GLOBAL BRANDING AND ITS RELEVANCE TO 
HIGHER EDUCATION
Introduction
In the era of increased national and international competition, institutions of higher education in all parts of the world have begun a search for a unique definition of what they seek to become in order to differentiate themselves, to attract students and academic staff.
Some institutions of higher education give more emphasis in building brands. The reason is to build an image and reputation of the institution or unique experiences offered that focused on the high standard of the programs, qualities of its people, services and the facilities available. The branding effort in this sector will become the strength of the institution of higher education and has to concentrate in these areas if the institution is to be successful. The brand promise also has to offer this to prospective customers and the key lies in the fulfillment of the promise.  

Branding Defined
According to Elizabeth Scarborough (2007), a “brand” is the sum total of all associations that are with an organization or product. 
“Brand is much more than a name, logo, colors, a tagline or symbol. A brand is essentially a marketer’s promise to deliver a specific set of features, benefits and services consistently to the buyers” (Philip Kotler, 2003). 

Branding helps an organization differentiate itself to target markets. It helps define an organization in the mind of its customer. A brand is a promise to deliver a certain set of benefits, both rational and emotional. Rational benefits may include reputation, academic excellence, research status, links with industry, and employment record. Emotional benefits may include location, quality of life, personality, culture and empathy. So, branding is the emotional and relational bond that brands establish with their clients that distinguish them as brands.
However, branding is a means of identifying and differentiating a company, an institution, a product, a service, a nation or a university.  “Branding” involves concerted efforts to influence desired brand associations; the process that moves an organization from existing to desired brand.

Products and services deliver a function. A brand is a product or service that has created an on-going relationship with its customers. Products or services are what organizations want to sell. Brands are what people want to buy (culture, persona, “what’s different”). Importantly, your Brand is not what you say about yourselves, but what others say about you.
A brand’s image is derived from all of those things that impact peoples’ perceptions of an organization including:
· Products and services

· Organization performance

· Personality

· Promotional material

· Identity/logo

· Reputation

· Experience

Critically, it’s the customer’s actual experience which has the most impact on brand perceptions.
Branding in higher education is more accurately described as visual identity or reputation created by the stakeholders of what they do and how they do it. It is associated with the quality of the products and services and their interaction with the organization. Brand is always perceived by prospective students and relevant audiences. The perceived qualities of the institutions are all aspects of the brand and will play a key part in influencing the student's decision.
An institution’s brand should drive marketing strategies that it should also give the institution something to live up to. The purpose of the marketing function is to drive existing and new revenue sources; thus, the success of marketing and branding initiatives should be tied to revenue generation from enrollment, fundraising, and other sources.

Ingredients of successful branding in higher education
Students look to institutions of higher education as a reliable source of information both related to the coursework and about the institution in general. They expected promt and quality service, appealing classrooms and campuses with modern classroom facilities and equipment. Willingness to help students is also high on the agenda. The key is to reduce the gap between student expectations and perceptions of university performance. 

For globalized brand, research carried out suggests that in the Far East students are mainly concerned with (Ranchhod, 2004):

· A university’s learning environment (including excellent staff, facilities and research resources)

· Reputation (including brand name, achievements, and a high standard of education)

· Graduate Career prospects (including graduates’ employment prospects and expected income and the employers’ views of graduates)

· Destination image (including political stability, safety and hospitality)

· Cultural integration (including religious freedom and cultural diversity) 

A successful branding effort therefore needs to have four essential ingredients:
· Relevance – What makes the universities or colleges offerings relevant to key customers and audiences?

· Awareness – If few people are aware of an institution’s existence, then branding building is even more crucial.

· Positioning and differentiation – Why is the institution distinct in the eyes of the customers and audiences. 

· Consistency – A brand can only be developed through the delivery of a consistent set of messages, ideas and interaction over time to maintain reputation.

Good branding is associated with uniqueness of the institution of higher education
The directions in which the institutions of higher education will need to move in order to reach its future constituencies effectively, is through gap analysis. The gap that higher institutions are trying to fill needs to be very carefully thought through. Figure 1 illustrates the brand positioning that needs to be adopted in a simple manner.
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Even when deciding on uniqueness it is useful to note that some attributes such as location may be more important than realised. Research suggests that the key attributes students consider are location, reputation and course content (Moogan et al., 2001). However these attributes do change over a period of time and vary with students who decide to study locally or to overseas. 
The challenges facing Higher Education of the 21st Century

Today, possessing knowledge and having the ability to use knowledge in a world-wide arena is critical to personal and societal advancement. Likewise, having a skilled and globally focused workforce is perhaps the most important ingredient to any organization’s competitiveness in a world where competitors can come from next door or around the world. Any entity that does not support an environment that attracts, sustain and retains creative, imaginative, and globally resourceful individuals will eventually fall behind. The role of higher education in such nurturing is most apparent as institutions of higher education are considered by many to be the primary suppliers of such individuals.
The realities of globalization (greater competition, relentless pressures to innovate, new worldwide markets and production options, growing concerns over cultural and environmental degradation) have resulted in a common perception that “knowledge societies,” those that constantly develop new ideas, technologies, methods, products and services are crucial for future prosperity. This has resulted in even greater demand on institutions of higher education to develop deep rooted entrepreneurial cultures that are international in scope, such that the creation, transfer and use of knowledge is ongoing and evolving. Likewise, the growing competition among universities and other entities that now develop, distribute and market education are compelling academic leaders to seek unique ways to differentiate their programs from others’ programs.

