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ABSTRACT

This study aims to measure the perception levels of high school senior students towards Atatiirk University in
the context of education marketing and the impact of the university's advertising activities on these perceptions.
The research was conducted using surveys administered to 12th-grade students studying in different types of
high schools in Erzurum. The survey results allowed for the determination of the variables that students consider
in their university preferences, and the perception level towards Atattirk University was measured. The effects
of advertising activities carried out in these areas were analyzed by comparing the educational variables that
students were asked to rank in order of priority with their perceptions towards the university. The findings
revealed that the educational variables students consider in their preferences differed according to the types of
high schools. It was determined that the general perception towards Atatlrk University was at an average level.
Advertising activities were effective in creating a change in students' perceptions, and a positive change was
observed in the general perception towards the university following the promotional activities. It was also
concluded that the geographical location and climate conditions of the city where the university is located played
an important role in students' university preferences.

Keywords: Perception, Marketing Mix, Education Marketing, Education Marketing Mix, University Choice.

Egitim Pazarlamasi Baglaminda Algi Diizeyinin Belirlenmesi

oz

Bu calisma, egitim pazarlamasi baglaminda lise son sinif 6grencilerinin Atatiirk Universitesine yoénelik alg
diizeylerini ve uUniversitenin reklam faaliyetlerinin bu algilar Gzerindeki etkisini 6lgmeyi amaglamaktadir.
Arastirma, Erzurum ilindeki farkl lise tirlerinde 6grenim goren 12. sinif 6grencilerine yliz yluze uygulanan 410
anket Uzerinden gergeklestirilmistir. Anket sonuglar, 6grencilerin Universite tercihlerinde dikkate aldiklari
degiskenlerin belirlenmesini ve Atatiirk Universitesine iliskin algi diizeyi 6lgiilmesini saglamistir. Ogrencilerden
kendileri igin 6nemli olan egitim degiskenlerini siralamalar istenmis ve bunun sonucunda belirlenen egitim
degiskenleri ile Universiteye yonelik algilar karsilastirilarak bu alanlarda yapilan reklam galismalarinin etkileri
analiz edilmistir. Arastirma bulgulari, 6grencilerin Gniversite tercihlerinde dikkate aldiklari egitim degiskenlerinin
lise tiirlerine gore farkhlik gésterdigini ortaya koymustur. Atatiirk Universitesine iliskin genel algi diizeyinin
ortalama seviyede oldugu tespit edilmistir. Reklam ¢alismalari, 6grencilerin algilarinda degisim yaratmada etkili
olmus ve tanitim faaliyetlerinin ardindan (Universiteye iliskin genel algida olumlu yénde bir degisim
gozlemlenmistir. Ayrica, 6grencilerin Universite tercihlerinde, Universitenin bulundugu sehrin cografi konumu ve
iklim sartlarinin nemli bir rol oynadigi sonucuna ulasiimistir.

Anabhtar Kelimeler: Alg), Pazarlama Karmasi, Egitim Pazarlamasi, Egitim Pazarlama Karmasi, Universite Tercihi.
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Introduction

The increasing number of public and private
universities in recent years has significantly intensified
the competition among higher education institutions.
In this competitive environment, universities aim to
gain an advantage over their rivals by particularly
seeking to attract high-achieving students (Yildiz, 2014,
p. 156). In this context, it is of great importance for
educational institutions to accurately understand the
desires and needs of high school students, who
constitute their potential target audience. Although a
university’s target audience consists of a wide range of
entities—such as governmental bodies, industries, and
social stakeholders—students generally hold a leading
position within this group (Matosas-Lépez, 2021, p. 3).

A university’s marketing strategy is a
comprehensive roadmap that defines the long-term
objectives of its marketing activities and outlines the
methods and tools used to achieve these goals. The
foundation of this strategy is built upon the university’s
overall strategy, its mission, and its position in
academic rankings. Universities’ marketing strategies
aim to achieve an optimal number of students,
continuously improve the curriculum, secure funding
for scientific research, enhance educational and
research facilities, collaborate with economic and social
institutions, and attract qualified personnel. Strategic
planning aimed at these objectives enhances the
university’s competitiveness and enables it to attain a
stronger position within the education sector (Biaton,
2015, pp. 140-141). In this context, the aim of the study
is to identify the factors influencing high school
students’ university preferences, to determine how
Atatlirk University is perceived based on these factors,
and to test whether the perception of Atatirk
University changes as a result of promotional activities
carried out in the context of recall and information
efforts. A review of the literature reveals that while
there are existing studies on educational marketing, no
study has been found that measures the impact of
advertising through the application of pre-test and
post-test methods. Therefore, conducting the study
using a different methodology holds significant
importance. The study, which consists of three
sections, addresses the elements of the education
marketing mix and the concept of university perception
in the first section. The second section presents the
methodology, including the sample, method, and
findings of the study. In the final section, the findings
are evaluated and discussed.

The Marketing Mix and Perceived Service Quality in
Educational Marketing

The marketing mix is defined as a combination of
various marketing decision variables that a business
uses to offer and promote its products or services to
customers (Singh, 2012, p. 40). In service marketing,
the 7Ps—product, price, place, promotion, people,
physical evidence, and process—are also the elements
of the educational marketing mix. The first element of
the marketing mix, the product, is referred to as the
service in educational marketing (Kozak et al., 2014).
According to Canterbury (2000, p. 16), students do not
consider the institutions or courses, which are classified
as products in educational marketing, as the main
focus. Instead, they purchase a largely unpredictable,
interactive, and dynamic set of complex opportunities
to learn from and contribute to experiences and
institutions that will clarify and transform their lives.
Defining the product as an opportunity places the
responsibility of benefiting from these opportunities at
the core of the educational process to which they
belong.

In the educational marketing mix, the price
encompasses the costs of education, such as tuition
fees, registration fees, and scholarships, that must be
paid to enroll in the university (Yavuzalp, 2011, p. 41).
Pricing is not only a factor that influences a university’s
revenue from enrollments, but also a critical element in
shaping students’ perceptions of quality (Ivy, 2008, p.
289). When determining pricing in educational
institutions, attention should be given to factors such
as the relationship between the institution’s mission
and its pricing strategy, consumers’ perceptions of
price, institutional responses to value, the goal of
maximizing tuition revenue, and identifying price
points that cover the costs of educational programs
(Kotler & Fox, 1995, p. 309). The pricing strategy also
serves as a brand statement. A higher cost often
indicates a more prestigious university or faculty, or a
program that is new or rare in terms of market
availability (Enache, 2011, p. 26).

