srbegan to consider detail what
education they needed and identify institutions wlanithorized foreign qualifications or
where students would subsidize. Since then, thengiat institutions exporters began
discussing with the authorities of the countriegali@ping what needs national system
could meet. As an example, Korea had a big amduwstudents moving to the US to
follow their studies and decided to encourage tipply of American education in Korea,
for this reason, to sell what other countries wanwhat other countries don’t have.
(Woodhouse, 2007).

Hence in the commercial plane, according to thgiBaelteacher and trade unionist Nico
Hirtt (2003). For the entire member countries & @ECD states, “teaching” has become
one of the last treasures to appropriate, no heas 00,000 million euros a year.

In the recent years, the phenomenon of export w¢atbn has grown enormously. In
2003, 2.12 million people studying in OECD courgneere international students,
enrolled outside their country of origin represegtan 11.5% increase in total
international students intakes reported to the OB(@De the previous year. Most notably:
Australia, France, Germany, the United Kingdom &mel United Stateseceive 70% of
international students in OECD countries. Since8l%Qistralia’s market share has risen,
but those of the United Kingdom and the United &tdtave fallen. (INDICATORS, 2005).

The export can take many different forms, suchrassters to foreign countries of people,
materials, electronic transmission or movemenhefdtudents to the ‘exporter’ country.

Consequently, these countries are considered astexpcountries.

The case of Australia, in 2003, 19% of the enrotitme higher education was of
international students who are a huge quantit$ywtzerland, this figure was 17%.
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Austria, Belgium, France, Germany, New ZealandthedJK recorded rates of between

10% and 13%. For this reasons are considered exgaxuntries. (Woodhouse, 2007).

When it come to the economy increasing exportg,geal for all countries to increase
exports but despite this nobody seems to be claimdoi get the governments to stop
holding back one industry that could increase exa®iit is education industry and most
traditional higher education. Unlike many expoxigth plans, this doesn’t rely on the
government picking winners, but rather getting @iuthe way of growth based on real
supply and demand. In fact, all that the governs&ilt need to do is to attract or bring
more international students to study in their caest We can get an idea of the impact
that this would have by looking at countries whestport education as a part of their

economy development.

6.1.1 International Student Mobility

The exponential growth of mobility of students, gmams and providers beyond border
offers new opportunities to increase access todnighucation, but also poses new risks.
One of the most critical challenges of educatiordbois how to ensure quality academic
studies and get the recognition of qualificatiorenged. The mobility of students between

countries is now a mass movement.

There is an estimation that five million studentrevoutside of their country of origin last
year this represents more than a tripling of glabi@rnational student enroliment since
199Q The eémand from Asia has driven most of this growth,thete are also some
important emerging markets that will influence gibmobility in the future, and the
competition nature is shifting, with enrollment raavidely distributed among a larger
field of destinations, including a growing numbémnon-English speaking countries.
(ICEF, 2014).

The market forecasts anticipate a greater demamnubkigraduate and vocational training
programs going forward. The massive movement afestts emerging in non-speaking
countries as said above that is a case of the gtuighpses of this thesis (that new markets
are emerging even are not- English speaking castas Prague). It is a critical point data
to use in the practical part of this paper. (INDICARS, 2005).
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In absolute numbers, students from France, Gerntargece, Japan, Korea and Turkey
represent the largest sources of intakes from OE@Dtries. Students from China, India,
and Southeast Asia comprise the largest numbergeshational students from partner
countries. (INDICATORS, 2005).

The mobility of students is under the influencevafious factors, including proximity,
common languages and other links resulting fronctienial past or current political ties.
These elements add to the factors "pull" and "ptis&t' operate on each pers@ther

factors that can lead students to pursue educatpartunities outside their home
countries are the attractiveness of renowned acadestitutions, which tend to attract
students from around the world. Push factors arsethhat commute students to leave their
country, such as poor economic conditions, lacguality higher education opportunity in
place of origin, lack of career opportunities, €tall factors on the other side are prospects
for future employment, high quality of teachingtifigions, access to funding, or the safe

and pleasant environment. (Kavakas, 2103).

6.1.2 Study Abroad Market

The global population of internationally mobile gémts doubled from 2.1 million in 2000
to nearly 4.5 million in 2011. Given that growthjectory, the total number is likely
nudging closer to 5 million in 2014. Asia is thentaent with the highest student mobility
followed by India, and South Korea. One out ofisbernationally mobile students is from
China, and together these three top countries atéoumore than a quarter of all students
studying outside their country of origin. Asiandgats score for 53% of all students
studying abroad. (ICEF, 2015).