To meet these challenges, institutions of higher education are seeking ways to further connect their faculty, students and outside communities in a strategic infrastructure where ideas flow, new initiatives blossom, flexibility abounds and global reputations expand. Knowledge development and the commercialization of that knowledge in the international context are seen as the primary work of 21st century institutions of higher education.  This means that every campus is different, so it depends on what environment they are in, what their strengths are, to whom they are trying to cater, and where they want to go. 
Great institutions of higher education need to let the world know that they have a purpose and a vision concerning what they are and what they seek to become. University leaders tend to express a common vision that institutions of higher education have two central responsibilities in society today:

1. Enlightening  and preparing,  not just their students, but their respective communities as a whole for the challenges and opportunities brought on by globalization

2.
Being the major supplier of the intellectual capital (knowledge workers) that communities need to survive and prosper in the era of globalization.    
Brunei Experience 
With the creation of Higher Education as the new sector within the organization structure of the Ministry of Education, Brunei Government demonstrates the high level of fluidity in globalising the higher education market. It requires higher education to be highly competitive, constantly adaptable to change and innovative to strategies as to how to open new markets, and have a way of representing the sector as an attractive and unique brand. Towards this direction, Universiti Brunei Darussalam (UBD) has taken positive steps to respond to this initiative.   
The importance of change

From August 2009, Universiti Brunei Darussalam (UBD) will offer a new generation of undergraduate and postgraduate degrees. This change will align the university’s broad-based and multi-disciplinary programs with some of the best practices in the world. The university was inspired by His Majesty's Titah given during the recent UBD 20th convocation ceremony, in which he urged the university to change:

“UBD must offer programmes that are more innovative, broad-based and multi-disciplinary. As the premier institution of learning, Universiti Brunei Darussalam needs to take up the mantle of being the pioneer among the higher education institutions in the country, with a strongly evident competitive edge.”

As a start, UBD will offer four undergraduate degrees: B Arts, B Science, B Health Science and B Business. Each of these degrees will provide a range of pathways, giving the students more flexibility in their choice of career. Each undergraduate degree programme will allow the students to choose from a variety of major disciplines, enhanced by electives that will provide critical, analytical, theoretical and practical perspectives on the major discipline. The undergraduate degrees have been designed to prepare the students for a competitive world, where adaptability and innovation are essential for successful scientific, economic and social development.

How a UBD new Generation Degree changes the way they see the world
Universiti Brunei Darussalam (UBD) is where education and innovation meet, where ideas are challenged and theories developed, where new knowledge is created, and where scholars emerge. The following are guiding principals that are used in developing UBD's Brands.
· Preparing students for a competitive world 

UBD's New Generation Degrees will allow the students to choose from a variety of major disciplines, enhanced by electives that will provide critical, analytical, theoretical and practical perspectives on the major discipline.

· Providing students with broad-based degrees 


With UBD's degrees, students will develop a broad knowledge across the chosen subject areas, while ensuring the transfer of sufficient skills to prepare them for professional practice or further study. 

· Discovering students potential 

New Generation Programmes are designed to engage the broader community both by exposing students, and staff, to practitioners in relevant fields through guest lecturers. 

· Gaining international perspectives 


To foster an understanding of international standards, students will be encouraged to complete part of their degree in another country, or to gain work experience in a relevant context. 

· Promoting innovation, leadership and entrepreneurship 


A UBD New Generation Degree will equip the students with the skills to respond confidently to the challenges they will face in their career, both today and tomorrow.

What are the benefits
Students will benefit from the low student to lecturer ratio and the high calibre of the teaching staff, many of whom have been recruited internationally. Through these New Generation Degrees and postgraduate qualifications, students will be equipped to respond confidently to the challenges they will face in their career, both today and tomorrow. 

Course Structures
The four undergraduate programmes offered by Universiti Brunei Darussalam (UBD) will comprise three basic components.

· Electives 


These are existing courses from other faculties/departments including languages.

· Faculty Breadth 


These courses are to be developed as breadth courses by the Faculty. For example, the Faculty of Business, Economic and Policy Studies (FBEPS) can give courses on leadership, entrepreneurship, etc. These will be considered new courses. 

· Interdisciplinary Breadth 

These courses will incorporate multiple disciplines in one course reflecting the “real world” investigation of issues such as climate change, globalization, genetics in society and the Heart of Borneo initiative. These will be considered new courses and will change over time as required.

Discovery Year
The Discovery Year will be undertaken during the third year of study. It will allow the students to broaden their knowledge and gain invaluable experience in a real world setting. The following are options students can choose for your Discovery Year.

· Study Abroad Programme (SAP): 1 semester and 4 breadth courses at UBD 

· Internship: 1 semester and 4 breadth courses at UBD 

· Community Service: 1 semester and 4 breadth courses at UBD 

· Study Abroad Programme (SAP): 1 year 

· Study Abroad Programme (SAP): 1 semester and 1 internship semester 

Prepared and presented by:
Haji Abd Hakip bin Haji Burut

Brunei Darussalam
PAGE  
7