In educational marketing, the place element
encompasses delivery-related components such as the
technologies used in service provision and the
instructional methods applied (Chawla, 2013, p. 108).
The central question regarding the delivery of
educational services is expressed as: “How can higher
education institutions’ programs be made more
accessible and acceptable to students?” In this context,
the concept of place carries multiple meanings (Gajic,
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2012, p. 35). Therefore, in educational marketing, the
location of a university—including its accessibility and
facilities—requires effective planning of service
delivery to students (Chawla, 2013, p. 108).

Promotion, one of the elements of the educational
marketing mix—also referred to as marketing
communication—consists of tools that enable
organizations to interact and communicate with their
target audiences and other stakeholders (Kotler &
Armstrong, 2018, p. 423). It is highly important for
educational institutions to reach their target audiences
through informative, reminder-oriented, and
persuasive messages regarding the courses they offer
and the activities they conduct. Therefore, educational
institutions should focus on public relations activities.
Public relations for educational institutions can be
defined as the process of creating purchasing behavior,
building and strengthening institutional image, and
planning, implementing, and evaluating these activities
by considering the needs and desires of the customers
(Sutlas, 2010, p. 132). However, it is not sufficient to
evaluate only public relations within promotional
activities. Promotion, which is part of the marketing mix
and must be organized in harmony with other elements
of the marketing mix, consists of various components
within itself. The elements of the promotion mix consist
of public relations, advertising, personal selling, and
sales promotions (Odabasi & Oyman, 2014, p. 86).
Kotler and Armstrong (2018, p. 439) include direct and
digital marketing as additional elements within this mix.
Social media, in particular, stands out as one of the
modern and effective tools used in student recruitment
(Galan et al., 2015, p. 1). Social media, which facilitates
not only university—student communication but also
student—student communication, enables students to
quickly access comments and reviews about the
university (Topa Ciftci & Dogan, 2019, p. 273).
According to Simbolon and Yanti (2021, p. 20), well-
managed digital technology for social media marketing
and services has a positive impact on student
engagement. According to Rajkumar et al. (2021, p.
4275), digital marketing tools have a positive impact on
students’ decision-making when selecting a university
or higher education institution. Students consider the
university’s website and reviews about the university
on social media when making their university choices.
Social media platforms, especially Instagram, are
critically important for higher education institutions in
terms of creating visual content, initiating interactions
with users, and establishing valuable connections
(Bonilla et al., 2020, p. 149).
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Physical evidence refers to the environments where
products or services are delivered and where the
institution interacts with customers (Sreenivas,
Srinivasaro, & Rao, 2013, p. 194). Physical evidence
refers not only to the entire institutional image in the
physical environment but also to abstract evidence.
Therefore, physical evidence encompasses buildings,
logos, uniforms, organizational culture, and climate
(Newman & Jahdi, 2009, p. 3). The physical evidence
within each organization varies depending on the field
in which it operates. In educational institutions,
external physical evidence includes factors such as the
location of the institution, the size of the buildings,
outdoor lighting, construction materials used, parking
spaces, advertisements and logos, seminar and
meeting rooms, guesthouses, and other facilities.
Internal physical evidence, on the other hand,
encompasses interior decoration, equipment, heating,
laboratories, research center facilities, experimental
materials, and computer centers (Cowell, 1986, p. 236,
cited in Yamamoto, 1997, p. 86). Physical evidence
influences customers not only in the present but also in
future periods (Moorthi, 2002, p. 265). According to
Simbolon and Yanti (2021, p. 20), with the increasing
number of students referred to as Generation Z, the
success and competitive strength of higher education
institutions in the future will be determined by the use
of digital technology in higher education.

Another element of the marketing mix in
educational marketing, people, includes the
administrative staff, academic staff, current students,
and alumni (Soedijati & Pratminingsih, 2011, p. 3).
Higher education institutions require well-educated
and qualified personnel capable of performing their
duties in accordance with high quality standards in
order to operate effectively. Academic success is largely
dependent on the quality of the staff and their research
performance. This performance is measured through
activities such as published articles, books, specialized
studies, and participation in scientific conferences
(Ratiu & Avram, 2013, p. 62). Successful academic
systems should support career development by
providing the teaching staff with adequate working
conditions, appropriate compensation policies, long-
term specialization opportunities, and job security.
Without these conditions, an academic institution
cannot succeed, and its global reputation cannot be
considered. For some universities, the marketing
approach creates value among prospective students,
current students, alumni, staff, donors, and all partners
(stakeholders) who provide financial support. Staff is a
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key element in increasing productivity, providing
quality service to users, and gaining a competitive
advantage (Gaji¢, 2012, pp. 36-37).

Process, which refers to the management of
internal procedures within an institution, includes
registration procedures, recording of grades,
assessment methods, and teaching approaches
(Samani, Toroujeni, & Shahbazi, 2017, p. 51). In
educational institutions, the concept of “input,” which
holds a significant place in process management,
consists of elements such as teachers, students,
educational materials, the school itself, classrooms,
libraries, conducted activities, budget, board members,
training seminars, administrators, and families (Taskin
& Biyuk, 2002, p. 8). When developing a process
strategy in educational marketing, all stages from the
university selection period to the post-graduation
phase should be taken into account (Yavuzalp, 2011, p.
65). Additionally, a process strategy implemented in
alignment with the physical evidence strategy
strengthens the institution’s image and helps attract
more prospective students (Enache, 2011, p. 28).

Each element of the marketing mix, when
successfully planned and implemented, plays a
significant role in shaping the perception of the
university—whether positive or negative—by its target
audience. The perception of service quality in the
education sector is influenced by several factors,
including the diversity of the educational experience
(such as the variety of courses and student profiles),
ease of access to facilities, the level of interaction
between students and instructors, student quality
(measured by average admission scores), the
institution's ability to meet special needs, the academic
and professional training of teachers, the technological
capabilities of the university, and the teaching
experience of professors (Wright, 1996, as cited in
Cardona, 2012, p. 25). Similarly, Cook (1997) highlights
the diversity of factors that enhance service quality,
emphasizing how these elements contribute to student
satisfaction. According to Cook (1997, p. 121), students
perceive academic staff factors (approachable,
knowledgeable, fair, consistent, and helpful academic
personnel), work-related factors (library facilities,
private study spaces, guidance for research, computer
access, a conducive study environment), general
welfare factors (accommodation assistance, financial
support, good cafeterias), practical factors (selection of
internship sites, variety of practical locations, pre-
internship preparation), and extracurricular activity
factors (access to entertainment centers and sports

facilities at the university) as driving forces of high
quality. According to Hill (1995, p. 14), academic staff
play an important role in the perceived service quality
at universities. For example, instructors who appear
clean, organized, and well-prepared are more likely to
be perceived as more competent and in control
compared to other academic staff, whereas teachers
and academic staff who frequently miss classes or
arrive late without valid reasons are unlikely to project
an image that aligns with high service quality. Personal
interactions between academics and students are also
crucial in terms of perceived service performance.
Besides academic staff, Wakefield and Blodgett also
state that physical equipment will impact the quality
perception of universities. Wakefield and Blodgett
(1996, pp. 53-54) state that the aesthetics,
accessibility, and cleanliness of physical evidence, as
well as the electronic equipment and screens owned by
service providers, influence the perceived service
quality.