According to the report on Trends on Internatiddident Mobility by Chang (2012), the
number of globally mobile students increased tondillon students in 2009, up from 2.1
million students in 2002.The U.S., UK, Australiadg®anada witnessed the higher growth
but also due to increased competition and the ogeoii new markets, the U.S. share of
international students is in case down from 27%082, a detail that has been causing for

concern.

Canada, on the other hand, had the higher amowertrofiments increasing by 67% in
2009. Canada followed by the UK and Australia, \mrgaw an increase of 62% and 43%

respectively although U.S. enrollment grew at avslorate of 13% students. It continued
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the leading destination in absolute numbers andlledrapproximately one-fifth of all
mobile students worldwide in 2009. (Chang, 2012).

There are general trendsi(example, students in the Latin America and the

Caribbean are oriented towards business studies andanagemen} that points to a link
between the preferences of students and the nééus labor market sending countries
(and perhaps of the host countries that retainugti@s of the third cycle). For example, in
the United States in 2007, a relatively high préipaorof students from South and West
Asia 77% enrolled in graduate programs or mastgreds, but only 30 percent of
international students from sub-Saharan Africalzaitth America and the Caribbean
enrolled in these programs. (UNESCO, 2009).

Overall, current trends are useful to establishatieas of development in the design of the
positioning strategy. As for what people study alron general, in 2007, almost one in
four mobile students (23 percent) were enrolledusiness administration and
management in the countries providing statisticeerge is the second most popular field,
attracting 15 percent of international studentdo¥eed by engineering, manufacturing and
construction (which meet 14 %) and arts and hunenii4 %). (UNESCO, 2009).

As we can observe in the data mentioned abovegmiimends help to identify what are the
student’s preferences according to the field afigt@and in evaluating the macro drivers.
These institutional changes, the type of instingithat are likely to send more students
abroad, the kind of course that are in demand, despbic changes, the profile of students
that are likely to study abroad are useful in idgimg marketing tools to evaluate choice
factors. (Kavakas, 2103).

6.1.3 Study Abroad Agencies

Besides the usual educators such as univershieie are furthermore study abroad
organizations called, study abroad agencies, shisiid-party providers, independent
organizations that facilitate for the studentsdateinistration of the study abroad
programs. They serve as intermediates betweeriiterg and the educator; they recruit
students all over the world and vary enormouslareémg organizational structure, the

programs they offer or the type of services. Thaggncies usually provide support to the
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student for the visa process, what are the mosteroent programs and other consulting

services.

According to a report by British Council (2011) the study abroad agents, Students
around the world use study abroad organizatiormgencies when applying to study
abroad, and examines regional differences. Th@lagents helps to facilitate the study
abroad while some believe that they are mostly mupsdous, pushing students towards
paths to which they may not suit to fill their pets, their steadfast popularity indicates
that for many students, they provide a useful, rdgseservice. The goal of the report is
entitled to give insight into possible alternativesising education agents in Prague to
recruit to facilitate the recruitment of Latin Annean students and how the cache of
information could be customer-focused and led tartl

Before these agencies, probably students in tloerds countries didn’t have the facility of
a provider of these services. It is hard a hardsg®tto go somewhere overseas to study
without having the right information. These agendiad taken advantage of the actual
situation in their countries to do business outdiication abroad. For another side, it is
very convenient for the people who want to studpad to be advice by an agent because
they can assist the student in all their needsdasdes regarding an institution and

destination overseas.

7. PRACTICAL PART

7.1 The Czech Republic as Market Place

The Czech Republic is located in Central Europbpislered by Germany to the west,
Austria to the south, Slovakia to the southeastRwidnd to the northeast. The capital and
largest city, Prague, has over 1.2 million resideAthighly developed country with an
advanced, high-income economy and also has higkatds. The UNDP ranks the state
15th in the inequality-adjusted human developmamd, it also lists as part of 10th most

peaceful countries in the world. (Wikipedia, 2016).

The higher education in the Czech Republic is ifréee studies are done in Czech
language and are accessible to anyone that woudttlbeo study in Czech. The price

programs in English in state universities rankaft2, 000 the more expensive and the
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cheapest up to 1,200 euros per year. The costinfjlin the Czech Republic is one the

lowest in Europe compared to other EU countries.

The roots of the development of tertiary educatiotie present-day CR go back to
medieval times. Charles University is the firstuamsity in the Czech lands, and Central
Europe was founded in Prague in 1348 by Czech KimjRoman Emperor Charles 1V, is
one the most prestige universities in the CzechuBlep recognized in the world ranking.
(Ministry of Education, 2008).

7.1.1 Study abroad Market in Latin America

There is a massive participation in the last yeatee study abroad market for Latin
American countries, especially in higher educatiecording to ICEF (2014) from 1970
to 2000 increased dramatically and is currently Ii%lobal enrollment, is estimated that
Latin America and the Caribbean will be the theidgest global region regarding higher
education enrollments by 2035. Some Latin Ameriations, notably Brazil, Chile,
Colombia, and Argentina that have well-regardedsthlystems have stepped up their
internationalization and international recruitmaativities in recent years, particularly on

the recruitment of students from the regions.