Methods

The study employed a non-random purposive
sampling method. The non-random purposive sampling
method refers to the selection of information-rich
cases in accordance with the purpose of the study
(Buyukoztirk et al., 2018, p. 92; Bastlirk & Tastepe,
2013, p. 145). The study was conducted between
September 2019 and August 2020. In order to obtain
the post-test results, students were contacted through
telephone, e-mail, and face-to-face interview methods.
This study has some limitations in terms of cost, time,
and accessibility. The first limitation is that the research
is restricted to the province of Erzurum. Another
limitation is that only Atatiirk University has been
considered due to it being the most established
university in Erzurum. The third limitation concerns the
selection of the target audience for the survey. In this
study, high school seniors studying in Erzurum province
were selected. Due to the large number of high schools
in Erzurum and the fact that the study includes both
pre-test and post-test applications, as well as
promotional activities, it was not possible to include all
high schools within the scope of the research. In this
context, only one school from each of the following
types in Erzurum province—Science High School,
Anatolian High School, Social Sciences High School, and
Private High School—was selected as a sample. Among
the high schools admitting students based on scores,
the schools with the highest scores were preferred;
among private high schools, those with the greatest

success in placing students in university exams were
101
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selected. The processes implemented within the scope
of the study consist of three phases.

In the first and third phases, a survey method was
used to collect data. In the first phase, students were
initially asked to rank the variables they consider when
choosing a university in order of priority. Subsequently,
they were asked to respond to survey questions
regarding Atatlrk University. In the second phase, the
current perceptions of Atatlirk University were
determined based on the services students expect from
universities. Promotional activities were carried out for
the top three services preferred by students, based on
the data obtained through the pre-test.

The survey used in this study was developed by
Aslihan Yavuzalp in 2011 and has been utilized in
various academic works, including her doctoral thesis,
to measure perceptions related to educational
marketing. The questionnaire consists of three
sections. The first section includes general variables
related to educational marketing. The second section
includes judgments regarding Atatlrk University. In this
section, a five-point Likert scale was used, and students
were asked to indicate their level of agreement with
the given statements. The values on the five-point
Likert scale are as follows:

1 - Strongly Disagree
2 - Disagree

3 - Neutral

4 - Agree

5 - Strongly Agree

The final section includes five questions related to
demographic characteristics. This survey has been
evaluated as an effective tool for data collection in both
the pre-test and post-test phases.

Findings and Evaluation

The relevant literature was generally reviewed and
evaluated in a holistic manner during the process of
formulating the hypotheses. The hypotheses of the
research are as follows:

Hypothesis 1

HO,: The ranking of variables related to educational
marketing does not significantly differ by
school type.

H1;: The ranking of variables related to educational
marketing significantly differs by school type.
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Hypothesis 2

HO,: The perception of Atatlirk University does not
show a significant change following marketing
efforts.

H1,: The perception of Atatlirk University shows a
significant change following marketing efforts.

Hypothesis 3

HOs: The perception of Atatlirk University following
marketing efforts does not significantly differ
by school type.

H1s: The perception of Atatilirk University following
marketing efforts significantly differs by school
type.

Hypothesis 4

HO4: The dimensions of educational marketing do
not significantly differ by school type.

H1ls: The dimensions of educational marketing
significantly differ by school type.

Factor and Reliability Analysis of the Study

The validity of the survey scale used in the study was
tested through factor analysis, and the items were
grouped under six dimensions. The seventh factor,
"price," was excluded from the analysis since Atatlirk
University is a public institution and does not offer
private scholarships or tuition fees to students.

Generally, load values of 0.60 and above are
considered high, while load values between 0.30 and
0.59 are considered medium-sized and are taken into
account when extracting variables (Blyukoztirk, 2002,
p. 473). The dimensions were identified as follows: 1st
dimension — product, 2nd dimension — place, 3rd
dimension — promotion, 4th dimension — people, 5th
dimension — physical evidence, and 6th dimension —
process.
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Table 1. Results of the Factor Analysis

| believe that graduates of this university will find employment easily.
| believe that this university has a high brand value.

It is the university | want to graduate from.

| believe that the university has strong connections with the business world.

| believe that the university provides education in line with current
conditions.
| believe that the university offers high-quality foreign language education.

| believe that the education provided is of high quality.

| believe that the university has strong connections with educational
institutions abroad.

| believe that the university manages the entire process from registration to
graduation smoothly.

| believe that the university's student profile makes the university more
attractive.

| believe that the university values students' concerns, opinions, and
suggestions.

| believe that the university makes the maximum use of its resources (such
as buildings, equipment, human resources, etc.).

| believe that the physical equipment at the university (such as laboratories,
tools and materials used in classes, etc.) is being utilized adequately.

| believe that the university's cafeteria facilities are adequate.

| believe that the university's dining hall facilities are adequate.
| believe that the university's educational buildings are attractive.

| believe that the university places significant emphasis on extracurricular
cultural activities such as theater, exhibitions, concerts, and film screenings,
in addition to its academic programs.

| believe that the university also places importance on sports activities in
addition to academic education

| believe that the university offers activities related to student development
outside of education (such as conferences, seminars, student clubs, etc.).

| believe that the social environment on the university campus is attractive.

| believe that all types of advertisements related to the university (outdoor,
TV, catalog) are sufficient.

| believe that the university promotional representatives visiting high
schools are effective.

| believe that the university promotional representatives visiting prep
schools are effective.

| find the university's logo attention-grabbing.

| can easily access the information | need on the university's website.

There are people in my immediate environment who study or have
graduated from this university.
| believe the university's academic staff is of high quality.

| believe the library services are adequate.
| believe it is a reputable institution.

| believe the university is located in a place that is convenient for public
transportation access.
| find the transportation services provided by the university to be adequate.

| believe the location of the university campus is convenient.

.705
.678
.557
.535
.529

.508
.506
489

446

446

431

.750

.684

.581
.546
.540

714

.667

.631

436

.693

.650

.646

486
.384

.658

.633
.540
513

791

753
.749
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Table 2. KMO and Bartlett’s Test Results

Kaiser-Meyer-Olkin Measure of 912
Sampling Adequacy
Sig. .000

Table 3. Result of the Reliability Analysis of the Research
Cronbach Alpha Number of Items
912 32

Table 4. Frequency Analysis Results for Participants'
School Types

School Types N %
Science High School 100 244
Anatolian High School 105 25.6
Social Sciences High School 96 234
Private High School 109 26.6
Total 410 100
200
150
100
50

Il ol R o L

1st choice 2nd choice 3rd choice

W Library Services
Social environment on university campus
@ Quality of education
W Quality foreign language education
University sports activities

The university's connections with the business
world

Figure 1. Factors Influencing University Choice Among High
School Students
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The KMO (Kaiser-Meyer-Olkin) value for the survey
items was calculated as 0.91. Since this value exceeds
0.80, it is considered excellent for factor analysis
suitability (Durmus et al.,, 2013, p.80). This result
indicates that the sample size is adequate for
conducting factor analysis. Additionally, the result of
Bartlett’s Test of Sphericity was found to be significant
(sig. < .01), further supporting the appropriateness of
the data for factor analysis. The cumulative variance
explained by the survey items was 52%.

In order to assess the reliability of the scale used in
the study and to measure the margin of error, reliability
analyses of the 5-point Likert scale questions included
in the questionnaire were conducted by considering
the Cronbach’s Alpha coefficient. For a scale to be
considered reliable, the Alpha coefficient should be
above 0.70. If the Alpha coefficient falls within the
range of 0.81 < a < 1.00, it is evaluated as “highly
reliable” (as cited in Kilig, 2016, p. 48 from Ozdamar,
2002). The Cronbach’s Alpha coefficient used to
measure the reliability of the study is presented in
Table 3. As a result of the analysis, the Alpha coefficient
calculated for the perception-related questions about
Atatlirk University was found to be 0.912. Since this
value falls within the range of 0.81 < a < 1.00, it
indicates that the study is highly reliable. This result
demonstrates that the survey questions have a
consistent  structure and  provide accurate
measurements.

Frequency Analysis Results for Participants'
School Types

Among the students who participated in the survey,
24.4% (n=100) are from science high schools, 25.6%
(n=105) from Anatolian high schools, 23.4% (n=96)
from social sciences high schools, and 26.6% (n=109)
from private high schools.

Frequency Analysis Results and Evaluation of
Educational Marketing Variables

The general factors that high school students
consider when choosing a university are presented in
Figure 1.

When Figure 1 is examined, it is observed that the
primary factor considered by high school students in
their university preferences is “the quality of education
provided by the university,” with 48% (n=170)
indicating this as the most important variable. This
finding reveals that the most valued factor for students
when choosing a university is the quality of education.
The second most considered factors include “quality of
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education” and “the university’s connections with the
business world,” both preferred at a similar rate of
12.1%. This indicates that, in addition to quality
education, the university’s ties to the business world
are also important to students. In third place, the
variables “the university’s connections with the
business world” and “the university’s contribution to
employment opportunities” were evaluated similarly,
with a rate of 10.2%. This finding shows that students
consider their career goals when selecting a university.
Overall, the data presented in the figure clearly
demonstrate that the most important factors for high
school students in university selection are the quality of
education, business world connections, and post-
graduation employment opportunities. This indicates
that students aim to achieve their career goals by
receiving a quality education and benefiting from the
professional networks offered by the university. As a
result of the analyses conducted, it was determined
that the variables related to educational marketing
differ based on the type of high school. Therefore,
Hypothesis H1 has been accepted. Additionally, when
students were asked to list the factors influencing their
university preference, 15 students indicated that the
city’s climate and geofigureical location were also
among their decision-making criteria, in addition to the
existing variables.

Measuring the Relationship Between School Type
and University Preference Variables

Under this heading, findings are presented
regarding the variables that influence university
preferences of students studying at various high
schools identified within the scope of the study, as well
as their perceptions of Atatlrk University based on
these variables.

Science High School Preferences and Results

The top three factors considered by 12th-grade
Science High School students when choosing a
university are as follows:

. Quality of education

° Quality foreign language education and
connections with the business World

. University facilities easing employment
opportunities

Based on the variables listed above, the responses
to the survey questions are presented in the following
tables:

Table 5. Frequency Analysis of University Preference
Criteria of Science High School Students

N %
| totally 11 11
disagree
| disagree 10 10
I neither 40 40
agree nor
disagree
| agree 36 36
| totally 3 3

Quiality of Education

agree

Total 100 100
| totally 23 23
disagree

| disagree 25 25
| neither 47 47

Quality Foreign agree nor
Language disagree
| agree 5 5
| totally 0 0
agree
Total 100 100
| totally 12 12
disagree
| disagree 28 28
| neither 47 47
Business agree nor
Connections disagree

| agree 12 12
| totally 1 1

agree

Total 100 100
| totally 14 14
disagree

- | disagree 38 38
The Contribution of | neither 39 39

University

- agree nor
Opportunities to disagree
Facilitating | agree 7 7
Employment ltotally 2 2
agree
Total 100 100

When Table 5 is examined, it is seen that 40% (n=40)
of Science High School students are undecided about
the quality of education at Atatilirk University, which
ranks first among the variables influencing their
university preferences. Regarding the second most
important variable, the quality of foreign language
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education, 47% (n=47) of the students stated that they
are undecided about the foreign language education
quality at Atatiirk University.

Similarly, for another variable also ranked second—
university connections with the business world—47%
(n=47) of the students expressed indecision. Regarding
the third-ranked variable, the extent to which
university facilities contribute to employment
opportunities, 39% (n=39) of the students stated that
they are undecided about Atatirk University's
effectiveness in this area. Overall, when the table is
evaluated, it can be concluded that Science High School
students lack sufficient information about Atatirk
University regarding the key factors influencing their
university choices, and thus, they mostly expressed
indecisive opinions. As the study focused on measuring
perceptions of the quality of foreign language
education at Atatirk University, students’ foreign
language proficiency levels were not examined.