According to ICEF (2014).The countries leading rtinrket of internationalization of
higher education and higher outbound student nighilith an estimated of 35,000

students abroad in 2011 is Brazil, followed by:

* 32,000 students from Colombia
¢ 29,000 from Mexico;
e 24,000 from Peru;

*« 9,000 from Venezuela.

By 2035 Colombia, Mexico, and Venezuela is expetda@nk in the world’s top 20
countries for overall higher education enroliméttudents who at a point decide to go
abroad and study for a period tend to do it to owprtheir academic performance. Other
factors that are maybe the most relevant and irapbtbd notice that cause students and not
only from Latin America to go abroad are the cursatial and political situation in their

home countries. These facts have driven most ageftitat offer the services of studying
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abroad to dedicate in trying to promote the conoégtudy abroad to the students and

increase the amount of students who take thatidecidCEF, 2014).

7.1.2 International Student Mobility in Latin Ameri ca
Mexico, Brazil and Colombia and Peru are the steshgconomies in Latin America and
also are the countries that have the higher quamitinobility of students within the

continent.

According to a report by The International Unit {3). Mexico is the second largest
economy in Latin America’s after Brazil and is ieasing acclamation internationally for
its sound macroeconomic fundamentals as well asdiotinuing to deliver steady growth
(some 4% year on year) in an uncertain world. firexlicted to overtake Brazil in the next
decade, due to rising competitiveness, low labstscand new structural reforms,
including changes to employment and education. bteid the biggest trade country in
Latin America; it has an open economy and has dig2eFree Trade Agreements with 44

countries.

The primary factors driving outbound student mdpiln Mexico are as follows: Access to
degree programs meeting international standandstieasy; the higher education sector
overall has a poor reputation, because the qualitgaching in the country varies; recent

significant increases in domestic university f€6SEF, 2014).

The Interest of International Educators for theil.&merican markets it's a serious
concern, because of the high youth populationeévrégion, the lagging of domestic

capacity, and scholarship programs.

Colombia has a large number of students going abtdaiversities are free, but the issue

is that us very hard to enter, there is limits loennumber of students, so some don’t get the
chance to come, and then, the option is to appbyit@te Universities, but a good private
college is very expensive. Hence is more feasthkudy abroad than pay the same tuition
fee that they will pay in private universities imetr home countries. The top study
destinations for Colombian afaustralia, the US, the UK, Canada, and New Zealand.
(ICEF, 2014).

The challenge in Latin American countries is actoaxpand educational access and

reduce unemployment, with the ultimate goal of ewgring this generation to achieve a
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better quality of life and to drive the economyard. Until the region’s higher education
institutions become more accessible and of highaltity, students will still be interested

in studying abroad

8. Analysis and Survey Findings

The survey was conducted through intermediary agsric Colombia, Brazil, and

Mexico; there is an average of 80 bodies in eacimity, the contacts provided by ICEF
educational conferences. The survey was conducttiperiod between 1 of February to
31 of March.

Agents in the countries mentioned send the quesdiom randomly to some potential
students that had contacted them in the past septénterested about programs abroad.
They send the survey via social media Facebookitdmwand blogs and emails. Some
students targeted were 150 students, 50 studeatemcountry; the response population is

125 answers from different states throughout Br&unlombia, and Mexico.

Where are you from?

Figure 5. Respondent’s country of origin

Colombia
u Brazil
m Mexico

Source: own figure based on a survey made to Ludestts.

As shown in figure 5, in the geographic locatiorthad respondents, there is not a
significant difference, Brazil and Mexico have g@ne amount of respondents 36% and
Colombia has 28%, this demonstrates that MexicadBaazilian respondents were more

willing to answer the survey than Colombians.
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8.1 Demographic Information

In this section, we present information regardimg demographics of the student
respondent sample from the study abroad evaludfae. Information submitted in this
chapter includes respondent gender, age, the prisoarrce of tuition payment were
appropriate, demographic breakdowns.

What's your gender?

The female response rate was higher but not sigmifiy greater than the male, still had a
higher percentage evaluating the survey data wiel @vaw some useful conclusions on
another possible segment. Female been 51% andidale48%, not a significant

difference between the gender and the respondents.

What's your age?

Figure 6. Respondent’s age

45,00% 40,60% 41,40%

40,00%

35,00%
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15,00%
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2,30%
[
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Source: own source
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How do you planning to finance your studies abroad

Figure 7.Respondents primary source of tuition p@Eym

Bankloan

Self Financing

work in the country of

destination 42.50%

Savings

Parents 24,60%

0,00% 10,00% 20,00% 30,00% 40,00% 50,00%

Source: own source

As shown in figure 7 respondents primary sourceiitibn fee is they would like to work

in the country of destination with 43%, and respantd from ages of 27-32 had the higher
percentage considering that at the age of 27-32hp@do not finance any and ones should
already working and have work experience. Theretbey want to study a Master degree.
Normally in Latin America is very common to make $tter degree at the age of 27 to 32
years when you already have some work experientenamey to fund this master degree.
Since also in Latin America, there is not the eglant of Bachelor degree. Otherwise,
students need to study a five-year program angeagnd is will be equivalent as an
Engineer’s or Bachelor in Economy or Bachelor lava degree, that in the Czech
Republic will be the equivalent of Engineering dagor a Magister. After the individual
has ended up their Engineering degree, they caly stivlaster degree to specialize in their
field of study. (So subsequently, people in Latmekica make five years of “bachelor
degree” and a two years Master program that wikibequivalent of PDH in The Czech
Republic).

Explains partially the higher number of Master @agrpreferences with 66% respondents
that answered if they would go abroad they willMiaster program. At the same time it
also explains the higher percentage who answesgdwint to work in the country of
destination to fund their living cost while theyeatudying, for this reason also,will need a
flexible program which permits them at the sameetthrey realize their studies to work at

least part —time. However there was a higher peéagenof students who parents are
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planning to fund their education, and these werenger individuals with an age range
from 17-23, the majority answered that parents fiviince their studies abroad. Age range
23-27 of respondents some responded that parelhfsind their studies, but the majorities

are self-financing or saving with 15% of those syed.

8.2 Focused Finding
Based on the Marketing Mix, Motivations, and thetomer purchase decision, questions
were made to identify other factors that affectdbstination choice of Latin American

students to go abroad and are the following:

What field of study would you be interested in stugling abroad?

Figure 8. Respondent’s preference field of study

B Business economics
B Humanities

I Sciences

mfine arts

m Social science

® Engineering

m Health Science

m Education

Source: Own Source based on a survey of potemtidésts to study abroad from LA.

The distribution of respondents regarding the fafldtudy is similar to the research was
done by ICEF on the international mobility in Lafimerica above mentioned, that
students in Latin America choose programs relaidalisiness.

Therefore coincides with the survey results tha?#6f the respondents want to study
business or economy related course, this includ@a krograms which are very popular
now in Latin America and worldwide, followed by Engering field that had a significant
percentage with 25%, followed by 10% of health soes.

46



What program would you like to study abroad?
Figure 9.Respondent’s preferences for a prograstuiy abroad

B 10.40%
5,20%
b 3%
65,90%
14,80%
§ 0,70%
0,00% 10,00% 20,00% ,00% 40,00% % 0% 70,00%
®PHD = Internshlp lLanguage rogram = Masters = Bac% ? rm Foun atl/on Program ’

Source: own source

As explained before the higher percentage of redgats will like to study a Master

degree program, this is related to the age theniaf those surveyed. The respondents
answered significantly with 66% they prefer to dmaster’s program while 14% of
respondents would make Bachelor degree. The resptsithat choose to study a Bachelor
degree coincides with the age segment of 17-23hthe higher amount that also
answered that their parents will finance their edion abroad.

Conversely to the ones who choose to make Mastgedé6|% or Ph.D. 10%, which the

majority want to self-finance.

How much can you be able to pay for a program persgar?

Figure 10.Respondents budget for a year program

other
>16000 EUR mm
12000-16000.m
9000-12000 .
5000-9000 EUR m

3000-5000 EUR
0,00% 10,00% 20,00% 30,00% 40,00% 50,00% 60,00% 70,00%

Source: own source
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As shown in figure 10, regarding the price of thegsam, respondents seem to prefer
selecting the country and program according tactigt. The price is one of the strongest
factors influencing their choice significantly wi@%% choosing the most affordable
program that was in a range of 3,000 to 5,000 epeoyear, followed by the next
affordable option which was 5,000 to 9000 euro$h ®B% of respondents and less than

10% 9000 to 12,000. Showing the cost of the progeaome of the major influences.

How far the price has influeces in your destinatiorchoice?
Figure 11.Respondents price importance regardintystbroad

Price is not a problem ' 0%

not much

More or less

Strong

Very strong

Source: own source

As shown in figure 11, in the question how the @iitfluence the destination choice, a
43% of the respondents answered that the priceendle is very strong, meaning that
maybe they will choose a cheaper destination régssdhe program.