Preferences and Results of Anatolian High School
Students

The top three variables considered by 12th-grade
students from Anatolian High Schools in their university
preferences are as follows:

. Quality of education
. Academic staff

. Connections with international educational
institutions

When Table 6 is examined, it is observed that 40%
(n=42) of Anatolian high school students are undecided
about the quality of education at Atatlrk University,
which ranks first among the factors they consider in
their university preferences. Regarding the second
most important factor, the academic staff, 47.6%
(n=50) of the students stated that they are undecided
about the quality of the university’s academic
personnel. For the third factor, the university’s
connections with educational institutions abroad, 39%
(n=41) of the students expressed uncertainty regarding
the university’s opportunities in this area. Overall, the
table indicates that Anatolian high school students do
not have sufficient information about Atatiirk
University in terms of the key variables influencing their
university preferences, and therefore, tend to remain
neutral in their responses.
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Table 6. Frequency Analysis of University Preference
Criteria of Anatolian High School Students

N %
:j.totally 9 8.6
isagree
| disagree 12 114
| neither
Quality of agree nor 42 40
Education disagree
| agree 31 295
| totally 1 105
agree
Total
105 100
I _totally . 6.7
disagree
| disagree 12 114
| neither
. agree nor 50 47.6
Academic Staff disagree
| agree 27 25.7
| totally 9 8.6
agree
Total 105 100
I _totally 22 91
disagree
| disagree 25 23.8
) ith | neither
Connegtlon wit agree nor 41 39
Educational disaaree
Institutions Abroad g
| agree 14 13.3
| totally 3 29
agree
Total 105 100

Preferences and Results of Social Sciences High
School Students

The top three factors considered by 12th grade
students from social sciences high schools in their
university preferences are as follows:

e Quality of education
. Ease of finding employment
° Quality of foreign language education

Based on these variables, the responses to the
survey questions are presented in the tables below:
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Table 7. Frequency Analysis of University Preference Table 8. Frequency Analysis of University Preference
Criteria of Social Sciences High School Students Criteria of Private High School Students
N % N %
| totally | totally
. 3 3.1
disagree disagree 6 55
| disagree 14 146 | disagree 11 10.1
Quality of agreenor 47 49 Quality of agreenor 57 523
Education disagree = et disagree
| agree 27 281 | agree 27 248
| totally
| totall
agree 5 5.2 . y 8 73
gree
Total Total
9% 100 o 109 100
| totally
. | totall
dls_agree o9 L8k disagreye 15 138
| disagree 26 27.1 | disagree 18 165
- TEES I neither |
agree nor 48 50
Ease of Finding a dg . agreenor 39 358
Isagree Ease of Finding a :
Job | agree 9 9.4 Tob disagree
' 0 | agree 23 211
| totally 0 0 I I
agree Ll 14 128
Total ClEE
96 100 Total
109 100
| totally
disagree Lo dsk | totally 8 73
| disagree 28 292 (Ijldsggree
| neither |s-agree LAl
Quality Foreign ~ agreenor 47 49 I neither
Language disagree ey Faiaf agree nor 54 495
| agree 2 21 y Foreig disagree
9 : Language
| totally | agree 23 211
4 4.2
agree | totally 13 119
Total 96 100 agree '
Total
Table 7 reveals that 49% (n=47) of the students from 109 100
social sciences high schools were undecided regarding
the quality of education at Atatiirk University, which | totally 23 911
was the top factor influencing their university disagree ’

preferences. Regarding the second factor, ease of .
employment, 50% (n=48) of the students expressed I dlsagree 24 22
uncertainty about the university's ability to facilitate I neither

job opportunities for its graduates. For the third factor, . .

yob opp & Connections with ~ agreenor 45 413

quality of foreign language education, 49% (n=47) of . di
the students stated that they were undecided about the business world ISagree

the university's adequacy in this area. | agree 13 11.9
Overall, the table suggests that social sciences high | totally

school students lack sufficient information about agree 4 3.7

Atatlirk University with respect to the key factors el

affecting their university preferences, leading them to 109 100

predominantly express indecisive opinions.
107



Yildiz ve Ercis / Electronic Cumhuriyet Journal of Communication, 7(2): 98-116, 2025

Preferences and Results of Private High School
Students

The top three factors that private high school 12th-
grade students consider when choosing a university
are:

e Quality of education
. Social environment and academic staff
. Connections with the business world

When examining Table 8, it is observed that
regarding the quality of education, which is the primary
factor considered by students from private high schools
when choosing a university, 52.3% (n=57) of the
students are undecided about the educational quality
of Atatirk University. Regarding the social
environment, one of the prominent factors in the
second position, 35.8% (n=39) of the students stated
that they are undecided about the university’s social
environment. Similarly, regarding the academic staff,
another factor in the second position, 49.5% (n=54) of
the students expressed uncertainty about Atatlrk
University’s academic staff. As for the third-ranked
factor, the university’s connections with the business
world, 41.3% (n=45) of the students were undecided
about Atatirk University’s adequacy in this area.

Overall, it is understood that students from private
high schools do not have sufficient information about
Ataturk University in relation to the factors they
consider when choosing a university, which is why they
predominantly remained undecided.

Evaluation of Perception

The students' university preferences have been
found to prioritize variables such as educational quality,
connections with the business world, academic staff,
social environment, employment opportunities, and
qualified foreign language education. In this context, to
determine the perception of the product, people, and
process dimensions related to these variables, the
mean values of the variables have been calculated
using the SPSS program.

When Table 9 is evaluated, it is observed that the
mean value of the product dimension of the
educational marketing mix is 2.7233, indicating that the
perception regarding this dimension is below average.
The mean value of the people dimension, another
educational marketing mix dimension, is 3.5555,
suggesting that there is an average level of perception
regarding this dimension. The mean value of the
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process dimension is 2.9226, indicating that the
perception of this dimension is also below average.

When Table 10 is evaluated, it is observed that the
general Mean value for the dimensions of product,
people, and process in the context of educational
marketing is 3.0671, indicating that the perception of
Atatlirk University in relation to these dimensions is at
an average level.

Table 9. Student Perceptions Regarding the Dimensions
of the Educational Marketing Mix

N Mean Std. Sapma

Product 410 2.7233 .62289
People 410  3.5555 .68880
Process 410 2.9226 .73108
Table 10. Findings on the General Perception of Atattlirk

University
N Mean Std. Sapma
410 3.0671 .56552

Promotional Activities Regarding  Ataturk
University

Under this heading, the promotional activities
carried out for Atatiirk University are addressed. During
the promotional phase of the study, support was
received from the Corporate Communication
Directorate of Atatlrk University. In addition, in order
to reach students enrolled in the designated schools,
regular meetings were held with students in relevant
classes to provide information about the university. As
part of the promotional efforts, detailed information
about the university was presented along with the
content included in brochures prepared for Atatiirk
University, and students’ questions were addressed. At
the end of the information sessions, students were
encouraged to follow Atatiirk University’s official social
media accounts through their personal profiles,
thereby facilitating their access to the content shared
on these platforms and promoting information flow.