A significant amount of 26% choose strong, andagpigon of more or less had 25% of
respondents that seems they will prefer to choggegram and destination that they want
regardless the price consideration.In spite of ntlagority of claim that their primary

concern is not enough financial means to pay ferseas fees.
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What country you would like to go abroad and why?

Table 2. Regions respondents will go elsewhere

Countries N° of respondent’s

Europe 37
Czech Republic 15
Germany 16
U 15
The UK or the US 7
Italy or Spain 10
Australia 8
Canada 4
Asia 7
Nordic countries 9
Netherlands 5
France 4
Other 4

Source: Own Source

Moreover, in the question what region or countgytivould they like go and why?The
survey confirms that Mexican students are moraetttd to Europe, Brazilians also were
more attracted to Europe, especially Germany, lsotthe higher percentage of
respondents who answered US, UK, and Australia Beailians. Surprisingly that

Mexico is more near the US geographically, they prigfer to study in Europe.

As mentioned in the chapter of Latin American nligbby the ICEF report, Colombians
and Brazilians are more likely to choose to gonglish speaking countries, and the
countries with higher mobility of Colombians arestalia, UK and the US and New
Zealand. But it was not a significant amount thesowho choose to go to Australia and
the UK were 16 respondents.

This question was in a form of an open questiobhymdtiple choice, so was calculated

over a specific number of respondents since masyeared four or five countries,
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therefore, were taken into account the most relieaswers according to what they wrote

in the reason.

The respondents who choose Asia as a destinatimmmae proving that men are likely to
want more risky areas to travel with15 respondentsf 125, also the ones who choose
The Czech Republic were mostly Interested in Ergging field, some of the comments

respondents made were the following:

Table 3. Respondent’'s comments about Prague

The Czech Republic has high-quality education at aaffordable price.

To the Czech Republic because I'll like to live thee and my boyfriend also lives

there.

Prague, because of the freedom and security it offe

The Czech Republic, excellent education, less exare, right level of life

The Czech Republic. Nice and a small city with grédechnical education tradition.

Source: own source

Surprisingly respondents knew the Czech Repubtid,they are thinking of Prague as a
destination for studying abroad, Prague had atbemusame amount of respondents that
Germany had which makes Prague a substantial jpteinty as a destination choice.

As is shown in Table 3 respondents answered thikgaio Prague for the freedom the
city offers, for the high-quality education, becais less expensive and a good level of
life, the majority of respondents were male andzBiens, seconded by Mexico, 8
Brazilians, 5 Mexicans and 2 Colombians respondents

In conclusion for this question, Europe had théargsignificant results from all the
regions they will choose to go, making Europe thedrea of destination for Latin
Americans to study abroad. To be more specifiariagrity of respondent’s chose:

Germany, Netherlands, Czech Republic, Italy, Spaih Nordic countries.
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What factors motivate to study abroad?

Figure 12.Motivation factors

Advertisements on goabroad.com or
similar Websites University study
abroad fair

reviews on the Internet by students
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friend who has been there

| juts think is a good experience
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You feel the education is not good
enough in your country
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political instability in your country
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country | enough in .__|experience there Websites
country education who has ) :
your University
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country study
abroad fai
m not applicable 8% 6% 7% 2% 6% 25% 24% 12%
m Not important 17% 14% 8% 3% 22% 31% 25% 20%
u Slighly Important  36% 44% 36% 25% 33% 11% 12% 18%
u Very important 50% 52% 57% 93% 45% 36% 40% 49%

Source: own source
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As shown in figure 12, in the question what's factdve you to study abroad, 50 % of the
respondents answered that the political instalititheir home countries is critical, the
same with the insecurity in their country of origifthe higher amounts of respondents
were Brazilians, followed by Mexico. Colombian resgents didn’t think that these two
factors were critical as Brazil and Mexico. A sigrant number of respondents of 36%
chose slightly important, seems that these twafadare unyielding push factors for most

of Brazilians and Mexicans but not the most imparfactor.

For the option if you feel the education is notykayour country, had a significant
amount of respondents with 57%, and 36% slightlgartant, this is an adamant factor,
which confirmed that Latin Americans believe thdtieation in their countries is not as
good as in Europe or the US been on of the primaotpvation factor why they want to
study abroad.

For the next option, that is because you want te fabetter education, 93% of the
respondents want to study abroad to have betteraéidn, which reached the highest of all
factors confirming that the primary factor why lratAmericans study abroad is to get a

better education.

Additionally concerning they want to have a beéducation to improve their education
and skills to be able to get a better future anathagher salaries. What they also think is a
good experience to study abroad with 45% of respotsdanswering very important, and a
friend who has been there also seems to be cmwitlaB6%, word of mouth seems always
to be critical factor in students.

Regarding physical evidence, reviews on the inteshstudents who has been there had
42% of respondents a significant amount. Brochwebsite and study abroad fairs and
other advertising material had a significant amafnmespondents with 49% of
respondents very important and 18% slightly impdrtenaking physical evidence a
crucial factor why students will choose a destoratio go abroad. To conclude the survey
confirmed that the most important factors weretegldo the education in their home
countries regardless the country or gender corsidiiiat knowledge is not sufficient in
their country of origin, and they want to have #dreeducation, making it the most

important motivation factor to study abroad.

52



What services are most important to you when choasg a study abroad

destination?

Figure 13.Expectations from a program
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Source: Own source
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What are the main factors that influences your chaie of study abroad

destination and how much?

Figure 14. Influential Factors
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As shown in figure 13 in the question what servigesmore important to choose when
studying abroad, 95% consider that availabilityhed major is the most important factor
that influences their destination choice.(if thes# be a beautiful country but doesn't offer
the program the person is looking, the individudl prefer to go to a state that is offering
the right program instead of location). The studeninking more about the course they
will choose first before choosing the destinationmtry. The provision of quality services
and accommodation had a significant amount of 90%spondents and the availability of
courses related to their major is one of the egdesdrvices with 94%.

Considering lifestyle, surprisingly had 78% thaswered very imnportant and the
reputation of the faculty with 73%, at the sameetipnice is one of the most important
factors which means that if they would find an dbece price for a program regarding the
reputation of the faculty they will prefer the pram with the lowest price regardless the

reputation.

Next to these, students are a concern with seraicdscomfort provided. Finally,
academic considerations are not the priority tdytbroad. Evaluating the survey results
the most important factor is price and educatiamceons about quality, seconded by not
confident enough with the language which is nundver influential factor in the above
figure 14. It

It is worth nothing that students consider not 8saey to go to a non-English speaking

country as long as the program itself will be irgksh?

9. Segmentation

Segmenting Latin American study abroad market atiogrto different criteria, a possible
way to segment is demographics. Female studens tendavel abroad more than male,
looking at the survey; we can identify answershig segment. Another possible segment

would be income; the price minded students.

Price-minded students explained they will go anywhbkere will be an affordable price,
heavily depending on the income. This form of aaésinot travel with the student abroad,
and therefore, it forces students to look for lavgtcoptions. All the three countries shared

that they have chosen price as the most impondinential factor and to look for a better
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education. They also responded to pay the lowel kgvtuition fees, confirming study

abroad would be an expensive endeavor.

Filtering our survey to see answers from the spesdgments of male, female and

geographic we come across to the following trends:

The segment of age Male 27-32 Brazilian

v
v

<\

This segment tends to choose a Master degree pnogra

Price is an important factor for them but also thegd to be attracted to cultural
and academic experience qualities.

These are also individuals who would be more ditrat¢o the Czech Republic that
combine an attractive destination in a secure coted affordable prices.
Program from 3, 000 to 5,000 euros

Business

The segment Female Colombian of 17-23

ISR NEE N N N

This segment prefers to study a Bachelor degregramno

Travel and lifestyle attractiveness are in thedbgheir demand list,
They are not that price minded as the other segrpangént finance.
The lifestyle is also an important factor for teesgment.

And they likely to choose a program over 5,000 syer year.

Health science, education, business.

The segment of Male Mexican 23-27
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v
v
v

They want work in the country of destination. (Sf@lancing).
Master

Greater importance to academic prestige of ingtitut

v More risky places —to go to a country where culigrentirely different

v’ Business, Engineering Programs.



9.1 Segment groups

The survey has contributed to useful data for anglysabroad program provider to

position itself in Prague to market Latin Americahbe following table below illustrates

the segment different groups:

Table 4. Segment group

Segment groups

Where can be found

Characteristics

17-23 Female
Students

Colombian

Business, education, andEndow by parental support

health sciences majors. They like better safe European

They stopover study
abroad
organizations, study
abroad fairs, gather
brochures and
promotional materials
and read reviews by

other

students on the internet

destinations Travel abroad,
cultural experience and life style
are their motivation.

They appraisal the advice of their
study abroad advisor

Lifestyle is important.

Over 5000 euro program

The segment of Male
age 27-32

Brazilian

Business, probably
MBA, Executive MBA
will be suitable for this
segment. Visit study

abroad office.

They want work in the country of
destination. (Self-financing).

Master, Greater importance to
academic and professional
experience, Price is an issue

More risky places —to go to a country

where culture is entirely different.

The segment of Male
23-27

Mexican

Engineering
Business

Search Internet
Visit study agency

advisor.

Self-financing and parental
Prestige of University,

Not that Price minded
Programs below 5,000 euros.

Source: own source
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10.Marketing Mix Recommendations

Table 5. The 7Ps of marketing mix recommendatiorafprogram in Prague

The 7ps of the Marketing Mix

Product

Master degree- MBA, business related courses agid&gring

Masters programs degrees in English.