In the initial phase of the study, an analysis of the
collected data revealed that the most significant factor
influencing students' university preferences was the
quality of education. In line with this finding, a brochure
highlighting Atatlirk University’s notable educational
initiatives was prepared and distributed to selected
high schools. The brochure was designed using the
university’s institutional colors and included visual
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elements intended to capture the attention of high
school students. The front cover did not feature the
name or logo of Atatirk University; instead, it
employed images and graphics likely to appeal to young
audiences. The inner pages presented key projects of
Atatlirk University that had attracted public and media
attention. On the final page, QR codes linking to the
university’s official social media accounts were
included to facilitate students’ access to further
information. These codes enabled direct access to the
university’s platforms, thereby making it easier for
students to stay informed about its events and
initiatives.

Social media serves as a crucial platform that
enables businesses to establish direct connections with
their customers (Alan et al, 2018, p. 497).
Organizations and enterprises increasingly utilize social
media to reach customers, attract new ones, and build
and maintain their reputation (Mills, 2012, p. 165).
Social networking platforms such as Facebook and
Twitter foster social interaction and user collaboration
(Buzzi et al., 2010, p. 327). For these reasons, the
promotion of Atatlirk University was carried out via
social media. The university’s social media activities
featured videos, visuals, and written content prepared
by the Corporate Communication Directorate of
Ataturk University. Taking into account the factors
students consider when making university choices,
emphasis was placed on the informative and reminder
functions of advertising. Content was shared across
Facebook, Twitter, and Instagram platforms.

The  promotional activities of academic
departments within Atatirk University were conducted
by current students. This approach allowed students to
share their personal experiences, thereby offering
prospective candidates a more authentic and realistic
perspective on the departments. During these
presentations, students provided insights into the
academic opportunities offered by their departments,
the available social and cultural activities, connections
with the business world, and potential career prospects
after graduation. Having departments introduced by
their own students is considered more objective and
persuasive, as it facilitates the sharing of firsthand
experiences concerning both the university and its
departments. This strategy aimed to foster trust among
prospective students by creating a direct and sincere
communication environment. In this context, word-of-
mouth marketing strategies were employed during the
promotional activities. Word-of-mouth marketing,
which is recognized as a highly effective promotional

strategy, possesses the following key characteristics
(Uzunal & Uydaci, 2010, p. 88):

o Credibility: Consumers often prefer to learn
the opinions of individuals who have previously used a
product or service before making purchasing decisions.
Word-of-mouth marketing is perceived as more
credible compared to other marketing techniques. In
this method, the promotion occurs within the natural
context of the product or service, and importantly, the
individuals promoting it do not derive financial benefit
from persuading others.

o Experience Sharing: When consumers decide
to purchase a product or service, they typically seek to
experience it directly or gather information by listening
to the experiences of others. Word-of-mouth
marketing enables the indirect transmission of
experiential knowledge.

o Customer-Centric Nature: One of the most
significant aspects of word-of-mouth marketing is its
reliance on customers. Experienced users share their
thoughts and experiences with others, thus influencing
their decisions. Consumers tend to value opinions
received from peers or acquaintances more than those
from sellers or advertisements.

Within the scope of its foreign language activities,
Atatlirk University places significant emphasis on
showcasing its competitive and internationally oriented
educational approach, as well as the opportunities it
provides to students. These promotional efforts have
primarily been carried out through the university’s
official social media platforms to ensure broad
audience reach. In particular, special discounts offered
to students and language courses taught by experts in
the field have been highlighted to encourage language
learning and emphasize the university’s strengths in
this area. Additionally, these topics have been
conveyed to students during face-to-face informational
sessions, aiming to enhance awareness of the
university’s foreign language initiatives.

Opportunities for social engagement and
extracurricular activities—identified as one of the key
factors influencing high school students’ university
preferences—were promoted through the university’s
official social media channels. In addition to digital
communication efforts, these aspects were also
conveyed during face-to-face informational sessions,
enabling direct interaction and clarification of students’
inquiries regarding campus life.
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Post-Test Analysis Results

The results of the post-test analysis applied to the
same students in order to determine whether there
was a change in the perception of the target audience
about Ataturk University after the promotional
activities were carried out are given under this heading.

Reliability Analysis of the Research

In order to assess the reliability of the post-test
administered within the scope of the study and to
estimate the margin of error, reliability analyses were
conducted for the Likert-type items included in the
guestionnaire. For a scale to be considered reliable, the
Cronbach’s Alpha coefficient should exceed 0.70. As the
alpha value approaches 1.00, the reliability of the scale
increases accordingly. According to the classification
proposed by Kili¢c (2016, p. 48), an alpha value in the
range of 0.61 < a < 0.80 indicates that the scale is
"considerably reliable," whereas a value in the range of
0.81 < a < 1.00 signifies "high reliability." The
Cronbach’s Alpha value calculated for this study is
presented in Table 11.

Table 11. Result of the Reliability Analysis of the
Research

Cronbach Alpha Number of Items
913 32

It was observed that the Cronbach’s Alpha
coefficient for the perception-related items concerning
Atatirk University included in the survey was 0.913.
Since this value falls within the range of 0.81 < a < 1.00,
it can be concluded that the scale demonstrates a high
level of reliability.

T-Test and Comments

T-test is an analytical method used to compare two
means (Bas, 2010, p. 164). It has been determined that
students prioritize variables such as the quality of
education, connections with the business world,
academic staff, social environment, employment
opportunities, and the provision of high-quality foreign
language education when selecting a university, and
the necessary efforts have been undertaken
accordingly. In this context, a Paired Samples T-Test
was conducted in order to determine whether there
was a significant change in perceptions of Atatlirk
University following the marketing activities and the
assessment of perceptions related to the dimensions of
product, people, and process, which were addressed

110

through relevant questions. The hypotheses to be
examined under this section are as follows:

HO,: There is no significant change in the perception
of  Atatirk  University  following  the
marketingactivities.

H1,: There is a significant change in the perception
of Ataturk University following the marketing
activities.

H12a: There is a significant change in the perception
of the product dimension following the
marketing activities.

H12b: There is a significant change in the perception
of the place dimension following the marketing
activities.

H12c: There is a significant change in the perception
of the promotion dimension following the
marketing activities.

H12d: There is a significant change in the perception
of the people dimension following the
marketing activities.

H12e: There is a significant change in the perception
of the physical evidence dimension following the
marketing activities.

H12f: There is a significant change in the perception
of the process dimension following the
marketing activities.

Table 12. Perception Change Regarding the Dimensions
of the Education Marketing Mix

Sig.
N M
€N (2 Tailed)

2.7233

Product_avg_before & 410 000
Product_avg_after 2.7333
3.5555

People_avg_before & 410 000
People_avg_after 3.7821
; ; 2.9917

Phys!caIev!dence_avg_before & 410 008
Physicalevidence_avg_after 3.1254
2.9226

Process_avg_before & 410 000
Process_avg_after 3.1622
3.5602

Place_avg_before & 410 145
Place_ avg_after 3.6569
; 2.8059

Promot!on_average_before & 410 070
Promotion_average_after 2.9034

When examining the dimensions of the educational
marketing mix, it was observed that all dimensions,
except for place and promotion, showed statistically
significant differences (Sig. < 0.05). In this context, it
can be stated that there are significant differences
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between the pre- and post-intervention data for the
mentioned dimensions. The increase in mean values
particularly highlights the impact of promotional
activities on the product, people, physical evidence,
and process dimensions. Based on these findings, it is
concluded that hypotheses H12(a), H12(d), H12(e), and
H12(f) are accepted. On the other hand, no significant
difference was found between the pre- and post-
intervention data for the place and promotion
dimensions. In other words, the promotional activities
had no observable impact on the place dimension. In
light of these results, hypotheses H12(b) and H12(c) are
rejected. Considering the context of the study, it
appears that place and promotion were not among the
variables prioritized by students in their university
preferences. Therefore, the lack of specific promotional
activities targeting the promotion dimension may
explain the absence of change in perceptions related to
these variables. Since no statistically significant mean
difference was found for the place and promotion
dimensions, detailed t-values were not reported.

In line with the objective of the study, a T-Test was
conducted to measure the changes in perception levels
regarding the selected high schools. The hypotheses
are as follows:

HOs: After the marketing activities, the perception
of Atatlrk University does not show a significant

change according to the type of high school.

H1;: After the marketing activities, the perception
of Atatlirk University shows a significant change

according to the type of high school.

H13a: After the marketing activities, the perception
of the product dimension shows a significant change

according to the type of high school.

H13b: After the marketing activities, the perception
of the people dimension shows a significant change

according to the type of high school.

H13c: After the marketing activities, the perception
of the physical evidence dimension shows a significant

change according to the type of high school.

H13d: After the marketing activities, the perception
of the process dimension shows a significant change

according to the type of high school.

When the dimensions within the educational
marketing mix are examined according to the type of
high school, it is observed that the values related to the
product dimension are p<0.05. In this context, it can be
stated that there is a significant difference in the
product dimension before and after the intervention
for each type of high school except Anatolian high
school. In other words, it is understood that the
advertising efforts had an impact on the product
dimension. When the mean values are examined, an
increase is observed in all types of high schools except
Anatolian High School. Based on this result, the H13(a)
hypothesis has been partially accepted. When
examining the values of the people dimension within
the education marketing mix according to high school
types, it was determined that p<0.05 in all schools. In
this case, it can be stated that there is a significant
difference in the people dimension before and after the
marketing activities for each type of high school.
Furthermore, an increase in the mean values is
observed across all schools. Based on these findings,
the H13(b) hypothesis has been accepted. Regarding
the values of the physical evidence dimension by high
school type, it is observed that only the social sciences
high school shows a significant difference with p =
0.017 < 0.05. In this context, it can be stated that a
significant difference in the physical evidence
dimension before and after the marketing efforts is
observed only in the social sciences high school. The
mean value has increased in the social sciences high
school. Therefore, the H13(c) hypothesis has been
partially accepted. When examining the values of the
process dimension according to high school types, it is
observed that p<0.05 in all schools except Anatolian
high schools, where p=0.05. Based on these findings, it
can be stated that there is a significant difference in the
process dimension before and after the marketing
efforts for each high school except Anatolian High
School. Furthermore, an increase in mean values was
detected across all school types. Accordingly, the
H13(d) hypothesis has been partially accepted. In sum,
the paired t-test results show that the advertising
efforts increased perceptions primarily in the product,
people, and process dimensions, while the effects on
other dimensions were limited. Detailed values were
not reported for variables that did not show a
statistically significant difference.
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Table 13. Perception Change According to High School Types

. Sig. (2
High School Type N Mean Ta?le(ci)
Science High 100 2.6582 .003
School 2.9024
Private High 109 2.6756 .001
School 2.9933
Product_avg_before&Product_avg_after Social Sciences 96 27538 014
High School 2.9631
Anatolian High 105 2.8069 .046
School 2.9792
Science High 100 3.6275 .016
School 3.8167
Private High 109 3.6330 .030
People_avg_before&People_avg_after School 3.8211
Social Sciences 96 3.4373 .004
High School 3.7057
Anatolian High 105 3.5190 .016
School 3.7786
Science High 100 3.0260 .156
School 3.1540
) ) Private High 109 3.0018 .986
Physicalevidence_avg_before& School 3.0037
Pliysissleitanss gug s Social Sciences 96 2.8646 017
High School 3.1380
Anatolian High 105 3.0229 .087
School 3.2000
Science High 100 2.9950 .014
School 3.2275
Private High 109 2.9839 .020
Process_avg_before& Process_avg_after School 3.2294
Social Sciences 96 2.8646 .006
High School 3.1380
Anatolian High 105 2.8429 .050
School 3.0524

Anova Analysis and Comments

ANOVA analysis is used to measure the effect of
three or more independent variables on a dependent
variable (Secer, 2015, p. 73). In order to determine
whether there is a significant relationship between the
dimensions of educational marketing and school types,
ANOVA analysis was conducted. The hypotheses
examined under this heading are as follows:
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H14: The dimensions of educational marketing differ
according to school types.

H14a: The product dimension differs according to
school types.

H14b: The place dimension differs according to
school types.

H14c: The promotion dimension differs according to
school types.



Yildiz ve Ercis / Electronic Cumhuriyet Journal of Communication, 7(2): 98-116, 2025

H14d: The people dimension differs according to
school types.

Hl4e: The physical evidence dimension differs
according to school types.

H14f: The process dimension differs according to
school types.

Table 14. Anova Test Results for Education Marketing
Mix Elements and High School Types

Education
Marketing Mix F Sig.
Elements

Between
Groups

Product Within 1.167 .225
Groups

Total
Between

Groups
Place Within 984 463
Groups

Total
Between

Groups
Promotion Within 704 823
Groups

Total
Between

Groups

People Within 0.714 .761
Groups
Total

Between
Groups
Physical Evidence Within 437 985
Groups
Total

Between
Groups
Process Within 1.612 .063
Groups
Total

The results of the ANOVA test reveal that for all
dimensions within the educational marketing mix, p >
0.05, indicating no significant differences. In this
context, it can be concluded that there is no significant
difference between the dimensions of the educational
marketing mix and high school types. As a result,
H14(a), H14(b), H14(c), H14(d), H14(e), and H14(f) are
rejected.