Price

Focus on the cost of the program compared to the offered in
Germany, US or the UK. So the customer understtreals
difference price benefit of studying in Prague. Téiege of price 3,
000 to 9, 000 euros a year.

Place

The facilities offered the quality of accommodatianademic
infrastructure, and the benefits of the countrdestination. Lower
cost of life in Europe, five safest countries ie thorld, ranked 6
top destinations as the most beautiful city invloeld. Lifestyle

etc.

Promotion

Promotional strategies vary from word of mouth #otjgipation in
student recruitment fairs or social media promotod

Advertising campaigns.

People

The supporting staff that recruits students tovialial institutions
are the clue makes good contacts through agehtsiim America.
Make sure they have high-quality student serviaed,agents are

reliable.

Process

The method of service delivery is crucial sincensures that the

same standard of duty is to deliver to the custemer

Physical evidence

Tangible marketing material as brochures, flyetts, is unique to
students and agencies abroad. Agents need shotraited about
the information that they are offering to studeants to be fully

informed on details. An attractive website and aidBrochures.

Source: own source
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11. Discussion

According to the survey findings, the most impott@actors for Latin American students
when considering studying abroad and choose tlestirthtion choice are the following:

The price, quality of education (compared to tihme country) the possibility to get a
job to cover their overseas fees or living costhancountry of destination to maximize

their experience abroad.

Advertising on websites of study abroad agencesews from students is a major factor
regarding the choice of destination, and electronittent is vital. An institution’s website
is relevant to more than 46% of respondents, aadbtbchures are important to more than
43%, the agency or university website is the key@®for international students to gather
information. Also, study abroad advisor of studycaal organizations is one of the most
important influencing factors to study abroad.

The country’s attitude to international studentals an important factor (culture and
lifestyle of the country of destination), safetpif@pared to their country of origin and by
this also to mention their country political stalil, and ease of getting a visa. Also, push
factors as political situation and insecurity hdugher percentage but not as significant as
others, Brazilians and Mexicans are more sendititheir home political status and are an

important, influential factor in their motivation o abroad study.

The least important factors are the distance ftoencbuntries of origin, ability to get
permanent residency in the destination country aftedy, culture in the destination
country, visa worries. Next to these, studentsaarencern with services and comfort
provided. Finally, it seems that academic consid@ra are not the priority to study
abroad, but the price is considered as the mostritaupt factor that influences their

destination abroad.

One of the only issues that might be a hassle eahdcultural impact between countries,
but still the majority of respondents didn’t take tway of life and culture as one of the
leading influencers, but a significant amount cha$iéestyle as one primary factor, with a

higher percentage of female respondents. Pragua loaso offer, been one the biggest

emerging growing economies in Europe, with the lograployment rates and considered

one of the most pacific countries in the world.
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11.1 Recommendations

v' To first focus on the program, second destination.

It underlines how critical it is to ensure key caipofferings are front and center in all
marketing materials. And to emphasize the benefitke city.

v' The second-most important consideration is theepric

Competition is fierce for educational services reowd at a time when more low-cost
alternatives are entering the market. Is not totsatfees should be unsustainably low, but
it is to say that agencies with higher-than-avem@ggts should be very clear on why this is
and the benefit it offers students which mean Brague as Marketplace for study abroad
to International students is a potential marketc8icomparing to other destinations
Prague offer quality programs at affordable prities,more expensive program are
ranking in state universities up to 5,000 eurosyear and Medicine been one of the most

expensive in state Universities up to 12,000 epsysyear.
v' Students place a higher value on the prestigeeoft$titution and ranking.

Marketing campaigns should focus on the top-periiogncourses, paying specific

attention to subjects or courses why the institutsorecognized.

v' Institutions have work to make the countries hbeytare a wanted destination for

students.

Articulating the benefits of studying in Praguelwihsure that a complete lifestyle picture

IS painted.
v" Engage content through social media sites
Young people like to participate in this new getierg they like to see to believe.

v" Country safety and culture (welcoming of the countirthe country of
destination).

Even the best marketing will not compete with ura@eting cultures, immigration
policies, visa hassles, impediments to internatisnalents being able to work in the

country of destination, or most crucially raciatialerance.

60



12. Conclusion

This thesis provides valuable data findings thaifoece important aspects of marketing
strategy and positioning as an education providéne Czech Republic to promote Prague
as a study abroad destination. Ajsovides a good foundation for how institutions or
agencies that provide educational services in texi Republic can understand student

profiles better for more informed student recruitini@ Latin America.