The research findings indicate that the criteria
students consider important in their university
preferences differ according to the type of high school
they attended. These differences pertain to ‘university
preference variables’ such as quality of education,
foreign language education, academic staff, social
opportunities, and connections with the business
world. However, the ANOVA analysis conducted on the
marketing mix dimensions measured within the scope
of educational marketing (product, process, people,
physical evidence, etc.) revealed no statistically
significant differences based on high school type.

Conclusion and Recommendations

In this study, the educational variables prioritized by
12th-grade students from various high schools in
Erzurum during their university selection process, as
well as their perception levels regarding Atatirk
University, were examined. In the first phase of the
research, a pre-test was applied to the students. During
this process, they were asked to rank the educational
variables they consider in their university preferences
and to complete a questionnaire assessing their
perceptions of Atatlirk University. The collected data
were subjected to statistical analysis using the SPSS
program and the findings were interpreted in detail.

According to the results of the pre-test analysis, it
was determined that the variables prioritized by high
school students when choosing a university differed
based on the type of high school they attended. The
first choice of science high school students was the
quality of education, the second choice was quality
foreign language and connections with the business
world, and the third choice was the ease the university
provided in finding a job. For Anatolian High School
students, the quality of education was first, the
academic staff was second, and the connections with
educational institutions abroad was third. Social
sciences high school students prioritized the variables
of quality of education, ease of finding a job and quality
foreign language, respectively. Private high school
students, on the other hand, put the quality of
education first, followed by the social environment and
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connections with the academic staff and the business
world. It has been determined that the quality of
education ranks first among all types of high schools, a
common finding. When the general data was
examined, it was seen that the first three preferences
of the students were quality of education, connections
with  the business world and employment
opportunities, respectively. These results show that the
quality of education and the ease of finding a job are
determining factors in high school students' university
choices. The fact that education quality is particularly
effective in university choices is consistent with the
findings of the study conducted by Kelling et al. (2007,
p. 8). According to Kelling et al. (2007, p. 8), the quality
and reputation of an institution stands out as an
important variable in the choice process for students.
he basis of these preferences is the students' desire to
receive a quality education. In the same study, it was
concluded that the possibility of finding a job easily in
the future is also a determining factor for students.
These findings emphasize that the quality of education
and job opportunities play a critical role in students'
motivation to choose. Soutar and Turner (2002) state
that the quality factor, which includes academic
reputation elements, plays an important role in
students' university choices. Similarly, Torlak and
Dogan (2011, p. 110) found in their study that students'
post-graduation expectations, in other words, career
opportunities, are an effective factor in the choice
process. When the results of these studies are
examined, it is seen that the research contains findings
that support the literature and reveals results that are
compatible with previous studies. When the values
obtained as a result of the pre-test are examined, it is
seen that the perception level of the product and
process dimensions of the education marketing mix of
Atatirk University is below the average. However, it
was determined that the people dimension and general
perception were at an average level. When students
were presented with statements regarding Ataturk
University, it was determined that the participants
mostly displayed an indecisive attitude. This situation
indicates that the promotional activities of Ataturk
University were inadequate. Additionally, the results of
frequency analysis of questions regarding promotional
activities also support this finding. Demirtas (2012, p.
230) states in his study that universities that use
advertising and communication techniques effectively
are one step ahead of their competitors. For this
reason, advertising activities were carried out for
Atatirk University. When the general perception
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towards Atatilirk University was evaluated after the
promotional activities, it was found that although the
perception regarding the product dimension increased,
it was still below average, while there was a significant
change in the process dimension and the perception
reached the average level. Similarly, it was determined
that there was a slight increase in the people dimension
and general perception values, but these increases
remained at an average level. While there was a change
in the perception level of each of the elements of the
marketing mix, there was no change in the place and
promotion dimensions where no promotional activities
were carried out, proving the effect of advertising
activities on the perceptions of individuals. When the
findings obtained after the post-test are evaluated in
general, it is seen that the promotional activities carried
out within the scope of educational marketing are
effective in creating changes in the perceptions of
individuals. This situation reveals that strategic
planning and implementation of promotional activities
play an important role in strengthening the perception
of educational institutions on the target audience.

The results of the study show that they are
consistent with the studies measuring the effect of
advertising in the literature. In the study conducted by
Kalpaklioglu and Turemez (2010), it was emphasized
that public relations studies and advertising activities
are effective in university preferences. In addition, it
was stated in this study that in order for a university to
be preferable, it must first be known. Dogan and
Tlarkmen (2018) revealed that the advertising activities
carried out by universities on their social media
accounts and websites are more effective than other
advertising channels. The impact of social media
marketing on educational marketing is also supported
by the study conducted by Esen and Sahin (2018). These
findings once again reveal that promotion and
advertising activities play a critical role in increasing the
preferability of educational institutions. In addition, it
was determined that another important variable that
students consider when choosing a university is the
climate and geographical location of the city where the
university is located. This finding is noteworthy in terms
of adding a new element to the list of educational
variables. The fact that students also consider living
conditions and environmental factors emphasizes the
importance of these variables in university selection
processes and increases the contribution of the study
to the literature.
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Based on this study, the following suggestions can
be made in the future within the scope of education
marketing:

o Diversification of Promotional Activities: In
addition to social media, face-to-face activities can be
organized to compare the effects of different
promotional methods. In this way, the most effective
promotional method on the target audience can be
determined.

o Detailed Examination of Educational Variables:
Educational variables preferred by students at different
levels of school can be listed and how these variables
change depending on the quality of education in high
schools can be analyzed.

e  Social Media Usage Analysis: By determining
the time students spend on social media platforms, the
most effective platforms for promotional activities can
be determined. In this way, more targeted marketing
strategies can be developed.

o Inter-university Comparison: By having
students evaluate different universities, a comparison
between universities can be made. In the light of these
evaluations, the strengths and weaknesses of
universities can be determined and marketing
strategies can be developed based on this data.

These suggestions can help universities achieve
more effective results in their promotional and
marketing activities and establish better
communication with their target audiences.

Based on the results of the study, recommendations
for all educational institutions can be listed as follows:

o Regularly Measuring Potential Student
Perception: Educational institutions can update their
strategies by regularly analyzing the perception levels
of potential students towards them.

. Developing Effective Promotion Strategies: A
stronger impact can be created by prioritizing
information, persuasion and reminder strategies when
preparing advertising activities.

. Increasing Visibility: Corporate awareness and
access can be increased by being more actively involved
in digital and traditional media platforms, especially
social media.

These suggestions can help educational institutions
promote themselves more effectively and become a
priority for students.
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