Prague is a potential choice for students to saimgad, a market with significant
opportunities in the export of education; stilltingions might need some advances in the
way students can engage in social media, websitéslao create more tangible marketing
material to attract students to their host ingong.With the results obtained from the
survey if we compare the characteristics of thgwith the needs and wants of the Latin
American respondents about how they choose thstim@gion to study abroad, Prague
match with the requirements been one of the satsitries in the world and one with the
lowest cost of life in Europe

Survey findings give a better idea of the profileéhee Latin American student profile

based on the different segments targetadbling the target of their marketing mix by
profile, because if there is not knowledge aboatvhrious profiles of the students in the
target market, it is very hard to do anything. Reagas one of the lowest living costs in
Europe; the tuition fees are ranking from 3,00(euo 12, 000 euros, and also The Czech

Republic is recognized for their quality educatiomfortunately not many people know.

This thesis not only intent to provide valuableomfation for institutions and study abroad
agencies on how to improve their recruitment ofletus but at the same time, it can be a
new approach to expand the name of the Czech Resbh brand, thus, to make

recognized internationally more the culture of CeBepublic.

It will not only give some benefit to the host edtional institutions in Prague, but to the
development of Czech Republic as a whole, justséee examples of the biggest
education exporters like the UK or Australia to ersfand all the advantages that this can
bring, at the same time is a significant opportufor those who want to have an

international study experience abroad, but othstiigtions are too expensive
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14. APPENDICES

Appendix 1: Questionnaire of survey conducted to evaluate saliyad market in Latin

America.
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Appendix 1

Questionnaire of survey conducted to evaluate studgbroad market in Latin
America.

1.where are you from

L Colombia

C brazil

C Mexico

2. what program will you be interested in studying abroad
C Business/Economics
L Humanities

L Sciences

L Fine Arts

C Social Sciences
L Engineering

C Health Sciences
L Education

L Other: |

3. what's your gender
C male

C female

4.whats you age

L 17-23

L 23-27

L 27-32

C Other: |

6. Do you speak any other language than Spanish or Portuguese? If yes specify

5.How do you planning to finance your studies abroa d

L parents

C | have savings

C I'm planning to work in the country in going abroad.
L

Self financing



Ol

bank loan

What program would you like to study abroad
Foundation program
Bachelor
Masters
Language program
Internship

7.

C
C
L
L
L
C

PHD

How much you can pay for a year program abroad
3,000 to 5,000 euro
5,000 to 9,000 euro

12,000 to 16,000 euro

more than 16,000 euro

Other:

How far does the price of the program influence your choice?

8.
C
e
C 9,000 to 12,000 euro
e
C
C

Very Strong
Strong

more or less
not much

9.

L
L
L
C
C

price is not a problem

11. What factors motivate you to study abroad?

. slightly )

Very important important no important
political
instability in e e L
your country
Insecurity in
your country > > >
You feel the
education is
not sufficient L L C
for your
country
| wanted to e e e
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not applicable



Very important

have a better
education

| just want for
the experience

| just think is a
real experienc
Friend who ha
been there
Reviews on th
internet by
students who
have been the
Advertisement
on
goabroad.com
or similar
Websites
University
study abroad
fair

Study abroad
program
brochures

O 0O n0n0

0l

C

slightly
important

O 0O n0n0

0l

C

12. What services are most important to you when ch

Provision and
quality of service:
Facilities and
accommodation
Available list of
courses and
relevance to my
major
Preference of
general
education/cultura
historical courses
Availability and
interest of trips
included in the
program price
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Very important

e
e

slightly
important

C
C

no important

O 0O n0n0

0l

C

not important

C
C

not applicable

O 0O n0n0

0l

C

oosing a study abroad destination?

not applicable

C
C



slightly

Very important not important  not applicable

important

Opportunities for

travel around the C C @ L
nearby region

Average class

sizes L E E E
Reputation of

teaching faculty L S E E
Life-style in » ® ® [

destination city

13. what are the main factors that influences your choice of study abroad destination and
how much?
slightly

Very important important

not important  not applicable

Not confident

enough with the - E @ e
language

Hard to live away

from my family e e e e
and friends

Way of life in

another e e L L
culture/country

| do not want to

leave my e E @ e
boyfriend/girlfrienc

Not enough

financial means to r r r r
pay for overseas

fees

Foreign credits no

recognized by my E e C L
University

| am concerned

about health e e L L
services

Worried about

getting a student C i C L
visa

Friend who has

been there L L s s
Friend who is

going and we can E e C L
go together
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slightly

Very important important

not important  not applicable

Study abroad
advisor in a study e e e L
abroad agency

Reviews on the

internet by studen '
who have been

there

Advertisements ot
goabroad.com or

similar Websites C i C L
University study
abroad fair
Study abroad

program brochure L L s s

14. what country or region will you go and why?
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